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We only succeed
when you do.

At ICS, our customers tell us how we're doing — all day, every day. Following each support call, we ask
the customer how effectively we solved their issue. That immediate feedback helps us be our best.

Nobody is perfect, but thanks to these responses we'll continue
to achieve excellence.

We also continuously, in real time, measure
our performance based on our service level
agreement. We're typically at about 97%
every day and while that's exceptional,
we'll keep striving to be even better.

?

Here's to your success, and
we’'re glad to help.

SAIsyodsan

It's now even easier to contact ICS Support
Live Chat | Text | Email | Call

The Advanced Payment Solutions Brand
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April 23, 2025,

Atlantic Convenience Expo
Halifax Convention Centre Halifax,
NS Hind@hammoudconsulting.ca
902-877-8132

April 26-28, 2025

The Car Wash

Show Las Vegas, NV
www.thecarwashshow.com
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204-489-4215

June 17-19, 2025
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Miami, FL
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Centre, Chicago,IL
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W@mm 7/
CARWASH

JUNE 8-10, 2025

12th Women in Carwash™
Conference

Seatle, WA
www.womenincarwash.com

ISSUE2 2025 / 3



Publisher’s Message

Welcome to Spring!

As the days get longer and the snow melts away to the glorious song of returning birds, we bring an issue filled with
editorials to give you tools for changing how you service your customers: From enhancing customer service to
redesigning your store, engaging with your customers through social media marketing and changing a carwash over
to a small format wash, everything is here to help operators change their business to be ready for the new season.

If youre considering entering the carwashing market, or perhaps upgrading your equipment, take some time to pe-
ruse our carwash equipment chart where carwash vendors detail the product, equipment and services that they offer.
Give any of these companies a phone call; theyd be happy to discuss options and opportunities for you and your site.

Is your company prepared for the unexpected disaster? The past few years have seen many challenging situations,
including floods, fires, earthquakes, etc. BFL Canada shares with us that “Disasters Happen.” and although we hope
that you and your company never have to face one, it's great to know how and what to do, just in case.

Our cover story celebrates 75 years of Istobal S.A. and its North American presence, which began in 2011 in Bristol,
VA.Welove covering these stories as the continuation of a product or service leads to great businesses and communities.

No matter what you have planned for the next season and the rest of the year, this edition offers you information to
keep your imagination churning out new ideas for increasing your business.

Heress to a fabulous season and an even more fantastic summer. As always, your success is my business, and as al-
ways, my open-door policy to your valuable feedback remains not only intact but stronger than ever. If there is a topic
youd like to have featured, or, if you have questions or perhaps you need an introduction, please feel free to email me at
bjjohnstone@convenienceandcarwash.com or call 204-489-4215

B

Brenda Jane Johnstone PUBLISHER
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Editor’s Message

Feeling the Pinch

Consumers are feeling the pinch. The inflation factor, combined
with the threat of US.-Canada tariffs, has put a lot of pressure on our
wallets.

At a recent Coffee Association of Canada webinar, Nick Gibson,
CPG small/medium business client business partner, NielsenlQ,
noted that a $100 basket of goods in Canada has increased 24 per
cent, to $124, from 2019.

“That is at least 10 points higher than what you would expect in a
normal inflation environment.” said Gibson. "Most Canadians did not
receive a 24 per cent wage increase in that time period”

You can expect, in this environment, that people will be choosing
where to shop carefully. Now is a good time to take inventory of what
you offer to your customers. In this issue of Convenience & Carwash
Canada, we take a look at enhancing customer service with the ar-
ticle Make Meaningful Connections with Your Customers. Making a
personal connection with your customer is more important than ever
as people seek places they can rely on, trust with their business and
can generally make them feel abit better during difficult days. Service
with a smile really does make a difference.

The quality of the service you provide to your customers might be
the reason they keep coming back. As Tom Hart, director of business
development at Ready Training Online notes: “You never know how
uplifting an act of kindness can be to a customer. It might be exactly
what they needed that day.”

We also have an article on Boosting Impulse Sales with Novelty
Items. Having some unique items available for purchase can differ-
entiate your store from other shopping options and persuade your
customers to make impulse purchases.

Social media marketing (read Scrolling Through the Suds in
this issue) and store design (read Convenience Store Layout: Eight
Design Strategies That Boost Sales and Improve the Shopping
Experience in this issue) also impact the customer’s impression of
your business.

With consumers counting their pennies (remember when we had
pennies), make sure your store or carwash stands out as a place to
go where the shopping experience will be pleasant. Be a place where
a shopper can feel acknowledged and appreciated. When the world
feels so chaotic, these qualities can make you stand out and provide
awelcoming atmosphere for anxious shoppers.
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Dare to
fuel ~N
change

englobecorp.com

Problemsinside a UST like corrosion, cracking, blistering, de-lamination
issues that compromise your fuel and could lead to catastrophic
consequences to your site are notoriously hard to pinpoint. Getting

a good clear look at what's happening inside the tank is traditionally
difficult and labor intensive.

TankCam is a manually operated video system with strong zooming
capabilities and high intensity lighting, small enough to enter a tank
through the fill pipe. It does not require excavation or manned entry.
TankCam is a self-contained system, and the site can be operational
during the inspection. The camera operator can observe structural
problems in the tank such as cracking and corrosion, visually inspect
the tank for sludge or debris, and verify overfill protection.

The Perfect Tool to See What's Happening
Inside Your Tanks

— Pin point the cause of a failed tank tightness test
— Verify conditions before and after a tank cleaning
— Locate unused riser openings

— Structural problems of steel and fiberglass tanks

— Post burial inspections for new tanks

To learn more, reach out to our sales team:

FMSales@englobecorp.com | 1.800.465.1577 (English)
VentesGP@englobecorp.com | 1.866.778.7713 (Frangais)

enGLoBe @&



BY ANGELA ALTASS

THE BEST HOT BEVERAGE
EQUIPMENT FOR YOUR

STORE

Hot beverage equipment can offer varied features and drink
options per machine. Factors such as the clientele and the
location of your convenience store can impact which machines
will contribute the most to a successful hot beverage program.

“Equipmentis site specific,” says Aron Bjornson,
vice president, marketingand foodservice national
accounts, Canterbury Coffee. “You need to make
the best use of space to maintain the right speed
of service and product offerings to make sure your
customers return.”

For example. notes Bjornson, in a slower loca-
tion, rather than making two litres at a time and
having to pour it out after an hour, a bean-to-cup
machine, like the Bunn Crescendo or Franke A400,
are great options as they provide each customer
with a freshly ground and brewed cup, eliminating
waste from brewing large batches that go unused.

“However, in a high-volume location, this setup
could lead to long wait times and lost sales,” says

Bjornson. “Batch brewing is the best choice where
speed of service is the top priority. We recom-
mend the Bunn Axiom as a reliable workhorse that
requires minimal maintenance beyond regular
cleaning’

Knowing your customer base and selecting ma-
chine models that deliver production to meet the
consumer rate of arrival at your location is impor-
tant, agrees Judi Saliba, senior sales executive, TFI
Food Equipment Solutions.

“For example, for c-stores that are near a high
school, assure that the equipment you select has
the production capacity and speed of service to
quickly and consistently make the beverages that
this cohort desires, says Saliba.

ISSUE2 2025 / 7
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FRANKE'S A400 AND
AB00 MACHINES
PROVIDE FRESH
BREWED COFFEE
WITH AUTOMATED
EFFICIENCY,

KEEPING

CUSTOMERS HAPPY
AND OPERATIONS

SMOOTH.

Along with offering coffee, Bjornson
suggests making hot chocolate and cap-
puccinos available for your customers
to purchase.

“Canadian winters are long and not
everyone drinks coffee; notes Bjornson.

“Canterbury Coffee partners with a

Canadian manufacturer to produce a
range of hot chocolates and seasonal
cappuccinos designed specifically for
use in the Bunn iMix machine. The iMix
stands out because it is intuitive for cus-
tomers to use and easy to maintain for
staff. Ease of maintenance is a key com-
ponent inasuccessful program. The last
thing you want is an out-of-order sign
preventing your business from serving
drinks and driving sales”

Assortment is important to a hot
beverage program, says Bjornson.

8 / CONVENIENCE & CARWASH

“Tea and hot chocolate are among
the fastest-growing beverages in conve-
nience stores, according to Technomic
Q4 2022 — Q4 2023, and even coffee
drinkers appreciate versatility, like mak-
ing a mocha by mixing half hot choco-
late and half coffee;” says Bjornson.

“Young coffee drinkers frequently pur-

chase from convenience channels and
they seek innovation and personaliza-
tion. By expanding options, such as fla-
voured add-ins, alternative milks, and
Sugarffree choices, you can position
convenience stores
tive to traditional cafés.”

Hotbeverage equipment has evolved
over the years, becoming easier to use,
more innovative and easier to maintain,

a strong alterna-

notes Saliba.
“The Franke A line of equipment, both

specialty and fresh brew, are ideal for
convenience stores, says Saliba. “The
Franke A1000 Flex automated machine
offers brewed-to-order espresso-based
beverages, freshly brewed coffee, and a
cold-water bypass to capture the rap-
idly expanding iced/cold coffee mar-
ket segment. Customers receive their
equipment already programed to their
menu specifications so that every serv-
ing is perfect, every time”

Hot dispensed beverage equipment
has seen significant advancements
from automation and loT digital solu-
tions, transforming convenience store
operations to new brewing technology,
says Greg Alford. country manager —
Canada, Franke Coffee Systems.

“Franke Digital Services empower
multi-unit operators to monitor their



entire fleet in real time, download menu
changes, and update screen images re-
motely,” says Alford. "‘Additionally, our
machines can feature cold water bypass
for iced coffees, which is the fastest-
growing coffee choice in Canada.”
Embracing automation and IoT
digital solutions enhances efficiency,

consistency, and quality while keeping
costs low and customers coming back
for more, says Alford.

“We encourage and support conve-
nience store owners in staying ahead of
consumer trends when upgrading their
hot beverage equipment.” says Alford.

“Investing in advanced machines, like

our A400 Fresh Brew and A800 Fresh
Brew, ensures you meet the growing
demand for high-quality, convenient
coffee options. Staying current with in-
novations will help you attract and re-
tain customers, keeping your business
competitive”

Frankes A400 Fresh Brew machine,
with a compact design and automated
cleaning system, is ideal for mid-vol-
ume operations. This fully automated
solution allows customers to choose
from two different bean types and four
cup sizes in three quick steps. For low-
volume operations without access to
208-volt power, Franke offers the A300
Fresh Brew, a compact 120V model.
For busier outlets, the A800 Fresh Brew
delivers high-quality brewed coffee to
meet high-volume demands. The A400
and A800 are bean-to-cup machines,
designed to brew every cup of coffee
fresh to order. 4

—RENMIA

The new Premia by BUNN is a high-performance brewer [

R

that automatically grinds, brews and manages freshness for
optimal coffee availability during peak times while reducing |
waste during slower dayparts.

This next evolution of equipment delivers hot & iced coffee

with a drip-style flavor profile, no crema, excellent cup clarity

and instant dispense for fast speed of service for your
customers!

See more at the 2025 RC Show Booth #1627
Learn more at bunn.com/premia

COFFEE EXCELLENCE
CONSUNERS CRAVE

WBUNN
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BY ANGELA ALTASS

MAKE
MEANINGFUL
CONNECTIONS
WITH YOUR

CUSTOMERS

Everywhere we turn people are
swiping the screens on their
smartphones and engaging
with their devices, however,
when it comes to in-store
customer service, interactions
with other humans remains
high on the consumer
scorecard.

10 / CONVENIENCE & CARWASH

“When customers feel seen and valued, they are not only more
likely to return but also to become advocates, sharing their positive
experiences with others and driving further engagement with
your business,” says John Shapiro, chief product and technology
officer, Lightspeed Commerce. “We set up retailers with inventory
management, sales insights, mobile checkout options, and more to
ensure the most seamless experience offering to their customers, but
if they don't deliver a positive experience with something as simple as
asmile and a greeting, the technology and support offered behind the
scenes may not make it to a completed sale.”

Consumer experiences, good or bad, may find your store up front
and centre on social media posts, as customers share their opinions on
your business with followers, friends, and others.

“Retailers have to remember that their staff are the first point of con-
tact for their customers and represent their business,” says Shapiro.

“Staff can have an incredible impact on how your brand is perceived
and whether a customer plans on returning. The best asset any retailer
can put forward is a smile, positive and welcoming attitude, which they
then support with a seamless technology integration throughout the
shopping experience.”



T'S Al
ABOUT THE,
MOMEN’

when you find the perfect coffee
solution to fit your business needs.

According to the Coffee Association of Canada,
75% of Canadians have consumed coffee in the
past day.* With increasing demand for high-
quality coffee, does your coffee program meet
the needs of today’s consumer?

Enhance your beverage offerings with our award-
winning A400 Fresh Brew and A80O Fresh Brew
fully automatic bean-to-cup solutions. Each cup
is brewed fresh to order, ensuring better taste and
less waste. With a simple touch, you can provide
perfect in-cup quality every time.

Ideal for convenience stores, self-service, and
anywhere great coffee is served.

Scanthe
QR code

formore :
information! [®] FR AN KE

*Coffee Association of Canada. (2024). Highlights from the 2024 Coffee
Association of Canada Conference. Retrieved from https://ccentral.ca/
highlights-2024-coffee-association-canada-conference

Making a meaningful connection with cus-
tomers is essential for creating a positive shop-
ping experience, says Shapiro.

“One of the most effective ways to foster this
connection is through personalization,” says
Shapiro. "By tailoring the shopping experi-
ence to individual preferences, businesses can
make customers feel special and appreciated.
This can include personalized product recom-
mendations based on past purchases, exclu-
sive VIP experiences, or loyalty programs that
reward frequent shoppers with special perks.
Personalization can take the form of one-on-
one service, curated product suggestions, or
even remembering a customers name and
preferences.”

The checkout experience is the bow on the
end of a great retail experience with people
looking for freedom of choice regarding pay-
ment options, says Shapiro.

“There are still a large majority of consumers
who prefer to pay with debit or credit and even
cash;” says Shapiro. "Having the flexibility to pay
as they choose helps to go along way in the con-
sumer experience.”

Good customer service consists of sincerity,
being able to satisfy the reason for the visit, and
operational excellence, which means equip-
ment that operates, clean and safe facilities,
well-lit locations, and easy-to-navigate stores or
paths to the carwash, says Tom Hart, director of
business development, Ready Training Online.

“Tm a believer in the personal touch,” says
Hart. “If you create a fixed greeting or standard
thank you, it will absolutely be received as in-
sincere. Give staff the freedom to naturally greet
people. Encourage staff to pause what they are
working on and provide a warm greeting or an
offer of help to customers. You never know how
upliftingan act of kindness can be to a customer.
It might be exactly what they needed that day”

Your staff are the key to providing the ulti-
mate customer experience, says Hart.

“We are rightly focused on creating ways to
increase visits through rewards and promo-
tions,” he notes. “That same effort needs to be
extended to the customers when they are right
inside your front door”

Foodservice is an opportunity for conve-
nience store owners to differentiate from their
competition, says Hart, noting that while com-
petitors can copy your menu and match, or beat
your price, customer service can offer opportu-
nities to make your location stand out.

“While competition is everywhere, a focus
on notable ingredients such as a local bread
provider or an unexpected offer for ‘lunch on
us, can create an experience that sets you apart
and connects with your customer in a memo-
rable way, says Hart. “You can spend millions of
dollars buildingalocation but that can all come
tumbling down with poor service. I had the op-
portunity to work with one of the best carwash
operators in the business and he taught me a >>
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few things. First, everyone who went
through the tunnel received a towel to
wipe the inside, and an air freshener. He
also had free vacuums all year round. I
wondered if he was just giving up rev-
enue on the vacuums, but they always
had full lots with lines out to the street
for a wash and were the clear runaway
choice for customers. Sometimes, sim-
ple things make the biggest difference
for customers.”

The best way to support your front-
line team members is to create a culture
that inspires them to be their best, says
Hart.

“Recognition, learning new skills,
mentoring them for career opportuni-
ties, and treating them as individuals
are all part of that effort.” says Hart. "It
takes effort and consistency from the
top. Frontline employees deal with the
public every day and their responsibili-
ties are significant. They deserve face-
to-face recognition.”

Most customers expect to get the ser-
vice or product they intended without
any hassles or obstacles, says Hart.

“That's the minimum expectation,’
he says. "Miss that and you may see a
reduction in visits. I have a favourite
Saturday morning coffee spot in town.
Their coffee is not as good as their com-
petitor, but their crew is always happy
to see their customers and they seem
to really enjoy their work. That vibe
makes me look forward to seeing them
as much as the coffee. The people make
the difference”

The best customer experience is
built on a strong and engaging service
culture, says Guy Caron, vice president,
client strategy, CXE, Inc.

“Owners should prioritize a well-
defined service standard framework
and provide structured training and
ongoing coaching to ensure employees
consistently meet these standards, says
Caron. “Technology integration is also
key: Mobile payments, loyalty programs,
and contactless transactions stream-
line service and encourage repeat busi-
ness. A well-designed loyalty program
with real value fosters long-term cus-
tomer relationships, while unique pro-
motions, such as bundled discounts on
fuel, snacks or car washes, drive repeat
business. Additionally, data-driven in-
sights help refine service strategies, en-
suring continuous improvement.”

Employee engagement and recogni-
tion programs also play a vital role, says
Caron, noting that frontline employees
are the face and personal connection
of the business, directly influencing

12 / CONVENIENCE & CARWASH

customer satisfaction and loyalty.
“Friendly, knowledgeable staff who
feel valued, empowered and appreciat-
ed will create a welcoming atmosphere
and keep customers returning, says
Caron. ‘A key competitive advantage
is an engaged, well-trained workforce.
Providing structured learning and
coaching opportunities ensure front-
line staff deliver outstanding service.
To attract and retain top talent, owners
should offer competitive wages, career
development opportunities, and incen-
tive programs. Employee recognition,
whether through reward programs or
personalized appreciation, fosters mo-
tivation and enhances service quality”
In a convenience store or carwash,
consistency, professionalism, and re-
sponsiveness are essential, says Caron.
“Staff should anticipate customer
needs, utilize data-driven insights to en-
hance service, and resolve operational
issues efficiently; says Caron. “Today’s
consumers expect speed, efficiency, and
consistency. Clean, well-maintained
facilities, hassle-free transactions,

and friendly, knowledgeable staff are
non-negotiable.”

Al and digital tools are transforming
customer service by enhancing conve-
nience, operational efficiency and em-
ployee training, says Caron.

“Al-powered chatbots handle com-
mon inquiries, while data analytics help
businesses anticipate and understand
customer needs and optimize service
offerings,” says Caron. “Social media
plays a dual role in customer service
and marketing, allowing businesses to
showcase promotions, engage with cus-
tomers, and collect valuable feedback”

Technology can also enhance em-
ployee training and development, says
Caron.

“Al-driven learning platforms, per-
sonalized digital training paths, and
gamified learning experiences ensure
employees are well equipped to handle
customer interactions with confidence;
says Caron. “Ultimately, well-trained
and engaged employees lead to higher
customer satisfaction, increased reten-
tion,and astronger brand reputation.” [

‘ E EN -RI TE CORP.

YOUR RELIABLE SUPPLIER FOR THE CAR WASH INDUSTRY

for all your car wash needs!
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Fires, floods, and earthquakes don't just
destroy buildings, they disrupt businesses, wipe
out inventory, and leave owners scrambling for
financial recovery. Even if youre lucky enough
to avoid direct damage, the ripple effect of
natural disasters can hit your bottom line in
ways you might not expect. One of the biggest
aftershocks? Rising insurance premiums. As
catastrophic events increase in frequency
and severity, businesses across Canada are
seeing higher insurance costs, stricter policy
conditions, and reduced coverage options.

If you own a small business, now is the time
to understand these risks — before they cost you
more than you expect.

Natural Disasters Are Driving Up

Insurance Costs

The reality is clear: insurance rates are going

up—and extreme weather is a major reason

why.

- Water damage is now the number one
insurance claim in Canada - Floods, burst
pipes, and leaks now make up 44 per cent
of total claims, surpassing fire. As losses
pile up, insurers are raising premiums and
adjusting policies.

- Wildfire risk is increasing across
Canada - With longer and more intense fire
seasons, insurers are tightening coverage

DISASTERS
HAPPEN.
IS YOUR
BUSINESS

READY?

BY LINDA BUCKTON & GINA SEITZ

requirements. In some high-risk areas,
businesses are even struggling to secure
policies at all.
Earthquake preparedness is a growing
concern - British Columbia, in particular,
faces an increased risk of a major seismic
event, which could lead to catastrophic
losses. Insurers are adjusting deductibles
and requiring businesses to prove they
have contingency plans.
The result? Even businesses that haven't made
claims are seeing higher rates as insurers
adjust for rising risks and catastrophic
payoults.

What This Means for Small

Business Owners

1. Higher deductibles: Businesses in
high-risk areas are now facing steeper
deductibles —sometimes 10-20 per cent of
their insured value for earthquake policies.

2. More coverage exclusions: Some insurers
are limiting coverage for flooding and
wildfires, leaving businesses to pay out-of-
pocket for certain damages.

3. Premium increases across the board: Even
businesses outside of high-risk zones are
seeing year-over-year rate hikes as insurers
spread the cost of major claims across
policyholders.

ISSUE2 2025 / 13
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How to Protect Your Business (and Keep Insurance
Costs Down)
1. FIRE: Plan for Recovery Before You Need It

Fires remain one of the most devastating risks to small
businesses. While insurance can help with rebuilding,
the biggest danger isn't the flames—it's the business
interruption.

Did you know? A moderate fire forces 43 per cent of
businesses to close permanently, and of those that reopen,
nearly a third fail within three years.

Reduce Your Risk:

- Review your fire safety plan and train employees on
emergency protocols.

Upgrade outdated electrical systems and maintain fire

suppression equipment.

+ Check your insurance policy for business interruption
coverage—not all policies include it!

. Earthquakes: The Hidden Financial Risk

In BC, experts predict a 30 per cent chance of a major

earthquake in the next 50 years. But even if your business

survives the shaking, you may not escape the financial
impact.

Many businesses are shocked to learn that earthquake
insurance deductibles are calculated as a percentage of
their total insured value - often between 10 per cent and
20 per cent.

Reduce your risk:

- Consider an earthquake deductible buy-down policy
— This lowers your deductible, reducing financial
exposure.

Review your business interruption insurance — Does it
cover supply chain disruptions caused by an earth-
quake elsewhere? Many policies don'.

- Secure heavy equipment and inventory — Simple retro-
fits can prevent thousands of dollars in damage.

. Water Damage: The New Fire

With extreme weather events on the rise, flooding is now

a leading cause of business losses. From storm surges to

burst pipes, water damage claims are growing — and so are

premiums.

Many commercial policies now exclude certain types of
flooding, meaning businesses without specialized coverage
may face unexpected repair bills.

Reduce your risk:

- Upgrade plumbing and leak detection systems - Install
shut-off valves and moisture sensors to catch leaks
early.

- Know your coverage — Check your policy for exclusions
related to flood damage.

Understand your lease obligations - If you rent your
space, determine whether you or your landlord is
responsible for water damage repairs.

. Wildfire: The Spreading Threat

Longer and hotter wildfire seasons are putting more

businesses at risk — even those outside traditional danger

zones. As a result, some insurers are tightening coverage
restrictions or increasing premiums for businesses located
near wooded areas.

Reduce your risk:

- Create a defensible space around your business -
Remove dry vegetation and store flammable materials
away from the building.

14 / CONVENIENCE & CARWASH

Check your coverage annu-

ally - Policies can change, and
coverage for wildfire damage may
be limited.

- Have an evacuation and continu-
ity plan - Know how you'll protect
your employees, data, and inven-
tory if a fire approaches.

How to Keep Insurance Costs

Manageable

While natural disasters may be out of

your control, your insurance strategy

isn't. Here are a few ways to stay ahead
of rising rates:

v Work with a broker — A good broker
can compare policies, find gaps in
coverage, and negotiate better rates
based on your specific risks.

v Invest in risk reduction - Insurers
reward businesses that take
proactive steps to mitigate damage.

v Review your policy annually - Don't
assume last year's coverage is still
the best fit for your needs.

The Bottom Line: Don’t Just
Insure-Prepare
Disasters will keep happening. Insurance
rates will keep rising. But small businesses
that plan ahead, understand their
risks, and take preventive action will
be in a stronger position to weather the
storm —both financially and operationally.
The best time to prepare? Before the
next disaster hits.

Key Takeaways for Business Owners:

- Expectinsurance rates to continue ris-
ing due to increased natural disasters.
Review your policy carefully - check
for exclusions, high deductibles, and
business interruption coverage.

- Take steps now to reduce risk - better
fire protection, plumbing upgrades,
and disaster planning can lower your
premiums and prevent losses.

Work with an insurance broker to find
the right coverage for your businesss
unique needs. &l
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BOOSTING IMPULSE SALES
WITH NOVELTY ITEMS

From quirky gadgets to unique collectibles, novelty items is a popular category in
the convenience and gas (C&G) channel. C&G retailers are seizing the opportunity
to stock up on eye-catching products that enhance their customers’ experience,
boost sales on impulse and maximize revenue.

BY MELINE BEACH

Air Fresheners, Lighters and Tire Rotation Identifiers
Al Distribution is a Canadian company celebrating 21 years as
animporter and distributor of renowned consumer productsin
Canada. With over 20 product lines within its portfolio,impulse
products, such as air fresheners, lighters, and tire rotation
identifiers, are popular items sold in the C&G channel.
According to Marie-Eve Amesse, vice president of sales and
partner at Al Distribution, Mirror Critter air fresheners con-
tinue to trend as a popular novelty product for customers of
all ages. With witty character designs and enticing fragrances
like candy, new car, fresh pine, linen, and ocean breeze, they
offer both fun and function. Their cute, eye-catching design
makes them easy to display in a counter box or on a clip strip,

positioning them perfectly for impulse purchases.

“Retailingat $1.99 each, Mirror Critter air fresheners are popu-
lar because they combine fun, personality, and function at an
affordable price year-round;” says Amesse. “Their uniqueness
serves as a form of personal expression.”

Slick lighters is another popular year-round novelty item.
Slick Deluxe lighters have a very unique electronic mechanism;
they are refillable with butane and are all exceptional with their
design. Their bold aesthetics, including metallic finishes, cool
patterns, and built-in gadgets, like laser pointers, easily stand
out as small items that are often displayed in a tower at check-
out counters.

Retailing at $16.99 each. these lighters attract customers
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Hand and toe
warmers at

$1.99 and cake
fountains at
$2.35 make

for affordable,
impulse buys that
add warmth and
excitement to any
occasion.

for their quality craftsmanship, including pre-
mium alloy casings, heigh-adjustable and wind-
resistant flames, and appealing artwork designs,
which make them great as a collectible item that
drives repeat purchases.

Tic Tag—-Tire Rotation Identifiers is a sea-
sonal high-margin, low-effort novelty item that
is sure to attract vehicle owners in need of a
quick, practical fix. As tire rotations become
essential during seasonal changes, Tic Tag is an
easy-to-use, universal identification system that
attaches directly to tire valve stems. This simple
yet effective product is compatible with most ve-
hicles, allows for easy visual identification of tire
position, simplifying the tire rotation process
during seasonal changes or maintenance, mak-
ingitaconvenient solution for drivers preparing
for winter or summer tire changes.

Retailing at $5.99 retail, Tic Tag provides a
cost-effective way to prevent tire mix-ups. As a
seasonal best-seller, Tic Tag offers an innovative
seasonal best seller.

“Tic Tag is a seasonal must-have as a perfect
impulse buy for convenience stores and gas sta-
tions,” says Amesse. "As one of our top-selling
items, Tic Tag is must-have addition to any re-
tail lineup.”

Hand Warmers, Toe Warmers and Cake

Fountains

With offices in British Columbia and Ontario,

Mystical Distributing Company has been

providingexcitingand impressive products that

amaze people across Canada for over 25 years.
Hand and toe warmers are classic novelty

items that encourage impulse buys, driven by immediate consumer needs,
particularly in frigid weather. Strategically placed near the register, custom-
ers who feel the chill are sure to grab these at checkout.

“While typically considered a seasonal product, demand for warmers
exists year-round in colder regions. says Bill Raynault, general manag-
er—Western Branch of Mystical Distributing, “Some customers use them
for outdoor activities, while others stock up during sales for muscle pain
relief”

Retailing at $1.99, a two-pack of hand and toe warmers is a convenient
and affordable solution for instant warmth. Their compact size makes
them an easy grab-and-go purchase perfect for pockets, gloves or boots.

Cake fountains, also known as indoor-safe sparkling candles, have be-
come an increasingly popular item in the C&G channels as a fun and ex-
citing alternative to traditional wax candles and sparklers. These sparkling
displays provide a visually stunning effect for any celebration, adding an
element of surprise and joy to the occasion. With their safe indoor use and
impressive appearance, they are perfect for birthdays, anniversaries, cor-
porate celebrations, or national holidays - making them a great year-round
novelty item for C&G retailers.

“To maximize impulse sales, retailers can strategically place cake foun-
tains near other celebration-related products, such as balloons, streamers,
sparklers, and party plates, says Raynault. “This placement will encourage
customers to grab everything they need for a memorable event”

Retailing at $2.35 for bulk orders, cake fountains bundled with other
party essentials can also drive higher sales. Raynault adds, “Make it easy
for the customer to buy their full celebration. If they buy one of each, then
heres the bundled price”

Fireworks
BLAST-OFF Fireworks, a Canadian-owned, family-run business with over
26 years of experience in the fireworks industry, offers over 200 exclusive
BLAST-OFF branded products and other major fireworks brands, to the
Canadian market.

Fireworks are a popular novelty item sold in the C&G channel that offers
customers a fun and exciting way to celebrate special occasions with quick
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Slick Deluxe
lighters have
avery unique
electronic
mechanism; they
are refillable with
butane and are all
exceptional with
their design.

and accessible purchase options.

“Traditionally, fireworks were centred around
Victoria Day, Canada Day, and New Year's
Eve.” says Matt Bialek, president, BLAST-OFF
Fireworks. “The traditional selling model has
exploded over the past few years. WeTe seeing
fireworks being used for more niche celebra-
tions, like family reunions, gender reveal parties,
memorial gatherings, weddings, and anniversary
celebrations.”

Many newer holidays across the calendar
have emerged for fireworks, including Lunar New
Year, Family Day, and Diwali.

“Diwali is emerging as one of the top three fire-
works holidays of the year; says Bialek. “Its our
goal to help our retail partners identify emerg-
ing marketings like this, ensuring that they are
equipped to capture new sales dollars”

This year’s Canada Day is anticipated to be a
great patriotic celebration. According to Bialek,
C&G retailers should expect to see a spike in
sales leading up to July 1 and recommends that
retailers be prepared with additional inventories.

Value is key. Customers are looking for “bang
for buck” in fireworks - a quality fireworks show
that stretches dollars spent over a longer display
duration.

“Our line-up of Fireworks Kits starts at below $30, and each assortment
comes complete with fireworks, ignition tools, and a professionally se-
quenced firing order; says Bialek. “For less than $100, fireworks can enter-
tain a backyard crowd, making them an affordable option for customers
and a great year-round novelty item for C&G retailers.”

Ease of purchase, knowledge of regulatory requirements, and caution-
ary storage are key.

Bialek recommends C&G retailers purchase fireworks from areputable
source - preferably directly from an authorized importer or large-scale dis-
tributor. This isimportant to ensure that, in the event of an unforeseen inci-
dent, the retailer has full support and product liability coverage.

BLAST-OFF Fireworks has a team of regulatory specialists that can
conduct a formal regulatory assessment for any retail site. They also offer
retail customers a Client Toolbox retailer handbook, a self-guided train-
ing manual, as a “must-read” for any Canadian fireworks retailer. It pro-
vides additional information on best practices for selling fireworks in the
Canadian marketplace.

“Convenience is paramount,” says Bialek. “Customers want to grab their
case of soda, pack of hotdog buns, an assortment of fireworks, and head to
their “main event. whether that be the lake cottage, a birthday party, or a
backyard cookout” [d

Meline Beach is a Toronto-based communications practitioner

and frequent contributor to Convenience and Carwash Canada. In
addition to freelance writing, Meline provides communications and
public relations support to businesses across Canada. She can be
reached at www.mlbcomms.ca.

CANADA'S OFFICIAL SUPPLIER OF
FAMILY FUN!:

,BOOK YOUR 2025 FIREWORKS ORDER NOW!
T 1-866-827-4765(* WWW. BLASTOFRFIREWORKS.CA
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Overview

Managing a business without tapping
into analytics is like navigating uncharted
waters without a compass. This article
explores how retail and service enterprises
can harness sales insights and inventory
control to drive significant profit growth.
By embracing these tools, businesses
can optimize operations, meet customer
expectations, and outpace competitors.

Decoding Sales Insights

Sales insights form the backbone of any
successful business. They offer a window
into customer behavior, helping retailers
with POS systems understand which items
capture consumer interest. With these
insights, you can adjust stock levels and
refine marketing campaigns, eliminating
guesswork from your decision-making
process. Data transforms intuition into a
measurable and actionable strategy.

For service-based businesses, sales ana-
lytics reveal which services resonate most
with clients. You can craft tailored pack-
ages and incentives that appeal directly to
your audience by analyzing service usage
and customer preferences. Adding distinct
features or extra value based on client

feedback sets your
offerings  apart.

Fromstocklevelsto  This proactive use

service schedules, of data attracts

integrated inventory ~ more customers

management and builds lasting

systems help relationships.

businesses reduce .

waste, improve :\ev:nT:mg

: \"

efﬁcl-en'cy, and Control i

maximize

profitability. anentory control
is more than

managing physical
products on a shelf; it encompasses all
your business resources. For retailers,
sophisticated inventory management
software monitors stock levels in real time,
minimizes aged inventory, and automates
routine tasks. Such systems reduce waste
and errors while boosting overall efficiency
and profitability.

Service-based companies also maintain
an ‘inventory, including time slots, spe-
cialized equipment, or personnel hours.
Effective resource management ensures
optimal allocation of these assets. Like re-
tailers forecasting product demand, service
providers can predict when their services
will be most needed and prepare accord-
ingly. This forward-thinking approach helps
you set competitive yet profitable prices, en-
suring your resources are used where they
are most effective.

Creating Synergy Between Data and
Inventory
The real potential of these systems emerges
when you integrate sales data with inventory
management. Imagine launching a retail
promotion for a high-demand product. While
sales data confirms its popularity, your
inventory system might reveal a low stock
level. By synchronizing these insights, you can
reorder items before the promotion goes live,
ensuring you meet customer demand and
avoid disappointing “out of stock™ notices. This
integrated approach boosts sales and builds
customer trust.

In service industries, the integration works
similarly. Consider a sought-after consulting
session that attracts a surge in bookings. Sales

data identifies its high demand, while your
scheduling system indicates the availability of
top consultants. Coordinating these systems
allows you to allocate the right experts during
peak demand periods, maximizing appoint-
ment slots and enhancing the overall cus-
tomer experience. As a result, your business
enjoys increased revenue and elevated service
satisfaction.

Automation plays a key role in this synergy.
Both retail and service sectors can benefit from
features that automatically trigger restocking or
resource allocation when certain thresholds are
reached. For instance, when a product’s inven-
tory falls below a designated level, an automatic
order ensures that stock is replenished in time.
Similarly, when demand for a service exceeds a

Booth #1149
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preset limit, the system can prompt you to re-
assign staffor expand resource capacity. These
automated processes reduce human error
and ensure operations run smoothly, saving
time and driving efficiency.

Tailoring Approaches for Varied
Business Models

Although retailers and service providers
operate in different environments, both
stand to gain from a data-driven strategy.
Retailers with a strong physical presence
can significantly enhance their operations

Whether managing stock or client
relationships, leveraging data insights
can optimize operations, boost
customer loyalty, and drive profitability
across business models.

by integrating a robust POS system with
real-time inventory tracking software. This
setup allows for immediate adjustments in

stock levels, identification of emerging trends,
and creation of targeted promotional offers.
Such responsiveness transforms occasional
buyers into loyal customers and boosts overall
profitability.

Onthe other hand, service-based businesses
may find more value in integrating client rela-
tionship management (CRM) systems with ad-
vanced analytics platforms. These tools track
critical performance metrics such as project
duration, client satisfaction, and repeat busi-
ness rates. Analyzing these data points, you
can pinpoint operational inefficiencies and dis-
cover new opportunities to enhance service de-
livery. For example, if data shows that a specific
service package is particularly popular within
a niche market, you can develop customized
packages with unique features that competi-
tors do not offer.

Final Thoughts

Data is the fuel that drives modern business
success. Whetheryouoperate in the retail sector
or provide professional services, mastering

sales insights, and inventory management is
essential. By optimizing stock levels, refining
service offerings, and automating routine
processes, you can significantly enhance your
profit margins and operational efficiency.
Embrace the power of your data and trans-
form it into actionable strategies. You will meet
and exceed customer expectations by putting
informed decision-making at the heart of your
operations. This will create a sustainable com-
petitive advantage that propels your business
forward, ensuring long-term growth and profit-

ability. [

Elie Y. Katz is the president & CEO of
National Retail Solutions (NRS), which
operates thousands of point-of-sale
terminals across the USA and Canada,
offering NRS Pay credit card processing to
small and mid-size independent retailers.
For more information, visit NRSPlus online
or call (888) 541-1073

Serving the Canadian Retail Petroleum/Convenience Industry for 35 Years
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WHAT STAFF
UNIFORMS SAY
ABOUT YOUR
BUSINESS

BY ANGELA ALTASS

The decision whether staff will wear uniforms,
whether it be a branded shirt or something more
elaborate, comes down to several factors, not the
least of which is how many workers are employed at
abusiness.

Some of the convenience stores who were con-
tacted by Convenience & Carwash Canada, who
preferred not to be mentioned by name, said their
businesses didn't have enough employees to warrant
uniforms.

A benefit of providing uniforms for members of
your staff is presenting professional and consistent
branding to your customers, says Janice Rudkowski,
assistant professor, Ted Rogers School of Retail
Management.

‘Tt makes it easy for customers to identify staff as
it makes them easily recognizable and can have an
overall positive effect on the shopping experience,
says Rudkowski. “It may enhance the customer’s
confidence in service and the retailer's overall image.
Some employees may like it that they don't have to
spend extra money on work clothes.”

When choosing the best uniform for employees,
Rudknowski advises getting input directly from the
staff who will be wearing them.

“Ensure everything about the uniform, fabric, styl-
ing, colours, branding, and sourcing, aligns with your
values and image.” says Rudkowski. “Business owners
should consider the inclusivity of sizing and styles
that are appropriate for men and women as well as
accessibility considerations for employees who may
have special requirements. Fabrics should be durable
but comfortable and uniforms need to be replaced
often so that they don't look old or stained, which
would stain the brands image.”

Shoppers at Domo locations in Western Canada
will find employees easily identifiable by what they
are wearing,

“Staffat Domo are easily identifiable with uniforms
that remind guests of our Jump to the Pump full ser-
vice, says Scott Cardno, senior vice president, mar-
keting and merchandising, Domo Corporation Ltd.,
Winnipeg, Manitoba. “Our uniforms are our famous
red Domo coveralls, paired with a red Domo hat and
red Domo toque in the winter. Guests and people of >>

The decision to have
staff wear uniforms,
whether simple or
elaborate, depends on
factors like the number
of employees.



all ages recognize and love our red cov-
eralls. We also have red track suits for
managers and the choice of shorts and
golf shirts in the summer months.

Uniforms make employees easily
identifiable to customers, which con-
tributes toward improved customer
satisfaction, says Scott Sibbet, vice
president, retail operations, Gas King
Oil Co. Ltd. In Lethbridge, Alberta.

“Our uniforms contribute to a cohe-
sive look, ensuring that employees pres-
ent a professional image to customers,
says Sibbet. “"When selecting uniforms,
we collaborate with our management
team to ensure that the uniforms are
comfortable while reinforcing Gas
King’s brand by incorporating logos
and colours that reflect our culture and
values.”

Whether a store has staff wearing
uniforms may tell customers about
the size of the business and the num-
ber of employees. Receiving feedback
from employees can help you make an
informed decision regarding uniforms
and whether they are the right choice
for your business. 4
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IT'S TIME TO REVIEW
YOUR HR POLICIES AND
PROCEDURES

Itis crucial for all
businesses to ensure
that their HR policies and
procedures are compliant
with current employment

~ |egislation and
requlations, especially
small businesses with
limited resources.

, e PR L
, VO A iy
K %
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I L
BY RENEE BOYDA When HR policies are outdated with employment | Therefore,updatingyour HR policies and procedures can help

legislation, it subjects the business to legal risks that in turn | your business succeed by:

could lead to expensive fines and damage to their reputation. | 1. Being compliant with changing employment laws.

A small business who faces these penalties may not recover. ) . L )
Several provinces have instituted vast changes to their

Additionally, by having outdated policies, businesses can employment standards legislation (or will be in the near
face: future). For example, Ontario has made numerous changes
Security vulnerabilities to its employment standards laws through its Working

for Workers legislative series, with its sixth Working for
Workers Act legislation introduced in November of 2024.
Changes to pay transparency, Employment Standards Act
Lack of clarity and consistency maximum fines, tips payment and tips sharing, vacation
Missed opportunities for innovation pay agreements, regulations on artificial intelligence in »>

- Employee dissatisfaction and disengagement

- Wasted time, inefficiencies and ineffectiveness
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hiring processes, job posting rules, sick
leave documentation, virtual harassment
changes, and more are already in place. If
the Working for Workers Six Act is passed,
then a new parental leave, a new long-term
illnessleave, and many other changes will be
forthcoming,

2. Aligning policies and procedures to

changing organizational or industry
standards.
Reviewing your HR policies and procedures
will allow you to update them to match
current strategies and goals, supporting
growth and operational efficiency.

3. Mitigating risks and enhancing

efficiency to deal with common
workplace problems.
Have you ever encountered situations
that seem to be re-occurring, or that have
consumed more time than is necessary
to reach a resolution? By updating policy,
businesses can ensure that they have
procedures in place and feel confident that
existing “pain points” can be addressed
quickly and consistently.

4. Upholding a respectful workplace.
Having updated policies and procedures
in place to deal with conflict, harassment,
discrimination, and safety provides a
stronger security net to ensure a respectful
workplace is maintained.

5.Improving employee experience and

engagement.
By showing a commitment to continuous
improvement through policy, it shows the
employee that you value them, improves
trust and retention.

6.Improving communication and
understanding of responsibilities and
expectations.
Well written and up-to-date policies
and procedures provide a framework
for managers and employees to tackle
problems and prevent misunderstandings.

When reviewing your HR policies and

procedures here are some tips to make the

process as effective as possible:

1. Prepare ahead and do your research. Check
your industry standards and competitor
practices to stay competitive and relevant.

2. Read through your policies and procedures
thoroughly and mark those that are no lon-
ger effective or need to be updated, refined
or revised due to changes in organizational
or industry standards. Collaborate with
other managers and supervisors for input.
Be mindful that if policy changes are per-
ceived as unfair, unnecessary, too complex
or too restrictive then you will face resis-
tance from employees and managers.

3. Check to see if your policies are compliant
with current employment laws and regula-
tions. With so many changes that have been
happening with employment legislation
and regulations, attempting to align your
policies can be especially difficult, so seek
guidance from an HR professional.

4. Educate your managers, supervisor and
employees on your policy and procedures
to ensure understanding. Failure to prop-
erly communicate changes to your staff can
lead to misunderstandings, lack of compli-
ance and even increased conflict.

. Monitor and evaluate your policies and pro-
cedures to assess effectiveness.

(928

Businesses should review their HR policy

and procedures every one to three years. But

there are several other instances that trigger a

review:

1. Changes to employment laws and
regulations.

2. Organizational changes such as new in-
ternal processes, a change in ownership
or leadership, changes in mission, vision
and values, or changes in your strategic
direction.

3. Repeated or significant policy violations or

non-compliance in general signals that a pol-
icy may be outdated, unclear or inadequate.
It could also mean that it was not communi-
cated properly.

4. Workplace incidents such as injuries, vio-
lence, structural or hazardous materials fail-
ures may be due to poorly written safety or
operational policies and procedures. Again,
make sure they are clearly communicated to
staff.

-

5. When there are high turnover rates, absen-
teeism, or low employee engagement it could
reflect ineffective policies or procedures.

6. Negative feedback from employees or manag-
ers, complaints or grievances about the poli-
cies and procedures requires a reassessment.

Keep in mind that a review does not necessarily
mean that you are rewriting your entire policy
manual and that reviewing policies does not
automatically lead to policy changes. Keep in
mind that an HR professional can help. If you
need any assistance with this process or help on
any other HR matter, you may consider reaching
out to Legacy Bowes, where our team of HR
experts can help your business maintain sound
practices when it comes to people operations
and management. [d

Renee Boyda is a human resources
consultant with Legacy Bowes. Renee is a
CPHR candidate, received her Bachelor

of Arts in Sociology from the University

of Manitoba, and received both Human
Resource Management and Management
Development Certificates with Honours
from Red River College. Renee is focused

on building HR structures and processes

to create consistency and fairness in
workplaces across Canada. Renee is a proud
Metis, with over 12 years of human resource
experience in both union and non-union
environments. She can be reached at

(204) 947-5525.,
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CONVENIENCE
STORE LAYOUT:
EIGHT DESIGN
STRATEGIES THAT
BOOST SALES
AND IMPROVE
THE SHOPPING
EXPERIENCE

i W
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BY ROLAND FIGUEREDO

Convenience stores rely on getting customers what they need
quickly and easily. A well-designed store layout is not only a key
driver of sales but also a critical factor in customer satisfaction.
So, what are the fundamentals of effective store design and layout
for convenience stores? Here are eight strategies that enhance
functionality, boost sales, and provide a seamless shopping
experience.
1. Understand the Customer Journey
The customer journey begins the moment they step into the store.
First Impressions Matter: The first few seconds can make
alasting impression on your customer. Invite them into
your store with a clean, well-lit entry area. Displays near the
entrance should feature high-margin or popular items to
emphasize the ease of finding what they need quickly.
Traffic Flow: Arrange aisles and displays to create a logical
flow. Encourage customers to explore the store by guiding
them through key sections, such as snacks, beverages, and
grab-and-go items.
Zone: Divide the store into zones based on product catego-
ries, such as fresh food, beverages, household essentials, and
impulse buys. Clearly marked sections make navigation
intuitive. >>
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2. Maximize Space Efficiency
Convenience stores typically have limited space, making
efficient use of every square foot crucial.

- Vertical Displays: Vertical shelving increases stor-
age and display capacity without expanding the
footprint.

- Compact Aisles: Keep aisles wide enough for com-
fort but compact enough to encourage browsing. A
width of three to four feet is generally ideal.

- Multi-Use Fixtures: Opt for fixtures that can dis-

By understanding
the customer
journey, optimizing
space, and
integrating modern
technologies, store
owners can create
an environment that
encourages repeat
visits and boosts
sales.

play a variety of products, allowing for quick recon-
figurations to meet seasonal or promotional needs.
3. Strategic Product Placement
- Product placement is critical for driving sales.
- Eye-Level Displays: Place high-margin items at
eye level to increase visibility and sales.
. Impulse Zones: Position impulse-buy items, such
as candy and small gadgets, near checkout counters.
« Cross-Merchandising: Pair related products
together - for example, placing chips near bever-
ages—to encourage additional purchases.
4. Lighting and Ambiance
The ambiance of convenience stores significantly
influences customer behavior. Proper lighting enhances
product visibility and creates a welcoming atmosphere.
- Bright and Even Lighting: Avoid dark spots and
ensure shelves and displays are well-lit.
- Highlight Key Areas: Use accent lighting to draw
attention to promotions or premium products.
+ Mood Setting: Incorporate warm lighting in areas
like coffee stations to create a cozy moment.
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5. Technology Integration

Modern technology is not just a tool, but a catalyst for
growth in the retail industry. It can enhance the shopping
experience and streamline operations, opening up new
possibilities for your convenience store.

- Digital Signage: Use digital screens for dynamic
displays of promotions, product information, or
store updates.

- Self-Checkout Stations: These reduce wait times
and free up staff for other tasks.

- Data Analytics: Leverage data to understand cus-
tomer preferences and adjust layouts and inven-
tory accordingly.

6. Accessibility and Inclusivity

Aninclusive design is a cornerstone of convenience store
layout, ensuring that all customers feel welcome and
can access what they need regardless of their abilities or
needs.

- ADA Compliance: Ensure aisles, counters, and
entrances are accessible to individuals with
disabilities.

- Clear Signage: Use large, readable fonts and
universal symbols for navigation.

. Family-Friendly Features: Include amenities
such as baby-changing stations or kid-friendly
product displays.

7. Seasonal and Promotional Adjustments
Flexibility is key in adapting to seasonal trends or
promotional events.

- Seasonal Displays: Rotate displays to highlight
holiday or seasonal items, keeping the store fresh
and engaging,

- Limited-Time Offers: Use endcaps to showcase
time-sensitive promotions or new arrivals.

- Event-Driven Themes: Align displays with local
events or cultural celebrations to resonate with
the community.

8. Enhance Checkout Efficiency
The checkout area is often the last impression of your
store. Make it count.

- Streamlined Counters: Keep the counter clutter-
free and ensure all essential equipment is within
easy reach for staff.

- Speed and Convenience: Offer multiple payment
options, including contactless methods.

- Engaging Displays: Use checkout counters for
last-minute impulse buys, like gum, snacks, or
small electronics.



Conclusion

Effective convenience store design combines aesthetics,
functionality, and customer-centric strategies. By
understanding the customer journey, optimizing space,
and integrating modern technologies, store owners can
create an environment that encourages repeat visits and
boosts sales. Remember, a well-thought-out layout is
not just about selling products but also about building a
positive shopping experience. [d

Roland Figueredo is the director of business
development with King Retail Solutions (KRS).

He has been with KRS since 2019 and has over 20
years of retail industry experience. With a degree in
Marketing and Business Management from TCNJ,
Roland developed a passion for retail very early on
in his career. Roland acted as marketing director for
brands such as Calvin Klein, IZOD, and Van Heusen.
Throughout his tenure, he was responsible for
overseeing and implementing countless in-store and
merchandising solutions and bringing keen insight
on branding communication. He can be reached at
Roland.Figueredo@kingrs.com, 541-214-8908,
www.kingrs.com.
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Fire X-Hot Pepperoni — our hottest ever!

Mega Mini Pepperoni — our #1seller in a new 400g size
Made local — hardwood smoked in Whitby, ON
Launches February 1st

PEPPERONIS PEPPERONIS.
| HOT / PIQUANT | MILD/DOUX |

3 Yin | eREAT
St B A4S CANADIAR
=1 b kel L MEAT

- Fg;_more info, co{ltact__: Beverley@GreatCanadianMeat.com
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SCROLLING THROUGH THE
SUDS:



Social mediais an
affordable way to engage
customers and grow your
carwash - strategic posts
make all the difference.

Social mediais a total game-changer for carwashes — and,
hands down, the most affordable way to advertise. Love it or

hateit, social mediaisn't goinganywhere in 2025. It's become

part of doing business, and having a social media presence is

pretty much non-negotiable if you want to stay competitive

in the carwash market. The way you market your carwash is

constantly evolving (just like the platforms themselves), and

staying on top of those changes can make all the difference—
especially when it comes to reaching local customers who

aren't part of your estimated traffic counts.

What makes social media advertising so affordable is
that social media profiles are free to create. Anyone can sign
up and start posting. Plus, with all the new and accessible
cloud-based design tools, creating professional posts that
make sense and look good has never been easier. Creating
engaging content is another conversation - one that re-
quires some serious thought and time. That's another story.
It takes strategy, creativity, and alittle bit of effort. As they say,
quality over quantity.

At a minimum, throwing up the occasional post across
your channels tells your customers that your business is still
alive and ticking but if you want to actually grow your au-
dience and attract new customers, a random photo of your
wash on a busy day or a quick Canva graphic for a holiday
won't cut it. You need a plan. A well-thought-out strategy
that makes your posts stand out from all the noise. That's
where a social media campaign comes in. A great campaign
makes your message clear, grabs attention, and—most im-
portantly—gets results. So, how do you put together a social
media campaign that actually works?

Plan Your Campaign

Whether youre a manufacturer

who is rolling out a new product or
an operator who wants to bulk up
monthly memberships, the general
tactic behind planning a campaign is
largely the same. Try to follow these
steps.

1. Define Your Objectives: The first
step in planning a social media
campaign is to define clear objec-
tives. What do you want to achieve?
Are you looking to increase brand
awareness, drive membership sign-
ups, promote a seasonal offer, or
boost customer engagement? Your
campaign should have a specific,
measurable goal. For example, in-
stead of saying, “we want more
memberships.” a better objective
would be, “Increase our carwash
memberships by 3 per cent over the
next 30 days.” This clarity is the se-
cret sauce that will help guide your
content and overall strategy. And,
while you might not hit those goals
during your first few campaigns,
narrowing down that desired met-
ric is key to staying on topic and on
target.

2. Define the length of your cam-
paign: On a calendar, plot out how
many days, weeks, or months and
which days your campaign will run.
'This gives you and/or your team an
outline to build content towards.
When building promotional cam-
paigns that have a set date, like a
holiday, we will schedule several
“lead-up” posts prior to the event
(typically two to three weeks ahead
of time), one or two “day of” posts,
and at least one “follow up” post
to round out the campaign and
thank supporters or followers who
participated.

3. Build your content: With your
outline in place, building content
becomes a little easier. Stay within
the confines of the campaign and
do your best to brand designs con-
sistently across the entire length of
it. Additionally, creating clear start
and stop points on either end of the
campaign creates a feeling of finality
once the campaign has expired, sig-
naling a return to “regular program-
ming” in your social feeds.
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When you're a technician on a call and
the machine isn't a Petit

This image features a standout post from

4. Digest your metrics: You don't need a

data science degree or a deep understand-
ing of granular analytics to check in on the
success of your campaign. Sometimes the
tools built into the social media platforms
are enough to get an educated glance at
what worked and what didn't work. Take
note of posts within the campaign that
received a spike in engagement or impres-
sions and try to identify what worked in the
design or the content that resonated with
your audience. Look at the time of day that
your posts went out to identify when your
followers are most active, and delve into
your demographic information to help
shape your next campaign.

is discarding content after it's been used.

When your campaign wraps up, don't let all

that awesome content you made go to waste.
Give your top-performing posts a second life

by repurposing them - find new ways to make

them shine! Here are some easy ways to recy-
cle some of your hard work:

1.

Build a blog: Write a mini blog (~600
words) and host it on your website re-
counting some of the details of your cam-
paign. If the campaign included an event
at your business, attach some photos or
testimonials of customers that attended.

. Send out an email blast: If you have a cus-

tomer list, consider recycling some of your
social media content and send out a mass
email recapping the campaign.

Petit's carwash manufacturer campaign.
Its” unpolished feel grabbed attention on
social media, helping foster camaraderie
between technicians and service
providers while driving traffic to their
SCWA booth.

On To the Next One

Engagement with your campaign is a fleeting
thing, but the life-cycle of the content that you
made doesn't have to be. One of the biggest
mistakes we see across the industry and
across social media management as a whole,

3. Recycle individual posts: Refresh the
captions on your post and reuse the graph-
ics or video you built on a future post. This
not only saves some time in the design
process, but hits new follower’s feeds with
content they may not have seen in the past.

MARK YOUR CALENDAR FORTHESE UPCOMING

April 24-25
Bowling at Redrock Resort & Spa
Golf at Angel Park :
Las Vegas, Nevada X

www.wpma.com/nevada

June 3-4
Convention & Trade Show
at Fairmont Hot Springs Resort

Fairmont, Montana

MPMCSA

www.wpma.com/montana

June 18-20
Convention & Trade Show
at The Davenport Grand
Spokan, Washington

www.wpma.com/washington

July 20-22
Conference

at Sunriver Resort

Sunriver, Oregon

Wwww.wpma.com/oregon

lontana Petroleum Marketer .

Convenience Store Associati -“_

WESTERN PETROLEUM MARKETERS ASSOCIATION

2025

STATE EVENTS

 PMRA

Come Join Us Next Year at the

I WA = PO

at the MGM Grand in Las Vegas, Nevada

July 30 - August 1
Convention & Trade Show
at Sun Valley
Sun Valley, Idaho

www.wpma.com/idaho

August 19-21
Convention & Trade Show
mon at Sundia Resort & Casino
Albuquerque, New Mexico

Www.wpma.com/new-mexico

September 9-11
Convention & Trade Show
at The Sheraton Park City Hotel
! Park City, Utah

www.wpma.com/utah

=

FEBRUARY 17-19

go to www.wpma.com for event details
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A good social media campaign can drive serious
results for your carwash. It’s all about setting clear
goals, knowing who youre talking to, sharing
content that grabs attention, and tracking what
works. Do that, and you'll boost your brand, sign up
more members, and get more cars rolling through.
Social media doesn't have to be complicated and
overwhelming —just start where you are, plan it out,
and watch your effort and wash queue grow.[d

Mel Ohlinger is the CEO of OhmCo, a leading
carwash marketing agency based in Wisconsin.
With over 20 years in marketing, design, and
web development, she’s a creative force in the
industry. A former cryptologic technician for
the NSA, Mel’s background in Morse code and
precision laid the groundwork for her expertise
in branding and strategy.

Giving You The Ability To Offer
A Totally Touch-Free
Experience,

An Entirely Soft Touch
Experience,

Or A Seamless Combination
Of Both!

Y 5
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oo BRSO O e —
o —— T -
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/

Customer Experience Innovation Optimal Cleaning {M
|

Call us today to find out more about our vehicle wash system options and which is right for you! WASHL

920-338-9278 | 888.315.7253 | www.washworldinc.com
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2025 Carwash Equipment

The carwashing business across North America has been on a steady growth pattern
for many years and with more “newbies” entering the market, we bring to you an
easy to read directory of everything carwash. From air compressors to wheel wash-
ers and everything in between. This directory will be published on the Convenience
& Carwash Canada magazine website, www.convenienceandcarwash.com for easy

reference during the year.

Aerodry Systems LLC

Cheryl Ehmen

PO Box 907 Broomfield, CO 80038
303-438-0120
cheryl@aerodrysystems.com
www.aerodrysystems.com

Automatic High-Pressure Touch, Automatic
Friction, Bus Washes, Conveyor Systems,
Tunnel Wash, Dryers/Blowers, Truck Washes,

AirLift Doors

Brooke Beaton

400 State Hwy 55 Maple Lake, MN 55358
1-888-386-4403

sales@airliftdoors.com
www.airliftdoors.com

Air Doors, Door Openers, Doors, Overhead,
Doors, Vinyl, Doors, Wind

AirServ

Frank Merrill

100 Courtland Ave Concord, ON L4K 3T6
905-330-9481
frank.merrill@air-serv.com
www.air-serv.ca

Tire inflators, Vacuums

AVW Equipment Co.

Danka Dubak

105 S. 9th Ave

Maywood, IL60153 708-343-7738
info@avwequipment.com
www.avwequipment.com

Arches: Curtains, Rinsing, Washing, Waxing,
Automatic, Friction, Brushes: Foaming,
Mechanical, Replacement, Buildings,
Carwash, Canopies,Chemical Dispensing
Systems, Control Systems, Conveyor
Systems/Tunnel Wash, Correlators, Detailing
Products, Dryers/Blowers, Fittings, Floor
Mats, Gear Boxes, Mat Cleaners, Pressure
Washers, Signs, Tire Cleaner Applications,
Tire Cleaners, Vacuums, Wheel Washers

Belanger Inc.

Allen Luce

1001 Doheny Northville, Mi
248-866-0644

allen.luce@opwvws.com
www.belangerinc.com

Arches-rinsing, Arches-Washing, Arches-
Waxing, Automatic High-Pressure Touch,
Automatic Friction, Brushes-Mechanical,
Brushes-Replacement, Bus Washes,Chemical
Dispensing Systems,Chemical Mixing
Systems, Computer Systems, Control
Systems, ConveyorSystems/Tunnel Wash,
Correlators, Decals-Vinyl Graphics, Doors-
wind, Dryers/Blowers, Payment Systems,
Pumps, RFID Technology, Rust Inhibitors, Tire
Cleaner Applications, Tire Cleaners, Truck
Washes, Wheel Washers
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D&S Car Wash Equipment

Kayla Knudsen

4200 Brandi Lane, High Ridge, MO 63049
651-204-9293

sales@dscarwash.com
www.dscarwash.com

Automatic High-Pressure Touch, Automatic
Friction, Bus Washes,Chemical Dispensing
Systems,Chemical Mixing Systems,
Chemicals, Decals-Vinyl Graphics, Power-
Pressure Systems, Self-Serve Equipment &
Supplies, Signs, Truck Washes, Wand-Self-
Serve, Waxes

D A LINCC

PUMP SERVICE & SUPPLY

D.A. Lincoln Pump Service & Supply
Doug Lincoln

102 Paramount Road,

Winnipeg, MB R2X 2W3

204-632-8002

doug@dalincoln.com
www.dalincoln.com

Air Compressors, Arches - Curtain, Rinsing,
Washing, Waxing, Auto Tellers, Automatic
High-Pressure Touch, Automatic Friction,
Boom Assembilies, Brushes -Foaming,
Mechanical, & Replacement, Buildings -
Carwash, Bus Washes, Changers, Chemical
Dispensing Systems, Chemical Mixing
Systems, Chemicals, Coin Acceptors, Coin
counters and sorters, Consulting Services,
Control Systems, Conveyor Systems/Tunnel
Wash, Correlators, Decals, Vinyl Graphics,
De-ionizing Systems, Dryers/Blowers,
Fittings, Gauges, Gear Boxes, Heaters-
Electrical, Heaters-Water, Hose Accessories,
Hoses, Hoses, Vacuum, Hydraulic Fluid,
Hydraulic Systems, Locks, Mat Cleaners,
Metering Devices, Mitts, Payment Systems,
Pet Wash Equipment & Supplies, Power
Pressure systems, Pressure Washers,
Protectants, Pumps, RFID Technology,
Reclaim Systems, Regulators, Relays, Reverse
Osmosis/Spot, Roller Dollies, Rust Inhibitors,
Self-Serve Equipment & Supply, Shampoo,
Upholstery & Carpet, Signs, Steam Cleaning
Systems, , Swivels, Tanks - Mixing, Storage,
Water, Timers, Tire Cleaner Applications,
Tire Cleaners, Tire Inflators, Tokens, Towels,
Transformers, Truck Washes, Vacuums,
Wands, Self-Serve, Water Softeners/
Treatments, Waxes, Weep Systems, Wheel
Washers, Free Rinse

D A LINCC

PUMP SERVICE & SUPPLY

D.A. Lincoln Pump Service & Supply Sask, inc.
Kelly Willkinson

4-210 48th St E, Saskatoon, SK S7TK 6A4
306-683-6622

kelly@dalincoln.com
www.dalincoln.com

Air Compressors, Arches - Curtain, Rinsing,
Washing, Waxing, Auto Tellers, Automatic
High-Pressure Touch, Automatic Friction,
Boom Assembilies, Brushes -Foaming,
Mechanical, & Replacement, Buildings —
Carwash, Bus Washes, Changers, Chemical
Dispensing Systems, Chemical Mixing
Systems, Chemicals, Coin Acceptors, Coin
counters and sorters, Consulting Services,
Control Systems, Conveyor Systems/Tunnel
Wash, Correlators, Decals, Vinyl Graphics,
De-ionizing Systems, Dryers/Blowers,
Fittings, Gauges, Gear Boxes, Heaters-
Electrical, Heaters-Water, Hose Accessories,
Hoses, Hoses, Vacuum, Hydraulic Fluid,
Hydraulic Systems, Locks, Mat Cleaners,
Metering Devices, Mitts, Payment Systems,
Pet Wash Equipment & Supplies, Power
Pressure systems, Pressure Washers,
Protectants, Pumps, RFID Technology,
Reclaim Systems, Regulators, Relays, Reverse
Osmosis/Spot, Roller Dollies, Rust Inhibitors,
Self-Serve Equipment & Supply, Shampoo,
Upholstery & Carpet, Signs, Steam Cleaning
Systems, , Swivels, Tanks - Mixing, Storage,
Water, Timers, Tire Cleaner Applications,
Tire Cleaners, Tire Inflators, Tokens, Towels,
Transformers, Truck Washes, Vacuums,
Wands, Self-Serve, Water Softeners/
Treatments, Waxes, Weep Systems, Wheel
Washers, Free Rinse

Delpro

1638™ Sales Department

1409 5 Avenue Fort Macleod, AB TOL 0Z0
403-553-3632 ext 2

sales@delcan.ca

www.delpro1638.com

Wall Coverings

—t

Deltic Wash Force

David /Russ

501 Welham Road, Barrie, ON L4N 826
705-728-1196

david@delticwash.com
www.delticwashforce.com

Air Compressors, Air Doors, Arches -
Curtain, Rinsing, Washing, waxing, Auto
Tellers, Automatic High-Pressure Touch,
Automatic Friction, Boom Assemblies,
Brushes - Foaming, Brushes - Mechanical,
Brushes - Replacement, Canopies, Chemical
Dispensing Systems, Chemical Mixing
Systems, Chemicals, Coin Acceptors, Coin
counters and sorters, Consulting Services,
Control Systems, Conveyor Systems/Tunnel
Wash, Correlators, Doors - overhead, wind,
Dryers/Blowers, Extractors, Fittings, Gauges,
Gear Boxes, Hose Accessories, Hoses,
Hoses, Vacuum, Hydraulic Fluid, Hydraulic



Systems, Lighting, Mat Cleaners, Money
Handling Equipment, Payment Systems, Pet
Wash Equipment & Supplies, Power Pressure
systems, Pressure Washers, Protectants,
Pumps, RFID Technology, Reclaim Systems,
Regulators, Relays, Reverse Osmosis/

Spot, Roller Dollies, Rust Inhibitors, Self-
Serve Equipment & Supply, Signs, Swivels,
Tanks, Storage, Tanks -Water, Tire Cleaner
Applications, Tire Cleaners, Vacuums,
Wands, Self-Serve, Water Softeners/
Treatments, Waxes, Weep Systems, Wheel
Washers

Demelis

Ully Mueller

100 Tigi Court, Concord, ON L4K 5E4
800-818-8538 x231

cw@demelis.ca

www.demelis.ca

Air Compressors, Air Doors, Arches - Curtain,
Rinsing, Washing, Waxing, Auto Tellers,
Automatic High-Pressure Touch, Automatic
Friction, Boom Assemblies, Brushes
-Foaming, Mechanical, & Replacement,
Buildings - Carwash,Chemical Dispensing
Systems, Chemical Mixing, Chemicals,
Coin Acceptors, Computer Systems,
Consulting Services, Control Systems,
ConveyorSystems/Tunnel Wash, Fittings,
Gauges, Gear Boxes, Heaters-Electrical,
Gas, Infrared, Radiant, Space & Water,
Hose Accessories, Hoses, Hoses Vacuum,
Hydraulic Fluid, Hydraulic Systems,
Lighting, Locks, Payment Systems, Pet Wash
Equipment & Supplies, Power Pressure
Systems, Pressure Washers, Protectants,
Pumps, RFID Technology, Reclaim Systems,
Regulators, Relays, Reverse Osmosis/Spot,
Roller Dollies, Rust Inhibitors,Self-Serve
Equipment & Supplies, Signs, Swivels, Tanks
- Mixing, Storage, Water, Timers, Tire Cleaner
Applications, Tire Cleaners, Tire Inflators,
Tokens, Vacuums, Wall Coverings, Wands
-Self-Serve, Water Softeners/Treatments,
Waxes, Weep Systems, Wheel Washers

DRB

Taryn Chmielowicz

3245 Pickle Road, Akron, OH 44312
330-645-4200

info@drb.com

Cash Registers, Computer Systems,
Consulting Services, Control Systems, RFID
Technology,

Dubois Chemicals

3630 E Kemper Rd, Sharonville, OH 45241
cs@duboisChemicals.com
www.duboisChemicals.com/auto-care
Chemical Mixing Systems, Chemicals,
Detailing products, Glass Cleaners,
Protectants, Reclaim Systems, Rust Inhibitors,
Shampoo, Upholstery & Carpet, Sponges,
Tanks - Mixing, Tire Cleaner Applications, Tire
Cleaners, Waxes

Eurovac

Rob Retter

44 Milvan Dr., North York, ON M9L 1Z3
416-744-4276

info@eurovac.com

WWwWWw.eurovac.com

Glass Cleaners, Metering Devices,
Protectants, Pumps, RFID Technology,
Reclaim Systems, Rust inhibitors, Shampoo,
Upholstery & Carpet, Signs, Tire Cleaner
Applications, Tire Cleaners, Training
Materials, Waxes

[

FUREVER CLEAN
DOGE WASH

Furever Clean Dog Wash

Evelyn Rutherford

2-1250 Newport Ave.,

Victoria, BCV8S 5E7

250-217-9433

info@fureverclean.ca
www.fureverclean.ca

Pet Wash Buildings, Pet Wash Equipment &
Supplies

iClean Dog Wash

Phil Cooper

9311 Golden Gate Ave
Orangevale, CA 95662
916-205-9770
pcooper@woverton-pet.com
www.icleandogwash.com

Pet Wash Equipment & Supplies

Istobal USA

lan Burton

1045 Page Street, Bristol, VA 24
201800-336-8795

ianb@istobal.com

www.istobal.com

Heaters Space, Hydraulic Fluid, Metering
Devices, Tire Cleaners, Truck Washes, Water
Softeners/Treatments

KIEEN-RITE ...

VLR SELLABLE SUPFLIER FOR THE CAR WASH IMEUSTRYT

Kleen-Rite Corp

Steve Kelly

PO Box 886 Columbia, PA 17512
800-233-3873
sales@kleen-ritecorp.com
www.kleenrite.com

Air Doors, Arches - Curtains, Rinsing, Auto
Tellers, Brushes - Mechanical, Buildings
Carwash, Building Extensions, Bus Washes,
Canopies, Chamois, Changers,Chemical
Dispensing Systems,Chemical Mixing
Systems, Consulting Services, Decals,
Vinyl Graphics, Detailing Products, Drums
& Accessories, Extractors, Floor Mats,
Fragrance Dispensers, Glass Cleaners,
Heaters - Radiant, Hose Accessories, Hoses,
Hoses, Vacuum, Hydraulic Fluid, Lighting,
Locks, Mat Cleaners, Metering Devices,
Pet Wash Equipment & Supplies, Pressure
Washers, Pumps, Reverse Osmosis/Spot,
Self-Serve Equip & Supplies, Shampoo -
Upholstery & Carpet, Signs, Surveillance/
Security Cameras, Swivels, Timers, Tire
Cleaner Applications, Tire Cleaners, Tire
Inflators, Tokens, Towels, Vacuums, Wall
Coverings, Wands, Self-Serve, Water
Softeners/Treatments, Waxes, Weep
Systems

&7 & manmme
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Maritime Car Wash Sales and Services Ltd.
Gordon Ryan

6 First Street, EImsdale, NS B2S 3)6
902-861-4747

mar.car@ns.sympatico.ca
www.maritimecarwash.ca

Air doors, Automatic High-Pressure Touch,
Automatic Friction, Bus Washes, Chemicals,
Coin Acceptors,Self-Serve Equipment &
Supplies, Truck Washes, Vacuums

Mark VIl - Clean Cars®

5035 North Service Road, Unit D12
Burlington, ON L7L 5V2

866-658-9274

info@markvii.net

www.markvii.net

Arches: Curtains, Rinsing, Washing,
Waxing, Automatic- High-Pressure Touch,
Friction, Brushes: Foaming, Mechanical,
Replacement,

Chemical Dispensing Systems, Chemicals,
Control Systems, Conveyor Systems/
Tunnel Wash, Dryers/Blowers, Polishing
Systems, Pumps, Reclaim Systems, Self-Serve
Equipment, Tire Cleaner Applications, Tire
Cleaners, Vacuums, Wands - self-serve,
Waxes, Wheel Washers

-
(c_h!l_: CLEAN

\ S LUTIONS LLC
McClean Solutions LLC
Nicole McCurdy
1355 Adams Road Bensalem, PA 19020
267-855-7627
yourfriend@mccleansolutionslic.com
www.mccleansolutionslic.com
Chemical Dispensers,Chemical Mixing
Systems, Chemicals, Chlorinators, Glass
Cleaners, Pit Cleaners, Protectants, Reclaim
Systems, Self-Serve Equipment & Supplies,
Shampoo, Upholsters & Carpet, Towels,
Water Softeners/Treatments, Waxes

Mosmatic Canada Inc.

Gino Rossi

6201 Marivaux Saint-Leonard, QC H1P 3H6
438-384-1602

canada@mosmatic.com
www.mosmatic.com

Arches Washing, Brushes Foaming, Bus
Washes, Conveyor Systems/Tunnel Wash,
Detailing Products, Dryers/Blowers, EV
Chargers,Self-Serve Equipment & Supplies,
Swivels, Tire Cleaner Applications, Tire
Cleaners, Truck Washes, Vacuums, Wands-
Self-Serve, Wheel Washers

National Carwash Solutions

Justine Johnson

1500 SE 37th St Grimes, IA 50111
844-627-9274

sales@ncswash.com
www.ncswash.com

Chemical Dispensing Systems, Chemicals,
ConveyorSystems/Tunnel Wash, Vacuums
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NoviClean Inc.

Zane Kajmowicz

4620 Manitoba Road SE, Calgary,

AB T2G 4B8

587-997-6040

zane@noviclean.ca www.noviclean.ca
Auto tellers, Automatic High-Pressure Touch,
Automatic Friction, Bus Washes, Chemicals,
Dryers/Blowers, Payment Systems, Power
Pressure Systems, Pressure Washers,
Reclaim Systems, Reverse Osmosis, Self-
Serve Equipment & Supplies, Truck Washes,
Wands Self-Serve, Wheel Washers

Nuform Building Technologies Inc.
Lorenzo Lamanna

100 Galcat Dr,

Unit 2, Woodbridge, ON L4L 0B9
905-652-0001 info@nuformdirect.com
www.nuformdirect.com

Buildings Car Wash, Building Extensions, Bus
Washes, Wall Coverings

AN T

far Wawn Ggscems
Oasis Carwash Systems
Kyle Martin
1909 E 12th St., Galena, KS 66739
800-892-3537
kmartin@oasiscws.com
www.oasiscarwashsystems.com
Automatic High-Pressure Touch, Automatic
Friction, Dryers/Blowers, Reverse Osmosis /
Spot,Self-serve Equipment & Supplies, Tire
Cleaners

PDQInc.,

Jim Siwik

1698 Scheuring Road,

DePere, WI

920-983-8333

jim.siwik@opwvws.com
www.pdginc.com

Auto tellers, Automatic High-Pressure Touch,
Automatic Friction, Bus Washes,Chemical
Dispensing Systems,Chemical Mixing
Systems, Computer Systems, Control
Systems, Dryers/Blowers, Payment Systems,
RFID Technology, Rust Inhibitors, Tire
Cleaners, Truck Washes, Wheel Washers

Sonny’s The CarWash Factory

Frank Cazares

5870 Hiatus Road, Tamarac, FL 33321
800-327-8723
frank.cazares@sonnysdirect.com
www.sonysdirect.com

Tommy Car Wash Systems

648 S Point Ridge, Holland, M1 49423
614-494-0411
sales@tommycarwash.com
www.tommycarwash.com

Air, Compressors, Air Doors, Air Fresheners,
Arches - Rinsing, Arches- Washing, Arches-
Waxing, Brushes -Foaming, Brushes-
Mechanical, Brushes -Replacement,
Buildings, Carwash, Canopies,Cash
Registers, Chemical, Dispensing Systems,
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Chemicals, Consulting Services, Control
Systems, Conveyor Systems/Tunnel Wash,
Decals, Vinyl Graphics, Detailing Products,
Door, Openers, Doors, Overhead, Vinyl,
Wind, Drums & Accessories, Dryers/Blowers,
Fittings, Gauges, Gearboxes, Glass, Cleaners,
Heaters,Gas, Hose, Accessories, Hoses,
Hoses, Vacuum, Hydraulic Fluid, Hydraulic
Systems, Lighting, Matt, Cleaners, Metering
Devices, Payment Systems, Power, Pressure
Systems, Pumps,Reclaim Systems, Regulators,
Relays, Reverse Osmosis/Spot, Self-Serve
Equipment, & Supplies, Signs, Surveillance/
Security, Cameras, Swivels, Tanks - Mixing,
Storage, Water, Tire Cleaner Applications,
Tire Cleaners, Towels, Transformers, Vacuums,
Waste Receptacles, Water Softeners/
Treatments, Waxes

Ver-tech Labs

Tony Vertin

6801 Bleck Drive, Rockford, MN 55373
763-509-7937

tvertin2ver-techlabs.com
www.ver-techlabs.com

Chemicals, Glass Cleaners, Protectants, Self-
serve Equipment & Supplies, Tanks, Storage,
Training Materials, Waxes

Washworld inc.

2222 American Blvd, DePere, WI 54115
920-338-9278
sales@washworldinc.com
www.washworldinc.com

Automatic High-Pressure Touch, Automatic
Friction, Dryers/Blowers, Heaters, Water,
Reclaim Systems, Reverse Osmosis/

Spot, Signs, Tanks, Water, Tire Cleaner
Applications, Tire Cleaners, Water Softeners,
Weep Systems, Wheel Washers

NATIONAL
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- Track Inventory, Sales & Users

Upgrade to the

Neg “World’s Greatest POS System”
for Your Business!

CREDIT CARD READER INCLUDED FREE WITH NRS PAY SIGNUP

POINT OF SALE SYSTEM wiTH
2/AY CARD PROCESSING

C$44

SERVICE & SUPPORT

STARTING AT
C$24.95/MO.

N
—

"

y

- Remote Store Management - App + Web

- Create Promotions & Manage Vendors

- Employee Time Clock

« And More!

GET STARTED NOW!
(888) 541-1073 CpavbunoLEd4

NRS Canada POS hardware and services provided by National Retail Solutions, Inc., and are subject to terms, conditions and varying pricing structures,
Contract and equipment required for each service. POS purchase requires signup and use of NRS Pay merchant services. Monthly fees based on service

‘\

NRSPLUS.COM/CANADA

plan. POS service and support fees start at C$24.95/month excluding applicable taxes and related surcharges, Certain features are non-standard and may
require additional charges. Offer valid for limited time only - Terms and conditions apply. National Retail Solutions, Inc. is a registered MSP/ISO of Elavon,
Inc., Georgia, a wholly owned subsidiary of U.S. Bancorp, Minneapolis, MN, and a registered ISO of Wells Fargo Bank, N.A, Concord, CA. IDT Telecom
Canada Corp. is a registered MSP/ISO of Elavon, Inc, Georgia, a wholly owned subsidiary of U.S. Bancorp, Minneapolis, MN. Details at www.nrsplus.com




top: Bristol, Virginia
bottom: West Coast San Diego, California.

ISTOBAL

Celebrates 75 Years
of Innovation and

Growth

BY MELINE BEACH

Celebrating 75 years of innovation, ISTOBAL S.A. has
established itself as a global leader in the design, manufacture,
and marketing of vehicle wash and care solutions.

While the company’s roots are in Spain,
its impact in the US. is a testament to
how decades of expertise, adaptation, and
forward-thinking innovation can shape a
market.

Expanding to the U.S.

The immense potential of the North
American carwash sector, particularly
in the commercial segment, drove the
decision to expand into the US. ISTOBAL
recognized the chance to offer a new, but
well-established alternative in carwash
solutions as the market presented a unique
opportunity for the company to showcase
its well-engineered products, exceptional
service, and dedication to the carwash
experience.

ISTOBAL first entered the North
American market through a distributor-
ship but it didn't take long for the company
torealize that there was an opportunity, and
aneed, to establish a larger presence. As a
result, the company established ISTOBAL
USA, a subsidiary of ISTOBAL S.A., in 2009.
With continued growth, the company re-
quired a larger space, more employees, and
a dedicated facility to support the North
American market. In 2011, ISTOBAL USA
found its home in Bristol, Virginia, where
it remains today in a 125,000 sq. ft. facility
that designs, builds, and ships across North
America.

This manufacturing facility enabled
ISTOBAL to customize equipment for the
U.S. market, improve support, and reduce
shipping times. In 2021, the company ex-
panded again by acquiring one of their dis-
tributors in San Marcos, California. This
move helped ISTOBAL expand in the Pacific
region, leading to new partnerships and bet-
ter factory service.

“Adaptation, dedication, and a customer
service mindset are what sets us apart
from many of our competitors,” says lan
Burton, North American Director of Sales at
ISTOBAL USA. “We listen to what our cus-
tomers need and to what's happening in the
carwash industry”

ISOTBALS expansion to the US. not only
strengthened its global footprint but also
reinforced its commitment to technological
advancement, sustainability, and superior
customer service. As ISTOBAL celebrates
its 75th anniversary milestone, its legacy of
knowledge and continuous improvement
continues to drive the development of cut-
ting-edge equipment that redefines the car-
wash experience that we know today.

Continuous investment in research and
development drives ISTOBALs ability to
deliver advanced solutions, reinforcing its
position as a leader in the carwash industry.
Over the past 18 months, ISTOBAL USA
has focused on developing and refining

equipment tailored to the unique needs of  >>
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North American operators. Key advance-
ments, such as the M'WASH PRO rollover
and T'BRUSH tunnel module, respond to
industry demand for flexible and high-per-
formance systems.

“Researching the shortfalls of current
equipment, even our own, leads us to de-
velop niche products that overcome current
limitations to meet customers’ needs,” says
Burton. “This is what led ISTOBAL USA to
develop our extended-height and extend-
ed-width rollover options and launch the
T'BRUSH tunnel module, bridging the gap
between traditional rollovers and the high
cost of express tunnels to better serve the
diverse needs of customers.”

Burton adds, ‘As ISTOBAL USA charts
its course forward, it remains steadfast in
its mission to deliver cutting-edge carwash
solutions that empower operators and el-
evate the customer experience.

Istobal in the 1960’s

Balancing European Roots with
American Expectations

ISTOBALS Spanish roots have shaped its
approach to carwash technology, focusing
on minimizing water, energy, and chemical
usage. Sustainability is a core principle for
ISTOBAL, and while the parent company
provides aglobal framework, ISTOBAL USA
continues to invest in local technological
advancements. As aresult, the two markets
have distinct expectations for their carwash
solutions.

“Here in the USS., we expect ashow - lights,

signage, and even scents,” says Burton.
“However, the same expectation is not
there for most European customers. The
approach there seems to be much more
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utilitarian in focus.”

ISTOBAL USA benefits from engineering
most of its equipment to meet European
standards and norms, which often pri-
oritize the highest levels of efficiency and
sustainability.

“This means that our equipment gener-
ally uses less water, less power, and less
chemicals than equipment designed in less
sustainability-focused markets, says Burton.

“For us, we try to find the middle ground be-
tween our European roots and American ex-
pectations. We have European-engineered
efficiency, along with the opportunity to cus-
tomize our customers’ equipment and site to
match their customers’ expectations.”

The ability to blend European efficiency
with American consumer expectations has
become one of ISTOBAL USAs greatest
strengths. The company offers highly cus-
tomizable equipment, allowing operators to

GnAaL
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tailor their systems to meet specific market
demands while maintaining the sustainability
benefits of ISTOBALs engineering expertise.

By staying attuned to industry trends and
listening to customer feedback, ISTOBAL
USA continues to refine its offerings to align
with the evolving needs of carwash opera-
tors across the US.

Supporting Local Economies

ISTOBAL USAs impact extends beyond
the carwash bay. The company embraces
the philosophy of “thinking globally, acting
locally”, ensuring that its innovations not
only benefit individual operators but also
contribute to broader environmental and
economic initiatives.

)

Production floor at head office:
Bristol, VA



Anabi Oil Site with M"Wash Pro: New Port Richey, FL
AU energy site with M"Wash Pro: National City, CA
MotoMart site with M"Wash Pro: St. Louis, MO
T'Brush at Panache Car Wash: Beaufort, SC

M'Wash Pro at Mountain City Suds: Mountain City, TN
M'Wash Pro XL at Rove Energy: Santa Ana, CA

Jd o g e

Circle K site with M"Wash Pro: Toronto, Canada
Enmark site with M"Wash Pro: Warner Robbins, GA
9) Simi Petroleum site with M"Wash Pro: Simi Valley, CA
10) M'Wash Pro at Spray & Shine: Liberty, KY
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“Our commitment to community impact
is primarily manifested through a global
focus on environmental responsibility and
local economic support.” says Burton. "As
pioneers in sustainable carwash solutions,
we develop integrated technologies that
significantly reduce water, chemical, and
energy consumption. This global thinking
translates into local action by helping our
clients — carwash operators in various com-
munities - to run more environmentally
friendly businesses.”

Burton adds, “Moreover, we strive to sup-
portlocal economies by working with local
vendors and small businesses whenever
possible. This approach stimulates econom-
ic activity in the communities where our
products are used and our employees live”

In the workplace, ISTOBAL USA is com-
mitted to creating a safe and healthy envi-
ronment for employees worldwide. This

commitment extends beyond their im-
mediate team to include the end-users of
their products, ensuring that carwash op-
erators and their customers benefit from
safe, efficient, and environmentally friendly
equipment.

Looking to the Future

As ISTOBAL USA looks ahead, its focus on
continuous innovation, market expansion,
and customer value ensures it will remain a
trusted partner for carwash operators. With
75 years of experience, ISTOBAL leverages
cutting-edge technology to deliver high
returns for carwash businesses and a fast,
convenient experience for users. Inspired
by technological progress, the company has
proven its ability to expand and evolve with
market demands while staying true to its
roots. Here's to 75 years of excellence - and
many more to come! [d

Meline Beach is a Toronto-based
communications practitioner and
frequent contributor to Convenience

and Carwash Canada. In addition

to freelance writing, Meline provides
commaunications and public relations
support to businesses across Canada. She
can be reached at www.mlbcomms.ca.
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FORECOURT INSIGHT

WHY AST SYSTEMS MAKE
SENSE FOR REMOTE
REFUELING LOCATIONS

BY STEVE STEWART

According to Worldometer, an
aggregator of facts and data about
the size and scope of the world and
its population, Canada is the world’s
fourth-largest country by area with
just more than nine million square
kilometers (3.5 million square miles).
This trails Russia (16.3 million km2/6.3
million mi2), and is close behind China
(9.4 million km2/3.6 million mi2) and
the United States (9.2 million km2/3.5
million mi2).

At the same time, Canada ranks
38th in terms of population amongst
the world’s countries with 39.7 mil-
lion inhabitants, right between Yemen
(40.6 million) and Poland (38.5 million).
Interestingly, though, while Yemen and
Poland have population densities —
measured as the number of people per
square kilometer — of 77 and 126, respec-
tively, Canadas population density is a
mere four people per square kilometer,
lower than all but four other countries
(Greenland, Mongolia, Western Sahara
and Australia). For further comparison,
the worlds five most populous coun-
tries — India, China, the US., Indonesia
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and Pakistan — have population densities ranging from 38 (the U.S.) to 488 (India).

What makes Canadas large size and relatively low population even more notable
is the fact that the majority of the country’s largest cities and their populations are
located within 200 kilometers (120 miles) of the U.S. border. That means there are vast
swaths of the country that are dotted by small, isolated municipalities that can be
situated many hours or even days from the nearest town, village or hamlet.

Besides their remoteness, what these places have in common is they are all home
to a population that requires an infrastructure that can reliably supply life’s basic ne-
cessities like shelter, food, water and heat.



OPW-RF 200TG
mechanical tank gauge

Serving A Unique Niche country have turned to fueling systems that feature aboveg-
To that list, you can add motor fuel | round storage tanks (ASTs) for fuel storage and dispensing.
used to power private automobiles, | The AST is the center of a self-contained turnkey system built
municipal vehicles, school buses and | onaslab outfitted with a fuel dispenser with either one or two
farm equipment, among others. Doing | hoses, a card reader, a pumping and metering infrastructure
so, however, is not as easy as plopping | system, and supplied electricity and Internet service. Some
a gasoline station on the nearest open | operators, especially those that may service multiple agricul-
corner. While the highly populated | tural operations, have created what are called "mobility tank
parts of Canada are able to support | nests” These setups put the dispenser system on a mobile
a traditional retail-fueling operation | skid thatis strapped to a flatbed truck so that it can be taken
with a convenience store, vehicle wash | anywhere an AST may be located and then hooking it up and
and underground storage tanks (USTs) | dispensingthe fuel asneeded before movingon to the next site.

storing the fuel, that kind of setup is not

What all types of AST-based fueling systems have in com-

feasible in most remote locations. mon is that they need to be compliant with the CSA B139
The main reason is that there is just | Series code that governs the “installation of large oil-burning
not enough daily business to justify an | equipment.” Specifically, CSA B139 lists the minimum require-
operation that features an on-site staff | ments for installing or altering a wide array of equipment, in-
to serve the drivers that may come in | cluding "underground supply tanks, aboveground outdoor
for a fill-up. Also, the cold weather that | tanksand aboveground tanks installed inside of buildings.”

isendemic to the northernmost reaches

of the country can make it difficult and Choosing The Right Outfit

costly to install USTs where permafrost | Realizing the demand for safe, efficient, reliable and CSA

might be present, as well as having | B139-compliant motor-fuel storage and dispensing in the

someone close at hand to service, in- | isolated reaches of Canada, OPW Retail Fueling ("OPW”), a

spect, maintain and repair a UST-based globalleader in fluid-handling solutions, located in Smithfield,

fueling operation. NC, USA, has developed a full portfolio of equipment that can
To overcome these obstacles, retail- | be used to outfit an AST-based fueling operation.

fueling operators in remote areas of the

Every one of these systems requires an overfill-prevention >>

PREMIUM QUALITY MEETS
PRE-PLUMBED EFFICIENCY

OPW's new Pre-Plumbed DSE
Dispenser Sump offers all of the
premium quality, extraordinary value
and optimized delivery lead times of
the original DSE model, but with the
following factory-tested components
pre-installed prior to shipping:

RETAIL FUELING

a I company

Peace-of-Mind
Installation

M Factory-Assembled

and Tested

D Customizable

* Dispenser Top (Wayne Ovation or Gilbarco Encore)
¢ Rigid (REF) or Hybrid (HEF) Entry Fittings

* Stabilizer Bars

¢ OPW 10Plus Emergency Shear Valves

¢ Flex Connectors or NPT Pipe Nipples (Rigid Risers)
e Elbows and Tees

e Secondary Test Kits and Test Jumpers for
Double-Wall (DPC) Couplings

To learn more, visit us at
opwglobal.com/opw-retail-fueling
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valve, and OPW has stepped to the forefront

with its 61fSTOP Overfill-Prevention Valve,

which has been designed to prevent overfill-
ing of ASTs during pressurized fuel delivery.

The 61{STOP is fully adjustable, which allows

for easy installation in new or existing AST

setups with various heights and storage ca-
pacities. When the AST's liquid level rises to

a predetermined capacity, the single-action

valve mechanism automatically closes to halt

fuel flow while any excess product that is left
between the valve and fuel-delivery coupler is
drained into the tank via internal secondary
drain valves.

Other components joining the 61fSTOP in
the portfolio of OPW AST products include:

- Spill Containers: The 6211-RMOT and
6221 AST Storage Tank models have been
designed to protect the environment by
preventing spilled product that may occur
during normal AST-filling operations from
reaching and contaminating any surround-
ing soil and groundwater.

Vents & Vent Caps: These components
combine to prevent an AST from becom-
ing over-pressurized and vent lines from
becoming blocked by debris. The 301
Series AST Emergency Vent is a weighted,
mushroom-style emergency vent. When
the AST builds pressure, the weighted

HEATED BOOM WITH
LED LIGHTING

L

OPW-RF AST schematic

cast-iron lid is forced up off its seat to
relieve the pressure. When pressure is

relieved, the lid lowers and is automatically

reset.

«  Fuel-Dispensing Nozzles, Swivels

& Breakaways: OPW offers complete
lines of nozzles, swivels and breakaways,
from pressure-sensitive to automatic
shutoff in the hanging-hardware product
category. All of these components are
designed and engineered with ruggedness
in mind, which means they should be
able to satisfy the demands of the most

remote AST-based fueling operation. The
11B Automatic Nozzle is a workhorse in this
area, while OPW also offers cold-weather-
approved nozzles for use in the most trying
climates.

Mechanical Tank Gauges: The 200TG
Tank Gauge is designed to read liquid levels
in both horizontal and vertical ASTs with an
accurate numerical-counter readout, which
eliminates the need for on-site manual
gauging.

Anti-Siphon Valves: The 199ASV Anti-
Siphon Valve helps prevent the siphoning of

| ‘ﬁ) ffi
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mn
mosmatic,

N

Wheelblaster Pro

v Prevent wash bay freeze ups

v Heated ceiling boom with HP-Hose

v’ Save water in winter

v 14' HP-Hose Comfort included

v 360° smooth rotation

v' Know when the “heat is on” with red light up

,@’ environmentally friendly products

E-Boom

Provides the perfect cable management
for your EV charging system.

—_—

i+l

BUY IN CANADA

Mosmatic Canada Inc.
Saint-Léonard, QC H1P 3H6
Phone +1-844-384-1602

Email  canada@mosmatic.com
Internet www.mosmatic.com

Mosmatic Dryer
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OPW-RF AST installation

fuel in an AST should a leak or break occur
in the fuel-supply line. The valve installs on
the top of the AST with a suction rod on the
inlet and the fuel-supply line, which runs

to aremote fuel pump, on the outlet of the
valve.

Ball Valves: The 21BV Full-Port Ball Valve
is used where a shut-off point is needed to
isolate a section of piping. These forged-
brass valves feature a manual open-close

arm and a quick-turn handle, allowing for

easy shutdown of the AST system.

Emergency Shut-Off Valves: The 178S

Series External Shut-Off Valve is installed

on the fuel-supply piping and is designed

to halt product flow from an AST or any

place in the fuel-supply line in the event a

fire should occur. A fusible link attached to

aspring-operated lever holds the poppet
normally open. In the event of a fire, the
fusible link melts at 160°F (71°C), allowing
the spring-actuated poppet to interrupt the
flow of fuel in the supply line.

- Fuel-Delivery Couplings: Designed to
safely connect fuel-delivery transport
truck hoses or nozzles to the fill pipe of
an AST.

- Automatic Fire Extinguisher System:
This small, non-rechargeable fire
extinguisher is installed in a contain-
ment sump underneath an AST and fuel
dispenser and will extinguish a fuel fire
in the event of a dispenser knockover.
The extinguishing agent is automati-
cally discharged when the surrounding
temperature reaches 175°F (79°C).

Additionally, larger ASTs may require tank
alarms. In this instance, OPW offers the 444TA
Four-Signal Tank Alarm, which is designed to

sense up to four different liquid levels, and the
144TA Liquid-Level Tank Alarm, designed for
liquid-level sensing.

Conclusion

“Remote” doesn't mean “forgotten.” so it is

imperative that Canadas most removed
municipalities are served the same as those
larger cities closer to the border. When it
comes to motor-fuel supply and dispensing,
AST-based systems have risen to the fore as a
great way to bring refueling to isolated areas of
the country without incurring high overhead
costs regarding staffing and the construction
and installation of a UST-based fueling system.
To help ease the burden, OPW has developed
complete lines of AST equipment that help
enable the operators of remote fueling
locations to optimize their operations while
ensuring that a steady supply of fuel can be
safely, efficiently and reliably dispensed into
the fuel tanks of the residents of even the most
sparsely populated areas of the country.[d

Steve Stewart is the senior Canadian &
Caribbean sales manager for OPW, based
in Toronto Canada. He can be reached at
steve.stewart@opwglobal.com. For more
information on OPW, go to opwglobal.com.
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National Premlum Cigarette Brands CTC

BRAVO} 7.1 B-DARTS: FarLy

CANADIAN CONVENIENCE STORE
OWNERS ARE SMILING AGAIN!

VOTED #1

|N CANADA:
/ BEST PRICED
. BEST SERVICE

Canada’s Fastest Selling
Cigarettes and Cigarillos

1(888) 926-2522

sales@centuryt.com Ci g arillos
- CALL USTODAY AND START
oPEN YOUR MAKING MONEY WITH
‘SumTEs | PREEOEUVERY YOUR CIGARETTES!
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A TRANSFORMATIVE JOURNEY
AT OUR 12" BI-ANNUAL CONFERENCE
TAILORED FOR PROFESSIONAL WOMEN

WHO ARE PASSIONATE ABOUT THE INDUSTRY.

PO BT L Lot

12™ WOMEN IN CARWASH™ CONFERENCE

June 8-10, 2025
THE CHARTER HOTEL SEATTLE

CURIO COLLECTION BY HILTON

204.489.4215

CALL TO REGISTER TODAY!

EMPOWERING WOMEN IN THE CAR WRSH INDUSTRY:
HEAR FROM INSPIRING SPERKERS!

Our expert-led presentations, interactive workshops,
and engaging networking sessions will educate, inspire,
and energize you. Discover new insights, build valuable
relationships, and be part of a vibrant community that
nurtures personal growth and professional development.
Don’t miss this opportunity to be empowered and
uplifted! Register today!




ANNOUNCEMENT

Sonny'’s Enterprises
Announces Retirement
of Chairman and Former
CEO Paul Fazio

Tamarac, FL - Sonny'’s Enterprises recently
announced the planned retirement of

Paul Fazio, board chairman. This marks the
culmination of his extraordinary career in the
carwash industry, which spanned more than four
decades.

A visionary leader, Fazio was instrumental in
shaping both Sonny’s Enterprises and the
broader carwash industry. His steadfast commit-
ment to the company’s employees and clients
drove unprecedented growth and helped
elevate the entire industry.

“| started in this industry in 1981, working with my
father,” said Fazio. “Together with our incred-
ible team, we grew Sonny'’s from a small parts
company into the global leader in conveyorized
carwash equipment and supplies. Our mission
was to make car washing easy, and we were
able to achieve that. It's been a wild ride, and |
wouldn’t change a thing.”

Chief Executive Officer Curt Hutchins expressed
appreciation for Fazio’s leadership: “Paul’s vision
and unwavering dedication to Sonny’s, our cus-
tomers, and the entire carwash community have
been the driving forces behind our tremendous
growth. His legacy will continue to inspire us as

we build on the strong foundation he created.”

The board of directors also commended Fazio's
impact: “Paul’s leadership has been essential in
transforming Sonny’s into the industry leader it
is today. His commitment to customers and his
lasting influence on the organization is deeply
appreciated, and we are thankful for his extraor-
dinary contributions.”

Fazio, who previously served as the company’s
CEQO before transitioning to chairman, will re-
main a significant shareholder. Fazio's retirement
represents the pinnacle of his distinguished
career, and Sonny'’s remains dedicated to up-
holding the values and vision that have defined
his leadership.

CICC Responds to FAO Report on Beverage Alcohol

Sales in Ontario

The Financial Accountability Office of
Ontario (FAQ) has released a report that esti-
mates the financial impact to the Government
of Ontario of the decision to expand Ontario’s
beverage alcohol marketplace for beer, wine,
cider and ready-to-drink alcohol beverages,
including the cost to accelerate that expansion
to beginin 2024.

The FAQO estimates that expanding the beverage
alcohol marketplace in Ontario will resultin a
net cost to the province of $1.4 billion over the
term of the early implementation agreement,
which expires on December 31, 2030. Of the
$1.4 billion net cost, the FAO estimated that
$817 million relates to the planned expansion of
the beverage alcohol marketplace on January 1,
2026, and $612 million relates to the decision
to accelerate that expansion to begin in 2024.

The Convenience Industry Council of Canada
(CICC), which represents corner store dis-
tributors, manufacturers, and retailers across
Ontario, has provided the following statement
in response to a report from the Financial
Accountability Officer. The statement is attribut-
able to Anne Kothawala, President & CEO of the
Convenience Industry Council of Canada:

“The Ontario government'’s modernization of
the beverage alcohol market gives consumers
what they've demanded for years -- increased
choice, and convenience. It has been a game
changer for our stores. Year-over-year com-
parisons of December 2023 and December
2024 suggest average sales increases of 15
per cent, with many of our members crediting
beverage alcohol expansion in Ontario for this
needed boost to be competitive. Our store
operators are excited to finally offer this product
to customers and see the increased foot traffic
from this move.

The reportignores the research about the im-
pact of expansion on job creation and additional

taxation into the provincial coffers. According
to economic research conducted by Cascadia
Partners for CICC, up to 7,900 new jobs will be
created, amounting to $193M annually in new
wages. An additional $200 million annually will
go to provincial coffers in tax revenues related to
direct consumer purchases, employment taxes
and taxes related to the $173M in capital expen-
ditures our stores are making. Beverage alcohol
expansion has benefitted consumers, corner
stores, and provincial coffers.

There remains room for improvement to ensure
that local corner stores see the full benefit of this
policy. While we actively work with government
partners to ensure Ontario’s alcohol regime is
working for everyone, expanded sales have been
critically important for local businesses across the
province, and we're optimistic about what is to
come.”

The $1.4 billion net cost projected by the FAO
report consists of $489 million in support to
Ontario’s wine industry and Brewers Retail Inc.,
$1,280 million in lower tax revenues, primarily
for beer, wine and spirits taxes, and $14 million
in other expenses. These costs are partially offset
by a $353 million increase in LCBO net income,
largely related to increased wholesale activity.

The actual financial cost to the province will
depend on how retailers and consumers respond
to the expanded marketplace. The cost would be
lower than projected by the FAO if the market-
place expansion results in higher per-capita
alcohol consumption. The cost would be higher if
more grocery and convenience stores participate
and capture a larger than expected market share
or consumers shift their purchases to new retailers
more quickly than projected. After accounting

for these and other factors, the FAO estimated
that the financial cost to the province could range
from $529 million to $1.9 billion to December
31, 2030.

ADVERTISE TODAY with Somvenience: Carva
Convenience & Carwash Canada.

Reach owners and operators of convenience stores, retail
petroleum and car washes six times a year

Susan Stots at 416-698-7517 or
email: susans@convenienceandcarwash.com

ConveniencesCarwash
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WHAT’'S NEW

Dave Dougherty

OPW Vehicle Wash Solutions Announces

Retirement of Keith Moye and
Appointment of David Dougherty as
New VWS Vice President

OPW Vehicle Wash Solutions has announced
that David Dougherty will assume the role of
vice president and general manager of OPW

VWS, effective immediately. Dougherty brings

28 years of experience in a variety of leader-
ship positions in the PDQ business, having
most recently served as GM of PDQ, a brand
within VWS.

“David has deep industry experience and
he has done a fantastic job managing PDQ,
expanding its leadership in the In-Bay-

Automatic space.” said Kevin Long, president

of OPW. “I'm confident that his industry and
his management expertise will position him
wellin his new role.”

David will succeed Keith Moye, who will retire

effective April 30, 2025. Following an ac-

complished career spanning 16 years at OPW,

Moye leaves behind a legacy of leadership,
innovation, and dedication to the company’s
mission.

“It has been an honour to be part of OPW and
work alongside such an incredible team,” said

Moye. “l am proud of what we have accom-
plished together, and | have full confidence
that David Dougherty will lead the VWS busi-
ness to new heights.”

Dougherty and Moye will work closely to-

gether over the upcoming months to ensure a

smooth leadership transition. In his new role,
Dougherty will focus on bringing holistic,
innovative and growth-oriented solutions
leveraging the strong VWS brands, ensuring
continued success and growth for our cus-
tomers and VWS.

“| look forward to working with the VWS
team to drive further innovation and deliver
exceptional value to our customers.” said
Dougherty.

To getin touch with David Dougherty and
connect with him on LinkedIn, visit
www.linkedin.com/in/
david-dougherty-26399410/.

To learn more about the complete range of
vehicle wash equipment, wash chemistries
and payment systems offered by the com-
panies of OPW Vehicle Wash Solutions, visit
opwvws.com.
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National Carwash Solutions (NCS)
Launches 2025 Training Schedule and
Expands Online Course Offerings

Grimes, |IA — National Carwash Solutions
(NCS) proud to announce the launch of its
2025 College of Clean Training Schedule.
This year’s program includes an expanded
lineup of online courses and a diverse range
of in-person training opportunities hosted at
the NCS headquarters in Grimes, IA.

Facility Updates at NCS Headquarters in
Grimes, IA

NCS proudly offers the industry’s largest and
most comprehensive training facility, enhanc-
ing the experience bay to equip operators
with essential education, hands-on experi-
ence, and technical expertise.

Here’s what you'll find in our experience bay:
¢ Two upgraded 100-foot tunnels

* Newly added fleet wash system

¢ Two in-bay automatics (Soft Gloss Maxx
and Radius)

* A connected system setup showcasing
integrated components

* An outdoor vacuum area

* An updated backroom solutions area
What is New for 2025?

The 2025 training schedule introduces more

flexibility and variety, offering both in-person
and online options:

* Expanded Online Courses: Designed
for convenience, these modules make
advanced learning accessible anytime,
anywhere.

¢ Comprehensive In-Person Training:
Hosted at the NCS headquarters in

Grimes, IA, these sessions focus on hands-
on learning and expert-led discussions.

In-Person Courses at NCS Headquarters

¢ Tunnel Maintenance Course: A deep
dive into the operations and upkeep of
tunnel systems.

¢ Cleaning Solutions Course: Covering
advanced cleaning techniques and prod-
uct knowledge.

¢ Rollover Courses: For professionals
focused on mastering rollover systems.

¢ Car Wash Management Course: |deal
for those looking to refine their leadership
and business skills in the carwash industry.

“Our mission has always been to provide top-
tier education to carwash professionals,” said
Justine Johnson, Director of Marketing. “The
addition of online courses and our compre-
hensive in-person offerings ensures we're
meeting the needs of a diverse audience
while setting new standards for professional
growth in the industry.”

Why Attend College of Clean?

¢ Expert Instruction: Led by industry veter-
ans with real-world experience.

¢ Hands-On Learning: Gain practical skills
in state-of-the-art facilities.

¢ Flexible Options: Choose from online
modules or immersive in-person courses.

e Career Growth: Equip yourself with certi-
fications and skills that make a difference.

Register Today

Spots are limited, and early registration is
encouraged. Visit NCS College of Clean to
explore the full schedule and reserve your
spot.

Birthday Cake 5-hour Energy

Introducing a limited time flavour that's all about celebrating
you: Birthday Cake Extra Strength 5-hour Energy shot.

5-hour Energy wanted to do something special to celebrate
its 20th birthday in Canada. Each 57 ml shot delivers 200mg
of caffeine, B-vitamins, and nutrients to help keep you feeling
alert for your party — all with zero sugar.



Gasboy Introduces AtlasX Series
of Dispensers for Next-Generation
Commercial and Retail Fueling

Greensboro, North Carolina— Gasboy, a Vontier
company, and industry leader in fleet fueling
technology solutions, is pleased to introduce its
new AtlasX Series of next-generation dispensers
for commercial and retail fleet fueling.

The new AtlasX Series includes a range of com-
mercial and retail dispensers that meet the full
scope of fleet refueling and fuel management
needs:

AtlasX PRIME Integrated Fuel Control and
Dispenser

¢ AtlasX 9800G Series Electronic Dispenser

¢ AtlasX 9100G Series Mechanical Dispenser

¢ AtlasX 8800G Retail Dispenser

¢ AtlasX 9850G Ultra-Hi Flow Series Dispenser

¢ AtlasX 9862G Diesel Exhaust Fluid (DEF)
Dispenser

e AtlasX 9216G Series Satellite Dispenser
* AtlasX 8850G Retail Ultra-Hi Flow Dispenser

¢ AtlasX 8862 Diesel Exhaust Fluid (DEF) Retail
Dispenser

AtlasX dispensers are part of Gasboy's compre-
hensive range of products designed to meet
the evolving needs of fleets and fleet-fueling
retailers. With the ability to efficiently dispense
gasoline, diesel, and biofuels —including B20
and B100 — the AtlasX family of dispensers
deliver futureproof fueling to help fleets meet
their decarbonization goals. Setting a new
standard for centralized, optimized, and efficient
commercial refueling, the AtlasX dispensers are
robustly engineered to deliver reliable, accurate
and user-friendly refueling.

“This modern platform leverages the strengths
of our legacy Atlas and Encore brands to provide
fleets with a comprehensive selection of models
and configurations that will position them for a fu-
ture of reliable and lower carbon refueling,” said
Nate Valaik, Director of Sales for Gasboy. “This
next-generation family of heavy-duty dispensers
will withstand challenging fuel environments,
help maximize efficiency, and lower your carbon
footprint.”

Key features of the AtlasX 9800G Series
Electronic Dispenser and 8800G Series Retail
Dispenser include:

¢ Gasboy 4 piston PD V10 Meter reduces
calibration drift

¢ Continued use of market-tested, reliable
painted steel and stainless-steel panel con-
struction options

* Encore Electronics platform provides the
foundation for future applications (remote
diagnostics, remote software updates,
secure payments)

Enhancements to the 9100G Mechanical
Dispenser include:

* Precise measurement mechanics and flow
control features prevent fuel loss

* LED strip backlighting increases visibility

* Easy access panels and large hydraulic
frame provide access to 4 sides of the unit

AtlasX 9850G and 8850G Series Dispensers:
* Deliver ultra-high flow capacity fueling

* Areavailable in electronic dispensers and
master / satellite combo models

AtlasX 9216G Series Satellite Dispensers:

* Are anideal companion to the AtlasX high-
flow and ultra-high-flow master dispensers

* Feature painted galvanized steel panels for
enhanced durability

Cold weather and warm weather models of the
8862G & 9862G DEF Dispenser:

* Leverage the same system interfaces as
Gasboy's standard Atlas dispenser to seam-
lessly integrate with existing Gasboy fleet
management system and applications

AtlasX PRIME Integrated Fuel Control and
Dispensers:

* Integrates the Gasboy authorization terminal
into the AtlasX electronic dispenser platform
enabling complete fleet management
directly at the pump

* Features a large, user-friendly 40-key full
alphanumeric keypad and a 4.3" high-
brightness LCD color screen

¢ Includes a MiFare contactless reader and
an insert magnetic card reader, with an
optional HID reader for multiple authoriza-
tion methods

AtlasX dispensers with modern components,
web connectivity, and easy software updates
support enhanced remote management
capabilities that streamline maintenance and
maximize uptime.

For assistance locating a certified
Gasboy distributor, visit gasboy.com/us/
distributor-locator.

For more information about Gasboy's AtlasX
dispensers, visit AtlasX Next-Generation
Commercial and Retail Fueling | Gasboy.

UNITI expo 2026: Charting a Path for
Growth

An overview of what to expect for the next edi-
tion of Europe’s leading trade fair for the service
station and carwash industries

As preparations for the next edition of UNITI
expo gain momentum, the leading service sta-
tion and carwash trade fair in Europe promises to
pave the way for the sector’s growth through its
constant evolution.

Within its decade-long tradition, UNITI expo
2026 will again take place in Halls 1, 3, and 5
of Messe Stuttgart on 19-21 May 2026. The
40,000 m? exhibition space will showcase the
best the service station and carwash industries
have to offer —a true gateway to the future.

Leading companies will present cutting-edge so-
lutions poised to reshape the sector, tackling key
issues such as the emergence of multi-energy,
multi-service hubs and the carwash of tomorrow.
The event’s comprehensive conference program
will engage attendees through expert-led panels
covering the latest trends, evolving market
dynamics, and innovative strategies.

The Future Mobility Lounge also plays a pivotal
role in the evolution of UNITI expo. The themed
pavilion dedicated to the topic of ‘alternative
fuels’ will be expanded in 2026 and will offer
exciting new features.

“The success of the last edition underscored ex-
hibitors” enthusiasm for showcasing pioneering
concepts, reaffirming UNITI expo’s role as a key
hub for the industry’s ongoing transformation. As
an association, our primary goal is to provide our
members with opportunities to remain relevant
during this evolution, and we are committed to
delivering on that promise with the next instal-
ment,” states Elmar Kihn, managing director of
UNITI Services GmbH and event organizer.

Networking remains a pillar of the event, offering
opportunities to foster collaboration and new
partnerships to address key challenges. Various
gatherings throughout the trade fair, including
the UNITI expo networking party and stand
parties, will create the ideal environment for
exchanging valuable insights and promoting
international cooperation.

UNITl expo is back on 19-21 May 2026. With
the booking process in full swing, constantly
updated information for exhibitors and visitors
can be found at www.uniti-expo.com.
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Canada’s leading
Petroleum POS System

Loyalty, couponing, gift processing, fuel
and merchandizing discount capabilities
included.

Round-the-clock help desk support.

This flexible system combines the maost
features and lowest cost base of any
comparable controller in use today.

1Bulloch

TECHNOLOGIES

FUELING SOLUTIONS
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YOUR TOTAL ENERGY SOLUTIONS PROVIDER

Certified & Supporting
the Following Equipment:

Gilbarco {Distributor/ASC)
Gasboy {Distributor/ASC)
e-Mobility {Distributor/ASC)

Veeder-Root {Distributor/ASC)

Red Jacket (Distributor)
Catlow (Distributor)
Bulloch (Partner and Distributor)

{ GILBARCO
«.2. VEEDER-ROOT

£ ARED JACKET

Q GASBOY
() glearco

-roor &-Mobility:
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Genuine Gilbarco Parts Always Available

+ 24/7/365 On-Call Service

« Creating Retail & Commercial Petroleum
and Energy Solutions

« Full Engineering / Electrical / Construction
Capabilities

TECHNOLOGIES

EMLCO

WHEATON RETAIL

@ LeicHTON OBREN

COMPLYWORKS

Gart réady Lo work”

MI Petro Services Inc.
4330-116th Ave. S.E
Calgary, AB T2Z 379
Phone: 403 266-5558

Toll Free: +1 866 563-7868

MI Group of Companies
Corporate Office

204, 3445 114 Ave SE
Calgary, AB T2Z 0K6
Phone: 877 375-0547

FOR MORE INFORMATION, PLEASE VISIT MIPETROGROUP.COM

@

MEMBER
MI Petro Supply Inc.
204, 3445 114 Ave SE

Calgary, AB T2Z 0K6
Phone: 877 375-0547

MI Petro (Central) Inc.
Dart Petroleum

FMC Contracting

14 Cardico Dr
Stouffville, ON L4A 2G5
Phone: 416 207-9955

MI Petro Maintenance Inc.
201, 20285 Stewart Cres.
Maple Ridge, BC VX2 8G1
Phone: 604 460-9169

Toll Free: +1 866 563-7867

CALL US TODAY 1-844-642-7427
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High-Powered Cleaning
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