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No other brand of window film enjoys higher consumer awareness

than 3M. It’s one more reason to partner with the technology leader.

Call 1-866-499-8857 to learn how to grow your business with 3M.

www.3M.com/Window
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EXTEND
YOUR

REPUTATION

  IT’S YOUR REPUTATION and 
                                        OUR RESPONSIBILITY
  We know your reputation has been 
built on many years of hard work and 
 sacrifice. We take that responsibility   
    and make it our number one priority. 
     Grow your business, uphold your      Grow your business, uphold your 
       reputation with window film 
       installation that meets the quality, 
          efficiency, and excellence you 
            expect.

That’s USFC. 
That’s extending your reputation through collaboration.

strategy-driven

collaboration

efficient

Pittsburgh, PA     |     San Antonio, TX     |     Washington D.C.,     |     Your Project, USAPittsburgh, PA     |     San Antonio, TX     |     Washington D.C.,     |     Your Project, USA
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Change, Renew, Grow with the NEW
and Improved Panorama® Program

And reap the rewards of being a Solar Gard®

preferred partner

A better environment inside and out.™
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Be a part of the most
comprehensive and value
added partnership program
available to date.

The Panorama Program offers:

Exclusive Films

Industry leading warranty

Comprehensive Energy Toolbox and
proprietary energy analysis software

Certified education and training program

Wide range of comprehensive marketing
and technical support tools

Comprehensive “back office” via the
Dealer’s Corner

Access to the exclusive Energy
Specialist’s program

Dedicated architectural sales support

Access to Exclusive Dealer Council

Industry leading, easy to use co-op
program

Lead generation program
Bekaert Specialty Films, LLC
4540 Viewridge Avenue
San Diego, CA 92123
Tel: 877-345-9478
E-mail: info@panoramafilm.com
www.panoramafilm.com

Call us today to see how a
winning partnership can be the
key to building your business.

1-727-437-1035

www.panoramafilm.com

Available in North America only
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6 WINDOW FILM

KATIE HODGE

While patience may be con-
sidered a virtue, I don’t
have it. I like to know

answers immediately and hate waiting
on hold for a call center to help me or
for my check at a restaurant. Maybe I
am a product of the Internet age or
maybe I am just anxious to be in
the know. I suppose it could be
what drives me to be a writer. I
like to know the story.

As you might guess, waiting
to find out how and if window
film will be included in
Obama’s “Better Buildings
Initiative” is killing me. The proposed
initiative set a goal to make commer-
cial buildings 20-percent more ener-
gy-efficient by 2020 by catalyzing pri-
vate sector investment through a
series of incentives to upgrade
offices, stores, schools and other
municipal buildings, universities,
hospitals, and other commercial
buildings.

After the story broke I tried to fig-
ure out how the industry would see
the possible legislation. I knew that
some industry members would
have a positive
response, while others
would remain skeptical.
However, for the most
part everyone had the
same answer—let’s wait
and see.

While the legislation
has great potential, we
really do just have to wait
and see what the language
of the bill is. The most commonly dis-
cussed word is “retrofit.” If the legis-
lation includes retrofitting as well as
new products it could mean positive
things for window film. We asked
around to see what others in the
industry thought about the initiative

and have featured them on page 34. If
you are interested in sharing your
opinion visit our facebook page and
join the discussion.

While I wait for an answer, I have
been busy learning more about
paint protection film (which you can

read about on page 22) and
decorative films (more on
page 30). The window film
industry has so many unique
products and services to
offer and there are so many
trade secrets to learn about
each one. For instance, I have

learned quite a bit about the work-
ing relationship between paint pro-
tection film installers and car deal-
erships. The mutually beneficial
relationship can give an extra boost
to your business.

Just like paint protection film in-
stallers, decorative film companies
rely on relationships to increase busi-
ness. The relationship between in-
stallers, architects and designers is
crucial to bringing in new business
and building your portfolio of what

services you can provide.
Like always, I am interested
to see how your companies
handle these products and
the relationships sur-
rounding them. If you
have a comment to add
after reading the articles
come visit me on our
facebook and twitter

pages and share your
thoughts. In addition, I want to see
photos!

Send me (khodge@glass.com) your
photos of paint protection and deco-
rative film applications and we might
just feature them on our facebook
page for all to see.

In the meantime, I’ll be waiting. WF
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More ProfitsMore Profits
With Quality

Leading “Dyed Film” Manufacturer since 1982,
brings to you Window Films that:

ä “No fade to purple” warranty
ä Great factory color match
ä Exclusive SuperShrink™ and

AntiStatic™ technology for 
faster, easier, cleaner installations

Your complete source of tint and tools

ä Vast choice of tints
ä Competitive

ä We are not 100% satisified unless you are

WORLD WIDE SUN CONTROL
45945 Trefoil LN, Unit 142 Sterling VA 20166

Telephone : 703-956-9731 • Toll Free: 1-800-786-9990 • Fax : 703-665-1021
Email: info@worldwidesuncontrol.com • www.suncontrolusa.com

ASK FOR FREE SAMPLE ROLL

www.suncontrolusa.com

Free Delivery by UPSFree Delivery by UPS

Distributor/

Sub Distributor’s

inquiries
solicited

BUY 3
&

GET 1
FREE

(Expires 5-15-11)

And
Factory Backed Warranty
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DONNA WELLS

Hello and welcome back to
ASK THE EXPERT! I hope
you’ve had an amazing win-

ter, or as I refer to it, the planning
season. Now, with spring around
the corner, it is time to handle a
topic that comes up almost every
time I speak with dealers. The
question is how do I handle the
customer who constantly com-
plains about... my work, my
employees, etc.? In other words,
can you help me with my customer
service skills?
First, what is customer service?

Customer service is taking care of
your customers’ needs and desires
in a professional manner before,
during and after their purchase.
Hmmm, how many times have you
said to yourself, “Wow, does that
company (or employee) need to
learn some customer service?”
More importantly, how many times
has that been said about you, your
employees and your company? I
look at my customer as my boss. I
believe that being self-employed
means that every single person
who spends money with me, is my
boss. If my team does not perform
to the best of its ability on each
and every client’s jobsite, I most
likely will not keep that client. Or in
other words, the client will “fire”
me and search for another compa-
ny to perform my services. So,
how do we improve our customer
service? Allow me to make a few
suggestions.
Always be helpful, courteous and

knowledgeable. These are the big
three in my opinion. Helping your
clients understand what they are
purchasing will aid in building a
long-term relationship. I look at each
sales presentation as a lecture. My
potential client is my student, learn-
ing about window film and gaining
knowledge by asking questions.
Regardless of how simple the ques-
tion is I always answer as if it is the
first time I have ever been asked that
question. It will allow your client to
relax and not think of you as a sales
person, but a teacher. Once the stig-
ma of “sales person” is removed it
will be easier for you to close the
sale at the end of the presentation.
Take the extra step. I always try

to take the extra step and it is dif-
ferent for every customer. For
instance, I may drive 35 miles to
deliver samples to an architect who
forgot to order samples and needs
them that day. Or I might do some-
thing as simple as sit at a kitchen
table talking to a customer about
their family. People do notice when
you take the extra step.
Think before you speak. When

you tell a customer, that I’ll see you
next Tuesday, or my installers will
be at your house at 8:30 a.m., or we
will credit you for 20’ of film on your
next order… the list could go on and
on, DO IT! Do not make a commit-
ment to a customer you cannot
keep. Nothing is more annoying
than when someone says they are
going to do something and doesn’t
do it. Think about how you would
feel if you arranged your entire day
around an appointment and then
the contractor does not show up
and doesn’t call to inform you about
the situation. My advice, though it
may sting a little, is to make the call.

The customer will appreciate your
courteousness and will continue to
do business with you if you step up
to the plate and handle the situation
like a professional.
Deal with complaints. No one

likes hearing customers complain
about bubbles, hazy film, the back-
ing sheet doesn’t release, etc. We all
have had to deal with legitimate
complaints. Your customer has paid
for your services or product. Your
customer has the right to bring
problems to your attention. Return
the call. Many of us do not want to
return the dreaded call. However, if
you return the call immediately, the
customer is going to appreciate
your attentiveness. The longer you
prolong speaking to the customer
about the issue, the more magnified
the issue becomes. As an example, I
recently had an issue with the
release liner not properly releasing
from the film. Themanufacturer was
extremely responsive to my prob-
lem. Not only did my sales represen-
tative go the extra mile, but so did
the vice president of sales. My
issues were addressed and handled
and I would absolutely recommend
this manufacturer to someone else.
So, tomorrow, before you start

your morning, think about how
you are going to improve your
company’s customer service.
Here’s food for thought, if you
improve your company’s customer
service, do you think you could
improve your bottom line? WF

Donna Wells has worked in the window
film industry since the 1980s and is
currently sole proprietor of Image
Imagination in Huntington Beach, Calif. Ms.
Wells’ opinions are solely her own and not
necessarily those of this magazine.  

Customer Service

Got a question for Donna?
Please e-mail it to us at

khodge@glass.com. Individual names
and company names will be withheld
upon request.
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MANNY HONDROULIS

In a few of my previous columns
and in the context of presenting
a broader point, I briefly dis-

cussed the importance of having a
professional e-mail address for
your business, one that is not
@yahoo.com, @hotmail.com or
@gmail.com. I think the subject
merits its own column.
A professional e-mail address is

where the text to the right of the
“@” is your company name (or
close to it) and where the text to
the left of the “@” is some deriva-
tive of your name.
I googled “having a professional

e-mail address” and came across
an online conversation started by
a person who asked, “Does having
a professional e-mail address really
matter?” The majority of respon-
dents said, “yes.” One person
wrote, “Just this week, when hiring
creative talent for a small gig, I dis-
counted a couple applicants solely
on account of their unprofessional
e-mail addresses.” This is not just
one person’s opinion; another
respondent added, “Personally I
try to avoid business with poten-
tial contractors who use Gmail or
any other free provider.” Note the
word “contractor” in the last state-
ment. Aren’t we all contractors?
Don’t get me wrong; Hotmail

accounts have use in our personal
lives, just not in our professional
lives. You probably already separate
business from pleasure on other
fronts. There’s no reason not to sep-
arate e-mail—one account for per-
sonal use and another for business.
For those of you still e-mailing from
Hotmail for business, hopefully now
you see the importance of having a
professional e-mail address.
So how do you get started? First,

buy a domain name. That’s the text
to the right of the “@.” If you have
a company website, you probably
already own one. Just use it. If you
don’t own a domain name, buy one
through GoDaddy (godaddy.com)
or another registrar—it costs less
than $12.00 per year. However,
choose one carefully. Make sure
that it represents your company
name in a professional manner.
Once you have registered a

domain name, you now need to pur-
chase an e-mail plan. I suggest doing
it through the same company that
registered your domain name. Some
registrars provide free e-mail plans
with domain name registration. An
e-mail plan allows you to send and
receive e-mails through the domain
name you just purchased. Once you
purchase an e-mail plan, you now
need to define the different e-mail
addresses (the text to the left of the
“@”) and assign a password to each.
You need to establish a naming

convention to define those e-mail
addresses. Potential suggestions
are: first initial + last name, first ini-
tial + middle initial + last name; first
name.last name; just to name a few.
For example, John A. Smith would
be jsmith@domainname.com, ja-
smith@domainname.com and
john.smith@domainname.com. If
you have multiple employees, you
will need multiple e-mail addresses.
I suggest having a consistent format
for all of your company e-mail ad-
dresses. Be sure tomake your e-mail
account the “catchall” account,

meaning that any e-mail sent to your
domain name will come to you un-
less that e-mail was addressed to a
previously defined e-mail account.
Now that the e-mail addresses are

defined, it’s time to send and receive
e-mail. You can do this one of two
ways—through an e-mail client like
Microsoft Outlook or through the
web. Microsoft Outlook is a user-
friendly e-mail program that makes
composing e-mails as easy as com-
posing Word documents. You can
configure Outlook to check multiple
e-mail accounts. All you need is the
incoming and outgoing mail server
settings and user name and pass-
word of your e-mail account. Most e-
mail providers provide tutorials for
configuring Outlook.
If you don’t have Outlook, you can

check your e-mail through the web.
Most e-mail providers already have
a user-friendly interface for doing
so. If GoDaddy is your provider, sim-
ply type webmail.yourdomain-
name.com into your internet brows-
er and you’re taken to GoDaddy’s
webmail interface.
Not having a professional e-mail

address may mean the difference
between an end-user calling you or
calling your competition. It’s not
worth the risk considering how
inexpensive it is. WF

Manny Hondroulis is marketing manager
for Energy Performance Distribution in
Baltimore. Mr. Hondroulis’ opinions are
solely his own and not necessarily those
of this magazine. 

Having a Professional E-mail Address
“Not having a professional e-mail address may
mean the difference between an end-user calling
you or calling your competition. It’s not worth
the risk considering how inexpensive it is.”
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Window Film

®

www.v iper.com

America's Largest Aftermarket
Auto Security Company

Directed’s one-year Guaranteed Protection Plan* is the most generous in the industry. GPP refunds your comprehensive insurance
deductible up to $2,500 if your car is stolen with a VIPER alarm installed – or up to $5,000 for any Directed alarm with VIPER Window tint,
regardless if your vehicle is recovered or not!

*See www.VIPER.com for details
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Window Film

®

Made in the U.S.A.

VIPER® means fierce protection, both for your customers and your business. VIPER®

Window Film is non-metalic, so it doesn’t interfere with radio frequency (RF) signals.
It’s Made in America, with a Lifetime Warranty, $5,000 Guaranteed Protection Plan
(GPP) – and world-class training by our industry-leading tech support team: Be
Snake Pit™. Ask your Directed Sales Manager how VIPER® Window Film can boost your
bottom line – and take a bite out of your competition.

INTRODUCING
Window Film

For information on becoming a Viper Window Film dealer, please visit
www.directeddealers.com and click on “Not a Directed Dealer?
Become One Now! or call (800) 876-0800

VIPER® Ultra™ Film
Offers comfort and elegance in a variety of shades
Significantly reduces the temperatures in the vehicle
by blocking over 66% of the sun’s heat.

VIPER® Security Film
Viper has been deterring theft for 30 years and VIPER
Security Film helps deter would-be thieves from
breaking your window. Increase the value of our standard
Guaranteed Protection Plan by combining our security
film with a VIPER Vehicle Security System.

VIPER® Ceramic Film
VIPER Ceramic Film offers the ultimate in heat rejection,
blocking more than 80% of the infrared heat, protecting
you, your passengers, and the interior in your car.

VIPER® Shade Film
Viper Shade Film: Provides value and performance while
significantly reducing temperatures in the vehicle. Viper
Shade Film features a rich charcoal tint and is offered in
a variety of shades to enhance the look of your vehicle.

Offered in 100’ lengths in a variety of widths to
cover window sizes: 20”, 24”, 36” and 40” and
percentage options of 5%, 20%, 38%, and 50%

Offered in 100’ lengths in a variety of widths to
cover window sizes: 20”, 24”, 36” and 40” and
percentage options of 4%, 17%, 34%, and 54%

Offered in 100’ lengths in a variety of widths to
cover window sizes: 20”, 24”, 36” and 40” and
percentage options of 4%, 17%, 34%, and 54%

Offered in 100’ lengths in a variety of widths to
cover window sizes: 20” and 40” and percentage
options of 20%,30%, 50%, and 70%
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In February, President Obama
unveiled a “Better Buildings
Initiative” with a goal of making

commercial buildings 20-percent
more energy-efficient by 2020
through a series of incentives to
upgrade offices, stores, schools
and other municipal buildings, uni-
versities, hospitals, and other com-
mercial buildings.
This new commercial compo-

nent initiative builds on invest-
ments through the American
Recovery and Reinvestment Act
(ARRA) and the proposed HOMES-
TAR legislation that encourages
energy saving upgrades in homes.
During a speech at Penn State

University, the President proposed
a plan to make American business-
es more energy-efficient through a
series of five new initiatives:
• New tax incentives for building

efficiency: A redesign of the cur-
rent tax deduction is proposed
for commercial building
upgrades, changing the current
deduction to a credit that is
more generous and that will
encourage building owners and
real estate investment trusts to
retrofit their properties. These
changes could result in a ten-fold
increase in commercial retrofit
take up, leveraging job-creating
investments.

• More financing opportunities
for commercial retrofits: To
address gaps in access to financ-
ing, the Small Business
Administration is working to
encourage existing lenders to
take advantage of recently
increased loan size limits to pro-
mote new energy efficiency
retrofit loans for small business-

es. The President’s budget will
also propose a new pilot pro-
gram through the Department of
Energy to guarantee loans for
energy-efficiency upgrades at
hospitals, schools and other
commercial buildings.

• “Race to Green” for state and
municipal governments that
streamline regulations and
attract private investment for
retrofit projects: The budget will
propose new competitive grants
to states and/or local govern-
ments that streamline stan-
dards, encouraging upgrades
and attracting private sector
investment.

• The Better Buildings Challenge:
The President is challenging
CEOs and university presidents
to make their organizations lead-
ers in saving energy, which will
save them money and improve
productivity. Partners will com-
mit to a series of actions to make
their facilities more efficient.
They will, in turn, become eligi-
ble for benefits including public
recognition, technical assistance
and best-practices sharing
through a network of peers.

• Training the next generation of
commercial building technology
workers: Using existing authori-
ties, the administration is work-
ing to implement a number of re-
forms, including improving
transparency around energy effi-
ciency performance, launching a
Building Construction Technol-
ogy Extension Partnership mod-
eled on the Manufacturing Exten-
sion Partnership at Commerce
and providing more workforce
training in areas such as energy
auditing and building operations.

LEGISLATIVE NEWS

Administration Unveils
“Better Buildings Initiative”

THE LATEST INDUSTRY NEWS

16 WINDOW FILM www.windowfilmmag.com

President Obama addressed the crowd at Penn State University to announce his
“Better Buildings Initiative.”
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Virginia House Bill
Could Change Tinting
Laws and Inspection Fees
A bill introduced to the Virginia

House of Representatives could
alter Virginia’s current tint laws
and allow for vehicles with tint to
be charge a higher fee for their
state inspection. The bill, Virginia
HB 1728 2011, would increase the
allowed amount of tint on the front
side windows to decrease permit-
ted light transmittance. Currently
the minimum permitted light trans-
mittance is 50%, but this bill would
change that to 35%.
In addition to changing the cur-

rent tinting laws the bill also would
increase the cost of a Virginia safe-
ty inspection by $4 for all vehicles
with any type of aftermarket win-
dow tint on the front side, rear side
and rear windows.
“We do not object to a reason-

able inspection charge being
levied against window film, if stan-
dard practice dictates an inspec-
tion charge for all other after-mar-
ket products which require inspec-
tion,” said Darrell Smith, executive
director of the International
Window Film Association (IWFA).
“We would object to window
film being treated differently or
subject to additional charges that
are not incurred across regulated
automotive retrofit products as a
category.”
The bill has made its way

through house committees and was
passed to the Senate on February 1.
At the time of press, the bill was
passed by indefinitely in the
Committee on Transportation with
a letter, which was sent to the
Secretary of Public Safety and
Virginia State Police.

COMPANY NEWS
Steve Phillips: “I’m Here to Stay.”

InAugust 2010, SunTek Holding Co. (Commonwealth Laminating & Coating Inc.
[CLC]) brought in new
financial investors lead-
ing to rumors that staff
changes would soon be
forthcoming. Cleve-
land-based Riverside
Co. sold its interest in
the company to two
new investors, Fenway
Partners and Trans-
portation Resource
Partners. Fenway Part-
ners is associated with
the PenskeAutomotive
Group.

CLC president and
CEO Steve Phillips
spoke with WINDOW

FILM magazine in an
exclusive interview to
address these rumors.

“Those rumors are
absolutely not true.
There is no change
either for me or for
any of the management team nor is there a plan for any change,” he says. “
You can say with any luck that I hope to be with the company for the next
15 years.”

“My ownership of the company is approximately the same as it has been
for the last 12 years.That hasn’t changed,” says Phillips.“I continue to be pres-
ident and chief executive officer. I continue to be a board member and a prin-
cipal investor. That did not change when Riverside invested nor does it
change now.”

According to Phillips, the transition has been completed and CLC is moving
forward with its future plans.

“Riverside did an excellent job supporting us over the last four years in terms
of capital expansion and building the company. The record speaks for itself,”
comments Phillips.

“In looking at the next five years, we wanted to be in a position to con-
tinue to support the company’s growth and plans for expansion. By having
Fenway Partners and the Penske Group investing it puts us in position to take
the next step,” says Phillips. “It’s part of our overall growth plan and as we
continue to grow and expand we need different financial partners at differ-
ent stages.” WF

Steve Phillips responds to rumors about staff changes
at Commonwealth Laminating & Coating.
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Softer Side
Fort Lauderdale, Fla-based

Geek Wraps, Inc. has
announced a new line of Soft
Edge Squeegees that includes
a wide variety of sizes for
vehicle wrap needs. The
squeegees range in size from a
1.25-inch detail squeegee to a
full 12-inch squeegee. Geek
Wraps also offers a double-edge squeegee for
installing perforated window film vinyl in four-inch,
six-inch and eight-inch sizes.
In addition to squeegees, Geek Wrap is also offering

their vehicle wrap training videos free on their website.
��� www.geekwraps.com

Web Tools
Solutia has developed

a new way to view its
products. The St. Louis-
based company is debut-
ing its new decorative
film viewer on its web-
site. The website allows
users to try out different
patterns, frosts, textures
and specialty films to
see what look appeals to

their aesthetic. These films can be viewed close-up or
in an application. The tool was originally designed to
allow architects and designers the option of viewing
what the product will look like installed.
��� www.llumar.com/en/decorativefilmviewer.aspx

Shed Some Light
Roland DGA Corp.,

based in Irvine, Calif.,
has debuted a Glossy
Backlit Film and Matte
Backlit Film. The 8-mil
films are used in light-
boxes to draw atten-
tion to advertising
messages and have a Dmax rating of 2.2.
Both lines are available in North and South America

and can be ordered in 100-foot length rolls with either
54 or 60-inch widths. According to Roland, the films
are an effective means of advertising whether the
lightbox is turned on or off and can print and dry
quickly.
��� www.rolanddga.com WF

COMMERCIAL • AUTOMOTIVE • RESIDENTIAL 

Life Just Got Easier …

No Alcohol
No Ammonia

C O N C E N T R AT E D
ADHES IVE REMOVER

W I N D O W  T I N T

www.windowtintremover.com

April 7-8, 2011
Indianapolis Marriott East
Indianapolis, Indiana

Glass Expo Midwest™ returns to Indianapolisalong side Fenestration Day™. Instead oftraveling to the coasts for education, GlassExpo Midwest is bringing the informationand networking opportunities straight toyour area.

Learn more about Glass Expo Midwest™ at
usglassmag.com/gems or call 540/720-5584

Co-sponsored by the Indiana Glass Association, the Illinois GlazingAssociation, the Michigan, Ohio, Minnesota, and Wisconsin GlassAssociations, Detroit Glass Dealers Association and the Association ofGlazing Contractors, WINDOW FILM, USGlass, Door & Window Manufacturer,
Architects’ Guide to Glass, and Solar Glazing magazines.

DOOR & WINDOW MANUFACTURER MAGAZINE

™

THE FUTURE OF FENESTRATION MANUFACTURING

DWM

April 7-8, 2011
Indianapolis Marriott East
Indianapolis, Indiana

DOOR & WINDOW MANUFACTURER MAGAZINE

™

THE FUTURE OF FENESTRATION MANUFACTURING

DWM
Learn more about Glass Expo Midwest™ at usglassmag.com/gems or call 540/720-5584

Co-sponsored by the Indiana Glass Association, the Illinois GlazingAssociation, the Michigan, Ohio, Minnesota, and Wisconsin GlassAssociations, Detroit Glass Dealers Association and the Association ofGlazing Contractors, USGlass, Door & Window Manufacturer, Architects’
Guide to Glass, and Solar Glazing magazines.
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{there's a tool for that}
The New Zola Distributing Tools Catalog

36-Pages of Tools and Solutions for Window and Film Professionals

866-994-7060
www.zolatools.com
Download the Catalog Online Today!
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T
he buzz throughout the
automotive tinting indus-
try has been all about
paint protection film

(PPF). Tinters have flocked to
trade shows to watch the product
in action. They have asked count-
less questions about PPF to see if it
is a good fit for their business.
Those who have added paint pro-
tection film to their repertoire are
now working on growing these
lucrative product clusters as part
of their businesses.
One of the most common ways

to promote paint protection has
been through relationships with
car dealerships. Dealerships, espe-
cially high-end ones, receive hun-
dreds of pristine cars and are look-
ing for a way to keep those cars in
perfect condition.
That was just what Trey Pappas,

owner and CEO of Speed
Specialists LLC in Addison, Texas
found when he started calling
around. At the time, Pappas was
designing pre-cut patterns for paint
protection film for another compa-
ny and was looking for a dealership
that would allow him to design the
pre-cut patterns using its vehicles.
“I would go out and cold call at a

dealership and meet with the sales
manager or the general manager. I

would tell them the need we had to
make pre-cut patterns for automo-
biles,” says Pappas. “Obviously, I
would have to explain the material
to most people because it was still
not a very popular product.”
Sometimes it would take some

convincing to allow Pappas to use
the dealership automobiles so he
started offering a free kit on one of
its demo cars to sweeten the deal.
“I would go in and explain what we

are doing and ask if we could use its
cars to populate the patterns for the
pre-cut library and the dealership
would say yes,” says Pappas.
“Sometimes I would have to offer a
free kit on one of its demo cars and
that was a great way to sell the film
as well because the dealership then
had the film on a car in the show-
room. Usually after a few weeks of
doing patterns there the dealership
would be calling to do some installs.”

Let’s Make A Deal!
Paint Protection Film Installers Talk About
Their Relationships with Car Dealers
By Katie Hodge
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Once he proved himself as a
skilled paint protection film
installer, dealerships began sending
referral work directly to Pappas.

“We have some dealerships that
just send us referrals. We have
some dealerships that actually
bring cars to us and pay for the
service,” says Pappas. “We still
have others that do a combination
of the two...”

For others, car dealerships pro-

vided assistance in launching their
business.

“You have to start somewhere.
You can’t just break out in retail with
no following. You have to go sell a
car dealership and do a lot of cars,”
says Ken Schacht, owner of Teeter
and Schacht in Marin County, Calif.
Schacht, widely known as “Big Tint
Daddy,” used dealerships to help
grow his skills and business.

“Car dealerships got me started
in paint protection, but now I main-
ly do customers who care about
their car,” says Schacht, who rarely
uses dealerships nowadays.

True Professionals
It wasn’t always as easy to get

business from dealerships, which
traditionally used its service
departments to install a clear bra
or paint protection film. With the
complexity and continued techno-
logical advancements many dealer-
ships recognize it as a job for true
professionals. Pappas works
directly with his local Porsche
dealership and they have devel-
oped a strong relationship.

“This dealership used to do its
own clear bra installations. The
people who work there aren’t the
specialists that they need to be in
order to do clear bras,” says John

Hamilton, a sales professional at
Autobahn Porsche in Fort Worth,
Texas. “You really need to be
focused on that one specialty. For
the dealership it became more of a
hassle to keep up with it since we
weren’t doing them back-to-back.
So we dropped those installations.
However, we still had the need
from our customers to get clear
bras done. It was a very strong
need—someone is spending a lot of
money on a car and they want it to
leave here perfect. That’s where
companies like Speed Specialists
have been in touch over the years
to get that business.”

Companies such as Speed
Specialists can either do the cars
on site at the dealership or install
the paint protection film in their
shop away from the busy car lot.

“Trey performed installations for
a number of our customers and they
were a tremendous benefit to the
customer. The customer pays him
directly and they are satisfied. It
keeps his docket full,” says
Hamilton. “He can come here and do
it or he can go to his place and do it.
It’s great for our customers because
a car will come in from Germany to
our house and we will do all of the

Paint protection film was applied to this 2011 Porsche GT2RS by installer Nick
Hebert of Speed Specialists LLC.

continued on page 26
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pre-delivery inspections and clean-
ing and Trey comes in and puts the
clear bra on so the car is perfect and
protected when the customer leaves
with their new car.”

Widening Potential
While many still believe that a

service such as paint protection
film would only appeal to those
consumers who buy expensive
high-end cars, there has been a
spike in average cars getting the
protection they need.
“We do get a lot of run-of-the-mill

cars. Last week we did a Volvo
XC60. Before that we did a Mazda
CX9. We do quite a few BMW’s, but
we get regular cars like Volkswagon
Jettas and every once in a while we
get a Kia,” comments Pappas. “A
lot of those cars are doing the real
expensive packages that we offer.
They are not skimping out.”
“When I first started we really tar-

geted the import markets—Hondas,
Volkswagons, Audis, Volvos. The
import market buyer seems to
maintain them a little better,” says
Nuno Ferreira, president of Shadow
Tinting in Calgary, AB. “However, we
are seeing a complete turn around
now. We do everything from a
Toyota Echo to a Lamborghini.”
For paint protection film

installers one of the major strug-
gles has been educating con-
sumers and car dealers about the
benefits of the product. Some deal-

erships may not feel comfortable
recommending the product to its
customers without believing in it.
“I think the dealership business

is increasing awareness slightly.
There is so much more work to do
with the dealership side,” says
Pappas. “So many of the salesman
don’t know what clear bra is or
they don’t believe in it. They
haven’t seen how strong it is and
how great of a product it is. There
is still tons of work for us to do
with the dealerships to make it
extremely lucrative, but the poten-
tial is definitely there.”
Representing the company and

the product well will go a long way
with car dealerships. Gaining the
dealership’s respect will open it up
to listen to what you have to say
and show.
“You have to be consistent. The

timing of the month that you go to
the dealership is crucial,” says
Ferreira. “You don’t want to go bug
a sales manager at the end or the
beginning of the month.”

Piece of the Puzzle
While there are some mobile

paint protection film installers who
do 100-percent dealership work,
most rely on dealerships for just a
portion of its business and also do
private installs or provide other
services like tinting. However
bringing in dealership work can
give a company some reliable and

constant work.
“Dealerships are a piece of the

puzzle. The most important thing
in the PPF industry is to be confi-
dent and very skilled at what you
do,” says Ferreira. “You have one
shot to go in there and you will
either get a good name or a bad
name in the industry.”
Relying solely on dealership

work will present some struggles
for a new company, especially

Trey Pappas, owner of Speed
Specialists LLC in Addison, Texas,
installs paint protection film on the
bumper of a 2011 Porsche GT3.

“So many of the salesman don’t know what
clear bra is or they don’t believe in it. They

haven’t seen how strong it is and how great of a
product it is. There is still tons of work for us

to do with the dealerships to make it extremely
lucrative, but the potential is definitely there.”

—Trey Pappas, Speed Specialists LLC

Let’s Make A Deal!
continued from page 23
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when it comes to bringing income
in that day.
“As a business owner, it’s tough

dealing with dealerships because
they don’t always pay quickly,”
shares Pappas. “Small businesses
need cash fast and a lot of times
dealerships are on a net-30 or net-60
cycle. You have to call a lot of the
dealerships and stay on them. It def-
initely can be high-maintenance. It’s
still lucrative because you can get

pretty good volume out of it. It is
really up to each business owner as
to what they want to deal with.”
For some, car dealerships really

have only been a small part of their
success.
“It was definitely important at

the beginning. We did dealership
vehicles really cheap just so we
could get a feel for all of the differ-
ent paint protection films. I basical-
ly used the dealerships as my test

ground,” says Schacht.
However, for some companies

that have established a referral
relationship with dealerships they
can only benefit from the work that
is referred to them. Nurturing
those dealership relationships can
prove just as “lucrative” as every-
one seems to imply. WF

Katie Hodge is the editor of WINDOW FILM

magazine.

Getting Your Foot in the Door
Paint protection film installers and dealers do have some tips for making sure

that a dealership remembers your company.

� Be confident in your skill: Appearing confident and self-assured will make the
dealership aware that you know what you are doing. 

� Be professional: Show up on-time and do things when you say you are going
to do them. Be reliable if the dealership needs your help.

� Train, train, train: Even if you are confident and professional, technology and
products are always changing. Continuous training will keep you on top of
your game.

� Be considerate of the dealership’s schedule: Be conscious of what days are
busy for the dealership and work around its schedule. Don’t pester a sales
manager on a busy day.

� Don’t just ask; offer: Offer something to the dealership in return for their
attention or meeting. Provide a free paint protection kit for a demo car or
offer to help out if it is in a crunch and needs a car done quickly.
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Window film is usually a
numbers industry. Most
customers want to know

how much energy they can save
and how much glare or heat they
can cut out of their lives. There is
one product in the industry that
works with a completely different
set of numbers. Decorative film
products have no attachment to a
customer’s energy bills.
The numbers that matter
to decorative film pur-
chasers are the dollars
saved by installing film
instead of glass. While the
numbers might be differ-
ent in nature decorative
film, like window film, has
great numbers when in
comes to saving con-
sumers money. In this
case, it’s more about the
cost than the science.

Let’s Get Together
More than any other window film

product, decorative film requires a
collaborative effort. Some compa-
nies do everything in-house includ-
ing designing the film, plotting, cut-
ting and installing while others do
pieces of the process. Even if the
decorative film company does the
whole process in-house there is still
consultation with the customer,
architect or interior designer.

Brian Rosenberger, a salesman
and installer for Sun Control of
Minnesota, deals regularly with

architects, clients, and interior
designers to create a desired look
using decorative film.

“A lot of our work right now is
coming specifically from the archi-
tect, usually one we have worked
with or one who has seen our
work,” says Rosenberger “Or
maybe a glass company gets that
spec and then the glass company

begins working with us.”
Rosenberger consults with the

other project players to feel out
what the customer is looking for in
the design.

“There are a lot of questions I
usually have for the architect and
even if I get a referral through a
glass company I usually go straight
to the architect to find out what
their goals are and what their
design intent is,” Rosenberger
adds. “Sometimes the architect
may change their opinion based on
our professional advice or just from
shooting ideas back and forth.”

Other decorative film companies
take a designer’s vision and pres-
ent options of what could be done.

“We have certain designers that
we work with on a regular basis and
know what we can do and they have
their own ideas. They come to us
with a concept on a downloadable
file or something like that. They will
send it over and we will put it into

FlexiSIGN™ and see
what we can do
with it,” says Lyman
McNutt, president
of Solar-X Window
Film Systems in
Sarasota, Fla.
“Sometimes they
want concepts. I
had a guy who
called the other day
who wanted to put
some etched film on
a mirror in a condo-

minium lobby of an old hotel that
was built in the 1920’s. It had been
restored and they had this great big
mirror in the foyer and they want to
put the name of the hotel and the
date it was established on the mir-
ror. So we suggested using some
deep-etched window film and we
gave them some ideas and a full
gamut of looks.”

After the consultation phase of
the design work is complete many
companies will create a mock-up to
give to the architect or glass shop
before actually incurring the cost
of printing and installing.

“No matter how big, small, intricate
or simple it is, what really matters is
the impression [decorative film] makes
on the building owner or clients that

are walking into that space.”

—Brian Rosenberger,
Sun Control of Minnesota

A New
LookDecorative Film Companies

Discuss How They are
Re-Designing Interior Design

By Katie Hodge
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“Usually I don’t want to go to the
install or even cut the film unless I
have a mock up design to show—
whether it be on paper or an actual
film on glass mock up. It does take
more time and there is cost
involved in any design,” says
Rosenberger. “Sometimes we had
plans to overlay certain films and
when [the architect] saw the mock
up they realized it didn’t react the
way they expected so then we
search for other films that will
work better as an overlay.”

Technology
One of the contributing factors to

the success of decorative film has
been the improvements and suc-
cess of new types of technology.

“Custom printing seems to be
the newest latest thing. Every
architect is always trying to put
their stamp on something—push
the envelope a bit,” says Steve

Pesce, owner of New York
Window Film in New York, NY.
“They want to have some-
thing to design that says it’s
from them so custom printing
is something that is up and
coming and you will see a lot
more of.”

Specifically, some products
have become big stand outs.
Architectural wraps and UV solvent
printing could play a large part in
the future of decorative film.

“There is going to be technology
coming down the road that every-
body will be able to do something
with. There is more and more stuff
out there all the time. There are the
rear projection films, UV solvent
printing and architectural wraps
that you can do for storefronts and
things like that. There are all kinds
of stuff that you can do,” says

Creating a modern and unique look, decorative film has the ability to completely
change the feel of an interior, like this film install by Sun Control of Minnesota.

continued on page 32

Decorative film on the DaRuMa
Japanese Steakhouse in Sarasota, Fla.
was installed by Solar-X of Window
Film Systems.
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McNutt. “I’m hoping some things
will make a difference like UV
Solvent printing, which goes way
beyond just the decorative films and
allows you to print a picture on
them.We have done somework with
that which turned out stunning.”
The technology available in

printers has allowed for new films
and creative looks to be brought
into the marketplace.
“With specific printers you can

print on any film. Some printers
are going to spray a wet ink like an
inkjet printer and some films don’t
allow that ink to absorb and will
smear off even if you let it dry.
Certain types of printers and tech-
nology can make a big impression
if you do print in-house,” says
Rosenberger. “The size of a plotter,
while maybe not new, is important.
The smaller the plotter the more
limited you are. The larger the
machine and the higher quality
can make a big difference on
whether you print or cut. Also, I
have noticed that people with a PC
kind of fall of the cliff when it
comes to keeping up with the
times. Apple computers seem to
make a difference.”
In some cases, just the way that

decorative film companies com-
bine and contrast different films
has allowed for more modern
design and new ideas to be seen.

“Combinations of different col-
ors and overlaying them and see-
ing how they interact with each
other can create some cool looks,”
says Rosenberger.
However, trying out new technol-

ogy and new films can be tricky.
Films are made in many different
ways and some are easier to work
with than others.
“One challenge is that some of the

styles of film out there that are light
have adhesive styles on the films
that can be very brittle for the
machine when you are cutting.
Bleeding and taping can sometimes
be more of a challenge with some of
these films,” says Rosenberger.
“When you apply them with a typi-
cal soap and water some of them
stick right away and some of them
take a little longer to dry which can
be a challenge when it comes to
working with smaller pieces of film.”
Overall, decorative film technol-

ogy is going to be continuously
evolving because the industry
demands a fresh look constantly.
“I think the market evolves,” says

Pesce. “When there is a request for
something and the architect wants
to do something out of the box and
someone comes up with a product
that meets his requirements and
that product becomes something
that other people want because it’s
new and innovative.”

The Big Picture
While the products are related

due to the nature of what they do,
decorative film sells very differently
than window film does and are used
for a completely different purpose.
“Decorative film is like an adjunct

to the window film business. We
work using window film and the sun
control aspect with a lot of design-
ers. That gets us referrals from
them into different things,” says
McNutt. “I have met many of the
designers that I work with over the
years doing window film things for
them and saying to them, ‘By the
way, if you ever need any of these
other things, we can do it.’ We are
certainly trying to pioneer decora-
tive film in our area.”
Selling the product and doing a

good job sounds simple, but it can
have lasting effects.
“One thing always leads to

another. As long as you do a good
job and are reasonably priced peo-
ple come back,” says Pesce. “You
might not hear from them for a
year or two, but they eventually
come back. I just got a call today
from someone who we did a job for
five years ago.”
Decorative film also stands out

from the regular window film mar-
ket because of how it sells to the
consumer. Typical window film is
sold based on how much energy it

A New
Look continued

from page 31

While some decorative film designs are just used to dress up an interior, others are used for branding and giving a space an identity,
like this decorative film project from Sun Control of Minnesota.
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can save or how it can cut down
glare and protect interiors. While
decorative film can be used in a
functional way, its main purpose
remains to decorate.
“It’s client-based. It’s not energy

saving. It doesn’t provide any sub-
stantial numbers. It’s all about the
art in it,” says Rosenberger. “There
is no real ROI. A lot of the window
film business is based on ROI. So
it’s kind of neat because you don’t
have to provide a bunch of num-
bers. There isn’t a huge amount of
technical data involved. You just
need to know your product and
know how to supply and you have
to have good relationships.”
The decorative film market is

still being discovered and the
future of the product is still un-
decided.
“What happens with decorative

film is all going to be a function of
not only what’s available in terms

of technology, but what the econo-
my is going to allow,” says McNutt.
However, much potential

remains for this new niche market.
Decorative film continues to be an
affordable way for many con-
sumers to dress-up their space.
“No matter how big, small, intri-

cate or simple it is, what really mat-
ters is the impression [decorative
film] makes on the building owner
or clients that are walking into that
space,” says Rosenberger.
The product has also continued

to be an interesting change for
many installers.

“Decorative film is a lot more fun
to do in the sense that it is more
creative instead of the meat and
potatoes of putting up window film
everyday. At the end of the day
though the important thing is
whether you can make any money
doing it,” says McNutt.
While the industry meshes two

products under one category, dec-
orative film continues to expand its
market and find its place in the
design world. WF

Katie Hodge is the editor of WINDOW FILM
magazine.

“Decorative film is a lot more fun to do
in the sense that it is more creative instead 
of the meat and potatoes of putting up 

window film everyday. At the end of the day
though the important thing is whether 
you can make any money doing it.”

—Lyman McNutt, 
Solar-X Window Film Systems
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Earlier this year, President Obama unveiled a five-
point “Better Buildings Initiative” intended to
make commercial buildings 20-percent more

energy-efficient by 2020 by catalyzing private sector
investment through a series of incentives that pro-
mote energy-efficient building upgrades.

President Obama stressed in his speech, at Penn
State University on February 3, the importance of ener-
gy-efficiency to both the environment and the economy.

“Making our buildings more energy-efficient is one
of the fastest, easiest and cheapest ways to save
money, combat pollution and create jobs right here
in the United States of America,” said the President in
his speech.

“The problem for both homeowners and businesses
is they’ll recover the money that they make by lower-
ing their utility bills, but they may not have the cash
upfront,” continued the President. “And, if we can pro-
vide the American people an incentive, you’ll recover
that money. You’ll get it back. And in the meantime,
we’re making our entire economy more efficient. So
steps like these also can boost manufacturing and pri-
vate sector jobs.”

Window film companies, manufacturers and groups
have been sharing their thoughts and outlook on what
this initiative could mean for the window film industry.

The proposed program
features five points that will
strive to make commercial
buildings 20-percent more
energy-efficient by 2020.The
five points consist of:
1. New tax incentives

for building efficiency: A
redesign of the current tax
deduction is proposed for
commercial building
upgrades, changing the cur-
rent deduction to a credit
that is more generous and
that will encourage building
owners and real estate
investment trusts to retrofit

their properties.
2. More financing

opportunities for com-
mercial retrofits: To
address gaps in access to
financing, the Small Business
Administration is working
to encourage existing
lenders to take advantage of
recently increased loan size
limits to promote new ener-
gy efficiency retrofit loans
for small businesses.
3.“Race to Green” for

state and municipal gov-
ernments that stream-
line regulations and

attract private invest-
ment for retrofit proj-
ects.
4.The Better Buildings

Challenge:The President is
challenging CEOs and uni-
versity presidents to make
their organizations leaders
in saving energy, which will
save them money and
improve productivity.
5.Training the next

generation of commer-
cial building technology
workers: Using existing
authorities, the administra-
tion is working to imple-

ment a number of reforms,
including improving trans-
parency around energy effi-
ciency performance,
launching a Building
Construction Technology
Extension Partnership
modeled on the
Manufacturing Extension
Partnership at Commerce
and providing more work-
force training in areas such
as energy auditing and
building operations.

For more information
on the “Better Buildings
Initiative” see page 16.

What is the “Better Buildings Initiative?”

The Window Film Industry

Speaks
Members of the Window Film Community Comment
on the President’s “Better Buildings Initiative”
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Chris DeLuca, owner, All Pro Window Tinting in Canton, Ga.

Steve Mank, owner, American Window Tinting Inc. in Denver, CO

I think it’s a great idea however, with the way the economy is going, if you are a small fish in this big

pond and competing with the big companies, you need to make sure you are in with an energy

performance company in order to be able to work things. It’s kind of broad. If someone puts in high-

efficiency glass, then there is no sense in installing window film. It all depends on if it’s retrofitting or just

new products. If it’s retrofitting than it can work for window film.

Incentives, and especially financing, are critical in the retrofit market because most

people are already convinced that they need to make improvements to their buildings,

the problem is that they just do not have the available cash to do so. This initiative is a

great idea but as with all ideas and politics, a lot of details can change from the time of

inception to actual implementation. We will have to see how this all plays out. There is no doubt though

that huge potential exists for the window film industry. Retrofit is our primary market and now the

Federal Government is proposing to incentivize it like never before. As an industry I feel that there is

nowhere for us to go but up as far as rebates, incentives, and financing are concerned.

Rob Oranges, business development manager,
Vision Quest Distributing in Sparks, Nev.

On the surface, it appears that these measures would be a boon to the film industry.

However, his incentives amount to government subsidies, which I am opposed to. The

only way many of these measures will be fiscally attractive to the private sector is

through significant government subsidies which cost taxpayers inordinately more than

the subsidies save. After all the dust settles, we’ll likely find that all the program served

to do is artificially inflate industry sales ... see the Carter admin oil shale subsidies.

We are … excited to see Obama’s ‘Better Building Initiative’ align with our goals to

increase the energy efficiency and reduce the carbon footprint of buildings across the

United States. As the only window film manufacturer to register an Environmental

Product Declaration based on a full Life Cycle Analysis of our energy saving architectural

solar control window films, Solar Gard is uniquely positioned to assist small businesses, commercial

buildings and universities meet their energy goals. We are proud to offer a carbon-effective and cost-

effective energy solution and look forward to the opportunities the ‘Better Buildings Initiative’ will

provide the window film industry.

Kathryn Giblin, vice president of global marketing,
Bekaert Specialty Films in San Diego, Calif.
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Speaks
continued from page 35

The Better Building Initiative from Obama would likely have a great impact on our

industry. Any energy efficiency upgrade to commercial buildings should consider

retrofitting existing glazing with window films. Our industry offers excellent, durable,

high performance films that deliver measurable reductions in energy consumption

providing a very reasonable pay-back period. Products from our industry also offer the additional benefits

of enhancing appearance, increasing safety and improving the interior environment. I am confident that

products from our industry would figure prominently into a Better Building Initiative and that our

industry is prepared to meet the increased demand that will likely result from this program.

Lewis Pitzer, special projects coordinator,
American Standard Window Film in Las Vegas

The Administration’s recently announced building energy efficiency initiatives will

enhance the deployment of energy efficient technologies, while also assisting

manufacturers in advancing technologies to improve the energy performance of windows.

3M has been actively investing in the development of transformational window films,

striving toward even more advanced game-changing technologies. The funding support we received last

year from the Department of Defense and Department of Energy has assisted us in this effort. In addition,

we are excited to be a part of the Penn State Center for High Performance Building Systems (CHiPBS) that

is working to push the envelope towards developing zero energy buildings in both the retrofit and new

construction markets. We believe that window film manufacturers and the entire nation could benefit

from these efforts to help our country realize its energy efficiency goals.

Alison Schell, vice president of 3M energy conservation,
3M Renewable Energy Division in St. Paul, Minn.

The announcement by the President is very encouraging news for the window film industry.

We know that the use of energy control window films is one of the most readily available,

technologically proven, cost effective, and environmentally friendly measures which can be

taken to improve energy efficiency in commercial buildings. However, in the past several

years there have been many well-intended programs which either have not come to fruition due to

inadequate funding, difficulty in implementation, or else did not get enough political consensus to get

Congressional approval. For these reasons, until we can see the details of an actual funded program ready to

go, it is hard to gauge the real value of such a proposal by the President. It does show that the issue is still

on the minds of the country’s leadership and should get much press coverage and discussion, even if there

are no other results. As an industry, we will be tracking progress on these types of programs closely. WF

Darrell Smith, executive director, 
International Window Film Association (IWFA)
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CALLING ALL TINTERS!

Do you have what it takes?

WINDOW FILM magazine is looking
for the best of the best window film
installers to compete in the 2011
InternationalWindow FilmTint-
Off™.The International Window Film
Tint-Off and Conference™ is being
held September 15-16, 2011 in
Memphis,Tenn. at the Memphis Cook
Convention Center. It will be
co-located with Auto GlassWeek™.

Think you stand a chance
competing against the best?

Registration to attend theTint-Off and
educational seminars will open soon.

Visit www.windowfilmmag.com/tintoff
for the most up-to-date information.

For more information, visit windowfilmmag.com/tintoff or call 540/720-5584.

See you in Memphis this September!
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T
he International Window Film
Tint-Off and Conference™ will
be returning in 2011 and this
time in Memphis, Tenn. The
event will be held September

15-16 at the Memphis Marriott
Downtown and the Memphis Cook
Convention Center and will offer
educational opportunities for
everyone in the window film indus-
try as well as the chance to com-
pete in the Tint-Off, which will fea-
ture automotive tinters. There will
be educational opportunities avail-
able to both the automotive and
residential/commercial companies.
The Tint-Off and Conference,

sponsored by the International
Window Film Association (IWFA)
and WINDOW FILM magazine, will be
held in conjunction with Auto Glass
Week™ which will allow attendees
to visit with suppliers and attend
seminars from other organizations
as well. Seminars will cover archi-
tectural, decorative, security, auto-
motive and paint protection films.

Prized Awards
There will be some changes to

the Tint-Off this year. The prizes for
first, second and third place have
increased. The prize for first place
has jumped $2,500 in value to
$10,000. Up $2,000 the second place
winner will walk away with $3,000

arbeque,
lues
and the

ig
attle

38 WINDOW FILM www.windowfilmmag.com

Les Helton, the winner of the 2008 Tint-Off,
competed for and won $7,500. The stakes are

now higher in 2011.
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and with an increase of $500, third
place will merit a $1,000 prize. In
addition to the cash prizes, the first
place winner will walk away with a
trophy and a Winning Champion’s
leather jacket. All participants will
receive medals and certificates for
participating in the event.
Competitors will be judged on

five different criteria, including:
cleanliness of film, cleanliness of
vehicle, light gaps and edge cuts,
quality of application and warranty
card. Scores are determined by
deducting points from each criteria
until a final score is reached. There
will be one preliminary round and
one finals round.

Walking in Memphis
Outside of the show floor and the

competition attendees and competi-
tors will be able to experience the
Memphis sights. Beale Street, a
pedestrian-friendly Memphis street,
features many of Memphis’ famous
blues musicians, bars and restau-
rants. One of Memphis’ most famous
exports is its world-famous bar-
beque. The southern style barbeque
is a must for any visitor to the city.
When the competitors and spec-

tators need to relax after the com-
petition Elvis Presley’s home,
Graceland, is just a short drive
away and is a tourist mecca for
many visiting the Tennessee city.

Save a Seat
Discount rooms have been made

available to International Window
Film Tint-Off and Conference atten-
dees for only $99 per night plus tax
at the Memphis Marriott Downtown.
You may reserve your room online
at windowfilmmag.com/tintoff. You
must reference that you are with
window film to receive the discount-
ed rate.
The International Window Film

Tint-Off and Conference 2011
is managed by WINDOW FILM
magazine. WF

Katie Hodge is the editor of WINDOW FILM
magazine.

First, second and third place winners will walk away with more money than
ever this year. First prize is $10,000.

Attendees will have access to both
education and networking opportunities,
as well as competing in or watching the
Tint-Off.

Sharing Space
Want to attend the Tint-Off and

save money? Contact WINDOW

FILM magazine by e-mailing
khodge@glass.com and we will put
you in contact with others looking
to share and split the cost of a
hotel stay in Memphis.

Discount rooms have now been
made available to International
Window Film Tint-Off and Con-
ference™ attendees.You can make
reservations by visiting our web-
site at windowfilmmag.com/tintoff
and click on the hotel tab.
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DISTRIBUTORS
Architectural Film

Bekaert Specialty Films LLC
4540 Viewridge Ave.
San Diego, CA 92123
877/273-4364; fax: 858/571-3605
www.bekaertfilms.com

SAGR Products Int'l
1785 Biglerville Road
Gettysburg, PA 17325
800/223-4385; fax: 717/334-6483
sales@sagrproducts.com

Solar Control Films Inc.
1499 N Post Oak Rd; 214
Houston, TX 77055
877/989-3456; fax: 713/681-3040
info@solarcontrolfilmsinc.com
www.SolarControlFilmsInc.com

Solar Gard Window Films
4540 Viewridge Avenue
San Diego, CA 92123
877/345-9478
fax: 858/514-4231
www.solargard.com

Sun-Gard Window Films
2630 Fairfield Avenue S.
St. Petersburg, FL 33712
888/887-2022
www.sun-gard.com

Automotive Film

Huper Optik International Pte Ltd
12, Jalan Kilang Barat, #04-03
Singapore 159354
(65) 6276-4555; fax: (65) 6276-9917
www.huperoptik.com

SAGR Products Int'l
1785 Biglerville Road
Gettysburg, PA 17325
800/223-4385; fax: 717/334-6483
sales@sagrproducts.com

Solar Control Films Inc.
877/989-3456
info@solarcontrolfilmsinc.com
www.SolarControlFilmsInc.com

Solar Gard Window Films
4540 Viewridge Avenue
San Diego, CA 92123
877/345-9478
fax: 858/514-4231
www.solargard.com

Starco Distributing
1441 N. Cayamaca St.
El Cajon, CA 92020
619/937-0367; 888/359-3456
fax: 619/937-0369

Sun-Gard Window Films
888/887-2022
www.sun-gard.com

Residential Film

Johnson Window Films Inc.
20655 Annalee Ave.
Carson, CA 90746
310/631-6672; 800/448-8468
fax: 310/631-6628
info@johnsonwindowfilms.com
www.johnsonwindowfilms.com

Midwest Solar Control Films
1220 N Price Rd; #B
St. Louis, MO 63132
866/973-3456
www.midwestsolarcontrol.com

Security Film

HanitaTEK Window Films
800/660-5559
info@hanitatek.com
www.hanitatek.com

Madico Window Film
888/887-2022
www.madico.com

FILM INSTALLATION SERVICES
U.S. Film Crew
P.O. Box 17235
Pittsburgh, PA 15235
877/946-3693; fax: 412/798-0900
glenn@usfilmcrew.com
www.usfilmcrew.com

MANUFACTURERS
Architectural Film

3M Renewable Energy Division
3M Center, Bldg. 235-2S-27
St. Paul, MN 55144
800/480-1704; fax: 651/636-0611
www.3m.com/windowfilm

Bekaert Specialty Films LLC
4540 Viewridge Avenue
San Diego, CA 92123
877/273-4364; fax: 858/571-3605
www.bekaertfilms.com

CPFilms Inc.
P.O. Box 5068,
Martinsville, VA 24115
276/627-3000; 800/255-8627
fax: 276/627-3032
llumar@cpfilms.com
www.llumar.com

Hanita Coatings
Kibbutz Hanita, 22885, Israel
+972-4-985-9919
fax: +972-4-985-9920
solar@hanitacoatings.com
www.hanitacoatings.com

Madico Window Film
2630 Fairfield Avenue S.
St. Petersburg, FL 33712
727/327-2544
sales@madico.com
www.madico.com

Solamatrix, Inc.
2630 Fairfield Avenue S.
St. Petersburg, FL 33712
888/887-2015
sales@solamatrix.com
www.solamatrix.com

Solar Gard Window Films
4540 Viewridge Avenue
San Diego, CA 92123
877/345-9478
fax: 858/514-4231
www.solargard.com

SunTek™/Commonwealth
Laminating & Coating, Inc.
P.O. Box 4668
345 Beaver Creek Drive
Martinsville, VA 24112
276/632-4991; fax: 276/632-0173
www.suntekfilms.com

Automotive Film

3M Renewable Energy Division
3M Center, Bldg. 235-2S-27
St. Paul, MN 55144
800/480-1704; fax: 651/636-0611
www.3m.com/windowfilm

A DIRECTORY OF INDUSTRY SUPPLIERS
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Erickson Intl./American
Standard Window Film
3135 Marco St.
Las Vegas, NV 89115
800/835-9676; fax: 702/643-0509

Hanita Coatings
Kibbutz Hanita, 22885, Israel
+972-4-985-9919
fax: +972-4-985-9920
solar@hanitacoatings.com
www.hanitacoatings.com

Madico Window Film
727/327-2544
sales@madico.com
www.madico.com

Solamatrix, Inc.
2630 Fairfield Avenue S.
St. Petersburg, FL 33712
888/887-2015
sales@solamatrix.com
www.solamatrix.com

Solar Gard Window Films
4540 Viewridge Avenue
San Diego, CA 92123
877/345-9478
fax: 858/514-4231
www.solargard.com

Decorative Film

3M Renewable Energy Division
3M Center, Bldg. 235-2S-27
St. Paul, MN 55144
800/480-1704; fax: 651/636-0611
www.3m.com/windowfilm

Artscape Inc.
3487 N.W. Yeon Ave.
Portland, OR 97219
888/503-0354; fax: 503/419-2226
jwmatt@artscape-inc.com
www.energy-film.com

Madico Inc.
64 Industrial Pkwy.
Woburn, MA 01801
781/935-7850; 800/225-1926
fax: 781/935-6841
www.madico.com

Film Shades

Midwest Marketing
2000 E. War Memorial
Peoria, IL 61614
800/638-4332; fax: 309/688-8894
jim@midwestmarketinginc.com

Solar Screen Co. Inc.
53-11 105th Street
Corona, NY 11368
718/592-8222; fax: 718/271-0891

Security Film

3M Renewable Energy Division
3M Center, Bldg. 235-2S-27
St. Paul, MN 55144
800/480-1704; fax: 651/636-0611
www.3m.com/windowfilm

Hanita Coatings
Kibbutz Hanita, 22885, Israel
+972-4-985-9919
fax: +972-4-985-9920
safety@hanitacoatings.com
www.hanitacoatings.com

Madico Window Film
727/327-2544
sales@madico.com
www.madico.com

Solamatrix, Inc.
2630 Fairfield Avenue S.
St. Petersburg, FL 33712
888/887-2015
sales@solamatrix.com
www.solamatrix.com

Solar Gard Window Films
4540 Viewridge Avenue
San Diego, CA 92123
877/345-9478
fax: 858/514-4231
www.solargard.com

SECURITY PRODUCTS
Attachment Systems

FilmFastener LLC featuring BondKap™
8206 Copeland Rd.
Odessa, FL 33556
813/926-8721; fax: 813/920-8662
www.FilmFastener.com

TOOLS AND SUPPLIES
Performance Tools Distributing
7640 Commerce Place
Plain City, OH 43064
866/448-6657 or 614/873-4800
Fax: 614/873-4899
daustin@44tools.com
www.44tools.com

Cutters

Solar Gard Window Films
4540 Viewridge Avenue
San Diego, CA 92123
877/345-9478
fax: 858/514-4231
www.solargard.com

WEBSITES TO VISIT
Solamatrix, Inc.
888/887-2015
www.solamatrix.com

Training School

Solar Gard Window Films
4540 Viewridge Avenue
San Diego, CA 92123
877/345-9478
fax: 858/514-4231
www.solargard.com

Windowtinting.com
800/580-7953 WF

Suppliers’ Guide Rates

Basic listings are $350 
per year, per listing

Additional website and e-mail lines 
are $50 each. Logos start at $150.
Contract display advertisers 
placing 6 full page ads or more 
receive one free listing per year.

For more information on how to reach
more than 10,000 qualified subscribers,
please contact Janeen Mulligan at
540/720-5584 ext. 112; e-mail: 
jmulligan@glass.com or fax to
540/720-5687 for a price quote.

May/June Window Film magazine’s
cut-off date is April 22.
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March 28-30, 2011
NFRC Spring 2011 CommitteeWeek
Sponsored by the National
Fenestration Rating Counsel (NFRC)
Bally’s LasVegas
LasVegas, Nev.
Contact: NFRC at 301/589-1776

April 22- May 1, 2011
NewYork International Auto Show
Organized by the Greater NewYork
Automobile Dealers Association
Jacob Javits Center
NewYork, NY
Contact: www.autoshowny.com

September 15-16, 2011
InternationalWindow Film
Tint-Off and Conference™
Sponsored by WINDOW FILM
magazine and the International
Window FilmAssociation
Memphis Cook Convention Center
Memphis,Tenn.
Contact:www.windowfilmmag.com/tintoff

September 15-17, 2011
Auto GlassWeek™
Co-sponsored by AGRR™ magazine,
the Auto Glass Replacement Safety
Standards Council Inc., the
Independent Glass Association, the
National Glass Association, and the
NationalWindshield Repair
Association.
Memphis Marriott Downtown and
Memphis Cook Convention Center
Memphis,Tenn.
Contact:AGRR magazine
at 540/720-5584

October 19-21, 2011
SGIA Expo 2011
Organized by the Specialty
Graphics Imaging Association
Ernest N. Morial Convention Center
New Orleans, LA
Contact: www.sgia.org

November 1-4, 2011
SEMA Show 2011
Sponsored by the Specialty Equipment
Market Association
LasVegas Convention Center
LasVegas, Nev.
Contact: www.semashow.com WF

INDUSTRY EVENTS

 

WINDOW FILM magazine
is bringing back the Tint-Off™! 
Join us September 15-16, 2011 in Memphis, Tennessee 

to see the best automotive tinters compete 
for the title of “World’s Best Tinter.” 

Stay tuned to www.windowfilmmag.com/tintoff
for more details as the event approaches!

Subscriptions are free to all qualified recipients. Digital edition is free worldwide. Addresses outside the
U.S. requesting the print edition, please add $40 for postage fees. By subscribing and signing this
form, I also agree to allow publisher to contact me via fax, e-mail and/or telephone in the future.

I want to start/continue my FREE SUBSCRIPTION to WINDOW FILM magazine: � YES � NO

Subscribe to WI N D OW FI L M magazine for Free

Fax This Form to
630/482-3051

OR
Subscribe online at 

www.glass.com/subcenter.php

Please answer the following questions: 
PRIMARY WINDOW FILM BUSINESS: 
(check one only)

A � Dealer 
B � Distributor
C � Manufacturer 
D � Attachment/Component Manufacturer 
Z � Other (please specify)

_______________________________
JOB TITLE: (check one only)

A � President, Owner or other Corporate executive
B � Manager
C � Film Applicator/Installer
Z � Other (please specify)

_________________________________
TYPE OF WINDOW FILM YOU BUY OR SELL: 
(Check ALL that apply)

A � Architectural
B � Auto
C � Decorative
D � Paint Protection
E � Security
Z � Other (please specify)

_______________________________

NUMBER OF EMPLOYEES:
A � 1-4
B � 5-9
C � 10-19
D � 20-49
E � 50-99
Z � 100+

MY BUSINESS IS EN-
GAGED IN THE WINDOW
FILM INDUSTRY:

� Yes
� No

� Check here to also subscribe to the free
WINDOW FILM e-newsletter.

Name: __________________________________________
Title: ___________________________________________
Company: _______________________________________
Phone:__________________________________________
Fax:____________________________________________
E-mail: __________________________________________

Signature: _______________________________________
Date:___________________________________________
Address: ________________________________________
City: ___________________________________________
State/Province: __________________ Zip/Postal: _________
Country (if not USA):_______________________________
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ADVERTISING INDEX
Page Company Phone Fax WebAddress

1 3M 866/499-8857 651/733-5502 www.3M.com

24-25 Aegis Films 800/438-8468 678/333-0892 www.aegisfilms.com

20 ATR Adhesive Solution Inc 714/883-1939 Not Available www.windowtintremover.com

4-5 Bekaert Specialty Films LLC 727/437-1035 858/571-3605 www.panoramafilm.com

28-29 Commonwealth Laminating & Coating Inc. 888/321-5111 276/632-0173 www.suntekfilms.com

14-15 Directed Electronics 800/361-7271 450/635-9858 www.viper.com

20 Glass Expo Midwest™ 540/720-5584 540/720-5687 www.usglassmag.com/gems

45 GlobalWindow Films 866/664-5622 813/814-2080 www.globalwindowfilms.com

46 Hanita TEKWindow Films 800/660-5559 262/754-3776 www.hanitatek.com

C2 JohnsonWindow Films 800/448-8468 310/631-6672 www.johnsonwindowfilms.com

37 Key Communications Inc 540/720-5584 540/720-5687 www.windowfilmmag.com/tintoff

11 MadicoWindow Film 800/225-1926 888/553-8468 www.madico.com

8-9 Nexfil USA 310/516-8986 310/538-1137 www.nexfilusa.com

13 Solamatrix Inc. 888/887-2022 727/327-7132 www.sun-gard.com

33 Solutia Inc 314/674-1000 314/674-1585 www.solutia.com

3 U.S. Film Crew 877/946-3693 412/798-0900 www.usfilmcrew.com

18-19 WintechWindow Films 888/983-3356 714/522-1448 www.wintechusa.com

7 WorldWide Sun Control 800/786-9990 703/665-1021 www.suncontrolusa.com

21 Zola Distributing 866/994-7060 614/652-3693 www.zolatools.com

For more information on these companies’ products, visit http://products.windowfilmmag.com.

catch the latest headlines from news stories affecting today’s market
• watch current and past episodes of the FILM’d series • read the
current issue of WINDOW FILM • check out when industry events are

happening • subscribe to the WINDOW FILM e-newsletter • read industry
blogs • search the WINDOW FILM magazine archives for past issues • get connected with

us on Twitter and Facebook • view new product information as seen in the latest issue
• search the Online Buyers’ Guide and industry classifieds • participate in surveys affecting
our industry • update your subscription • meet the editorial staff • and so much more!

Bookmark www.windowfilmmag.com today!

Windowfilmmag.com is your news
source for the film industry

Windowfilmmag.com is your news
source for the film industry
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Nominated as a Film
Star by a co-worker,
Vess Jimez is modern

proof women can do any-
thing. The 25 year old, is an
experienced tinter and
employee at her father’s com-
pany, Extreme Tint and Polish
in Santa Clara, Calif.
She got her start at 13 years

old helping out around the
shop. “Since I was little I have
always liked cars so when I
was about 13 years old and
[my father’s] business was
busy I would go with him to the
shop,” recalls Jimez. “I started
helping him by cleaning the win-
dows and things like that. Little by
little he started teaching me and
by the time I was around 14 years
old I started installing little things
like quarter windows.”
Jimez, who has now been tinting

for over ten years, has faced a tough
road as a young, female tinter.
“I was young when I started and

I was a girl,” she says. “So a lot of
people look extra hard at my work
or if it’s a nice car a lot of people
don’t trust me with their car
because of my gender and my age.”
“I remember one time I was help-

ing a new male trainee and a cus-
tomer came in with a BMW. It
seemed like he didn’t want to talk
to me, but would rather talk to the
male trainee. Those types of things
are hard,” she says.
Facing extra criticism and judg-

ment only made Jimez work harder
to ensure her work is quality work.
“We value the quality of our work.

Because I am a girl a lot of people are
quick to criticize my work. I try to
set myself apart with the quality of
my work and my customer service.”
Despite some extra challenges,

Jimez says she loves what she
does and it never gets old.
“I really like cars and I like this

kind of business. I get to see differ-
ent cars everyday and I know that I
can help owners with getting the
benefits of heat rejection and
things like that.”
When asked about the future

Jimez has big plans for her career
and her dad’s business.

“I’m really helping my dad out by
educating myself. I go to car shows
and conferences. We just started
using computer cut and I am trying
to continue my industry education
so I can help share new technolo-
gies and techniques with my dad
and the business,” says Jimez.
“The wrapping business is new and
a lot of consumers are starting to
show interest. Right now I am per-
sonally wrapping my own car and a
few others for practice.”
In addition to enjoying her prac-

tice time at work, Jimez is current-
ly a student studying computer
graphics. In her free-time she
enjoys playing basketball and
hanging out with her family, includ-
ing her three sisters. WF

Female Tinter Sets Herself Apart

INSTALLER PROFILES

Do you know someone who is a star among window film tinters? Then we
want to hear from you with your nominations for “Film Stars.” E-mail your
nominations to Katie Hodge at khodge@glass.com.

Vess Jimez works for her father’s business, Extreme Tint and Polish, and proves
that it is good to tint like a girl.
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Finally—A Tint Tool that
Trims Wasted Time

Your time and materials are valuable—maximize both with InfoZone™, Hanita Coatings’ new

iPhone App. InfoZone calculates how much film you need in each width for your entire job,

trimming time and increasing accuracy from the old paper and calculator method. You can

even email the results to your shop to get a start on the project. Plus the glass breakage

warranty info is right on your iPhone or iPod touch.

Trim your budget and your time spent. Get InfoZone. It’s Free.

Learn more at www.hanitatek.com/app.

And our film is pretty great too.

800.660.5559 www.hanitatek.com facebook.com/hanitatek
Proud Supporter of the 2011 International Window Film Tint-Off and Conference™
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