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“It adds a non-seasonal
aspect to our industry
which is a big deal.”
See page 24.
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Jarett
Hulett’s
company,
Solartex, installed removable
decorative film in an art
gallery to generate the desired
ambiance for one artist’s
display. Read more about
decorative films on page 24.
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Up for Review

just had my first employee review
here at Key Communications Inc.
Don’t worry, it went fine, but it
made me think: aren’t we always
under review?
In our daily lives, both personally
and professionally, we all face
some degree of scrutiny for
our actions, whether it is positive or negative.
Interactions and tasks you
may perceive as minor may
actually play a major role in
someone’s perception of your overall
abilities.
Superiority in selling is one distinction those in the window film industry constantly must work to achieve.
Decorative films offer a market in
which dealers can hone that skill.
Dealer performance is always under
consumer review. How you sell your
products and services brands you as
a company. Read more about what
some dealers and suppliers suggest
you do to bolster your decorative
upsell abilities on page 24.
In addition to installation and sales
abilities,
consumers
frequently
review a company’s marketing.

I<

Both subconsciously and consciously, consumers are drawn to businesses with catchy marketing campaigns
and a strong media presence. Dealers
can court social media savvy customers through two newer lead generation sites: Pinterest and
Houzz. Become a master “pinner” and learn how to build a
“Houzz” on page 30.
Installers will again be critiqued for their tinting performance at this year’s International
Window Film Conference and TintOff™. The Tint-Off will include both
the Architectural and Automotive
divisions. The competition is still in
the planning stages, but registration
for both divisions has opened. Sign up
to attend and compete on page 34.
Industry trends are also a major
point of scrutiny. The Chicago Auto
Show provided an opportunity to
review how vehicle wrap trends are
making their way into mainstream
automotive displays and concepts.
See what is entering the automotive
market on page 38.
One last reminder: feel free to
review me as well. I always welcome
your emails and phone calls with
leads, tips and feedback. This is your
magazine and I’m happy to hear your
ideas for how our editorial can better
reflect your needs. Send me an email
at cneeley@glass.com or give me call
WF
at 540/720-5584 ext. 120.
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by John Parker

I “Like” You Too!

L

ooking out my office window
here in suburban Chicago the
weather has been a story of
deep freezes and fast thaws, from
one extreme to another.
It reminds me of the debate as to
whether we have global cooling or
warming. So when I want to get
back to a steady, predictable state,
I look out the window again and
know that I am not just seeing the
“outdoors,” I am also viewing it
through the “prism” of window
film—and that makes me feel good.
It is that consistency that makes
window film such a great product.
You put it on and it starts working
right away and, years later, it will
still be doing the same job, but each
day it adds more value as energy
costs and other factors change.
That’s how I also feel about the
International
Window
Film
Association (IWFA). Each and every
day, I know that this great organization is working for my customers
and me. The IWFA and all the members involved in supporting the
mission are a steady source of comfort and confidence for the future.
This is just one reason why I am
10
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proud and humbled to have been
elected by my industry peers to
serve as its president again for
2013 (for more on IWFA’s newly
elected board, see page 18).

Always Improving

While I talk about the IWFA as
being a steady ongoing resource
that does not mean it’s static—
staying in one place. No way! In
fact, the IWFA is dynamic and has
steadily been moving our industry
forward and upward.
I can refer you to our earlier
columns on the major successes
announced by the IWFA (see WINDOW
FILM, September/October 2012, pg. 10):
placement into the 2014 California
Building Code, nationwide approval
for big rig use of window film on
truck cab side lites, inclusion into
the 2012-2013 Federal Tax Credits as
an energy efficient product (see pg.
16 for more on tax credits), the cosponsorship with this magazine of
the International Window Film
Conference and Tint-Off™ (see pg.
34 for more in the IWFC), an active
and hardworking IWFA board and
committees and so much more!

Increasing Awareness

From my office window to my
Windows computer screen, I am
looking at the IWFA’s dynamic rollout
of our new consumer-focused social
media communities on Facebook,
Twitter and YouTube. In no time at
all, hundreds of consumers are “liking” what they see and getting
engaged in social media conversations that often evolve into offline
actions in favor of window film.
This new initiative reminds me
that the IWFA is cultivating the
consumer’s interest in window film
and they are giving us the tools to
harvest that interest. We can share
the content being produced by the
IWFA on an ongoing basis, we can
become accredited members to
rise above the competition and we
can share our knowledge of the
business so more people become
aware of the many benefits of window film.
Be a proud member of the industry and share what you know. WF
John Parker is the president of the
International Window Film Association
(IWFA).
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by Donna Wells

Sign of Excellence

O

ver the years I’ve had the
pleasure of meeting and
working with numerous
contractors. Recently I struck up
a conversation with the contractor who was wiring the surround
sound in my living room and I
asked him about his business
and how long he had been working in his field. As the hours
passed, I started wondering if he
knew what he was doing so I
asked him when he thought he
would be ready to “wrap things
up.” He turned to me and said,
“Every job is a self-portrait of the
person who does it. You must
autograph your work with excellence every time.”
I stood there for a moment with
my jaw dropped, I am sure of it. In
all of my years of working with
hundreds of contractors, subcontractors, designers and architects I
have never heard such a poetic
and truthful statement. Truly, I
wish I could claim this one.

“Every job is a self-portrait of the
person who does it. You must autograph your
work with excellence every time.”

It led me to think about how I
could do a better job every day for
my clients. What extra steps could
I take to ensure excellence every
time? When I hang up the phone or
when I walk out the door, I need to
ask myself if I provided that client
with the highest quality of customer service possible. Was there
something extra I could have done
to provide that client with the
excellence they deserved?

An Extra Thought

Think about a major purchase
you’ve made in the past. What did
the seller or company do to land
that sale? If there were multiple
proposals involved, what swayed
you to purchase from the particular company or individual ulti-

mately selected? Was it a display
of excellence?

A Personal Touch

In general, I receive 30-50 phone
calls and approximately 50-75
emails from clients each day. I try
to speak to my clients the day they
contact me by personally returning
every phone call and replying to
each email. By personally communicating with each client, I am
striving to reach excellence. Some
will disagree, thinking it is nuts to
try reach out to each client. If you
disagree with me, think about this:
when the tables are turned and
you are the customer, what are
your expectations of the person or
company striving to gain your
business? Do those expectations
include a return call or an email
reply? I expect these things and
assume you do as well.
As 2013 continues, think about
the autograph on your work. What
impression will clients and staff
take away? Remember, a self-portrait is a direct reflection of you
and your company. Strive for excelWF
lence with each client.

Got a question
for Donna?

Please email it to WINDOW FILM
magazine at cneeley@glass.com.
Individual names and company names
will be withheld upon request.
12
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by Manny Hondroulis

Top of the Class

A

s I enter my sixth year writing for WINDOW FILM magazine I think back to why I
was asked to be a columnist. A
past editor wrote an article about
the company websites of various
dealers and four of those five websites belonged to dealers my distributorship serves. That ultimately led the editor to ask me to
become a columnist. I decided to
“return to my roots” and focus this
issue’s column on dealer websites.
I need to preface my commentary
by saying that my company’s website
(www.epdwindowfilm.com)
needs a redesign. I’ve been talking
about an overhaul among my coworkers for about a year. In fact, I’ve
even mentioned the need for one in a
previous installment of my column.
So much has changed since that
2007 article. The way we search the
web has changed. iPhones and other
Internet-friendly smartphones, as
well as the iPad and other tablets
have been introduced. It’s crucial for
a website to be mobile-friendly and
give users the information needed
right away. Here are several window
film websites I found which have
adapted to new media standards.

Sunray Window Films LLC

Before I discuss what I love
about this site, I should say that
Sunray Window Films is one of my
dealers. Sunray has consistently
earned high Google rankings. I
have had multiple conversations
with owner John Slusnik about his
Internet strategy and he consistently updates his website with
new content and reads up on how
Google ranks sites so that he can
14
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modify his website accordingly.
The current site seems to incorporate all of the latest trends and
technologies. It is well-organized
and structured with a simple top
navigation bar which does not
overwhelm the visitor with too
many choices. You can view a
movie that explains the value
proposition of Sunray. The phone
number is found easily at the top
left and links to social networking
sites are easily found at the bottom. Sunray’s website is also a tool
for its referral agents to access as
represented by the login link above
the company’s logo.
❙❙➤ www.sunrayfilms.com

Clearview Sun Control Inc.

I came across this website by
way of Google which means the
site ranks well. I love the functional yet simple look of the home
page, as it is easily viewed on the
iPad with minimal scrolling
required. Contact information is
easy to find and Clearview has
links to its social media sites. The
animated pictures in the header
give the viewer a quick glimpse
into the type of work Clearview
does. Something that I have never
before seen on a window film deal-

er’s website that I particularly
like is the subpage “Price” listed
in the top navigation bar.
Selecting this page gives the user
a price range that the company
charges for different types of
buildings. If you want more specific information, there is a handy
“Cost Estimator” where you can
submit your window measurements online.
❙❙➤ www.clearviewsun.com

Scottish Window Tinting

The layout of this website is reminiscent of a newspaper. Content is
laid out in boxes and columns without it appearing forced. Informative
movies educate visitors about window film and the company. Like the
other two websites, contact information is easy to find and there are
scrolling photos at the top which
are explained by a pop-up caption.
I feel that everything I need to know
about this company’s products and
services is well presented on the
home page. There are even video
testimonials from happy clients!
❙❙➤ www.scottishwindow
tinting.com
These three websites have commonalities (easily found contact
information, well-organized, mobilefriendly) yet each has something
unique. It is important to take
advantage of the latest Internet
trends to stay relevant but it is
equally important to make your
WF
website stand out.
Manny Hondroulis is marketing
manager for Energy Performance
Distribution in Baltimore.

www.windowfilmmag.com

©3M 2013. All rights reserved. 3M and Scotchgard are trademarks of 3M Company.

© 2013 WINDOW FILM Magazine. All rights reserved.
No reproduction of any type without expressed written permission.

Contents

Zoom Fit

Search

+

–

Archives

I<

E-Mail

<

>

>I

Subscribe

(SPX

:PVS#VTJOFTT
Install 3M™ Paint Protection Film
3M:
t5SBJOTBOEDFSUJmFTOFXJOTUBMMFST
t1SPWJEFT0&.BQQSPWFEQSPEVDUT
t4VQQPSUTZPVXJUIBXJEFWBSJFUZPGNBSLFUJOHNBUFSJBMT
t4UBOETCFIJOEZPVXJUIZFBSTPGCSBOEQFSGPSNBODF
#FDPNFB.$FSUJmFE*OTUBMMFSWJTJU3M.com/WindowFilmMag
3M.com/WindowFilmMag
Other great products from 3M:
3M™ Window Films – 3M™ Scotchprint® Wrap Film Series 1080 – 3M™ Digital Designs
See us at the 2013 International Window Film Conference and Tint-Off™



Zoom Fit

–

+

I<

<

>

>I

Newsworthy

© 2013 WINDOW FILM Magazine. All rights reserved.
No reproduction of any type without expressed written permission.

Consumers Receive
Tax Credits for Film

As part of the enactment of the
American Taxpayer Relief Act of
2012, consumers may receive tax
credits for the installation of window film. The legislation retroactively covers qualifying installations from January 1, 2012
through December 31, 2013.
Credits may cover up to 10 percent of the cost of the installation, up
to a maximum total credit of $500.
“We are delighted that Congress
recently enacted a bill, titled the
American Taxpayer Relief Act of
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The Latest Industry News

2012, that includes tax incentives
for energy efficient home improvements, such as installing window
film,” says Darrell Smith, executive
director of the International
Window Film Association (IWFA).
“While the ‘greening’ of our
homes is a high priority, most of
the new energy-efficient technologies require significant investment
to reap long-term benefits, but window film has been shown to be a
most cost-effective means of
improving energy performance.”
Several manufacturers have
expressed their enthusiasm over

IWFA Elects Board of Directors

The International Window Film Association (IWFA) announced the result of its
recent board of directors’ election. John P. Parker, owner of National Security and
Window Filming was re-elected president of the nonprofit industry association.
Parker will lead a strong organization with the help of other IWFA members
elected to board officer positions.They include: Jim Black, vice president, regional manager of North America for Madico Window Films; and Keith Garwood,
secretary/treasurer, owner of Formula One of Raleigh/All-Pro Window Films.
The board also welcomes a new member, Rick Puthoff, owner of Eclipse
Window Tinting of Ohio.
“One of the most exciting trends taking place at the IWFA is the continuity
of our membership and leadership,” says Parker. “With this experienced team
in place for 2013, the IWFA now has an even stronger voice to increase the visibility and awareness of the window film industry.”
In addition to the executive officers of the board, the IWFA’s nonprofit structure has administrative and standing committees.These are:
• Manufacturers Committee, led by Lisa Winkler, Eastman Chemical Co.;
• Executive Committee, led by Jim Black, Madico Inc.;
• Communications and Education Committee, led by Kathryn Giblin, Solar
Gard (Saint-Gobain);
• Government Advocacy, led by Peter Eisenberg, 3M Co.;
• Technical and Standards Committee, led by Lisa Winckler, Eastman
Chemical Co.;
• Alliances and Manufacturer Membership, led by KenVickers, Johnson Window
Films; and
• Members Action Committee, led by Jack Mundy, Ener-Gard Energy Products.
“With the combination of experience and innovative leadership coming from
board, we can get more done for our members and we know that 2013 will be
a year of substantial progress on all fronts,” says Darrell Smith, executive director of the IWFA.
16
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the passage of the act.
“We’re extremely excited that our
energy saving products qualify for
this window film tax credit,” says
Jeremy Verstraete, global business
manager for Eastman Chemical Co.
“This legislation makes window
film even more affordable, allows
for a faster return on investment
and will help homeowners around
the country save money on monthly utility bills.”
“This is great news for all
Americans who are making sustainable, environmentally conscious
choices for their homes,” says
Kathryn Giblin, director of global
marketing and technical services at
Solar Gard. “Installing energy efficient window film is a great value
way to save energy and costs related to cooling. We are delighted to
see these tax credits reintroduced.”

Stephens Starts
as Trainer at EPD

Energy Products
Distribution (EPD)
has hired Ron
Stephens to the
newly created position of in-house
installation trainer.
Responsiblities Ron Stephens
include coordinating and conducting EPD’s paint protection film (PPF), window film and
vinyl wrap training in addition to
coaching current installers through
difficult installations.
“EPD is committed to 3M’s automotive portfolio and this is the
missing piece to the puzzle,” says
Jim Hondroulis, president of EPD.
continued on page 18
www.windowfilmmag.com
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continued

“We can now offer training in multiple products and at multiple skill
levels. We can even customize training to the needs of the trainee.”

Solar Gard Earns
LEED Certification

Solar Gard, a Saint Gobain subsidiary has announced Gene
Kogan and Anthony Dominguez,
members of the technical services team have achieved LEED certification as Green Associates.
The LEED Green Associate certification is a Green Building
Certification Institute credential for
professionals demonstrating knowledge and understanding of green
building practices.

“[This achievement] is testament
to the strength of our technical
services team and our ongoing
commitment to environmental leadership. This knowledge will help
dealers make more informed, sustainable choices when it comes to
our window film products,” says
Kathryn Giblin, director of global
marketing and technical services.

Hanita Appoints New
Head of Window Film

from Phoenicia, a
Guardian
subsidiary.
“Ilanit Bar-Ze’ev
brings rich and
relevant experience from her previous position at Ilanit Bar-Ze’ev
Guardian,” comments Hanita Coatings CEO Oved
Shapira. “Her specialization in solar
control glass and ballistic protection for vehicles will add new perspective to the window film unit.”

Hanita Coatings recently appointed Ilanit Bar-Ze’ev as the new head
of its window film business unit. BarZe’ev brings nine years of managerial experience in sales, finance, marketing and business development

Editor’s note: The byline for the
article entitled “Heading East” on
page 20 in the January/February
2013 issue should have read by
Casey Neeley and Debra Levy. WF

  

 



 



 


 



 
Additional profit
profit potential on all sales calls
Exclusive Territory
Territory
Expand market potential in your
existing market
 Differentiate your business from your
competitors (be unique)
 Ability to resell to other dealers in your
exclusive licensed territory
Y
Your
our customer may be eligible for
generous
gener
ous energy rebates
Eligibility for installs from
from the AFS
Corporate Sales Group (increased income)
1 (855) FOG-FREE (94
(941)
1) ANTI-FOG (94
(941)
1) 268-4364 
www.antifogsystems.com
www.antifogsystems.com
18

WINDOW FILM

www.windowfilmmag.com

© 2013 Solutia, Inc. a subsidiary of Eastman Chemical Company. LLumar and LLumar logo are trademarks of Solutia, Inc.

© 2013 WINDOW FILM Magazine. All rights reserved.
No reproduction of any type without expressed written permission.

Contents

Zoom Fit

Search

+

–

Archives

I<

E-Mail

<

>

>I

Subscribe

Be thankful for small rocks.

After all, they’re the reason you’ll be making money installing
LLumar paint protection film, now with best-in-class quality and clarity.
®

The word is out. New car buyers are getting PPF installed on their vehicles more than ever. And if you’re a
dealer or installer that seeks best-in-class installations, you should be seeking LLumar. LLumar PPF oﬀers:
Best-In-Class Clarity: Nearly invisible and matches
the gloss of the factory ﬁnish

Ease of Installation: Easy install adhesive and a

Durability: A true 8-mil urethane ﬁlm that’s 33%
thicker than the competitors’ 6-mil ﬁlms

5-Year Warranty: Ensure your customers’
peace-of-mind

wide range of roll widths for every application

See what’s new in LLumar Paint Protection Film.
Call for a free sample at 1-800-447-TINT (8468).
See us at the 2013 International Window Film Conference and Tint-Off™

10:44 AM
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New Products and Services

Drytac® has launched ViziPrint®, a clear, UV printable, self-adhesive polyester window film with a proprietary adhesive which is removable and re-positionable. It utilizes a specially designed, embossed

E-Mail

Subscribe

❘ Edited by Casey Neeley

release liner that imparts micro grooves in the adhesive, allowing for air evacuation using just a felt burnishing pad.
❙❙➤ www.drytac.com

Fog-Free Freezers

Anti-Fog Systems is
working with PECI, a
nationally
recognized
member of the grocery
and refrigeration industry,
to develop a film for use as
part of its EnergySmart
Grocer program. The 4-mil
optically clear, wet laminate film with a wet glaze
was developed for refrigeration and freezer purposes, it also offers applications for skydiving masks,
underwater photography and bathrooms according
to the company.
❙❙➤ www.antifogsystems.com

On the
Matte

Commonwealth
Laminating & Coating,
Inc. / SunTek® Window
Films now offers a
matte option for its
PPF line that it says
transforms the appearance of traditional
automotive paint to a
matte finish and provides first-rate protection from damage caused
by gravel, rocks, salt, insects
and other road pollutants. PPF-M
offers an advanced, self-healing, solvent-resistant top-coat formulation
and is backed by a five-year warranty.
❙❙➤ www.suntekfilms.com
20
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Multi-Vehicle
Protection

Scorpion
Paint
Protection Film (PPF) is
a new, high-performance
6-mil ultra-clear surface
protection film. It is a conformable high-gloss, non-yellow
film featuring a permanent adhesive with long-term removability.
Scorpion’s PPF provides cars, recreational vehicles, motor coaches, trucks
and motorcycles the protection against
paint chipping and damage caused by
stones, bugs and abrasion for up to five
years.
WF
❙❙➤ www.scorpionwindowfilm.com

MARCH-APRIL 2013
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TM

FILMS
PREMIUM AMERICAN MADE FILMS

SUPERIOR SCRATCH COAT
INCREDIBLE SHRINK ABILITY
UNPARRALLED CUSTOMER SERVICE

1- 80
800- 4384388- 8468

NEXT
DAY
DELIVERY
AT G R O U N D R AT E S

Lifetime Warranties
©2012, Aegis Films. All rights reserved.
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Infinite Optiks Film, Eddy Russell’s newly developed
decorative film, was applied to the back side of glass
in multiple “java centers” for one office building.

Decorated Sales:

W

Educating Consumers on the Benefits of Decorative Films
by Casey Neeley

hen consumers are looking to spruce up
homes, or shopkeepers their storefronts
and businesses, members of the window
film industry know that decorative films can be the
way to go. Some say getting consumers to understand the benefits of these films requires patience
and commitment.
How can dealers reach out to clients considering a
decorative update?
“I highlight the benefits: it’s going to be less costly,
it’s less permanent in the event of a needed change, it
strengthens the glass instead of weakening the glass,
and odds are, it’s going to be more versatile to use film
meaning I can combine colors and ideas,” says Jarett
Hulett, president of Solartex in Columbus, Ohio.
“Price, flexibility and delivery are the keys,” says
Eddy Russell, owner of Sunset Glass Tinting in
Houston.
24
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Explain the Costs
Several industry members agree that speaking to
consumer needs solidifies the argument for
installing film.
Helping consumers to understand the difference in
price point between decorative films and glass makes
a strong selling feature.
“For one of our upcoming projects, we’re probably
going to save the architectural firm who contracted
us about $100,000 and be able to do it in a much
shorter timeframe compared to decorative glass,”
says Russell.
“When people consider making the kind of financial
investment that is associated with decorative glass
you have to look at the other options that are available,” says Gus Arredondo, marketing department
manager for Ontario, Canada-based AmGraph Group.
“Decorative film is certainly a viable option to
www.windowfilmmag.com

© 2013 WINDOW FILM Magazine. All rights reserved.
No reproduction of any type without expressed written permission.

Contents

Zoom Fit

Search

+

–

Archives

I<

E-Mail

<

>

>I

Subscribe

Russell, who installed the above film for the
entrance to a restroom, says films are a timeefficient solution.

Colorful blocks were used to advertise
available retail space as well as provide
privacy for a yoga studio, says Jarett Hulett.
installing decorative glass for a variety of reasons.”
“A lot of property management companies think [a
decorative look] has to be glass; [dealers are] missing
opportunities there,” says Chris Aycock, owner of Sun
Protection LLC in Cary, N.C.
“[Decorative glass] is considered a more permanent
option, but with excessive cost and labor. If broken, it
is very expensive to replace,” says Sam Lee, president
of Wintech Window Films.
“The goal of decorative film is to look like decorative glass. It is often hard to tell the difference
between the two, yet there are numerous advantages
to using film,” Lee continues. “First of all, it is inexpensive, easy to install, and thus, easy to replace.
When decorative glass breaks it can be extremely
expensive to reorder and install new glass.”
With tighter purse strings and slimmer wallets in
the current economic climate, touting cost-effectiveness is a no-brainer.
“Usually by the time customers call me, they’ve
already seen my website and viewed the different
films I offer and it’s a clear choice for them to get the
film installed. Also, there’s a big price difference getting a piece of film installed as opposed to changing
out the glass. It’s great for the cost-conscious consumer,” says Chris Daigle, founder and owner of
Snappy Tint LLC in New Orleans.
Educating consumers about the opportunities film
MARCH/APRIL 2013

“In this fast-paced world where
an economical option is more
practical, window film provides
the way to improve the interior
design of any space quickly,
efficiently, while saving lots
of needless expense.”
offers for a less expensive custom solution can be a
call to action.
“With the advances in technology we can do just
about anything with film,” says Arredondo.
“Everything from frosted privacy film to custom gradients to full color, high definition, custom images
with the finest details can be produced at a fraction of
the cost.”
“In this fast-paced world where an economical option
is more practical, window film provides the way to
improve the interior design of any space quickly, efficiently, while saving lots of needless expense,” adds Lee.
“When comparing decorative film and decorative
glass, the cost difference is enough to justify opting
for decorative film,” states Arredondo.

Flaunt the Versatility
The adaptability of film provides another unique
solution for consumers.
“The fact that you can print nearly anything you
want from a marketing message in a retail environment to a custom graphic that allows you to express
yourself in your office or home for a significantly
smaller price should be considered when discussing a
return on investment,” notes Arredondo.
Film fits the bill for customers considering a tempocontinued on page 26
WINDOW FILM
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Decorated Sales
continued from page 25

Hulett’s company, Solartex, installed removable decorative film in an art gallery to generate the desired
ambiance for one artist’s display.
rary fix for a lighting problem.
“Film is a versatile option, because it can be easily
removed and replaced if you want to update or completely redecorate the space,” says Lee. “Especially if
the project manager thinks they will want to change
the look in the future, decorative film is a more suitable option.”
“We did one project at a world-renowned art gallery
that had an exhibit coming in and the owner wanted to
change the ambient light that fell on her pieces so we
applied a decorative film that was removable after the
exhibit,” says Hulett.
“[Customers] like the idea that you can change out
the films more often at a lower cost with faster turnaround [than glass],” adds Aycock.
Indecisive customers can also benefit from the efficiency of film, says Russell because they can “put off
the design until the last minute. It also gives architects
additional time to think about what they want, as well
as additional design time.”
For residential solutions, Hulett says “Homeowners
tend to want something more like a privacy film on the
bathroom window.”
According to Daigle, decorative offers an excellent
upsell opportunity for privacy-seeking consumers.
“There’s a market toward white frost for residential;
you always have to have blackout and white frost.
Working in the city, I get a lot of calls for those types
26
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of films for office buildings too. I always like to upsell
them by offering a more decorative film instead of just
a plain black or white film,” says Daigle. “I offer various options such as an installation of logos in place of
the plain film.”
Another feature to explain to commercial consumers is also an excellent strategy in creating repeat
customers: highlight the ease of updating promotional films.
“If you are using [it] in a retail environment you can
change your decorative film as your promotions
change throughout the year,” Lee adds.
Offering clients the chance to see your work may
serve as the perfect opportunity for closing the deal.

Show What You Know
“I know it sounds very simple, but many dealers do
not show the product to homeowners,” says Aycock.
“I would feature [decorative work] prominently on
your website, and I would take a picture of every single job I did for decorative film,” says Hulett. “Window
tint is hard to feature because it’s not as visual of a
characteristic. Decorative is different because it really
shows in photos. When we go out to a client, we take
our iPads out and have our photo gallery available to
show customers photos of that work. We put a lot of
time in to organizing that so ideas are easy to replicate
for the client.”
www.windowfilmmag.com
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Carrying a portfolio at all times allows dealers to
have instant and continuous ability to show clients
exactly what they can expect to see from the job. It
also offers another opportunity to sell consumers on
ideas they may not be able to envision.
“I keep a binder of all of the decorative films I offer
in my truck when I go out to see my customers and
that’s a helpful tool to have,” says Daigle. “As soon as
I hear the word ‘privacy’ from customers, I immediately go to my decorative binder to offer them a more
unique look. Part of my job is upgrading because there
is such a high market for black or white frost.
Whenever someone else is just applying those films
and I’m applying stained glass films it just creates
such a different look.”
“Boring plain windows are everywhere,” says Lee.
“As you go about your standard commercial/residential installations, think outside the box and see if there
are any bare windows that need some jazzing up! That
is when you can suggest the addition of decorative
installation to your current [customers].”
Having the ability to upsell and an extensive

MARCH/APRIL 2013
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Daigle installed the film in the above photo for a
New Orleans-area restaurant.
knowledge of your products and services, as well as
the equipment to create a custom solution will help
show consumers you are the decorative authority.
continued on page 28
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Decorated Sales
continued from page 27

Be the Expert
“I would get a plotter so you can cut the designs
yourself,” says Hulett. “When we started getting into
decorative films we worked with a sign company and
now we’ve gotten to a point where the plotter was
worth the investment we made in it.”
Going a step further, Russell says he is making it more
convenient for architects who come to him for film.
“I’m forming a new company to market, sell, design,
and, if we have to, install decorative film,” says
Russell, who has developed his own decorative line.
“We install a tremendous amount of solar film, but
that is a very competitive market,” he says. “With custom-printed film, we’re doing something very few people know how to do.”
If decorative isn’t a major part of your sales,
Russell urges dealers to reconsider allowing it to play
a larger role.
“Windows have gotten so much better, both residential and commercial, so guys like me are looking
for new ways to install,” he says. “Decorative film

sales aren’t seasonal. It doesn’t have to be 100 degrees
for customers to want these films; it’s an all-year-long
service. It has nothing to do with energy savings or
payback. Decorative films add a non-seasonal aspect
to our industry which is a big deal. This type of work
gets you through the winter.”

Extol the Beauty
For many consumers, seeing is believing.
“The aesthetics of the film are the biggest benefit,”
says Hulett.
Educating consumers on the benefits of decorative films could help develop demand.
“I would like more of a market for [decorative],
such as doing glass panels on the side of an elevator or escalator,” says Daigle. “I want to see decorative film come out to be just as popular as [other
products].”
Lee adds, “It is a beautiful and versatile option,
which has not yet reached consumer awareness to the
extent it deserves.”

What’s the Big Difference?

Photo: Goldray Industries

The image on the left is a photo of a printed polyester
interlayer laminated between glass which took three weeks
to print and about 13 months for the entire project to be
completed at Pittsburgh Children’s Hospital. The image at the
top is an installation Russell completed at a church which
otherwise “would have been a several hundreds of dollars of
stained glass and many weeks of work to install; we did the
installation with our product for $1,500 and as little as two
WF
weeks, including printing,” he says.
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LEADING APPS
W

Take a Look at the Two
Hottest Websites for Garnering Customers
by Casey Neeley

hile many window film dealers have become
comfortable using social media sites such as
Facebook and LinkedIn to bolster their
brands, two relatively new sites on the horizon may
promise much more for film businesses that work
directly with consumers. Pinterest and Houzz—websites that allow users to save images and information
they find attractive to special boards—may be the new
Internet-based solution for companies looking to generate leads and bolster clientele. Remodeling and design
industries, such as the window film retrofit market, can
benefit from these sites, which are rapidly growing in
popularity. Both Pinterest and Houzz have helped some
window film dealers increase business.

categories. For more information on how to use
Pinterest, see the diagram below.
A recent Nielsen study shows that Pinterest unique
usage has ballooned over the past year, up 1,047 percent for PC visitors, 1,698 percent for mobile app
users and an astounding 4,225 percent for mobile web
visitors. Other popular
websites, such as
Facebook
and
Click here to view
images specifically based
Twitter, did not
on categories such as
everything, architecture,
continued on page 32
design and home décor.

Gaining Consumer Pinterest
With an estimated 25 million
users to date, Pinterest
Find users with
(www.pinterest.com) is the
similar interests to
follow here.
fastest-growing social media
site. Forbes magazine has even
called it “the next social media giant.”
Pinterest, in which users “pin” linked images to special “boards,” allows users to interact by not only “pinning” their favorite items, but
also allows them to look at
Take a look at the
the boards and pins of folrecent activity of
lowers and friends on the
users you follow here.
site as well as the pins of
other users through various

Learn the Lingo

Pinner: a user of Pinterest
Pin: a hyperlinked image Pinterest users can add to interactive boards.
Board: a digital “pin board” where Pinterest users can
save hyperlinked images.
Repin: to add a pin to one of your Pinterest boards which
someone else has already pinned; not an original pin.
Ideabook: a digital portfolio where Houzz users can save
images to specific subcategories based on specific rooms of
a house, themes or projects.
30
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Who is Using Pinterest?

84

U.S. Audience Composition (in percents)
70

<

79
74

72
66

37
30

31 33 31

31

28
22 20

16

24

24

22 22
18

14
5

View videos
posted on
the site.

Male

Female

Source: Nielsen 2012

Check out the
current most
popular, or most
re-pinned, images.

See images that are
priced. By hovering
over the Gifts tab
you can narrow
your price range
for your search.

Ages
18-24

Ages
25-34

Ages
35-49

Computer

7

Ages
50-64

4

10

8

6 5

1

Ages
65+
App

Hispanic

White

AfricanAmerican

3

7 7

Asian

Phone

The Pinner’s

Click here to add an
Guide to Automotive
item. Options include
add a pin, upload a
Here are some tips our editors
pin or create a new
board.
compiled to help you market
This drop-down menu
your automotive film services
provides personal account
on Pinterest.
options such as inviting and
finding friends, viewing your
own boards, pins and likes,
Automotive Window
settings and logout/sign-in
Films:
options.
• Maintain a specific board dedicated to automotive window films.
• Pin photos of various makes and modThis tab provides basic site
els with varying levels of tints.
mapping tools including help,
• Post a pin linking to consumer laws
a pin-it button, for businesses
regarding allowable levels of tint for
section, career postings, meet
your area.
the team, blogs, terms of
service, privacy policy,
• Have a pin that explains consumer
copyright information and
benefits of installing automotive films.
trademark.

Photo: Pinterest

Vinyl Wraps:
• Have multiple boards displaying varying types of vinyl wraps.
• Make one of your vinyl wrap boards geared toward
commercial consumers looking to advertise.
• Pin images to an average consumer-type board showing
offering examples for everyday vehicles.
• Link to a discussion on the benefits for a car’s body by
installing vinyl wraps.

MARCH/APRIL 2013

Paint Protection Film (PPF):
• Since clear bra isn’t as easy to show off, pin videos of
PPF installations and demonstrations.
• Pin images containing a split screen of before and after
images with captions that explain some of the benefits
of installing PPF to consumers.
• Post a pin that links back to a page on your website explaining each section of a car on which PPF can be installed.
• Pin images of completed jobs showing consumers the
visual benefit of installing clear bra versus black bra.
WINDOW FILM
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LEADING APPS
continued from page 30

see anywhere near as significant of changes at - 4 percent and +13 percent, respectively.
So what does this mean for the window film industry?
According to research published in the
Huffington Post, “Pinterest referrals spend 70 percent more money than visitors referred from nonsocial channels.”
The same article states, “Pinterest pins with prices
get 36 percent more likes than those without,” and
goes on to add, “69 percent of online consumers who
visit Pinterest have found an item they've bought or
wanted to buy, compared with 40 percent of Facebook
users.”
Just how are window film dealers benefitting from
the site?
For starters, Carrollton, Texas-based Ameritint has
seen repins from big-name door and window companies such as JELD-WEN, further spreading their company name and brand across
industries.
Click here to
view your boards
with saved
images.

“I think it’s a great medium to get your information
out and let you have a better following,” says Beth
Kopitzke, marketing assistant for Ameritint. “It’s a
good site for spreading knowledge of our products
and services.”
“Mostly we’re getting people kind of shopping
around right now since it’s the slow season. I’m still
learning on the business side how we can use
Pinterest but I plan to continue using it and link it
through our website,” says Kopitzke.
As for tailoring her company’s page to best suit the
business, Kopitzke says, “Most of our boards are for
films we utilize and installs we do. We pin anything on
saving energy, anything to give our clients or anyone
looking to save money on energy overall awareness.
Some of the other boards are services we offer that
our customers may not be aware of, such as detailing.”
Branding has been a major benefit for Seattle-based
WrapJax, which specializes in vehicle wraps and window graphics.

This tab allows users to search
for professionals and companies
that provide the services needed
for a remodeling or building job.
Search options can be narrowed
down by location and type of
service provided.
The Discussions section allows
both browsing and professional
users to interact and answer
each others’ remodeling and
building questions.
View other users’ personal
and professional ideabooks of
saved images.

Search specific products used
and displayed on the site.
While many images are photos
of the products in a staged
room, this tab allows users to
view the individual door,
window or other material
desired for a project.
Clicking this tab allows users to
casually browse an array of images,
mainly staged room photos, available
on the website.
32

WINDOW FILM

Add a photo or image
to one of your custom
ideabooks.

Images can be shared
via social media
channels and email.

Users can participate in
discussions and consumers can
ask industry members
product-related questions.

See the price of
an object in the
photo or add a
price tag to any
material shown
in the image.

Look up professionals in the
area that offer certain services
or materials seen in the photo
or on the website.

www.windowfilmmag.com
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“It’s a very good platform for branding our company
as well as showing our work,” says Jason Scott, cofounder and director of sales and marketing for
WrapJax. “I get a pretty steady stream of repins of
images we’re posting on the site. It’s an amazing way
to engage customers.”
The ease of use for multiple social media platforms
is also attractive, says Scott.
“We use Pinterest in conjunction with Facebook; we
try to use as much social media as we can,” he says.
“It’s free advertising. I do a fair amount of research and
continue to do more as we prepare to launch version
3.0 of the WrapJax website to include more social media
sites for our customers and potential customers.”
Seeing how major brands such as Nike have used
Pinterest to develop a following has been a source of
inspiration for Scott.
“I’ve been doing a lot of research on companies that

Equal Houzz-ing Opportunities

Photo: Houzz

While Pinterest attracts a broader audience, another
beneficial, lesser-known website called Houzz
(www.houzz.com) may help architectural members of the
window film industry market their products and services
directly to homebuyers, homeowners and builders.
Business users can host their entire portfolios for free on
the site. Prospective clients can browse the images and save
the images, which are linked to the originating company, to
“ideabooks” tailored to suit particular styles, such as modern, traditional or eclectic and various rooms in their houses. Users can also search products by metro area to narrow
down options for upcoming projects. For more information on
how to use Houzz, see the diagram on the left.
“The growth of Houzz’s mobile usage aligns with several other company milestones, including 6 million
app downloads–a 400 percent increase in
the last year–and 14 million monthly
Find out more
information on this unique users,” reads a release issued
by the company.
project such as
who posted the
A survey published on the Houzz
photo and that
website shows 74 percent of Houzz
user’s contact
users plan to decorate their homes
information as well
while 40 percent plan to remodel or
as see questions
build an addition within the next two
asked about the
image and users
years.
who have added
For companies currently displaying
the image to an
their
portfolios on the site, the tool has
ideabook.
proven to be useful.
“I would say it’s definitely helpful to
MARCH/APRIL 2013
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Winning at Pinning

Use these tips, created by Fahrenheit Marketing’s
social media specialist, to increase the sales your company sees by using Pinterest.
1. Use high-quality, appealing images.
2. Create product-driven boards.
3. Link images back to the company website.
4. Have engaging, unique boards.
5. Link pins to Facebook and Twitter.
Source: Fahrenheit Marketing

are really successful with their Pinterest marketing;
really large brands are utilizing Pinterest and have a formula they’re using and engaging with their customer
base which is turning around and maximizing their visibility on Pinterest. I think it’s a worthy social media
environment for any business to utilize,” he says.
be [on the site] to help them generate leads for their business. The time spent on that and any site should be making sure everything you post is fresh and up-to-date. No
fluff, make sure it generates consumer interest so you get
that phone call or email,” says Gregg McKay, president of
Nu-Vue Window Films in San Diego, Calif. “It’s not a difficult site to work with, you just have to maintain it.”
Tracy Marshall, owner of Texas Glass Tinting in San
Antonio,Texas says he’s been on the site for several years
and would “absolutely rank it a useful website.”
“I probably spend three hours per week maintaining our
page on the site,” says Marshall.
For companies looking to display their work on Houzz,
Marshall says, “Be consistent and post as many photos as
you can. Make sure you keep your portfolio up to date.”

Building a Houzz

Here are some tips from Keyhouse Media on some
best marketing practices when using Houzz.
1. Have your photos in other people’s ideabooks.
2. Gain consistent numbers of reviews.
3. Maintain a high number of followers.
4. Use project photos in addition to product images.
5. Participate in discussions and answer questions.
6. Link to Houzz on the company website.
7. Participate in others’ ideabooks through discussions.
8. Review other Houzz users.
9. Add keywords to ideabook images when posting.
WF
Source: Keyhouse Media
WINDOW FILM
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How You Roll!

T

by Casey Neeley

he 2013 International Window Film Conference
and Tint-Off™ (IWFC) is just about six months
away and this year’s event is slated to be bigger
than years past.
The show, which will be held at the Tampa
Convention Center and Tampa Marriott Waterside

Hotel & Marina in Tampa, Fla., September 18-20,
offers attendees the chance to preview products and
demonstrations as well as receive business and
sales tips.
“This IWFC & Tint-Off promises to be both educational and, as always, very exciting,” says IWFC sales
director Holly Biller. “There will be two divisions of the
Tint-Off held, stemming from the expansion we did
last year. We’ll also have paint protection demonstrations, a vehicle wrap session, business and marketing
seminars, and much more.”
The International Window Film Association (IWFA) will
again co-sponsor the event with WINDOW FILM magazine.
“The IWFA believes that, by working with a partner/co-sponsor such as WINDOW FILM magazine, and
by including as much of our window film industry as
we can, the IWFC event will be the largest and best
gathering that will further our goals of bringing value
to the window film industry. This includes manufacturers and distributors, in general, and window film
dealers in particular,” says Jack Mundy, chair of the
IWFA Members Action Committee.
Attendees will notice several enhancements to the 2013 line-up. One of the
changes to this year’s event
allows more exhibitors on
the show floor than in
previous years.

Show us how you roll! Register now to compete in the upcoming Tint-Off competitions.
34

WINDOW FILM

www.windowfilmmag.com

© 2013 WINDOW FILM Magazine. All rights reserved.
No reproduction of any type without expressed written permission.

Contents

This year’s IWFC will be held at the Tampa Marriot
Waterside Hotel & Marina and the Tampa Convention
Center. Registration and hotel rooms are now
available.
“We’re expanding the event and all window film
manufacturers, regardless of their affiliations or
memberships, and suppliers are welcome to join us
by reserving their spot on the show floor,” says Biller.
“We know attendees come to this event because it’s
dedicated exclusively to the window film industry and
we hope to see current and future customers having
the chance to speak with suppliers and move those
connections forward.”
Attendees will also see a new face at this year’s
event. Stephanie Medlin, competition coordinator, will
serve as liaison for competing tinters in the 2013 TintOff competitions.
“I understand most people dedicate their careers to
the window film industry and many have started and
stayed,” says Medlin. “That sort of loyalty to a profession is appealing and I’m excited to meet those professionals who care so much about what they do.” For
more information about Medlin, see the box to the right.
Similar to the 2012 event, the upcoming Tint-Off will
contain two divisions. The Architectural Division will
hold two preliminary heats. The top three scores from
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Meet Stephanie Medlin

•
•
•
•
•
•

Get to know the new competition coordinator for the
2013 Tint-Off
divisions,
Stephanie Medlin.
• Hometown: St. Louis, Mo.
(Do you bleed blue?)
• I received my bachelor’s
degree in integrated marketing
communications
from Maryville University
in St. Louis.
I have been in marketing and event planning for
more than six years. I’ve managed logistics, promoted events and orchestrated on-site promotions
within and outside the military resale channel.
Established relations with PepsiCo, ConAgra Foods,
John Morrell Food Group, Extreme Headphones
and more. (Food marketing was fun, but window
film is easier on the waist.)
I am a HUGE zombie fan. I’m convinced the zombie
apocalypse will happen—hopefully after IWFC, of
course!
My dog is, regrettably, named P. Diddy.
Halloween is my Christmas.
I’ve heard the competitions are fierce and filled
with talent—I can’t wait to meet everyone in Tampa
this September!

continued on page 36
MARCH-APRIL

2013
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How You Roll!
continued from page 35

both heats will move on to the finals, held Friday,
September 20.
In the past the applications consisted of a vertical
seam on a door-sized architectural glass frame.
Competitors for 2013 can expect a similar scenario,
possibly with new twists, as the competition protocols are now being developed.
The Automotive Division will consist of two preliminary heats in which tinters will apply film to the front
and back windows on one side of a vehicle. The top
finalists will compete on Friday, September 20, and
apply film to a backlite with a cut around the third
brake light when applicable.
Winners for both divisions will be announced at
Friday’s Gala Awards and Ceremony, held from 5 p.m.
to 7 p.m.
Cocktail parties will also be held both Wednesday,
September 18, and Thursday, September 19, on the
show floor from 5 p.m. to 7 p.m. and are open to all
badged attendees.
Registration for the event is open. Industry members should register at www.windowfilmmag.com/iwfc
and select the registration tab. Space is limited and
competitors’ slots are first-come, first-served.
For hotel accommodations, visit www.windowfilmmag.com/iwfc and select the hotel tab to book your
reservation online or call 888/789-3090. Rates are $129
USD per night per single/double plus tax.
For those who prefer the phone, you must reference
the Tampa Marriott Waterside Hotel and Marina and
code AGWF13 to access the discounted room block

Jason Petty (left) and Hann Kim (right) were the 2012
Automotive and Architectural Tint-Off champions.
Who will win this year?
ending August 27, 2013.
For suites, meeting rooms or other premium rooms,
please contact Holly Biller at 540/602-3251, or by email
at hbiller@glass.com.
Auto Glass Week 2013 once again will be held concurrently.
For the latest information about IWFC, please visit
WF
www.windowfilmmag.com/iwfc.

Registration

International Window Film Conference and Tint-Off
Attendee and Competitor Registration – includes all seminars, workshops, social events, and admittance to IWFC
Exhibition/Extravaganza. Note: The Gala Awards
Reception and Ceremony are separate charges for attendees and not included in the registration fee. The competitor fee does include one (1) Gala Awards Reception
and Ceremony ticket.
Questions or Comments:
Please contact International Window Film Conference and
Tint-Off c/o WINDOW FILM magazine, P.O. Box 569,
Garrisonville, VA 22463 or call us at 540/720-5584, fax
540/720-5687, email: jmulligan@glass.com.
See the page at right to register.

Attendees can expect a variety of marketing and
business seminars at the event.
36
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Cancellations & Refunds:
All requests for cancellations and/or refunds must be received in writing by June 28, 2013,
and are subject to a $50 administration fee. No refunds will be given after this date.
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International Window Film Conference and Tint-Off
Registration Form to Attend or Compete

Please complete the following to register to attend or compete at the International Window Film Conference and Tint-Off.
Competitor Deadline: July 8, 2013.There will be no on-site registration to compete. Companies may only register three contestants – all others will be placed on a waiting list. Attendee Deadlines:August 30 for pre-registration; May 31
for early-bird.Attendee registrations received after August 30 will be considered on-site and fees will increase. Form must be
filled out completely to be registered for the event. Please return the completed form by mail to WINDOW FILM magazine, PO
Box 569, Garrisonville,VA 22463 or fax it to 540/720-5687.You can also register online at www.windowfilmmag.com/iwfc.
Please write your company information as you wish for it to appear on your badge. One form per person.
Company Name: __________________________________ Contact Name: ________________________________
Address: ____________________________________________________________________________________

City: __________________________State/Province: ___________Zip/Postal Code: ________Country:___________

Phone: _________________________________________Fax: _________________________________________

Email: __________________________________________Website:______________________________________
ATTENDEE REGISTRATION
Early Bird Registration
(ends 5/31)
IWFA Member
$149
IWFA Non-member
$179

Pre-Registration
(ends 8/30)
$179
$209

On-site Registration
(after 8/30)
$229
$249

COMPETITOR & GUEST REGISTRATION
International Window Film Tint-Off™ - Architectural Division Competitor
$350 IWFA Member (Not Available after 7/8)
$450 IWFA Non-Member (Not Available after 7/8)
$149 Guest of Competing Tinter: Must have a tinter register at the same time as guest registers.

What manufacturer and type of film do you prefer?____________________________________
International Window Film Tint-Off™ - Automotive Division Competitor
$350 IWFA Member (Not Available after 7/8)
$450 IWFA Non-Member (Not Available after 7/8)
$149 Guest of Competing Tinter: Must have a tinter register at the same time as guest registers.

Attendee and
Guest Optional
Event:
Pre-registration is
required for optional
event by August 30.
Gala Awards
Reception and
Ceremony
Ticket $79
Friday, September
20 from 5:00 p.m. –
7:00 p.m.

What manufacturer and type of film do you prefer?____________________________________ Competitors
receive one Gala
International Window Film Tint-Off™ - Architectural AND Automotive Division Competitor Award ticket with
$550 IWFA Member (Not Available after 7/8)
their registration.
$750 IWFA Non-Member (Not Available after 7/8)
$149 Guest of Competing Tinter: Must have a tinter register at the same time as guest registers.

What manufacturer and type of film do you prefer for the Architectural Division?________________________________
What manufacturer and type of film do you prefer for the Automotive Division?_________________________________

Amount Total: $_______________
Method of Payment:
Company Check Enclosed (made payable in U.S. dollars to Event Management c/o WINDOW FILM magazine)
MasterCard
Visa
AMEX

Credit Card #: _______________________________________________Exp. Date:_________________________

CVV#: ____________________ (3-digit number on the back of the credit card or 4-digit number on the front of AMEX)

Name on Account: ____________________________________Signature:__________________________________
Email: ______________________________________________Phone:___________________________________

These items are required to process a credit card payment. Registrations will not be processed if information is incomplete.

Wrapper’s
Delight
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t the 2013 Chicago Auto Show (CAS), held at McCormick Place in Chicago, vehicle wraps were a noticeable mainstay of the event. While advertising purposes appeared to be the focal point of the majority of
these wraps, WINDOW FILM magazine contributor Lyle Hill was on hand to capture the below photos of various vehicle wraps and trends he saw at this year’s show. Take a look at what some auto manufacturers and
other exhibitors had on display.

CAS displayed a variety of automotive innovations
including full and partial vehicle wraps.

The official vehicle of the U.S. Ski Team displayed a
small area wrap.

Many of the vehicles featured sporty wraps similar to automotive racing designs.
38
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Several of the wraps featured additional decorative elements in addition to sporty looks and advertising,
such as color blocks and even the American flag.

Toyota’s wrap paid tribute to hometown NFL team
the Chicago Bears.

Matte finish wraps, continuing to grow in popularity,
were also spotted at CAS.

The images used on wraps are beginning to appear
more lifelike and less animated for advertising.

This Kitchen on Wheels shows vehicle wrap
WF
advertising at its finest.
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A Directory of Industry Suppliers

DISTRIBUTORS

Clearwater, FL 33762
800/869-8468; fax: 727/321-6004
www.coloredfilms.com

Anti-Fog Film

Anti-Fog Systems, LLC
2744 Stickney Point Road
Sarasota, FL 34231
941/268-4364; fax: 941/343-2398
www.antifogsystems.com
Architectural Film

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

FILMS

FILMS

Aegis Films
3135 Medlock Bridge Road
Norcross, GA 30071
770/417-1281; fax: 770/417-1381
www.aegisfilms.com

Distributor
Filmstar Distribution
4450 West 12th Street
Houston, TX 77055
713/956-1165; fax: 713/956-1014
www.filmstardistribution.com

Geoshield Window Film
8000 GSRI Ave., Bldg. 3000
Baton Rouge, LA 70820
800/234-6133; fax: 225/578-3975
www.geoshieldusa.com
SAGR Products Int'l
1785 Biglerville Road
Gettysburg, PA 17325
800/223-4385; fax: 717/334-6483
sales@sagrproducts.com
Scorpion Window Film
6184 S US Highway 231
Cloverdale, IN 46120
765/653-1736; fax: 765/653-7175
www.scorpionwindowfilm.com
sales@scorpionwindowfilm.com
Solar Gard Window Films
4540 Viewridge Avenue
San Diego, CA 92123
877/345-9478; fax: 858/514-4231
www.solargard.com
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Aegis Films
3135 Medlock Bridge Road
Norcross, GA 30071
770/417-1281; fax: 770/417-1381
www.aegisfilms.com
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
Scorpion Window Film
6184 S US Highway 231
Cloverdale, IN 46120
765/653-1736; fax: 765/653-7175
www.scorpionwindowfilm.com
sales@scorpionwindowfilm.com
Solar Gard Window Films
4540 Viewridge Avenue
San Diego, CA 92123
877/345-9478; fax: 858/514-4231
www.solargard.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
Security Film
HanitaTek Window Films
4010 La Reunion Parkway, Ste. 100
Dallas, TX 75212
800/660-5559; fax: 214/351-5835
info@hanitatek.com
www.hanitatek.com
Madico Window Film
888/887-2022
www.madico.com
Solar Film
HanitaTek Window Films
4010 La Reunion Parkway, Ste. 100
Dallas, TX 75212
800/660-5559; fax: 214/351-5835
info@hanitatek.com
www.hanitatek.com

FILM INSTALLATION SERVICES
U.S. Film Crew
100 Broughton Road
Pittsburgh, PA 15102
877/946-3693; fax: 412/798-0900
glenn@usfilmcrew.com
www.usfilmcrew.com

MANUFACTURERS
Architectural Film

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

FILMS

Decorative Film

Aegis Films
3135 Medlock Bridge Road
Norcross, GA 30071
770/417-1281; fax: 770/417-1381
www.aegisfilms.com

Solar Graphics Inc.
12167 49th St., Unit 100

Hanita Coatings
Kibbutz Hanita, 22885, Israel
+972-4-985-9919; fax: +972-4-985-9920
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To place your listing(s) in the Supplier’s Guide,
please contact Tina Czar at
540/602-3261, or email tczar@glass.com
May/June WINDOW FILM magazine’s deadline is April 11th.

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
Solutia Inc.
Performance Films Division
575 Maryville Centre Drive
St. Louis, MO 63141
314/674-1000; 800/255-8627
fax: 314/674-1950
www.llumar.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.
345 Beaver Creek Drive
Martinsville, VA 24112
276/632-4991; fax: 276/632-0173
www.suntekfilms.com
Automotive Film
3M Window Films
866/499-8857
www.3m.com/window

FILMS

Aegis Films
3135 Medlock Bridge Road
Norcross, GA 30071
770/417-1281; fax: 770/417-1381
www.aegisfilms.com

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

MARCH/APRIL 2013

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

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

Solar Gard Window Films
4540 Viewridge Avenue
San Diego, CA 92123
877/345-9478; fax: 858/514-4231
www.solargard.com
Commercial Film
3M Window Films
866/499-8857
www.3m.com/window
Decorative Film

PO Box 10165
Portland, OR 97296-0165
866/384-8493: fax 503/419-2226
Gregory@thomashicks.com
www.thomashicks.com
Film Shades
Midwest Marketing
2000 E. War Memorial
Peoria, IL 61614
800/638-4332; fax: 309/688-8894
jim@midwestmarketinginc.com
Residential Film
3M Window Films
866/499-8857
www.3m.com/window

ATC Film
5934 NW Batchelor Terrance
Port Saint Lucie, FL 34986
772/332-7799; fax: 772/408-8285
www.atcfilm.com

safety@hanitacoatings.com
www.hanitacoatings.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

44Tools.com
7640 Commerce Place
Plain City, OH 43064
866/448-6657 or 614/873-4800
fax: 614/873-4899
info@44tools.com
www.44tools.com
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

Security Film

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

Hanita Coatings
Kibbutz Hanita, 22885, Israel
+972-4-985-9919; fax: +972-4-985-9920

Windowtinting.com
800/580-7953

WINDOW FILM
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Quick Tip:

of WINDOW FILM Magazine readers say they
wished they’d used a steamer sooner.

Recommend
installers choose
their tools?

Patric Fransko of
Zola Tools Distributing
shares his tips for
choosing the right
tools:

Cutting Knife

Cutting knives come in many
shapes and sizes to suit nearly any
installer’s tastes. The two biggest
things to remember when selecting a knife are how it feels in your
hand and what kind of blade you
should be using. While many
installers prefer slim knives, their
narrow profiles don’t work for
installers with larger hands or
problems such as carpal tunnel
syndrome. Some people love
knives that come with larger, more
ergonomic handles but others
may think those are too bulky. It’s
important to find a knife that feels
good in your hands and allows
you to make precision cuts with
minimal hand strain. Left-handed
installers should look for a knife
with a top surface that enables the
42
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blade to be flipped to accommodate use in the left hand.
I cannot stress enough to only
use stainless steel blades in whatever knife you choose! Non-stainless
steel or carbon blades will cut into
the glass surface leaving cut lines
on the window and an unhappy customer in your lobby. Stainless steel
blades will have markings stamped
into the blade to indicate that they
are such. If you do not see the marking to indicate the blade is stainless
steel, assume the blade is carbon
and do not use it on glass.
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❘ Edited by Casey Neeley

—Chris Daigle, owner, Snappy Tint LLC, New Orleans
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–
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“Filter any fluids you are using to tint windows. You would
be amazed how dirty your filters get. Imagine how much of
that goes behind your film. For $30 you can get an under-sink
filter system and you’ll notice instantly that your jobs are
coming out cleaner. I immediately noticed once I started
filtering just how much cleaner my jobs became.”

47%

+

I use this term in a generic
sense as most installers use a
combination of many different
tools to “lay down” or squeegee
the film to the glass. These tools
come in many varieties from hard
cards to tube squeegees which
allows the installer to squeegee
film no matter how tight the confines might be. Because there are
many differing applications and
situations, one squeegee tool cannot serve as a “jack of all trades.”
Installers must choose based on
what works for them and their

What is the Most Valuable
Tool in Your Shop?

Heatgun: 31%

Squeegee: 19%

Blade: 25%
Steam

er : 6%

Other: 13%

Adhesive
remover: 6%

particular installation styles.
One characteristic of squeegee
tools that every installer needs
to understand is the hardness, or
durometer, of each tool and how
that dictates the particular application for which it can be used.
Too hard and installers can find
themselves creasing the film
unnecessarily, creating more
work and greater waste. Too soft,
and the installer could be leaving
too much water trapped between
the film and glass prolonging curing times and creating the potential for peeled edges. A good rule
of thumb is to select the hardness of the squeegee tool based
on the quality of film you are
installing. Higher performance
films, metalized, ceramic, etc.,
typically require a harder
squeegee tool based on the
thickness and stiffness of the
film to adequately remove the
water from beneath the film. On
standard, thinner, entry-level
dyed films, a softer squeegee
tool is usually desired as it can
remove the water sufficiently
and the softness assists in crease
WF
avoidance.
www.windowfilmmag.com
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AUTOMOTIVE FILM EVENTS

September 18-20, 2013
International Window Film
Conference and Tint-Off™
Co-Sponsored by WINDOW FILM
magazine and the International
Window Film Association
Tampa Convention Center and the Tampa
Marriott Waterside Hotel and Marina
Tampa, Fla.
Contact: www.windowfilmmag.com/iwfc
October 23-25, 2013
SGIA Expo 2013
Sponsored by Specialty
Imaging Graphic Association
Orange County Convention Center
Orlando, Fla.
Contact: www.sgia.org

November 5-8, 2013
SEMA Show 2013
Sponsored by the Specialty Equipment
Market Association
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ARCHITECTURAL FILM EVENTS
April 8-10, 2013
2013 NFRC Spring Committee Meeting
Sponsored by the National
Fenestration Rating Council
Vinoy Renaissance St. Petersburg
Resort & Golf Club
St. Petersburg, Fla.
Contact: www.nfrc.com
June 9-12, 2013
AAMA National Summer Conference
Sponsored by the American
Architectural Manufacturers Association
Hyatt Regency O’Hare
Rosemont, Ill.
Contact: www.aamanet.org
June 20-22, 2013
AIA National Convention
and Design Exposition

Phone

Fax

770/417-1381

www.aegisfilms.com

855/364-3733

941/922-3407

www.antifogsystems.com

www.drytac.com

866/499-8857

651/733-5502

Drytac Corporation

800/280-6013

804/222-5571

Jiffy Steamer Co.

800/525-4339

731/885-6080

HanitaTek Window Films

21

C2

Johnson Window Films

3

Madico

8-9

Nexfil USA

29

NDFOS Window Film

1

800/660-5559

800/448-9468
800/887-2022

310/516-8986

82-2-782-7790

276/632-0173

262/754-3776

www.suntekfilms.com

www.hanitatek.com

www.jiffysteamblade.com

310/631-6672

www.johnsonwindowfilms.com

310/538-1137

www.nexfilusa.com

888/553-8468

82-2-782-9284

www.madico.com
www.ndfos.com

800/843-9087

765/653-7175

www.scorpionwindowfilm.com

Solutia Inc.

800/447-8468

314/674-1950

www.cpfilms.com

Solar Gard

17

U.S. Film Crew

7, C3

888/321-5111

www.3M.com

Scorpion Window Film

11

19

Web Address

800/438-8468
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September 18-20, 2013
International Window Film
Conference and Tint-Off™
Co-Sponsored by WINDOW FILM
magazine and the International
Window Film Association
Tampa Convention Center and the
Tampa Marriott Waterside Hotel
and Marina
Tampa, Fla.
Contact: www.windowfilmmag.
WF
com/iwfc

Antifog Systems

Commonwealth Laminating & Coating
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September 10-12, 2013
GlassBuild America
Sponsored by NGA
Georgia World Congress Center
Atlanta
Contact: www.glassbuildamerica.com

18

4-5
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Sponsored by the American
Institute of Architects
Colorado Convention Center
Denver
Contact: www.aia.org

ADVERTISING INDEX
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Industry Events

Las Vegas Convention Center
Las Vegas
Contact: www.semashow.com

22-23 Aegis Films
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Wintech Window Films

877/273-4364
877/946-3693

888/983-3356

858/514-4231
412/798-0900

714/522-1448

www.solargard.com

www.usfilmcrew.com

www.wintechusa.com

For more information on these companies’ products, visit http://products.windowfilmmag.com.
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❘ Edited by Casey Neeley

Starting Young

Shane Weston
Shane’s Tint and Clear Bra
Peoria, Ariz.

S

ome people know exactly
what they want to do from a
young age. This is certainly
true for Shane Weston, owner and
installer for Shane’s Tint and Clear
Bra in Peoria, Ariz.
“I started working with window
film when I was 14 … and that followed me until I was 16 when I
started tinting during the summers. I’ve been doing it full time
since the summer of 1992. When I
was a junior in high school in
Arizona, one of the best tint shops
in the state, The Tint Shop, recruited me,” says Weston.
In 2008, Weston opened his own
shop focusing on automotive films,
which installs clear bra protection
and window tint. The frustrations
of working for a supervisor without installation experience led him
to opening his shop.
“I couldn’t stay in the business

any longer working for someone who didn’t know as
much as I know about
the business,” he
says. “There are so
many shops out
there run by someone who isn’t an
owner/installer.”
Weston’s shop
has three employees and generates $475,000 in annual sales. He
says his success hinges on his
responsiveness to his customers.
“I think what has made me successful is attention to detail and
always doing what I say I’m going
to do,” says Weston. “I started my
company when General Motors
and the housing market started
failing and I’ve continued to grow
my business every year. It comes
down to doing what you say you’re
going to do and following through.
That goes a long way with people
these days.”
Focusing on the details, Weston
adds, is the mark of any good
installer.
“The key to installing clear bra or
window film is procedure. If you
skip a step you’re not going to have
the result you’re looking for. Every
car has a little technique that’s dif-

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.” Email Casey
Neeley at cneeley@glass.com your nominations.
44
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ferent, whether the door panel has
to come off or so on,” he says.
Some of the more fascinating
installations Weston has done have
been on antique and exotic cars.
“I’ve done clear bra for a ’65
Cobra, but a ’56 Packard is one of the
most unique cars I’ve tinted,” he
says. “When things got bad [with the
economy] I focused my business on
the higher-end luxury cars and now
I do a solid mix of everything.”
For tinters considering branching out on their own, Weston
stresses that they shouldn’t rush.
“My biggest advice before starting your own company is making
sure you’ve learned everything
you can about every car on which
you’ll install,” he says. “All it takes
is one mistake to mess up the
years of work you’ve put into
building a reputation for yourself.
You will answer for everything
your employees do—your staff is
the hardest part to maintain.
You’re only as good a company as
your worst installer.”
Despite the tough economy and
pressures of owning a shop,
Weston admits he loves his job.
“I own a tint company and I’m
developing success in this business but I still love installing films
and clear bras,” he says. “I still
don’t mind going out every day
and tinting and loving the business
WF
and what I do.”
www.windowfilmmag.com
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Try Wintech’s newest addition of films designed to provide you with an increased line of options.
Create an environment that best suits your needs.
AUTOMOTIVE

COMMERCIAL

RESIDENTIAL

ANTI-GRAFFITI

Xenium is a color stable true carbon film.
The densely packed carbon compounds used in its
construction give the film incredible heat rejection and
immunity against fading.
X 205, X 220, X 235, X 250

The Enerv series contains the most advanced ceramic
technology that Wintech has to offer. Enerv is an excellent
choice for projects requiring a light hue, maximum heat
rejection, and low reflectivity.
EB 5095, EB 6095, EB 5590, EB 7090
EB 6080, EB 7080, EG 7080, EB 7580

SECURITY

DECORATIVE

DESIGN ART-LOVIEW
More info

/wintechusa
/wintechusa

www.wintechusa.com
Order online

www.shopwintech.com
Call direct

1-888-983-3356
Or email us
info@wintechusa.com

CERAMIC-ENERV
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See us at the 2013 International Window Film Conference and Tint-Off™
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