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“The risk of being an owner
and the fact that it is harder
than a job is rewarded by things such
as freedom, security and equity building
that come with ownership.”
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by Casey Neeley

O

Don’t be an Ass

ccasionally, I’m fortunate
enough to hear from some of
the individuals who have
served as past editors of WINDOW FILM
magazine. Often, they share interesting bits of information or industry-relevant news they’ve come
across in the hope it will be
interesting to readers.
One of the lovely emails that
was passed along to me recently was a marketing post from a
window film company spotted
on Facebook. When I first glanced at
the email I was excited to see it was
concerning dealer marketing. “Great, more
dealers are utilizing
Facebook!” I thought.
As I continued reading, I realized it was a
rather unfortunate message.
Here’s how the delightful post promoting an automotive tinting company read: “Cuz you ain’t gettin’ no ass
behind clear glass.”
Now, I could launch into a lengthy
diatribe about the overall incorrect
syntactical structure and glaring
grammatical inaccuracies of the aforementioned quote, but I’ll spare you.
Instead, I’ll attempt to approach
this from the angle of a female consumer who sees this post and asks,
seriously? Now, granted, I will say
that this could be an effective marketing strategy for some consumers,
namely the males age 18-24 category
(be honest, some of you read it and
loved it). I’m willing to concede that it
is catchy and it rhymes and there is
an audience who absolutely will
adore the post. That is not lost on me.
However, in reaching that target
audience, that company also likely
4
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turned off a very key group of consumers: females. According to
Nielsen, women hold the bulk of the
decision-making power for homes to
the tune of an estimated $5 trillion
to $15 trillion annually. Additionally,
a Forbes article states that
women want to buy from companies that inspire them and
build strong relationships.
Marketing schemes such as
the previously mentioned one
aren’t really offering that type
of buying motivation.
I get it—sex sells. You’re talking to
someone who works in an industry
that idolizes Helen Gurley Brown,
the original trailblazer of the sexy
headlines seen on the covers of
many popular magazines today (if
you don’t know her, look her up).
But consider it this way—I could
probably get a lot more people to
read this magazine if I put mentions
of sex on the cover. Would it be an
appropriate method of establishing
this publication as an industry standard though?
By all means, have fun with your
marketing message. Humor goes a
long way with forming a rapport with
your customers. Just make sure
whatever you say, you still come
across as the expert—a trusted,
mature and responsible authority in
your field who consumers would feel
comfortable inviting into or around
their homes, vehicles and businesses
to install film.
Remember this, “Cuz you ain’t gettin’ no cash acting like an ass.” WF
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by Donna Wells

D

Time, Money and Patience

ecorative films! This is one
of my favorite areas in the
window film industry. It’s
fun, exciting and creative. It allows
everyone involved to express an
artistic side.
If you ask people who have
played a part in the development
and installation of decorative film
what to expect, l believe they would
tell you to be ready for anything and
everything. It is completely different
from any other part of the window
film industry. I wondered what
pearls of wisdom I could share with
all of you from my many years of
marketing this product. Time,
money and patience. Once I mastered these three things, I completely fell in love with the development
and installation of decorative film.

1.Time

Decorative film takes time.
Whether you are meeting with all of
the principals who will be making
the design decision or just meeting
with the architect, be ready to
devote time to the project. This is
not a one-visit endeavor. Once the
design team agrees on the design
concept, you will then need to meet
with your graphic designer. Have
your designer lay out the design on
paper. Take that design back to the
principals for a signed approval. If
you rush through this step, it could
cost you lots of …

Got a question
for Donna?

Please email it to us at
c n e e l ey @ g l a s s . c o m .
Individual names and company names
will be withheld upon request.
8
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2. Money

Decorative
film can be an
investment
for everyone,
including you
if you are
not prepared.
During
your
first meeting, be
sure to establish
your fees with your
client. Fees should
include design time,
the graphic designer’s
hourly fees and sampling. If you do not
establish the monetary
boundaries, you could
end up losing
money on the
project. On
larger projects, you may
want to print
one full-sized
sample
panel
and install it for
final approval. Allow
time for all of the decision makers
to see the full-size sample
installed before you begin the
project installation. This may
seem like an added step, but it is
far easier to make the changes at
this stage than after the entire
project has been installed.

3. Patience

My mom always used to say,
patience is a virtue. I used to say,
grant me patience … NOW!
Decorative film definitely teaches
patience. Once you think you

“Time, money and
patience. Once I
mastered these
three things, I
completely fell
in love with the
development
and installation
of decorative film.”

have the design, stuff happens.
Such as the client wants to implement new changes and the architect disagrees with the
changes completely. Once
you think the color choice
has been developed, it
changes.
Once
the
design is printed perfectly, the installation
team has issues. It can
be an ever-changing
environment. You learn
to be flexible and roll
with the process.
So, you may be asking
yourself why I would ever want
to get involved with decorative film.
The creative aspect is amazing. You
build a design for a space that lives
in perfect harmony with its surroundings. As strangers pass by,
they may actually say, “Wow! Look
at that!” Every time I have heard
such words of utter amazement in
regards to a design that I helped
create, I knew that all of the sweat
and tears behind the scenes were
WF
definitely worth it.
Donna Wells is the division head of the
wholesale division at Window Film Depot.
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by Manny Hondroulis

Cold Weather Presents Opportunity

A

s I write this column, most
of the country has been
experiencing lower-thanaverage temperatures for the past
month. A polar vortex doesn’t
help the sale of sun control window film. If your phones are anything like ours, they aren’t ringing
much. In fact, even if they were
ringing,
would
it
matter?
Perimeter glass is simply too cold
to the touch to install film. These
circumstances, which are well
beyond our control, present us
with the welcomed opportunity to
develop and/or fine tune our
annual online marketing plans.

It appears that 2014 is the year of
the dealer website redesign. At least
a dozen dealers have asked me for
input on their new website presence. I have been asked to consult
on the look and feel, content, SEO
and the integration of social media.
None of these website points are
new; social media to drive business
has been common for many years.
But the process continually
changes, as what worked last year
may not work this year.
My company recently hired a
marketing associate to help dealers maintain and improve their
online presence. Our new hire
10

WINDOW FILM

addressed a group of dealers
recently and shared best practices for managing their websites.
One of the best practices was to
describe what attributes a modern website should possess:

Professional Design

Take a look at the websites of
large corporations and you’ll
notice a consistent theme. The
navigation bar is arranged horizontally at the top with a wide picture
that spans underneath. Under the
picture are links to the most relevant pages of the site. Just take a
look at ford.com and you’ll know
what I mean. Make sure your
design is mobile-friendly as
more and more users are
using
smartphones
and
tablets to search the web. If
you don’t want to pay a professional for design work,
consider purchasing a website theme from Theme
Forest (themeforest.net) for
as little as $3.

Functional

Is your website easy to read, follow and navigate? Does your website have relevant content that promotes your product and service
while addressing potential enduser questions? Put yourself in the
shoes of a prospect, one who
knows nothing about window film
and its capabilities. After reading
your website, would you walk
away with a good understanding of
your products and services? Refine
content and navigation until you
can answer that question with a
resounding “yes.”

Social Media Integration

Is it easy for visitors to access
your social media links (Facebook,
Twitter, LinkedIn, YouTube, and
Pinterest)? Do you have relevant
icons that point to each?

If you are active only on
Facebook, then promote just your
Facebook presence rather than
your Twitter page, especially if it
hasn’t been updated in six months.
Having a modern website is but
one component of an effective
online marketing strategy. The
use of social media is just as
important. When active with
social media, be sure to have a
healthy balance between content
that directly promotes your business and content that indirectly
promotes your business. For
example, announcing a sale or
discount on your installations
directly promotes your business.
Sharing an article about general
energy trends does not. The latter
helps build your credibility in
your market space. Be strategic in
the frequency and timing of your
posts. Too many posts may turn
off users while too infrequent
posts may not attract attention.
We have another month or so
before the majority of the industry
enters the selling season. Consider
improving, enhancing or upgrading
your online presence beforehand.
There’s not much else we can do in
WF
this cold weather.
Manny Hondroulis is vice president for
Energy Products Distribution in Baltimore.
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by Mike Feldman

“H

Winter Marketing

alf the money I spend on
advertising is wasted;
the trouble is I don’t
know which half.”
—John Wanamaker
If you think Wanamaker had
problems, imagine running a small business
dedicated to selling heat
solutions in the dead of
winter.
Independent
dealers face the task of
keeping their people
busy (paid!), phones
ringing and happy customers who keep the
cash flow coming.
Do we advertise now
or hunker down?
Do we do a winter
home show or simply
wait until the weather
gets warmer?
How about those payper-click, Internet telemarketing calls we get
30 times a day?
Look, I’ve heard it
(and probably said it) all
about marketing a window
film
business.
There are many variables at play given your
demographics, climate
and level of competition in your
specific market. Unfortunately
there is no “perfect answer” so the
goal is to craft a strategy that fits
your customized business plan.
After you’ve done all your homework and weighed all options it’s
more than likely you’ll still kick
yourself for moving ahead or imagining the glorious sales you might
have had if you’d only chosen to
12
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dig deep and spend a few bucks.
Now I don’t want to leave the
impression that all the marketing
mumbo jumbo you hear at a dealer meeting is hit or miss. Perish
the thought! Golly, I can hardly

wait for someone who has never
run a business to tell me what I
should be doing to grow sales. I
can’t wait to watch a parade of
last year success stories advising
me how easy it was to go after
commercial business and get
every architect in America to
specify the latest solution guaranteed to shock the world.
It’s never that simple.

Here’s my two cents, for what it’s
worth:
• Challenge your perceptions and
look at quantified results from
actions that worked for you or
others in your market.
• If a competitor markets in a particular
way that appears successful keep an open
mind and shamelessly
imitate them or define
the reasons your competitor is out of his or
her mind.
• Ask for advice no matter how hard that
might be for your ego.
There are some very
talented people in this
industry who are successful and generous in
their willingness to
help others.
• Never stop educating
yourself about the solutions you offer or reasons why people buy
window film and by
people I mean anyone.
• Never accept losing. As
they say “show me a
good loser and I’ll show
you a loser.”
• If you can’t bite the bullet by
investing in marketing then figure out ways to promote your
business for low-to-no cost.
• Find your passion. Embrace the
bad days, self-doubt and fear of
failure. After all, where else can
WF
you have this much fun?
Mike Feldman is the president of Advanced
Film Solutions in New Port Richey, Fla.

www.windowfilmmag.com
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Protection.
INTRODUCING

PPF

PPF, the latest breakthrough technology
in automotive paint protection film.
TECHNOLOGY
Advanced, self healing top-coat formulation
allows for easy installation, increased longevity,
and a high-gloss finish
DRIVEN
First-rate protection and durability with
superior optical clarity
Powered by TruCutTM
SunTek’s exclusive, PPF and window tint
cutting software

For more information, call or visit

!"#$%&'()*"!+,*
888.321.5111 (VA/Factory Direct)
877.278.6835 (AZ)
888.437.1664 (CA)
877.678.6835 (FL)
866.843.3456 (TX)
855.569.2221 (Canada)
276.632.4991 (International)

SunTek® PPF Matte Now Available
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by Hann Kim

More to You Than What You Know

D

o you guys and gals still
remember tinting your first
car? Who that poor person
was who trusted you? Did you
have the faintest idea what you

ine you would still be cutting film
today, at that moment, a long time
ago? Did you start and finish your
cuts with the window rolled up
and never once thought
about rolling the
window down?
How many
times did
you have
to re-tint
that same
sidelite,
over and
o v e r
again,

were going to do or where to start?
What was going through your
mind when you put your first piece
of film on the outside of glass or
did you put it on the inside thinking that’s where you were supposed to start? What knife did you
use or was it a razor blade?
What were you thinking, at that
very moment, with that knife in your
hand, without the dandiest idea of
where to start, tinting your very first
car (at least that’s what you thought
you were doing)? Take a moment to
really think about that one.
“I saw this done before.” “It doesn’t look that hard.” “This is easy!”
LOL.
Did you remember finding yourself a little trapped in your own
head as to how you were
going to finish this?
At that very exact
moment, how long did
it take you to start
your very first cut?
Did you ever imag-

until you felt
somewhat
happy
about what you were
doing? Even then, do
you know you could
have done a better job
but you couldn’t
because you ran
out of film, or better yet, there
was not enough
daylight to finish the job?
How many
times did you
find yourself
running out of
film?
How

16
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many days did it take to finish
that one car or that one window?
What motivated you to keep
torturing yourself?
The questions can be endless
and I hope you had a good laugh
remembering some of your experiences. They are what have shaped
who you are today as a professional installer/businessperson. It
takes good character to go
through this learning curve and it
takes passion to do what we do
and do it well, but what will keep
you in business successfully is
integrity.
If you posses these three qualities, there is something more to
you than what you know.
I would love to hear about some
of your humble beginnings,
where you are today and
what changes you had
to make as a person
to get there.
Please email
them to me at
hann@stmsolutionsinc.com
and who knows,
your story may
be the inspiration for a future
article. In my next
column I will share
my humble beginnings
WF
so stay tuned.
Hann Kim is the CEO of
STM Solar Transmission
Management in
Los Angeles.
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A Lesson in
(Non)Citizenship

While most people can agree
that immigration laws, a widely
discussed and strongly debated
topic, need to be revisited, many
say they believe there will be little
effect on their businesses and
communities from such revisions,
including members of the window
film industry.
“I’m pretty sure there won’t be
any impact. Customer service is
king,” says Bernice Ussery, owner
and operator at Pure Luxury Tint
and Detailing Services in Phoenix.
“I’m not sure I could see immigration reform impacting the window
film industry in any sort of measurable way,” adds James Beale, managing partner for National Glazing
Solutions in Roswell, Ga.
But according to the U.S. Census
Bureau, noncitizens are an increasing segment in U.S. society, as evidenced by data recently released
from a 2010-2012 analysis of those
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under the age of 35.
The U.S. Census Bureau defines
“noncitizens” as Census respondents
who indicated they were “not U.S.
citizens at the time of the survey.”
According to the U.S. Census,
states with higher-than-average
(3.3 percent) rates of noncitizen
populations under the age of 35
include California (6.1 percent),
Texas (5.1 percent), Nevada (4.8
percent), New Jersey (4.8 percent),
New York (4.7 percent), District of
Columbia (4.2 percent), Florida
(3.9 percent), Maryland (3.8 percent), Massachusetts (3.7 percent), Arizona (3.6 percent),
Washington state (3.6 percent) and
Illinois (3.5 percent).
Additionally, Census findings
show that there were approximately 5.7 million noncitizens aged 2534 between 2010 and 2012. Of
those, 75 percent of noncitizens
were part of the civilian labor
force. Further, the report states,
“employed noncitizens were most

WINDOW FILM magazine spoke to a number of dealers across the U.S. anonymously
about how they saw undocumented labor in their areas. The majority of those
unnamed dealers said that the type of dealer employing such labor is a smaller business with very few employees, referred to as “tint rats” or “gypsies.” Many agreed
that those workers were hired after that small-time dealer had won a low-bid project that was too large to complete with the company’s existing team. Here’s just a
glimpse at what some of the dealers in high-incidence states had to say:

Tampa/St. Petersburg area

“I’d say a very low amount
[of window
film
employees are
undocumented] …
In my own experience I’m
not seeing it at all, nor have I
heard from customers about
competitors doing that.”
18
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Houston metro area

“I
would
say
probably two to
three jobs a year [use
illegal labor].They’re large
jobs and the funny thing is
that they’re typically government or
security jobs … There really is not a
way to estimate a number of illegally
employed workers in our area.”
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❘ Edited by Casey Neeley

likely to work in service occupations (27 percent) … and natural
resources, construction and maintenance occupations (20 percent).”
So what does all of this mean for
the window film industry, which
essentially can be classified as
either a construction or service
segment trade?
As an industry that demands a
younger workforce based on the
physical nature of installations, it
should be of great concern. The
largest segment of noncitizens
under 35 are aged 25-34 (55.3 percent). Combined with those in the
18-24 segment, the total percentage
of potential noncitizen workers
under 35 comes to 80.1 percent, or
8.24 million people.
Further, of those 12 states with
above-average noncitizen population rates, at least five are considered part of the Sun Belt, the stretch
of Southern states with higher-temperature climates and considerable
demand for window film products.

Greater Los Angeles area

“Over the years we’ve had to not
use
anymore
undocumented
workers. All of our
systems are official
now. We have too
many people to slide
that under the radar.
When we had six
employees we could get
away with that … It
would be great if we could
hire some of those guys.
My labor problem would
disappear—we’re always at a
deficit for good labor … It’s
expensive to have everyone above
board when your competitors are
paying under the table.”
www.windowfilmmag.com
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57%

In fact, Danny’s Family Car Wash,
an Arizona-based chain that offers
window tinting and auto detailing
services, recently was raided by
Immigrations
and
Customs
Enforcement. According to reports
from the Associated Press and
AzCentral, of the company’s 1,900
employees, an estimated 900 were
undocumented workers. In 2011,
on the grounds that they were illegal workers, 14 managers from the
chain’s various locations allegedly
fired then rehired nearly half of the
company’s employees, providing
the undocumented workers with
falsified records and identities. Of
the 14 who have been charged with
conspiracy, 12 of the managers
have pleaded guilty. The company
has pleaded not guilty to the many
immigration and fraud charges it
faces. A sentencing for six of the
company’s managers is scheduled
for June 2 in federal court.
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of WINDOW FILM magazine readers say they are
unsure of the impact immigration reform
would have on the window film industry.
Occupation of the Employed Civilian Population Aged
25-34
by Citizenship
g
y
p Status: 2010-2012
(Percent distribution. Data based on sample. For information on
confidentiality protection, sampling error, nonsampling error,
and definitions, see www.census.gov/acs/www/)
Management, business, science, and arts
Service
Sales and office
Natural resources, construction, and maintenance
Production, transportation, and material moving

Citizen

(26.5 million)
39.1

Noncitizen
24.5

17.6

24.6

8.6

10.1

(3.9 million)
27.2

13.7

19.7

14.9

Note: The civilian population refers to the portion of the resident population not
in the active-duty military.
Source: U.S. Census Bureau, 2010–2012 American Community Survey.

Noncitizens have much higher employment rates in window film-related
market segments such as service industries and natural resources,
construction and maintenance.

continued on page 20

Percent of Total Population That Are
Noncitizens Under Age 35 by Metropolitan
Statistical Area: 2010-2012
0
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Noncitizens Under Age 35 by State: 2010-2012
California
22.1

All other states
40.6

500 Miles

Texas
12.7
New York
8.9

New Jersey
4.1

Florida
7.2
Illinois
4.3

Percent
8.0
6.0
4.0
2.0

or more
to 7.9
to 5.9
to 3.9

Less than 2.0

0

100 Miles

Note: Metropolitan Statistical Areas defined
by the Office of Management and Budget
as of December 2009.
Source: U.S. Census Bureau,
2010–2012 American Community Survey.

U.S. percent is 3.3

Percentages do not sum to 100.0 due to rounding.
Source: U.S. Census Bureau, 2010-2012 American Community Survey.

California,Texas and Florida, three of the top window
Noncitizens aged 25-34 have a slightly lower rate of film retail states also have the highest percentages of
unemployment compared to their citizen counterparts. noncitizen populations.
0

100 Miles
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continued

COMPANY NEWS

SGD and
Maxpro Partner
Fullerton, Calif.-based Service
Group Distribution (SGD) announced
that it has partnered with Maxpro
Window Films to distribute Pro CP
and Pro HP Automotive Window Film
lines in nine markets. Maxpro awarded SGD exclusive distributorship in
states including California, Arizona,
Colorado, Idaho, Nevada, Oregon,

Utah, Washington and Hawaii.
“Over the last few years, the team
at Maxpro has put a lot of time and
effort into successfully developing
films that feature the most stable
dye I’ve seen in my two decades in
the industry. Our team is excited to
bring these high-quality Maxpro
films to our automotive film customers,” says Earl Mangune, SGD’s
managing director.
“We have been impressed with
SGD’s professionalism and knowl-

edge of the automotive window film
industry. Their group has many
years of experience in the automotive aftermarket and a reputation as
a leader in this industry. With this
partnership, Maxpro and SGD will
provide a superior product and personal hands-on customer service to
the dealers in the Western territory.
We look forward to our partnership
with them as our exclusive west
coast distributor,” says Joseph R.
Cobbe, Maxpro president.

BREAKING NEWS

Eastman to Acquire
Suntek/CLC

Commonwealth Laminating &
Coating Inc. (CLC) has entered into a
definitive agreement to be acquired by
Eastman Chemical Co.
“We believe that this merger will
benefit CLC’s employees and customers. We have come to know that
Eastman values the SunTek brand, the
experience and dedication of our global workforce, our innovative products
and technology, and our diverse and
loyal customer base.We feel confident
that Eastman is the right partner for
us,” said Steve Phillips, president and
CEO. “CLC will continue to provide
our customers with an exceptional
level of quality, service and support.”
CLC said in a press release that it is
a strong, strategic fit for Eastman’s performance films business, headquartered
in Kinsport, Tenn. CLC added that is
confident in Eastman’s shared commitment to serving and growing the window and protective film markets, innovation through product and process
development and superior customer
service and support.
“With Commonwealth, Eastman
extends our performance films global
offerings for solar control window film
and protective film applications.Adding
Commonwealth supports our strategy
of providing targeted and effective
product, brand, and service solutions
20
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SunTek/CLC, which recently opened its master distribution center in
Martinsville, Va., (pictured above) has agreed to be acquired by
Kingsport,Tenn.-based Eastman.
to meet the specific needs of our global, diverse customers and end-users,”
said Brad Lich, executive vice president
for Eastman.
According to a statement from
Eastman, with the addition of
Commonwealth’s expertise, paint protection technology, brand and channels, and experienced workforce,
Eastman expects continued growth in
its performance films products. Subject
to receipt of required regulatory
approvals and satisfaction of other
customary closing conditions, the
acquisition is expected to be completed in the second half of 2014.Terms of
the transaction were not disclosed.
“This acquisition will allow Eastman
to gain efficiencies through enhanced
utilization of manufacturing assets. It
will also enable Eastman to better
serve the window and protective
films’ broad and diverse customer

base while complementing our strategies to increase consumer adoption
and use of window films globally,” said
Travis Smith, vice president and general manager, performance films for
Eastman. “Eastman is fully committed
to providing continued superior service and support to customers worldwide as we successfully integrate
these two businesses.”
The deal will include CLC’s manufacturing facility and master distribution center in Martinsville,Va., and nine
sales distribution centers that serve
the global market. Eastman officials say
the acquired business is expected to
be accretive to the first full-year of
earnings post-acquisition, excluding
acquisition-related costs and charges.
Following the completion of the transaction, the acquired business will
become part of Eastman's Advanced
WF
Materials segment.
www.windowfilmmag.com
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NWFC

NATIONWIDE FILM CREW
TRUSTED WINDOW FILM
INSTALLATION SPECIALISTS

FULL SERVICE - SUBCONTRACT
INSTALLATION CREW ON DEMAND
Our philosophy:
The NWFC team of courteous professionals will always provide superior service
and top quality installations with maximum efficiency, to meet or exceed dealer and
client expectations.

How we can help:
When NWFC is subcontracted, we become an extension of your company to
professionally facilitate your window film project needs with the necessary
resources, regardless of scope or complexity. From the east coast to the west, let
our team successfully manage your next project.

All-inclusive pricing & services include:
• Travel, installation labor and supplies(excludes film/wet glaze material & lifts/scaffold)
• Project Management
• Film calculation needs
• Pickup and return of materials
• Quality review and trash removal
• Project summary report
Learn more at www.nationwidefilmcrew.com
• Workmanship guarantee
Frank Boglev, CEO 586.556.1222
• Favorable payment terms
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Take it to the Maxpro

Maxpro Manufacturing LLC, manufacturer of Maxpro Window Films, now
offers automotive window films in 72- by 100-inches. Maxpro’s coating and lamination machine was designed specifically to produce 72-inch window film, allowing the company to grow its automotive inventory of 72-inch film with the addition of a new product color. Offering products in this size saves the dealers and
installers time, Maxpro says, and reduces the frequency of ordering inventory.
❙❙➤ www.maxprofilms.com
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❘ Edited by Casey Neeley

Everybody,
Find a Partner

Johnson Window Films reports
it has had much success with its
new Partner Co-Op program,
which debuted in 2013. Since then,
the company says many Johnson
dealers happily have been redeeming their earned Co-Op credits for
tools, shop gear, discounts on film
and more.
Dealers receive credits for every

Co-Op

continued on page 24

Take the Easy Tack

Nexfil USA, headquartered
in Gardena, Calif., has rolled
out its Easy Tack paint protection film, which it says provides optimal thickness, flexibility, durability and clarity by
using melting technologies for
protective IT films. Easy Tack
has a special pressure-sensitive, detachable adhesive that
the company says ensures
convenience in installation.
Nexfil also says it has solved
problems arising from discoloration with PPF and that the
technology it uses has been
tested through multiple trials
involving diverse climatic and
environmental conditions.
❙❙➤ www.nexfilusa.com
22
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continued

Film With Benefits

Because of advanced nano-ceramic technology, Eastman Chemical Co. says its
LLumar® CTX® window tint now is able to reject up to 60 percent of solar heat
and block ultraviolet rays without interfering with electronic signals from mobile
phones, GPS, keyless entry and satellite radio.
Because of its heat-shrinking characteristics, LLumar CTX window tint is said
to be easy to install. In addition to its heat-forming properties, the CTX window
tint features improved color to better match factory privacy glass; added 35-percent VLT to expand consumer options; reduced reflectivity for improved appearance; and an advanced scratch-resistant coating and adhesive system, according
to the company.
LLumar CTX window tint is available in a range of widths, including 20-, 24-,
36-, 40- and 60-inches and a VLT’s including 5, 15, 30, 35, 40, and 50.
❙❙➤ www.llumar.com.

order they place and additional
credits for film roll purchases.
To participate in the Co-Op program, dealers need to have a
Johnson online webstore account,
which can be created under the
“Shop USA” tab in the dealer section of the company website.
❙❙➤ www.johnsonwindowfilms.com

A U.S. Original
Direct-sales company U.S. Film
Crew provides installation experience and expertise to ensure that
each project is completed on time,
with less stress, and exceeds the
highest quality; making the
client’s business that much
stronger with less hassle.

Collaborate and Listen

Madico Window Films has introduced Decolite®, a decorative window film line
that it says allows businesses to enhance their interior settings by retrofitting
glass to appear etched, providing both privacy and light into the more collaborative floor plans that are increasingly popular.
Decolite film can be utilized in both commercial spaces to achieve the sense of
openness for which many businesses today strive. For residential, it also can protect the life of furnishings and fabrics by screening up to 98-percent of the sun’s
ultraviolet rays.The company says the film allows for plenty of light while offering
private surroundings, reduces the likelihood of flying shards in the event of glass
breakage, offers decorative enhancement with a variety of patterns and makes glass
partitions more visible.
❙❙➤ www.madico.com
24
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The company says it brings 20
years of original installation window film experience to the job,
along with strategy-driven efficiency that it says lowers client’s
stress and meets the deadlines;
project management that provides constant communication;
and the advantage of on-site, turnkey installers and supervisors
with seamless work completion.
WF
❙❙➤ www.usfilmcrew.com
www.windowfilmmag.com

© 2014 WINDOW FILM Magazine. All rights reserved. No reproduction of any type without expressed written permission.

Contents

Zoom Fit

Search

Maxpro Window Films new State-of-the-Art manufacturing facility is producing the industry’s
most superior window films in the U.S.A.
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TM

FILMS
PREMIUM AMERICAN MADE FILMS

SUPERIOR SCRATCH COAT
INCREDIBLE SHRINK ABILITY
UNPARALLELED CUSTOMER SERVICE

11 - 80
8000 - 43
4388 - 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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Tool
It’s

Check Out The
HOTTEST TOOLS for Your
Window Film Company
edited by Casey Neeley

28
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Time
T

im “The Tool Man” Taylor was on
to something. With regular reviews
and hands-on demonstrations of
hot new products, the fictional show
“Tool Time” from the 90’s sitcom Home
Improvement offered its viewers an
invaluable look at the best tools for their
trade. While we can’t offer you special
guest appearances by Bob Villa, a side-

kick named Al or even any Tool Time
girls, WINDOW FILM magazine can give you
the scoop on some of the top accessories in the window film trade.
From steamers to squeegees, we take a
look at your must-have products, the
tools you wish you used sooner and the
ones you’ll want to add to your arsenal
this year.
continued on page 30
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The Picks

1

A Steamy
Encounter

The SteamBlade is a
product designed by Jiffy
Steamer to simplify the
removal of window film,
vinyl wrap and lettering.
The steam helps to
quickly and safely unbind
the glue from the window in a fraction of the
time compared to conventional methods. The
J-4000W SteamBlade
has a one-gallon internal
water reservoir that the
company says provides
two hours of continuous
steam before refilling.

30

2

A Pro’s
Touch

Tint Pro, a cloud-based
business management
software tool created
specifically for the window film industry manages the day-to-day functions of your business.
The company says Tint
Pro offers on-site mobile
estimating, helps eliminate inventory waste and
theft, can help boost closing rates, offers automated functionality, can
reduces administrative
costs and auto purchase
ordering via email or fax.

WINDOW FILM

3

Get
Slimed

Developed for tinters by
tinters, Tint Slime offers
a variety of benefits
compared to the typical
slip solution including
being particulate free
and offering a faster drying time. Additionally,
Tint Slime has no harsh
chemicals, won’t separate and, as long as it is
mixed with filtered or
distilled water, doesn’t
need be washed from
sprayers daily. Tint Slime
is eco-friendly and
biodegradable.

4

Bonding
Moment

C-Bond, a non-toxic
water-based green nanotechnology, was designed
by C-Bond Systems to
increase the strength and
flexibility of glass, enhance
the adhesion of window
film to glass and create an
invisible protective “safety
barrier” that is resilient to
high-impact force and
severe threat environments. C-Bond is the only
bonding agent to pass the
National Institute of
Justice Ballistic Resistance
Tests for multiple threat
environments, according
to company officials.

5

Quick Draw
McGraw

The Quick Draw Tool
Tinting Apron, a hybrid
apron that can be used for
automotive and architectural window film applications, has tremendous
durability, according to
the company.With deeper
pockets than the average
apron,
it
enables
squeegees to be positioned without exposing
metal. It also has additional loops for holding extra
squeegees and capability
to place a paper towel
holder and sprayer bottle
holder in any position.

www.windowfilmmag.com
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WINDOW FILM readers told us what tools they wish
they would have added to their arsenals sooner.
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Installers
Discuss Their
Top Tools:

Card
7%

Heat Gun
27%
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What’s One Tool You Wish
You’d Used Sooner?

Pattern
Sofware
13%

–

Glenn Yocca

U.S. Film Crew, Bethel, Pa.
● This tool reveals my entry into
the film industry was through
auto installs. The Lil’ Chiseler is a
must-have in my tool belt
because of the variety of different
uses typically in tight situations;
● The angled, ergonomic Triumph
with stainless blade for utmost
cleaning when prepping the glass
surface; and
● Steel channel Blue Max squeegee
(with stick for security installations) for maximum solution
evacuation.

Steamer
47%

What is your favorite tool to use in
window film installations?

Chad
Behan

Grantham
Solomons

Marc James Myers

owner at Solace
Window Tinting:

“5-inch Fusion
Handle with
Blue Max Squared
Narrow Squeegee
Blade equals
superior water
extraction for
safety/security films.”

window film
consultant for
Vision Tinting:

“3M Gold
bondo card
[and the]
very scarce
NT Cutter
900.”

Derreck Miller

owner/operator at
Northeast Window
Protection:

“For auto, I love
the yellow
Conquistador
squeegee. For
flat glass, I love
my 8-inch Pro
Deluxe.”

owner of
Auto Trim Design
of Aberdeen:

“Corny tank
all the way.
Don’t know
how I
survived
all those years
without one.”

Patrice Essindi

CEO at
Sun & Protection Films
Technologies:

“Blue Max
Squeegee!

continued on page 32
MARCH/APRIL 2014
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continued from page 31

What is the Most Valuable Stainless or Carbon?
Tool in Your Shop?
Patric Fransko
WINdoW FIlM readers told us what they see
as their most valuable tools.

Ap
p
Sol licatio
utio
n
n5
%

Blade
18%

Other
17%

Adhesive
Remover
9%
Squeegee
14%

Stea
Heat Gun
32%

mer

5%

Installers Discuss
Their Top Tools:
Michael Schuch

Graffiti Shield Inc.
Anaheim, Calif.
● our automotive department uses
the Computer Cut plotting system
by Solar Gard. It saves us a lot of
money in wasted film and time.
● our safety/security and graffiti
installers utilize a traditional
Perfomax squeegee with modifications.We weld on a 2- by 5-inch
stainless steel plate to the squeegee clamping portion. This
allows us to use the Blue Max Block squeegee without
having any flexibility to the squeegee. We found by keeping all parts ridged you can remove 95 percent-plus of the
mounting solution during an install.
● our flat glass installers use the Film Handler film slitting
machine on installs. This piece of equipment allows us to cut
perfect pieces of film typically 1-inch larger than the piece of
glass on which it is to be installed. Now our installers are
more efficient on the install and our material savings are
greater than if you were to “cut out of the box.”
32
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chief marketing officer for
Interwest Distribution Co.
Should you go with a stainless or carbon blade for your
application? Typically, carbon
blades will be harder and
more durable than stainless.
Many believe that carbon blades also are sharper than
stainless blades, but that is typically a result of a carbon
blade being able to be honed to a much sharper edge
than stainless.The hardness of a carbon blade allows this
finer sharper hone to be used while still retaining good
durability. So, what blade should you use?

Window Film

When installing window film, anywhere trimming of
the film will be done on the glass, you should ONLY use
stainless blades! The added hardness and sharpness of a
typical carbon blade will enable the blade to actually cut
the top surface of the glass.This cutting of the glass will
appear as slight scratches wherever you cut with the
blade and leave you with a very angry customer.
All stainless blades should have “stainless” stamped on
the blade near the blade retention hole. If you do not see
this stamp, you should assume that the blade is carbon
and not use it for any window film application that
involves trimming on the glass. Be careful to check any
blades that are pre-installed in a knife that you buy. Many
of these knives come with carbon blades installed at the
factory and they will need to be changed out before you
get started. Not checking the blades in a new knife has
led to more than one window needing to be replaced by
an unsuspecting installer.

PPF/Vinyl Graphics/ Vehicle Wrap

Because these applications do not require any cutting
to be done on the glass, typically carbon blades are used.
Using carbon blades for these installations versus stainless is two-fold. First, the PPF and vinyl tend to be thicker than window film, so the sharper edges found on carbon blades make for easier cutting. Second, the hardness of the carbon blade allows the blades to be much
more durable than a stainless counterpart which means
much less snapping of the blade.
It should go without saying, but please do not use any
of the blades mentioned to cut vinyl or PPF on the surface of a car.Although some claim to have the skill necessary to do this without cutting or scratching the vehicle paint, I have seen my fair share of damaged paint as a
result of this practice and I strongly discourage it. WF
www.windowfilmmag.com
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An Added
Level of
Protection
For Auto Installers Looking to Boost Sales,
Experts Say Now is the Time to Add on PPF
by Casey Neeley

f you’re an automotive film
installer who hasn’t added paint
protection film (PPF) to your mix,
now is the time. These products may
not have made sense for you in the
years following the economic collapse as people simply weren’t buying or enhancing luxury cars.
Fast forward to 2014 and PPF
companies are saying the product
just isn’t for luxury cars any more.
In fact, the middle class is beginning to ask about the service and
demand is up across the board.
WINDOW FILM magazine recently
spoke with a panel of experts
about the direction of the PPF market. Participating were Hilary
Thomas, vice president of North
American sales for Suntek; Jamie
Werner,
sales
manager
for
PremiumShield; Eric Keller, business development for Xpel; Greg
Duchinsky, marketing director for
Sharpline Converting Inc.; Ed

I
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Annechino, president of
Diamond Shield; and
Chetan Salian, 3M marketing manager. All weighed
in on what they are seeing
for the future of PPF.

WFM: What are some
trends you have noticed
with PPF in the past year?
Thomas: PPF installers
are looking for films with
better aesthetics that are
easier to install and have
increased longevity.

Consumers from the middle class are
beginning to use PPF more frequently.
tion is different. Installers are looking

Werner: The first trend in the PPF for a film that isn’t going to turn a
industry is going toward top-coat
material; adding an extra layer on top
of the film to allow it to have more
durability against staining and etching. Fifteen to 20 years ago, people
remember those products on the car
turning yellow and now that expecta-

color or stain. Those are things that
allow for better customer service so
you’re doing less warranty work.

Salian: Over the past few years,
awareness has grown and consumers are now looking for high
www.windowfilmmag.com
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visual clarity (lower orange peel)
with better scratch- and stain-resistance. Installers are looking for
faster and easier installation.
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Duchinsky:

PPF application
opportunities seem to be expanding.
In addition to standard hood, fender,
mirrors and front bumper applications, there has been a growing interest in covering the tops of rear
bumpers, rocker panels, door edges,
pickup bed rails and door sills.

overall protection and longevity …
Consumers have become more
aware of all the benefits to paint protection films.

up. Part of it is the products have
improved. Customers have gotten to
a level where they feel comfortable
putting PPF on a car. This is a bigtime moneymaker for any installers
involved. As long as it’s desired by
the customer, they’re going to go for
it. At the end of the day, PPF appeals
to one of the most basic elements
for humans, which is vanity. The car
is an extension of the owner. If they
go out and buy a car they love they
want to protect it.

WFM:

WFM: What are some things
you’ve notice dealers doing to set
themselves apart from the competition when it comes to selling and
installing PPF?

Annechino: Steady increase every
year. Our dealers are seeing increases in sales as well.

Duchinsky: Successful dealers are

How have sales for PPF
increased in the past five years?

Duchinsky: Our sales have steadily increased over the past five years
as more businesses have responded
to the growing market demand.

–
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Annechino: The new car dealer Keller: Sales are starting to ramp
awareness of PPF and [seeing the
dealers] putting programs in place
at their facilities is a big trend. We
have programs and point-of-purchase material for our independent
dealers and new car dealers.

+

simply promoting the use of high
quality PPF films with expert installation and warranty service to differentiate themselves.
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Salian: PPF is a great revenue
and profit generator for installers
and dealerships. As a category,
paint protection film is the sixth
top selling item by volume, but
first in product profit according
to AddOnAuto. Savvy dealerships
and installers have already realized this value and are putting
dedicated focus on PPF sales.

Werner: The biggest thing is who
sells the product. That’s how you
separate yourself. It’s an aftermarket product. When you try to sell
through parts and service, you’re
usually going there for maintenance. When it comes to PPF, your
only way to get that on there is
from the initial purchase. If the
product is sold on the dealer
menu, you have a much better
chance of having the consumer
getting it installed and being educated about it. Typically you’ll see
it installed on showroom cars or
have a point-of-purchase set up
with a video.

continued on page 36

Werner: It has been slow growth—
more so within the last three years.
What happened in 2008 and 2009 is
you saw a big drop because of the
economy. It has taken some time to
bounce back. You had less expendable income. There is a direct correlation between PPF and sales of new
cars. People are installing PPF on
new cars, not used. Starting in 2010
you started seeing growth in PPF
and new car sales. As you see the
new car industry get better, you’ll
see PPF get better as well. You also
saw a drop off in the number of guys
getting into the business. They
couldn’t really survive with the volume of work that was coming
through. The guys who stuck with it
are doing very well right now.

Thomas: In the past, consumers
have had limited options for PPF.
These options lacked optical clarity,
MARCH/APRIL 2014

PPF demonstrations have pulled a large audience in recent years on the
trade show floor.
WINDOW FILM
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continued from page 35

Keller: There are certain dealers
who are real operators. They’re
able to educate their customers.
They make themselves easy to find
whether through online search or
having a visible location. They may
sell various types of PPF and serve
as a sales consultant to consumers
… Those guys tend to do very well.

Annechino: New car dealers are
implementing PPF programs and
pre-loading some models with PPF
and an option on others. Preloaded vehicles with PPF utilize a
basic installation (door edge
guards and door handle area) and
have options for other PPF coverage (hoods, bumper, mirrors,
rocker panel, rear deck etc.) Some
dealers are having their own personnel completing installations;
others are having independent
shops do the install. We’re also
seeing more advertising for PPF
by independent dealers.
Thomas: Installers are bringing
more awareness to consumers of
the benefits of PPF. Our installers
refer consumers to the our website
to view the company’s PPF features

and benefits video … Installers
also perform demonstrations using
a wire brush and paint thinner to
show the self-healing top-coat and
solvent resistance. We also offer
promotional items including innovative display boards, brochures
and table tops to help installers
market PPF.

WFM:

What direction do you
see PPF going in during the next
five years?

Werner: Hopefully up. What I
believe you’re going to see is a shift
in buying habits. A lot of people
need to be educated about how to
sell it. That’s the biggest piece
when it comes to PPF. It’s kind of
like any upsell. If you go to Best
Buy and make your purchase they
want to sell you on a protection
plan. With these new people entering the PPF market they’re learning
how to sell a product the right way.
They’re going to see more success
and when they see that success
they’ll stick with it even longer. I
think you’ll see more installers
coming into the business, knowing
what potential the product has.

Keller: Bigger and better. From a
marketplace standpoint, I see a
much higher sales concentration
within the U.S. and see phenomenal
growth from a global perspective.
It’s becoming a mainstream product.
The Chinese are very brand conscious—they like products that are
American made. Sales literature will
have American flags on them. Made
in the USA is a big deal. This is a big
deal for PPF because it’s a massive
market with 1.3 billion people there
and a rising middle class.

Duchinsky: PPF use will be popular on more vehicles in a wider
range of models. Luxury and premium models were the initial focus
of PPF installation, but PPF is an
affordable way to preserve the
appearance of any car, truck or
SUV ranging in price from $20,000
or more. PPF also is being applied
to motorhomes, boats, motorcycles, bikes and other vehicles that
need protection from the wear-andtear of everyday use.

Annechino: More tint shops are
expanding into PPF. There’s an
increase in PPF programs from
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“More tint shops are expanding
into PPF. There’s an increase in
PPF programs from auto dealers
and more awareness on the
part of retail buyers.”

auto dealers and more
awareness on the part of
retail buyers. Additionally,
some leased car programs
are requiring PPF on units
to eliminate paint chip
problems when units come
off lease. Auto manufacturers also are installing PPF at
the factories—Tesla, Lotus
and Toyota do it now—which
will increase business for the independent shops through increased
consumer awareness as well as
repair work that may be required.

Salian: On average, consumers
are keeping their vehicles much
longer than ever before and want
to keep them looking nice.
Consumer knowledge continues to
grow every year. This has created
more demand at dealerships and
for installers. Dealerships who
partner with a tested and trusted
certified installer offer the best PPF
on the market today and take
advantage of all the marketing support and tools available to them
will be poised for real growth.
Thomas: I believe the overall
awareness and benefits of PPF will
continue to grow; thus increasing
sales for PPF installers.

WFM: What are some vehicles
in which you find more and more
dealers are printing PPF patterns
to install?

—Ed Annechino, president of
Diamond Shield

Proper training through your
supplier is vital to ensure proper
installation.
Challengers, etc. tend to be very
meticulous about the appearance
of their babies. Many BMW and
Porsche models also tend to fall in
that group.

Salian: Not only is paint protection film being installed on high-end
vehicles, but we are also seeing an
increase in mid-class vehicles.
are the big three. More requests
from that side than before.
Chrysler Ford and GM. It’s moving
more mainstream; it’s not just for
the Porsche owner.

that cover all or most vehicles
being produced. We have a very
inexpensive pattern program for
our dealers.

MARCH/APRIL 2014

rather than hand-cutting.

Thomas: Most PPF installers use
a plotter for cutting PPF rather
than hand-cutting, unless it is a
custom job.

WFM:

Is PPF staying consistent
at clear bra protection or are you
finding that there is more request
for variation in PPF offerings?

Duchinsky: Since PPF is meant to

WFM:

Are you finding that more
dealers are beginning to go toward
the use of plotters and printers for
PPF rather than hand-cutting?

Duchinsky: Performance cars Keller: Absolutely. We still believe
often get PPF treatment. Owners of
Corvettes, Camaros, Mustangs,

Duchinsky: Much like the vehicle
window tint market, the use of plotters has become the tool of choice
as PPF patterns have improved.
More patterns are available in a
wider range of vehicle models.
Hand-cutting PPF on a vehicle is
very time-consuming and carries
some risk of cutting the vehicle’s
paint. PPF patterns eliminate the
risk of damaging the vehicle paint
during application and opens the
PPF market to a wider range of professional applicators.

Annechino: The vast majority
Keller: What we’re starting to see use plotters and printers for PPF

Annechino: There are many proWerner: Right now, you’re typical- grams available for PPF patterns
ly seeing it on your higher end cars
and for a specific reason. The reason you see it on more high-end
cars is because it’s a higher-price
item. Dealers with a more moderate- or lower-priced brand, their
customer base may be more receptive to it because a consumer can
spend that type of money.

mize the risk. You’re seeing
a proliferation of dealers
that don’t want installers to
be responsible for $4,000 of
cuts on a car. Kits also save
time. A lot of them are intricate, depending on what
the manufacturer has come
out with. Each manufacturer, say Porsche, may have
many different front fenders for
the same 911 in many different
styles. Having a kit can save from
half an hour to an hour depending
on the installers’ ability if they’re
just doing bumpers.

kits offer the best-looking installation and installers want to mini-

be “invisible” protection, there aren’t
many decorative options. About the
only exception would be matte finish
PPF films that can provide a decorative tone-on-tone effect. For example,
matte PPF can be cut into “racing
continued on page 38
WINDOW FILM
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continued from page 37

“Much like the vehicle window
tint market, the use of plotters
has become the tool of choice
as PPF patterns have improved.”
—Greg Duchinsky, marketing director
for Sharpline Converting Inc.

Top coat technology is one facet of the PPF industry that has seen recent
changes.
stripes” and applied to black vehicles
to create a matte black stripe effect
that looks very cool.

WFM: Is there anything else
you think our readers would like
to know about the current PPF
market and upcoming trends?

Thomas: A matte finish is becoming increasingly popular. Most consumers will have their entire car
wrapped in a matte film to transform the appearance of traditional
paint to a matte finish.

Keller: We had a customer who
had a customer from Singapore
who brought his Lamborghini
Merciélago because the paint job
faded after six months. He’d put a
chrome wrap on the car, but
because chrome scratches so easily, it was shipped to us to install
PPF over that. Absolutely without a
doubt PPF will go into decorative
options such as color options and
decorative styles. Any product segment can develop to meet a customer’s demands. You’ve seen it
already with matte film. It’s just
getting to a point in which manufacturers feel comfortable with the
demand for the opportunity and
meeting the right price points.
38
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Werner: A current trend right now
is where dealers are looking to bring
the product in-house, which is not
necessarily good for independent
installers. That is something that we
believe there is room for, but we’re
not out there trying to push. The
independents need help dealing
with dealers. We need to find ways
to better help installers get into the
dealerships so they can have that
advocate to help them get in the
door. There are a couple of manufacturers already doing this. With
this, it is a skills trade and when
dealerships try to bring it in-house,
the installers don’t get paid the best
so their turnover in that position is
high. Additionally, there’s a lot of
opportunity with the product—
don’t be afraid to ask questions.

Keller: Installers are looking for a
full support system. They want
something from a product stand-

point that doesn’t include the
headache of having to deal with poor
customer service. They’re looking for
someone who is a partner for them
… These guys look for a home to go
to. They want to know they’re being
taken care of and what they’re being
sold is the highest quality. Minimize
the headaches on all aspects for
them and they’re free to run their
business. They have the same choice
every day—are they working on the
business or in the business?

Duchinsky: As much as the use of
PPF has grown over the past few
years, it is still a very young market
with tremendous profit and growth
opportunities for professional applicators with the skills needed to provide high-quality installations.
Accessorizing vehicles with PPF will
continue to see solid growth for at
least the next 10 years. Ten of 26
OEM car manufacturers now offer
some kind of PPF package as
OEM/dealer-installed accessories.
That means the aftermarket can also
take advantage of increasing consumer demand for PPF.

Annechino: Auto dealers report
that PPF is now the sixth mostadded-on aftermarket sale. And for
revenue and profit, PPF is number
one. PPF is a natural add-on service
for window tint dealers.

Salian: The PPF market is in its
infancy and with improved consumer awareness and better technology, it is going to be a growth
driver
for
dealerships
and
WF
installers alike.
www.windowfilmmag.com
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The SIGNIFICANCE of
Selecting the Right Attachment System
for SECURITY FILMS
by Casey Neeley
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“It is extremely important that
the appropriate film and attachment system be chosen when handling a security film project,” says
Lacey Grooms, sales and operations manager for Solar Reflections
of Charleston in Charleston, S.C.
But just what do installers need
to know before taking on these
projects? According to several
industry members, assessing client
needs, understanding the products, identifying when to apply and
recognizing when to ask for help
are the most paramount aspects of
installing security films and attachment systems.
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and president/CEO of Easton, Md.based Glasslock. “First and most
important, what is the application—life-safety (impact), smashand-grab/forced-entry,
spontaneous glass failure, natural disasters (windstorm, seismic)? Once
the application has been identified,
then it would be important to
gauge the performance level with
existing conditions of the window
system, type of glass (tempered,
heat-strengthened, annealed, etc.),
thickness of existing glass, frame
type and how it’s connected to the
substrate. A window needs to be
viewed as a window system,
because it performs as a system.”
Understanding the full expectations, and preparing to try and
meet those, including visible stan-
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look for a product that is both effective and aesthetically pleasing,”
adds Leandro. “Educating ourselves
on the different products available
to us will help ensure we apply the
best solution available. Customers
should be given examples of the end
look of each option, as well as the
differences in effectiveness.”

Know the Products

Knowledge about the systems,
as well as how to properly install
them, is critical, Leandro says.
“Installing
quality
systems
requires practice, practice, practice,” he says. “Fit and finish are
important when installing attachKnow the Needs
ment systems, whether rigid or wet
Experts say understanding the
glazing. Poor installations can give
customer’s expectations is
the appearance of poor quality.
half the battle when selectWhile this may not be the case,
ing security films and
a customer may feel the sysattachments.
tem is lacking, due to a bad
“When selecting security
appearance. The better the
films for a customer, it is
system looks, the more confiimportant to understand
dent the customer will feel.”
the needs and expectations
Having an extensive underof the end user,” says David
standing about the varieties
Leandro, owner and vice
of film, and those which are
— Scott Haddock, vice president of the
president of Pacific Rim
applicable to the necessary
Protective Glazing Council
Glass Tinting based in
job, is a crucial aspect of
and president/CEO of
installation.
Kailua, Hi. “It is critical that
Easton, Md.-based Glasslock
“Anyone representing secucustomers fully comprerity film needs to be aware of
hend the effectiveness, as
and educated about all the
well as the limitations, of the
system they are purchasing. dards, is an important part of options, so not to limit their own
skillset or their clients’ options,”
Educating your customers before assessing client needs.
they choose a product or system
“Most of your clients will not be says Grooms. “The approved wettype will save you headaches down fully educated on the different glaze attachment systems are Dow
the road. Asking the right ques- options and specifications, so it’s up Corning 995 and GE SCS2000.
tions before you recommend a sys- to you, the professional, to lead These come in a wide variety of
tem is the best way to assure you them down the right path, based on colors so that you can help you
will give the customer what they their needs,” says Grooms. “There client decide what best fits their
are asking for.”
needs to be a detailed, in-depth con- window frames. Always keep in
“There are a number of consider- versation as to what the client’s mind the importance of aesthetics
ations when recommending any solar control and security goals to most clients. There are also
type of attachment systems, are, the aesthetic comparisons of the upgrade options, such as Bond Kap
whether mechanical, adhesive- films and attachment systems and or other finishing trims, which
type and/or structural silicone,” the client’s budget for the project.”
should be shown to all clients. This
says Scott Haddock, vice president
“When selecting a security sysof the Protective Glazing Council tem for windows, installers should
continued on page 42

A window needs
to be viewed as a
window system,
because it performs
as a system.
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Safe&Sound continued from page 41
will add to the installation time but
will also give you a broader spectrum of options—allowing you to
make more of a profit—and will
ultimately make for a happier
client because it has such a nice,
clean-finished appearance.
“The approval for the attachment systems are done by the film
manufacturers, based on third
party testing they have done with
the attachment systems and the
film,” she adds. “We use SaintGobain Solar Gard’s ArmorCoat
security films and know that they
and the other major manufacturers have approved GE SCS 2000
and Dow Corning 995, based on
bomb-blast testing done and also
testing done as per ASTM E 1886
and E 1996 (missile impact and
cycling testing). They also have
the sealants tested for adhesion
to the hard coat on the film to
make certain it will hold the film
under the pressure to which it will
be exposed.”
Installers should be so knowledgeable about their products that
they can inform customers accu-

rately and effectively as to the
options that are available.
“Educating your customer about
security window films and their
complementing attachment systems is the most important part of
the process,” Leandro says. “They
need to be aware of the system’s
abilities and limitations in the role
for which it was installed.
Ultimately, our customers should
feel confident in their choice of a
product, a system and the company that installed it for them.”
“There has to be a strong desire
to be an expert when it comes to
the available options, as well as
the actual installations,” adds
Grooms. “Safety film is a completely different animal than traditional solar control films and it is
extremely important to be represented passionately and accurately. I recommend that anyone
involved in security film sales or
installations involve themselves
in as many such projects as possible. First and foremost, make sure
you are fully and properly educated and trained, then get out there

Tips from a GLAZING

and take on those complex,
detailed security projects.”
To become educated about security film installation and receive
proper training, Haddock says
dealers should reach out to their
manufacturers.

Know When It Matters

Part of being an educated
expert in safety films also means
knowing when you don’t need to
use an attachment system.
According to both Grooms and
Haddock, the film and attachment system required should
match the client’s needs.
“There are times that an attachment system is important, but there
are also times that it’s not,” states
Grooms. “If clients need human
impact protection, where they are
only concerned about the glass
breaking safely, or if they need to
pass ANSI Z97.1 to receive a
Certificate of Occupancy from a
building inspector in South Carolina
on non-tempered glass, then just a
4-mil film with no attachment will

RISK Consultant

James Allen, glazing risk consultant for AITCo Consulting, a glazing risk assessment firm based in Harleston, Norfolk,
U.K., told WINDOW FILM magazine some tips installers should consider when contracted for safety and security jobs.

According to Allen, installers should:

1. “[Ask] what is the client trying to achieve and is it possible? Remember that some wishes defy the laws of physics;
2. Carry out a thorough risk assessment to form the basis of [the] structured security offer;
3. Source and validate the best possible materials for the work identified;
4. Ensure careful preparation in collaboration with the client or his representatives;
5. Arrange competent installation work under strict supervision;
6. Initiate contractual warranties, maintenance requirements and/or project aftercare; and
7. Remember that you owe a duty of care to the owners of the glass, even if you are not directly employed by them.

“[Also] remember,” he adds, “the visible glass gap between the frame rebate and the edge of the applied film is crucial.
Independent tests show that wherever a gap is visible at any point around the perimeter in excess of the pane thickness,
then impact resistance will be seriously impaired … These tests were undertaken for safety glass under direct physical
impact—they have a direct correlation to blast impact.”
Additionally, he notes that installers should “never forget that application of security glazing film with any attendant accessories is a matter of serious concern. A fully professional approach is demanded from all parties to an installation. Lives are
at risk in the event of failure and it is the duty of all involved to act responsibly. A cavalier attitude spells disaster.”
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suffice. As it will hold the broken
glass pieces together rather than
allowing it to shatter this will save
the client money and have a much
more aesthetically pleasing finish.
However, when property damage
and loss is the concern, or if the
client needs to pass GSA 3B standards for fragment retention, the
stronger films and attachment systems would need to come into play,
narrowing their choices. To sum it
up, the security film and attachment
system used in any given
project should be matched to the
perceived threat or specific needs.”
“Once the client needs have
been identified, the next step
would be the choice of fragmentretention film (FRF) and attachment. For impact and/or simple
smash-and-grab, Daylite (no
attachment) applied FRF certainly will work as a deterrent and
can meet local or Federal impact
codes or criteria,” adds Haddock.
“Once it is determined that a
higher-risk location for forcedentry are opportunities to use an
attachment system.”

Know to Get Help

Installers facing questions concerning a job and the use of an
attachment system should turn
to outside sources.
“If you don’t know where to
start, call your security film manufacturers and the attachment
system manufacturers,” Grooms
says. “All of the major manufacturers have trainers, sales teams,
websites, videos, etc., that can
guide you. Get on the Internet.
This a great tool for advancing
your education. You can research
test results, performance specifications, ‘how-to’ videos, etc.”
“I would recommend an
installer rely on a film manufacturer or a firm that has years of
experience with the use of variMARCH/APRIL 2014
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GROWING YOUR
DECORATIVE FILM
BUSINESS

VEGO Annual Membership:
Expert consultation on each project
Sales advice to increase profit margin
Free computer design & revisions
Free drawings and printed mock-ups
Customized marketing materials
The dependable resource you’ve been looking for

949.548.3204

info@vegooverlays.com
ous attachments,” Haddock adds.
“In most cases, the use of FRF
and attachments in events such
as explosions, windstorm or
earthquakes, your goal is to
reduce as many glass hazards as
possible and in the case of
forced-entry, buying as much
time as possible. That being said,
the only tip I could offer is to follow closely the instructions for
the various attachments. If not

installed correctly, some systems
can cause a bigger hazard than
when you started.”
If you don’t know what you’re
doing, don’t be afraid to turn to a
third-party.
“If you don’t have experience
with attachment systems, then I
recommend working with a firm
that does,” says Haddock. “It can
save a lot of time, money and
headaches in the long run.” WF
WINDOW FILM

43

Zoom Fit

+

Genie
in a Bottle
Franchise Founder

© 2014 WINDOW FILM Magazine. All rights reserved. No reproduction of any type without expressed written permission.

Contents

Search

–

Archives

I<

E-Mail

<

>

>I

Subscribe

Answers 12 “Wishes”
by Casey Neeley

Richard Nonelle

44
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D

o you sometimes
wish you had a magic
lamp you could rub and
have all of the “answers” suddenly
appear before your eyes? Richard
Nonelle thinks he has one. The
founder of the successful Window Genie franchise was just 29 with a degree in marketing when he
realized he wanted to go into business for himself. He
opened his first Window Genie location in 1994 in Cincinnati,
Ohio, and the single location was so successful that he
launched the franchise program just four years later. In 1998, the
first franchise location opened in Columbus, Ohio, and is still operating 15 years later. Now, his home service franchise, which specializes in
window cleaning, window tinting and pressure washing, is considered one of
the fastest growing in the nation.
So just how (and why) does he do it? Nonelle shared some of his greatest life
lessons and business tips with WINDOW FILM magazine. Take a look at his real-life
answers to some of your ultimate wishes.

www.windowfilmmag.com
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Your Wish: I want to own my own business.
Real Answer: Don’t be afraid to go it alone. Big risks

Your Wish: I want help finding where to start.
Real Answer:Look to family and friends for guidance.
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Real Answer:

Listen to what the
customer truly wants; it may help
you expand your sales.

“Our owner background is very diverse … none of us woke
up and said I want to go get into the widow cleaning business. Having my own business was about having more control of my time, more flexibility,” Nonelle states. “I knew I didn’t want to get into a business that was trendy or faddy. I had
some family friends who had a janitorial products company
who steered me in the direction of window cleaning.”

“I started the business with a tech who indicated
he knew how to clean windows. So I quit my job,
bought all the tools I thought I needed, booked
my first job and went out to the nicest neighborhood in Cincinnati. I found out when I got there
that the tech didn’t know how to clean windows—
his experience was in automotive detailing,”
explains Nonelle. “I assumed someone else was
going to be responsible for my business. Now today
we put a lot of time into training and screening
applicants.”

E-Mail

<

Your Wish:

“I realized eight years post-grad that working for someone
else wasn’t a good fit,” says Nonelle. “I woke up on a Friday and
by Monday had decided I was going to own a business. I was
tired of working for someone else. I decided it was time to
make those decisions for myself.”

employee training.

I<

I want to make
even more money.

can have big rewards.

Your Wish:I want to start right now.
Real Answer: Take your time and invest in

–

“We’re a residential company so many
customers tend to say, ‘This is a
great company, what else can you
do?’ We found a lot of customers
wanted to have their houses
washed or a driveway cleaned so
we added power-washing services,” he says. “Only about two years
into franchising … a lot of the owners started saying customers were
asking for window film and have we
ever thought about adding it. As
we’re expanding our footprint, window film was a natural progression
for us to put into the mix.”

Your Wish:I want the freedom of being my

Real Answer: Being the boss is tough, but
own boss.

worth it.

“It’s supposed to be hard. It was harder than I
expected. The hardest work day as an owner is
supposed to be harder than the hardest day as an
employee, but that’s a trade-off,” he says. “The
risk of being an owner and the fact that it is harder than a job is rewarded by things such as freedom, security and equity building that come with
ownership. It’s an easy trade-off between a job and
business in which a business wins every time
when compared to a [typical job].”

Your Wish: I want to be a successful entrepreneur.
Real Answer: Owning a company requires a great deal of skill.

“Owners need to be multi-taskers because there are a lot of moving parts. As an
owner, you’ve got to be able to do a lot of things quickly. You also have to be a decision-maker. You have to be able to look at situations and make decision quickly,”
according to Nonelle. “Everything in business is little compartments or modules,
whether scheduling a tech or selling a job. I was always extremely determined to be
successful but for ownership, you have to really want it. Everybody says it, but you
can look at actions and know if they really mean it.”

MARCH/APRIL 2014
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“Make sacrifices,” he says. “It
may come down to the decision
between personal or business.
You could go on that vacation or
you could use that money to reinvest in the business and buy additional advertising. How far are you
willing to go for the company?”
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“In today’s market I always preach that we’re only as good as our
next job. Today you have to be really good. You have to step it up
and really take care of the customer,” Nonelle states. “Ownership
sometimes comes with incurring expenses you didn’t expect.
Customer service goes beyond showing up and doing your job.”

I want to have the
best company out there.

it, you’ll be willing to do what it
takes.

Search

+

Your Wish:I want customers knocking down my door for business.
Real Answer:Customer service is more than just doing your job.

continued from page 45

Real Answer: If you really want

Zoom Fit

Your Wish:

I want to be known as the best window film installer in the business.

Real Answer: Be the expert. If you don’t know it, the
customer will find someone who does.

“Know what’s new on the market. If you’re trying to
compete against someone else in your market, you
need to know your product,” he says. “Know your local
market especially. It changes every day. Some days there
is different pricing. You have to know who your competition is and how to be competitive. Every day is going to be
different; it’s not cookie-cutter.”

Your Wish:I want customers every-

Real Answer: Marketing isn’t onewhere to know my name.

size-fits-all. Find what works for you.

“Be aggressive in how you find the
customer. What you see in your market is the only thing you know. Tweak
your web presence and be aggressive
with advertising. Know on a localized
level what works well so you’re dialing
in to that specific market,” Nonelle says.
“Don’t be afraid. If you can afford to continue spending into marketing and advertising, you’ll find that golden nugget and find
what works. Do some experimenting and
find that sweet spot. Don’t bail out early.”

Your Wish:I want my employees to think I’m a great boss.
Real Answer: Make your employees see you as more than
just “the boss.”

“Treat your people right,” he notes. “It sounds basic but I don’t
know anything that is more important. It’s important for me to
have consistency with people. One of my mentors early on
was a customer. He was a business guy and I stuck to him
like glue … He said from day one, if you’re trying to build
your business, you can have the best marketing and be the
smartest guy, but you have to have the right people. Train
and manage them well. Number one, by far, is the people. Get
the right people and build around them. People think, ‘I have
employees and I give them $20 gift cards at Christmas; I treat
them well.’ That’s not what it’s about. Coaching them and motivating them, that’s what counts. My view of owning a successful
business was about growing a successful business.”

Your Wish:I want my company to continue to grow.
Real Answer: Put your plans on paper. Have something to hold you accountable for your goals.

“If you don’t write it down it’s not real,” says Nonelle.
“Formalize it by writing. How are you going to get there?
Tell somebody what your goals are for this year. Have a
plan and be very clear each day about what you’re going
WF
to do tomorrow.”

46

WINDOW FILM

www.windowfilmmag.com

© 2014 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

“Baltimore Will
Charm You!”
Join us at the International
Window Film Conference and
tint-Off in Baltimore

October 7-9, 2014
Baltimore Convention Center
Baltimore Marriott Inner Harbor
at Camden Yards
Baltimore, Maryland
Join WINDOW FILM magazine as the International Window Film
Conference and Tint-Off™ returns to the east coast to take-over
Baltimore! Auto Glass Week™ will once again be co-located
with the International Window Film Conference and Tint-Off™.
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Visit www.windowfilmmag.com/wfct or call 540/720-5584 to learn more
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A Directory of Industry Suppliers

DISTRIBUTORS

Architectural Film

Automotive Film

Decorative Film

FILMS
FILMS

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

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

Aegis Films
3135 Medlock Bridge Rd.
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

Solar Graphics Inc.
12167 49th St., Unit 100
Clearwater, FL 33762
800/869-8468; fax: 727/321-6004
www.coloredfilms.com
Security Film
HanitaTek Window Films
4010 La Reunion Pky., Ste. 100
Dallas, TX 75212
800/660-5559; fax: 214/351-5835
www.hanitatek.com
Madico Window Film
888/887-2022
www.madico.com
Solar Film

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 Rd.
Gettysburg, PA 17325
800/223-4385; fax: 717/334-6483
sales@sagrproducts.com
Scorpion Window Film
6184 S US Hwy. 231
Cloverdale, IN 46120
765/653-1736; fax: 765/653-7175
www.scorpionwindowfilm.com
sales@scorpionwindowfilm.com
Solar Gard Window Films
4540 Viewridge Ave.
San Diego, CA 92123
877/345-9478; fax: 858/514-4231
www.solargard.com

Sun-Gard Window Films
2630 Fairfield Ave. S.
St. Petersburg, FL 33712
888/887-2022
www.sun-gard.com
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IGS Chemicals DBA ARMOLAN
468 N. Camden Dr.
Beverly Hills, CA 90210
855/946-3456; fax: 855/655-6358
www.armolanwindowfilms.com
info@armolan.com
SAGR Products Int'l
1785 Biglerville Rd.
Gettysburg, PA 17325
800/223-4385; fax: 717/334-6483
sales@sagrproducts.com
Scorpion Window Film
6184 S US Hwy. 231
Cloverdale, IN 46120
765/653-1736; fax: 765/653-7175
www.scorpionwindowfilm.com
sales@scorpionwindowfilm.com
Solar Gard Window Films
4540 Viewridge Ave.
San Diego, CA 92123
877/345-9478; fax: 858/514-4231
www.solargard.com

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

HanitaTek Window Films
4010 La Reunion Pky., Ste. 100
Dallas, TX 75212
800/660-5559; fax: 214/351-5835
www.hanitatek.com

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

MANUFACTURERS
Architectural Film
FILMS

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

Johnson Window Films Inc.
20925 Bonita Street
Carson, CA 90746
310/631-6672; 800/448-8468
fax: 310/631-6628
info@johnsonwindowfilms.com
www.johnsonwindowfilms.com
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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 24th.

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

Eastman Chemical Company
575 Maryville Centre Dr.
St Louis, MO 63141
314/674-1000; 800/255-8627
Fax: 314/674-1950
www.eastman.com

Solar Gard Window Films
4540 Viewridge Ave.
San Diego, CA 92123
877/345-9478; fax: 858/514-4231
www.solargard.com
SunTek®/Commonwealth
Laminating & Coating, Inc.
345 Beaver Creek Dr.
Martinsville, VA 24112
276/632-4991; fax: 276/632-0173
www.suntekfilms.com
Automotive Film
3M™ Window Film – Sales Support
3M Center, 0235-02-S-27
St. Paul, MN 55144-1000
866/449-8857
www.3m.com/windowfilm

FILMS

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

Eastman Chemical Company
575 Maryville Centre Dr.
St Louis, MO 63141
314/674-1000; 800/255-8627
Fax: 314/674-1950
www.eastman.com
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Johnson Window Films Inc.
20925 Bonita Street
Carson, CA 90746
310/631-6672; 800/448-8468
fax: 310/631-6628
info@johnsonwindowfilms.com
www.johnsonwindowfilms.com

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

Solar Gard Window Films
4540 Viewridge Ave.
San Diego, CA 92123
877/345-9478; fax: 858/514-4231
www.solargard.com
Roller Shades
Midwest Marketing
2000 E. War Memorial
Peoria, IL 61614
800/638-4332; fax: 309/688-8894
jim@midwestmarketinginc.com
Security Film

Eastman Chemical Company
575 Maryville Centre Dr.
St Louis, MO 63141
314/674-1000; 800/255-8627
Fax: 314/674-1950
www.eastman.com

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

Solar Gard Window Films
4540 Viewridge Ave.
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 Pl.
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 Ave.
San Diego, CA 92123
877/345-9478; fax: 858/514-4231
www.solargard.com
Training School
Solar Gard Window Films
4540 Viewridge Ave.
San Diego, CA 92123
877/345-9478; fax: 858/514-4231
www.solargard.com
Windowtinting.com
800/580-7953

Johnson Window Films Inc.
20925 Bonita Street
Carson, CA 90746
310/631-6672; 800/448-8468
fax: 310/631-6628
info@johnsonwindowfilms.com
www.johnsonwindowfilms.com

>I
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Supplier’s Guide Rates

Basic listings are $495 per year, per listing.
Additional website and email lines are $50
each. Logos start at $295. Contract display
advertisers placing 6 full page ads or more
receive one free listing per year.
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❘ Edited by Casey Neeley

Projected Use of U.S. Commercial Building Glass in 2014 (Millions of Square Feet)
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More glass means more surfaces on which to apply window film. In 2014, both office and retail buildings, two
of the top sources of decorative film installations, are projected to significantly increase the percentage of glass
used in those types of commercial construction. See more projections in our digital edition.

How Do You…
Increase your decorative film sales?

Dave Macdonald, marketing and
product development manager for
HDClear based in Ontario, Calif., told
WINDOW FILM magazine how he gains
new commercial building contracts.
The majority of dealers businesses
are built on commercial, residential
and automotive film—this is the same
Dave
throughout our industry. Decorative
Macdonald
film offers a new revenue stream and
the potential to market a new product line to an existing customer base.

A Blank Canvas

Glass is so prominent in modern buildings and offers
a blank canvas that can be used to communicate with
employees, customers and the public. It can easily and
cost effectively be upgraded with decorative film that
can be easily removed and replaced, compared to decorative glass, which is expensive and permanent.

Inspiration

All are not designers or creative types, although,
some decorative films can be printed with any custom design. Many have asked how they can sell the
concept if the customer does not have an idea of the
design they want? To help dealers, last year my company launched an online design portfolio of decorative window film patterns and designs. Feedback
from dealers has been excellent and the portfolio
has become a valuable resource.

Target Marketing

Existing buildings are an obvious target market,
and a lucrative one. Consider looking for new build
and renovation work; that means targeting the architects and designers. Environmental design and
inspirational interior design is increasingly important for which architects and designers are always
looking for new mediums to help bring their vision
to life. Decorative film gives these specialists a
unique blank canvas to work from, and they love it!
There’s also the added benefits—some films are
optically clear in the unprinted areas, graded for
blast mitigation, block 99 percent of UV, come with a
10-year warranty and are more environmentally
friendly than traditional vinyl. Sell the vision—and
WF
the benefits!
Do you have marketing tips you would like to see featured in an
upcoming issue of WINDOW FILM magazine? If so, email Casey
Neeley at cneeley@glass.com.
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Industry Events

November 4-7, 2014
2014 SEMA Show
Sponsored by the Specialty Equipment
Marketing Association
Las Vegas Convention Center
Las Vegas
Contact:
www.semashow.com

September 22-25, 2014
NFRC Fall Membership Meeting
Sponsored by the National
Fenestration Rating Council
Delta Victoria Hotel
Victoria, British Columbia, Canada
Contact: www.nfrc.org

ARCHITECTURAL FILM EVENTS

October 7-9, 2014
2014 International Window Film
Conference and Tint-Off™
Sponsored by WINDOW FILM magazine
Baltimore Marriott Camden Yards and
Baltimore Marriott Inner Harbor at
Camden Yards
Baltimore, Md.
Contact:
www.windowfilmmag.com/wfct

–

Archives

AUTOMOTIVE FILM EVENTS

September 22-24, 2014
2014 SGIA Expo
Sponsored by the Specialty Graphics
Imaging Association
Las Vegas Convention Center
Las Vegas
Contact: www.sgia.org

+

April 10-11, 2014
Glass TEXpo™ 2014
Sponsored by WINDOW FILM
and USGlass magazines
The Wyndham San Antonio Hotel –
Riverwalk
San Antonio, Texas
Contact: www.usglassmag.com/texpo
June 26–28, 2014
2014 AIA National Convention
Sponsored by AIA
McCormick Place
Chicago
Contact:
www.aiachicago.org/aia2014

September 22-24, 2014
2014 SGIA Expo
Sponsored by the Specialty Graphics
Imaging Association
Las Vegas Convention Center
Las Vegas
Contact:
www.sgia.org
September 22-25, 2014
NFRC Fall Membership Meeting
Sponsored by the National
Fenestration Rating Council
Delta Victoria Hotel
Victoria, British Columbia, Canada
Contact:
www.nfrc.org

October 7-9, 2014
2014 International Window Film
Conference and Tint-Off™
Sponsored by WINDOW FILM magazine
Baltimore Marriott Camden Yards and
Baltimore Marriott Inner Harbor at
Camden Yards
Baltimore, Md.
Contact:
www.windowfilmmag.com/wfct

Have an event you’d like listed in the next issue! Send your events to the editor: Casey Neeley, at cneeley@glass.com
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Company

ADVERTISING INDEX

26-27 Aegis Films

14-15 Commonwealth Laminating & Coating
5

Diamond Shield

5, 33 Eastman Chemical Co.

Phone

Web Address

770/417-1381

www.aegisfilms.com

866/499-8857

651/733-5502

888/321-5111

276/632-0173

800/438-8468
888/806-5862

423/229-2000

C4

HanitaTek Window Films

800/660-5559

17

Interwest Distribution Co. Inc.

800/232-8468

47

Fax

www.3M.com

www.suntekfilms.com

585/546-3968

www.diamon-shield.com

262/754-3776

www.hanitatek.com

314/674-1950

www.eastman.com

Int’l Window Film Conference & Tint-Off™ 540/720-5584

540/720-5687

www.windowfilmmag.com/wfct

Johnson Window Films

800/448-8468

310/631-6672

www.johnsonwindowfilms.com

25

Maxpro Manufacturing LLC

877/573-3456

Not Available

www.maxprofilms.com

6-7

Nexfil USA

310/516-8986

310/538-1137

11, 23 Solar Gard

877/273-4364

858/514-4231

C2

9, 39 Madico
21
1

Nationwide Film Crew

Personna

13

U.S. Film Crew

C3

Wintech Window Films

43

VEGO Inc.
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888/887-2022
586/556-1222

800/336-4061
877/946-3693

949/548-3204

888/983-3356

303/777-3472

888/553-8468
646/349-3750

www.interwesttools.com
www.madico.com

www.nationwidefilmcrew.com

www.nexfilusa.com

540/248-7122 www.glass-auto.personnablades.com.com
412/798-0900

949/548-9757

714/522-1448

www.solargard.com

www.usfilmcrew.com

www.vegooverlays.com
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❘ Edited by Casey Neeley

Seeing is Believing

Jonathan Sanchez, Hi-Line Window Tinting, Rochester, N.Y.

onathan Sanchez is a man who
is good with his hands. He has
to be. As the lead automotive
installer at Hi-Line Window
Tinting in Rochester, N.Y., and the
second-place finisher at the 2013
International
Window
Film
Conference
and
Tint-Off™
(WFCT), Sanchez does a lot of
work with those hands—including sign language.
Born able to hear, Sanchez
became deaf after contracting
meningitis at the age of three.
“Back then I spoke Spanish and
now use American Sign Language
to communicate,” he says.

since 2010, along with Michael
Irish and Stu Brown. They are a
great team to work with.”
Though he now works with an
understanding team, Sanchez
says that, initially, his deafness
did hinder his ability to communicate with his co-workers.
“When customers and my exco-workers found out that I was
deaf they doubted me for my
skills mainly because of communication,” he says. “It was frustrating at the beginning, but for this
position you must have a lot of
patience at times. At first, it was
pretty frustrating but my girlfriend taught Stu and Mike some
basic sign language to communicate with me.”

Eye of the Beholder

When it comes to installing window film, Sanchez says the eyes
are far more important than the
ears.
“I have more than nine years of
experience installing window
tints,” he states. “From my experience, I believe that I have a great
set of eyes and a lot of patience to
work under pressure in this environment. I’m very focused on
details.”
Sanchez began his career in
window film early. “I was in high
school and I needed some extra
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.
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I Heard That

Jonathan Sanchez offers a thank
you following his second-place win
for the Automotive Division at the
2013 International Window Film
Conference and Tint-Off™.
money so I decided to apply at
The Tint Shop in Henrietta, N.Y.,
as a part-time installer. I worked
at The Tint Shop for about eight
years and decided to give other
tint shops a try, including
Ziebart’s and Hi-Line,” he adds.
“I’m currently working at Hi-Line
as the lead automotive installer

Anyone who has seen Sanchez’s
work doesn’t doubt him. After his
first time competing in the 2013
WFCT, he received the secondplace prize of $3,000 as well as a
silver medal in the Automotive
Division.
“This was my first time at the
Tint-Off
Competition,”
says
Sanchez. “My team encouraged
me to compete because they
wanted people to see my skills
and show that deaf people can do
anything, including install window tints. It was an amazing experience. Honestly, I never thought I
would have gotten second place
because it was my very first time.
I was surprised and pleased.” WF
www.windowfilmmag.com
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2014
FORECAST

/A

Opportunities
Ahead

Glass Usage Forecast
Shows Increases Ahead

R

eady for some good news? Forecasts
show that 2014 may just be the best
year compared to the recent past for
the construction industry, with many segments expected to see growth. And that’s
good news for the window film industry as
more buildings mean more glass, and subsequentially more windowfilm usage. Our
glass usage forecast shows increases in
many of the major commercial construction markets for 2014.
Taking a closer look at some segments,
glass usage in warehouse construction is predicted to see a 22-percent increase compared
to 2013, from 3.7 million square feet to 4.5 million square feet. Also expected to increase,
glass used in hotel construction is up to 6.9
million square feet, a 21-percent increase compared to 2013.
Retail construction is another growth segment. Our exclusive WINDOW FILM forecast
predicts 34.3 million square feet of glass
usage—a 17-percent increase compared to
the 29.3 million square feet used in 2013.
Commercial office building construction,
too, will see positive growth, with 16.3 million square feet of glass expected to be
used in this segment. This is a 16-percent
increase compared to the 14.1 million
square feet used last year.
Not all segments, though, will experience
robust growth. Educational, manufacturing
and institutional – amusement and recreation
will likely see small gains. Data forecasts
amusement and recreation to see 4.2 million
square feet of glass usage, .05 percent up from
last year, while manufacturing is expected to
increase .06 percent to 1.6 million square feet.
Glass used in educational facilities will be up
somewhere around 1 percent with 10.3 million
square feet of usage compared to 10.2 million
WF
square feet in 2013.
©2014 Window Film Magazine, 540/720-5584, www.windowfilmmag.com, All rights reserved.
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Projected Use of Glass in 2014
(in millions of square feet)
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