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It’s true. Profi ts can be higher with 3M™ Window Film. Yet many dealers experience the same reaction. 

It just doesn’t seem logical that the highest quality, most reliable window fi lms can also deliver the best 

results to your bottom line. So let us show you the facts. We’re confi dent we’ll make you a believer, too. 

Contact your 3M Window Film sales rep for the full story. Or learn more about becoming an authorized 

3M window fi lm dealer at 3M.com/windowfi lmdealer.
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And check out these other great products from 3M:
3M™ Decorative Films 
3M™ Paint Protection Film
3M™ Scotchprint™ Wrap Film Series 1080 
3M™ Digital Designs
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Recently, I was fortunate
enough to spend a few days
traveling around the country

meeting with window film suppliers,
distributors and dealers. One of my
stops was at Interwest Distribution
Co.’s Anaheim, Calif., office where
Dennis McMullin was kind enough to
teach me a little bit about installing
film. To start, the guy trusted me
enough to let me learn on his per-
sonal car. Clearly, he had more faith
in my abilities than I did.

Now, before I go any further, I
should let you know that I am an
expert at installing paint protection
film (read: I once tried to install paint
protection film on the hood of a
BWM at a trade show, so obviously I
am now an expert). Therefore, I
assumed window film would be no
problem (yeah, right).
Another note, Dennis (a kind soul)

took pity on me and went ahead and
removed the old film on his car then
cleaned and scraped all of the old
adhesive off of his windows before
we started. What a nice guy.
Since I am a master paint protec-

tion film installer I knew what to do
when it came time to position and
squeegee the film. After he walked

me through all of the steps, it was
time for me to cut and install on my
ownwindow film. Here’s how it went:
1. Spray the glass with solution

(no problemo).
2. Position the film on the glass

(got it; I was good at that part).
3. Squeegee it into place before

cutting (yup, good at that step).
4. Cut out that little corner edge

(clearly, I’ve got the lingo down).
5. Cut along the side and bottom

edges of the window (following
a line, this is cake).

6. Roll down the window and cut
along the top (oh God am I
going to cut the glass? Whoops,
that was jagged. Grab a new
piece of film and repeat steps 1
through 6. Got it this time.)

7. Cut the edge along the mirror
(can I… okay I did it.)

8. Remove the film, lay it back on
the glass and finish the pattern
by connecting the cuts (oh dear
Lord I’m going to cut this glass
why is he trustingme to do this?)

9. I HAVE A PATTERN! (Also, small
miracle, I didn’t cut any glass).

10. Spray that film and the inside of
the lite then remove the top por-
tion of the liner and stick the film
to the inside of the lite (also basi-
cally an expert here). Please
note: I was able to remove the
liner with my fingernail which
Dennis said was a talent, so do
with that what you will.

11.Position the film along the top
edge of the rolled-down window
and squeegee into place (done
deal).

12. Start squeegeeing the top half
(have I told you how good I am
at squeegeeing?).

13.Make sure film doesn’t get too
dry before you finish squeegee-
ing, so mist again with solution
(I am pretty skilled at misting).

14.After securing the top portion,
roll up the window (also an A+
pupil here).

15.Mist underneath the film again
then, using a hard card, pull
back the rubber stripping along
the bottom of the lite and tuck
under the bottom portion of the
film (yup, I got this).

16.Begin squeegeeing out all of the
moisture underneath the film
until finished (I am not too
shabby at squeegeeing, if I do
say so myself).

17. Squeegee out any fingers that
may come up and once all mois-
ture is gone you’re done (sweet
success)!
Okay, obviously I’m not quoting

Dennis and his steps verbatim here,
but after completing two windows
like this, I’d say I have a pretty good
handle on what it feels like to tint. In
all fairness, I did attempt to cut and
heat-shrink the film for the backlite.
As a true professional and master of
my trade, I couldn’t cut a straight line
to save my life and melted the film
while shrinking. I generously allowed
Dennis to take over from there.
No, I’m not an expert yet, but I’ve

gotten my hands on some film. Did I
mention I didn’t cut any of the glass
on Dennis’ car?
So, which one of you wants to

let me come over and tint in your
shop next? WF

DearReader
by Casey Neeley

The Day I Tried to Tint

4 WINDOW FILM www.windowfilmmag.com

Tinting isn’t an easy trade to learn as
I found out in California last month.
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As you read these Leading with Insight letters in each issue, you 

may be thinking, “Wow, things are really happening at Eastman!” 

Well, you are exactly right! We continue to invest in expanding 

dealer network. Allow me to share some more exciting news to 

further prove this point: 

Eastman is DOUBLING EIGHT GRADIENT FILMS.

LLumar® iLLusions™

visit .

for attractive, cost-effective solutions for their interior renovation and tenant build-out projects. 

 

To our current dealers, we look forward to sharing more information about our new marketing and 

, P.E., LEED AP  
Architectural Segment Market Development Manager 
Eastman Chemical Company
Advanced Materials - Performance Films

© 2014 Eastman Chemical Company. All rights reserved. The logos displayed above are registered trademarks of Eastman or one of its subsidiaries. As used herein, ® denotes 

Leading
with Insight
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Hello
I would just like to say that I really

enjoy WINDOW FILM magazine. I work at
a car dealership and do window tint-
ing in the evenings and weekends in
the Pittsburgh, Pa., area. The best
days are when I get home from work
to see the new issue of WINDOW FILM

magazine laying on the kitchen table
with the rest of that day’s mail. I then
read every article in it and find myself
not wanting it to end, lol.

I enjoy the car articles the most
because that’s more of what I do, but I
also enjoy reading about residential too.

The tool update is great from time
to time and I like reading the
columns. That Manny has a lot of
business-minded ideas and

Donna’s page always seems to make
sense and be logical.

Keep up the good work.
—Dave in Pittsburgh

By the Way
Your column in March/April 2014

[Don’t Be an Ass] was priceless!
That shop is one of our local com-
petitors that does awful work with
awful film, and really treats cus-
tomers terribly. I was very happy to
see that … Funny too, because for
years I had been saying that they
were alienating a huge market seg-
ment. Your article proved me cor-
rect. I might just frame it and hang it
in the office.

—Jason in Chesapeake, Va.

According toYou
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Tell us what you think! Send your
comments and thoughts to the editor at
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appear in an upcoming issue.
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Distributed By:

225 Upper North Road
Highland New York 12528
(877) 773-2004 ● email: sales@correctspec.com
www.correctspec.com ● www.dustedcrystal.com

WELCOME TO CorrectSpec! The most exacting side-by-side visual match to the 3M� Dusted Crystal and
Frosted Crystal film at a lower cost. How are the CorrectSpec products different? That' s just it — they' re
not. The CorrectSpec brand of Dusted Crystal and Frosted Crystal vinyl window films are manufactured
in the United States to the very same visual and material specification as the 3M original and can be
installed side-by-side and adjacent to the 3M product - all at a much lower cost to preserve your margin

CorrectSpec, LLC is the exclusive international distributor of the high quality CorrectSpec brand of
decorative vinyl window films, all of which are proudly made in the United States and feature the EZ
OFF� clear release liner. Dusted Crystal and Frosted Crystal vinyl window films are the most widely
used types in the decorative privacy film category and are considerably less expensive than laminated
panels, patterned or sand blasted glass.

WELCOME 
CorrectSpec� is the most exacting
side-by-side visual match to the
3M� Dusted Crystal and Frosted
Crystal film at a lower cost.

Call Today!!!
(877) 773-2004

Firstly, the appearance is an exact match to the 3M version, perfect!
Secondly, the EZ OFF™ release liner removes more smoothly than the 3M

product and it is much easier to install larger glass panels, perfect! Next, we
plotter-cut tested intricate graphics. The product cut & weeded smoothly,
also the application paper adhered and released very well - again perfect!

“
”

If interested in international distribution please email sales@correctspec.com

Disclaimer: CorrectSpec LLC is not affiliated, associated, authorized, endorsed by, or in any way officially connected with 3M Incorporated.
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Consumer technology changes
at a fast pace; so fast that it is
often difficult to keep up with

the changes. The technology that
influences our industry is no differ-
ent. One of my columns from 2012
discussed the plotters and software
that shape our industry. I deemed it
appropriate to revisit the topic given
that much has changed in two years.

Plotters/Cutters
What is a plotter or cutter?

Dominick Bizzari, eastern regional
sales manager for plotter manufac-
turer Graphtec America explains,
“Cutters were first introduced in the
late 1980s and have become increas-
ingly sophisticated tools. It is a com-
puter-controlled electronic device
that uses an adjustable blade to cut
shapes and designs from a wide
variety of materials including vinyl,
window tint and safety film. Cutters
come in two configurations, roll
feed and flatbed,” explains Bizzari.
“Roll feed cutters typically cut flexi-
ble materials in rolls and flatbed cut-
ters typically cut thicker materials
in sheet form.” Given that window
film, paint protection film and vinyl
are rolled goods, choose a roll feed
cutter that is wide enough to accom-
modate the film, such as the
Graphtec CE6000-120AKZ. This is a
cutter that has been marketed
specifically to our industry.
Since a cutter is computer-con-

trolled, the software is the vehicle
through which the computer con-
trols the cutter. Or in simpler terms,
software is what tells the cutter
what to cut. There are multiple soft-
ware programs on the market that
handle specific functions.

Software
According to Bizzari, software

programs that handle vinyl and flat
glass window film needs include i-
DesignR Pro, FlexiSign, SignLab,
Adobe Illustrator and Corel Draw.
He states that hardware require-
ments are minimal, needing only a
Windows-based computer (XP,
Windows 7 or Windows 8) with a
100GB or larger hard drive, and 1GB
or more of RAM.
Automotive applications require

more specialized software. Programs
such as Xpel’s Design Access
Program and 3M’s Digital Designs 3.0
are solutions for automotive window
film and paint protection film pat-
terns. Solutions like these have
changed the installation process for
the better. Cutting or damaging the
paint or glass of a vehicle is a major
concern and liability for installers.
With computer-cut patterns, the
number of times a blade touches
paint or glass is significantly
reduced, if not eliminated in some
cases. A beginner may not yet have
the understanding of how much
pressure can be applied to the knife
before the car’s paint is damaged.

Making a Choice
Choosing which software pro-

gram is right for you can be a
daunting task as there are many
choices for the automotive mar-
ket. Steve Burns, Digital Designs
manager for 3M, manages the
company’s tint and paint protec-
tion film pattern program of the
same name. “We just introduced a
new version of our software, ver-
sion 3.0. We added window film
patterns and broadened the over-

all library. Vinyl graphic patterns
will soon follow. We also added a
‘cut-on-the-pull’ tab for the tint
patterns as well as editing capa-
bilities in an effort to let the
installers resize any pattern to
their liking … The interface is eas-
ier to use, making navigation
much simpler.”
He urges users to investigate the

number of available patterns and the
frequencyof updating thosepatterns.
“New patterns are captured, created,
and updated every day as new mod-
els arrive at dealerships. And we
allow users to submit feedback with-
in our program to let us know how
accurate our patterns are.”
Receiving installer feedback is a

critical component to making sure
that the patterns are usable and
accurate; after all, installers are in
the field installing every day where-
as pattern designers are not. Burns
states that 3M’s Digital Designs
allows users to submit feedback on
their experiences. “Installers can
evaluate patterns and provide com-
ments to describe what exactly they
did or did not like about the pattern.
I then review that pattern with the
design team and test fit the pattern
for accuracy.”
Plotters and design programs

have changed the industry, maximiz-
ing an installer’s output and increas-
ing the professionalism of the instal-
lation. There are many hardware and
software options so be sure to do
your research. Contact your manu-
facturer and industry colleagues for
their recommendations. WF

Manny Hondroulis is vice president for
Energy Products Distribution in Baltimore.

Open24/7
by Manny Hondroulis

Plotters and Software
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Congratulations!
If you have survived the last
seven years in this economy

running your own residential or
commercial window film business
the worst is hopefully over. Tip of
the hat to you; you’ve made it.
Knock on wood; cross your fin-

gers and invoke any prayer or
good luck charm you might pos-
sess. The “light at the end of the
tunnel” may actually be recovery
as opposed to the freight train. We
can only hope because, as we all
know, things can change quickly
and this recession certainly has
taken its toll on all of us.

Fret Not
I used to worry about making a

forecast for the quarter or the year.
The measure of success was based
on year-to-date growth compared to
what we did the year before. There
were no legiti-
mate excuses for
doing less busi-
ness than you’d
done before. The
Biblical Flood
could have just
occurred but
you had better
do 25 percent
better so help
you God, wrath-
ful or otherwise.
Running your

own dealership
is a different
story. You may
keep track of
what you did in
the first quarter
every year

since you’ve been in business, but
my guess is you stopped compar-
ing shortly after the economy
went to hell in a hand basket back
in 2007-2008.
Now we’ve just completed the

first quarter of 2014 and, if you’re
like me, you’re excited by the pos-
sibilities of a growth economy for
the first time since 2007.

Time to Talk
Most window film people avoid-

ed the conversation about the eco-
nomic woes. You’d have a good run
for a while when the season start-
ed but it might slow down to a
crawl with no rhyme or reason.
Florida architectural glass deal-

ers faced an additional obstacle
forcing us to adjust our selling
message pertaining to hurricanes
(we can’t mention them) while fac-
ing the irony of not having an
(unmentionable) hurricanes in the

state since Wilma way back
in 2005!

No excuses as they say: “Never
explain; never complain!”
All I know is that many of the folks

we competed against seven years
ago just aren’t around anymore.
They are gone, kaput, taking an

extended Tint Nap.
You’ll hear about their demise

from factory reps or distributors
who stop by to chit-chat. (Feel
free—I love a free lunch!)
They’ll look down toward the

ground and ask you if you’ve
“heard that so and so went under?”
So the way I look at it, it’s time to

act like everything is coming up
roses again. Queue the music;
strike up the band! The sun-weary
consumer will recognize the value
of window film and will jump on my
advertising. Homeowners and
property managers will dust off the
old proposals (find out my compe-
tition went out of business) and
call me to schedule the project.
We’ll rejoice in incredible profits

and I’ll buy that Rolex and Jaguar
that old distributor had in 2000.
Golly, if he could do it, so can I?

L e t ’ s
hope this
is the end

of the bad
times and the

start of some-
thing great!
But, if it isn’t, I’ll be

ready. Will you? WF

Mike Feldman is the
president of Advanced

Film Solutions in
New Port Richey,
Fla.

Time to Celebrate

by Mike Feldman

Dr.ofTintology

12 WINDOW FILM www.windowfilmmag.com

“If you’re like me, you’re 
excited by the possibilities of
a growth economy for the

first time since 2007.”
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Paint   
TECHNOLOGY DRIVEN.
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TruCutTM Window Tint Patterns Now Available     
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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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Hello and welcome to anoth-
er edition of Ask the
Expert. It is the middle of

our busy season! Are you all out
there making lots of money? Here
is the burning question of the
moment; are you passionate
about the window film industry?
Over the weekend someone asked
me why I had stayed in the win-
dow film industry for most of my
adult career. Without missing a
beat, I said it was because I am
passionate about the industry. I
have watched this industry grow
and change through the years and
am always excited when some-
thing new comes along that
ignites innovation.

Always Changing
Window film definitely has

gone through a metamorphosis.
There was a time when liquid
flow was the popular choice for
installing an energy-efficient glass
coating. I remember building
troughs at the bottom of windows
and slowly flowing a liquid sub-
stance onto the glass. Not only
did the liquid have a stench to it,
but, it seemed that flying insects
were attracted only to the win-
dow receiving the liquid, causing
the installation team headaches
and heartaches.
Since those days, the industry

has come a long, long way.
Products now have various adhe-
sives and installation techniques
to make our installers lives easi-
er. Tools have evolved to assist
with difficult installations. New
scrubbing pads have been devel-
oped so we do not scratch the
glass. But, the question is, what
does any of this have to do with
passion? If people in the industry
did not feel passionate about
what they were doing, very little
would have changed. The indus-
try would be sitting stagnant.

Desire to Succeed
I have stayed in the industry

because I am passionate about
helping to improve the lives of
the people who call on me.
Whether it is a sales call or some-
one who needs business advice, I
have been there to assist the
needs of the individual. When I
am selling someone a product for

their home or office, I am confi-
dent that the end result will
accomplish exactly what they
had hoped to accomplish. When I
assist others in the industry, I am
helping them to grow their busi-
ness and persevere. I hope my
advice is adding value to their
business which in turn should
add longevity to theirs.
If you have been in the business

for more than a few years, ask
yourself why are you still doing
what you’re doing and what keeps
your passion burning bright for
window film. Yes, some of you will
say it’s the money, but it should
be more than that. It should be a
reason that will give you motiva-
tion to get up in the morning and
feel confident that your industry
is making a difference in some-
one’s world. WF

Donna Wells is a consultant for the
window film industry.

16 WINDOW FILM www.windowfilmmag.com

AskTheExpert
by Donna Wells

Passion and Window Film

AskTheExpert
by Donna Wells

Got a question 
for Donna?

Please e-mail it to us
at cneeley@glass.com.
Individual names and company names
will be withheld upon request.
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A fter a month of just prep-
ping windows and picking
up trash and watching oth-

ers as they installed, I was given an
Olfa knife, a black rubber squeegee
and a yellow hard card. There in
front of me was a brand new 1989
Hyundai Excel two door. This is
going to be my very first car to tint
and I wanted this installation to be
perfect—I wanted to throw up.

A Little Pressure
I remember working on the pas-

senger side roll-up door with a turn-
ing in my stomach, holding the Olfa
so tightly in my hands I was certain
that I was scratching the glass. As I
was cutting, I noticed that there
were a lot of fingers along the top
and bottom of this glass and think-
ing to myself “this is going to be a
pain!” (Keep in mind that heat-shap-
ing techniques did not yet exist).
So I finished my cuts and squeegeed

the film into position; there were at
least 10 medium-sized fingers
creeping up along the bottom of the
window. I remember wrapping a
paper towel around that yellow
card and holding my face about two
inches away from the fingers, as I
gingerly, and carefully, with all my
strength, pushed down each one.
After I knocked down every single
finger, thinking I was all finished, I
looked back to see more fingers had
popped back up, but this time there

was a lot less water underneath the
film. This made pushing down
those fingers even more difficult
because now the potential for

creasing the film is even greater.
Not knowing how much time had
passed, I looked around and every
single installer there was standing
on the other side of the door with
their arms crossed, watching me. I
looked around to see why they
weren’t working on the other cars
to notice their cars were all done
except for the roll-up door I was
working on. Let me tell you, at that
moment I was dropping bullets of
sweat working down each and

every one of those fingers until they
were all down, without a single
crease or having to re-do the door.

Sense of Accomplishment
As an installer, there was a cer-

tain amount of expectation that
was placed on me that day. There
was also a certain amount of
expectation that I placed on
myself. I’m not sure which one
was greater, but I knew if I failed
they would have understood and
they probably expected me to as
well. But that was not an option
for me. I had something to prove
to myself that day, that no matter
how difficult the installation, I
was going to get though it and get
through it well.

I hope all of you installers out
there who are either starting or
seasoned, accept the challenges
that are in front of you every day
and expect nothing less than per-
fect installations. Our desire, pas-
sion and work ethic to put out
exceptional installations on every
project is what either will make our
industry great or keep our industry
stuck in the mud. Installers hold
the reputation of a shop, a busi-
ness, an industry in your hands
and I encourage all of you to make
it great and leave a legacy of
inspired installers to follow.

For me, on that humble first day,
the nauseous feeling stayed with
me throughout the entire 45 min-
utes on that roll-up door, but the
feeling of accomplishment has
never left me. WF

Hann Kim is the CEO of STM Solar
Transmission Management in Los Angeles.

Humble Beginnings

InstallerPerspective
by Hann Kim

“I hope all of you installers out there who are
either starting or seasoned, accept the challenges
that are in front of you every day and expect
nothing less than perfect installations.”

From tinting his first car to winning
the 2012 International Window
Film Conference and Tint-OffTM

Architectural Division, Kim has
come a long way.
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‘‘Business as usual—for
now.” It started with a
bang, but will it go out

with whimper? Following the
recent announcement that
Eastman Chemical Co. and
Commonwealth Laminating and
Coating Inc. (CLC)/Suntek had
entered into an agreement for
Eastman to acquire CLC, one
Eastman Chemical Co. exec says
little will change once his compa-
ny’s acquisition of CLC/Suntek is
consummated.
The deal will include CLC’s manu-

facturing facility and master distri-
bution 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
Materials segment.
Travis Smith, vice president and

general manager of Performance
Films for Eastman, spoke with edi-
tor Casey Neeley of WINDOW FILM
magazine about the deal and how
he foresees the future of the
Suntek brand under Eastman.

WFM: Thanks for speaking
with us Travis. To start, can you
tell us why this deal is a good
strategic fit for Eastman?
TS: When we look at the global
window film market, we see oppor-

tunities to continue to drive the
expansion and use of window film.
One of the things we frequently
talk about is getting awareness out
… this purchase helps to strength-
en our portfolio and help us build
awareness.
We like the Suntek brand;

they’ve done a nice job with it. We
look at the combination of having,
in our case, the LLumar brand and
VKool brand, and hopefully in the
future the Suntek brand … it feels
like a great combination. I think for
them it was the right timing; cer-
tainly good timing for us to invest
in growing the window film busi-

ness for us. It makes a lot of sense
from where we look at it.
WFM: Who made the first over-
ture to the other party? Did you
reach out to Suntek, or did their
investors contact you first?
TS: It was really the right time for
their owner to look at opportuni-
ties to approve a transaction for
the company and we were fortu-
nate enough to be considered in
that. We had a bit of a vision for the
overall growth of the industry.
They saw it the same way we did.
WFM:Can you take me through
the trajectory of the sale from a
timing standpoint from start to
finish?
TS: They started their process
earlier in the year … there’s work
you go through to understand
the strategic fit and opportuni-
ties created by the combination
and that took us up until the
announcements in March … it
was a fairly quick process. Now
we’re obviously going through
the regulatory reviews and
process. As those work their way
to conclusion there are a few
things to go through until close
and change of ownership.
WFM: What plans do you have
for the Suntek brand under
Eastman? Will you keep all of
the current film lines?
TS:We’ve been pretty open about
the fact that the Suntek brand is
something that we value. We like
the role the Suntek brand can play
in the portfolio. We’re committed

Newsworthy
The Latest Industry News � Edited by Casey Neeley

Travis Smith, vice president and
general manager of Performance
Films for EastmanChemical Co.says
little will change for Suntek brand.
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“NoChange for Suntek” Says Eastman Exec
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to the Suntek brand and the way it
creates value for people in the
industry. That was an important
part to them as well. It’s not unusu-
al for companies to operate multi-
brand strategies. It allows you to
focus your investments and activi-
ties within a brand. We’ve been
doing that already with VKool and
LLumar. We certainly see that
same strength of combination and
fit with Suntek.
There’s a lot that we’re learning

… we’re still separate companies.
There’s a limit of what we can do
until ownership is completed. We
see distinct positions for Suntek
today and distinct positions for
LLumar. As we get to closer to clos-
ing, we’ll continue to learn.
WFM: Suntek generally sells
direct and Eastman uses deal-
ers. How will you reconcile these
different distribution channels?

TS: They have certainly evolved
their business models to create
value for their customers. And ulti-
mately, it’s about getting film on
glass and you can do that through
a variety of means. We’ll continue
to evaluate this and learn as we
come closer to closing.
WFM: Do you expect Eastman to
maintain the current CLC/Suntek
operations in Martinsville as
they are, or do you expect con-
solidation with the LLumar facil-
ity nearby?
TS: We’re all about growing the
category so as we look at driving
and supporting the awareness, the
combined capacities will support
combined growth in the market.
WFM:We have heard that some
are concerned about the fact
that two companies with dye
lines will now be one company
and result in the elimination of

competition. How do you recon-
cile that from an anti-trust per-
spective? Did you file merger
papers with the Federal Trade
Commission (FTC) regarding the
agreement?
TS:We did file with the FTC, but
remember, there are a lot of ways
to get coloration in film. Over the
decades all of those have gotten
better. The majority of film is not
dyed and there are a wide variety
of ways to get color in film …
Dying is not the majority issue in
this situation. The other thing
you look at is there are dye lines
being built across the world as
we speak. While it may appear
that way on the surface, across
the world of window film it’s not
the way most people get color
into film.

Eastman Performance Films of Kingsport, Tenn., will acquire Suntek/CLC’s new distribution center in
Martinsville,Va., as well as other assets.
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Newsworthy
continued

WFM: What are your plans for
current employees of CLC/Suntek?
TS: That’s part of the evolution yet
to be determined. They’ve got a lot of
great talent and experience there. As
we’ve been clear in our discussions
with them, we see very little impact
to the vast majority of their employ-
ees. When you’re in that mode, with
that level of experience and talent
across both sides… those assets will
help meet our growth needs. We see
very little impact. This wasn’t a deal
in which we’re looking and seeing
great opportunities for people con-
solidation. We’ll know fairly soon if
there will be any changes.
WFM: Steve Phillips was a
minority partner in Suntek. Will
he have a role with the company
in the future?
TS: Steve certainly has indicated
his desire to do so, and we plan to
have him continue to be involved
in this business. He brings a lot of

experience, passion and knowl-
edge. We’ll be looking forward to
working together with Steve.
WFM:From your experience with
previous acquisitions, how long
after closing do you think it will
take for Eastman to be able to
fully assess and finalize transition
plans for the Suntek brand?
TS: I’d say you’ll see a full transition
over the course of 6-12 months; a lot
of progress is made in that time.
WFM: Suntek and some of the
Eastman brands share similar
offerings in the same product
categories, such as automotive
and paint protection films. Are
there plans to consolidate those
competitive lines, or will the
brands remain separate?
TS: We are both in this industry
and there is some overlap … really
it’s going to be about leveraging
the strengths within each of the
brands and better meeting the

needs of channel partners. We
don’t see it as competition, we see
it as much more complimentary.
We’ve done this before with VKool
and LLumar. It helps the organiza-
tions to focus on the strengths of
each brand. I wouldn’t call it com-
petition.
WFM: What changes can CLC/
Suntek customers expect to see
as a result of this deal?
TS: They’re going to get the
backing and support of Eastman
but in terms of service and prod-
ucts, I see very little change. The
customers will continue to
engage through the Suntek brand-
ing the way they have and we’ll
look for ways to evolve our busi-
ness there to reflect the needs of
that channel base. One thing you
will get is the technology and
innovation that Eastman is known
for in this business so hopefully
they’ll see that difference.
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Holly Biller Named to Women’s Leadership and Networking Council 

Holly Biller, vice president of digi-
tal media services for Key
Communications Inc., the pub-

lisher of WINDOW FILM magazine, has
been named to the prestigiousAmerican
Business Media’s (ABM) Women’s
Leadership and Networking Council.

Biller has been with Key
Communications for 19 years, and has
been instrumental in the development
of Key Communication’s Inc. digital
products and services spanning the
automotive and architectural glass
industries, including usgnn.com and
glassbytes.com as well as its video
newscasts and special events. She is
currently a member of the group’s dig-
ital media council.

Biller joins an esteemed group
including colleagues from Crain
Communications Inc., PennWell Corp.,

McGraw Hill, Penton and Signet
Research Inc.

“I am honored to be among such a
prestigious list of publishing profes-
sionals,” says Biller.“To be included and
to have our policies, procedures and
my input deemed valuable by our
industry is a wonderful accomplish-
ment. I was speechless when I was
told the news and for those who
know me, that doesn’t happen often. It
is very fulfilling to be recognized by
those who took the time to nominate
me. It’s quite an accolade to be listed
with others I hold in such high regard
and I look forward to the opportuni-
ties it will present for me and our
company as a whole.”

The goal and intent of this new
council is to provide women at the
beginning of their career the opportu-

nity to interact, learn and network
with their peers along with senior and
accomplished women executives, to
share opportunities and support each
other’s careers. WF
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A HIGHER LEVEL OF SERVICE, SELECTION AND EXPERTISE.

INTERWESTTOOLS.COM

WHY US
EXPERIENCE
EXPERTISE

SELECTION
QUALITY

Over 200 years combined experience
in the window film, paint protection film
and vinyl graphics industry.

We provide the largest selection of top quality
products from the most reputable manufacturers.

SHIPPING
CONVENIENCE

We ship from four distribution centers across
the US. Most of our customers receive their
orders in two business days, with $5 flat shipping cost. 
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We Could Use a
Solution
Madico Inc. announced its new

Solution Series, a line of films it
says is designed to meet specific
needs beyond common architec-
tural or automotive applications.
The Solution Series includes an

anti-fog clear film company offi-
cials say is ideal for commercial
applications including freezer
doors and deli cases, bathroom
mirrors, steam rooms and saunas,
indoor pools and spa enclosures.
The line also has UV Gard, an opti-
cally clear film that company offi-
cials say filters out more than 99
percent of ultraviolet light while
still allowing the maximum amount
of visible light into a space.
Amber 81, Madico officials state,

is a colored film in this line that is
for use in environments which
require the blocking of UV light in
the low visible range, such as oper-
ating rooms and clean rooms.
Graffiti-Free is a film that acts as a
sacrificial barrier to protect glass

and surfaces from graffiti, etching
and high-traffic wear and can be
easily removed when necessary,
according to a company statement.
Finally, the Blister Free line is a
clear film created specifically for
polycarbonate (Lexan®) and
acrylic (Plexiglass®) substrates
that allows solar control or deco-
rative films to then be applied,
Madico representatives say.
��� www.madico.com

New,Transparent Nitto
Nitto has expanded its portfolio of

energy saving products for the U.S.
market by adding Penjerex®, a trans-
parent window insulation film. It pro-
vides year-round energy savings
without sacrificing natural light.
Penjerex allows up to 78-percent

of natural light into the home while
blocking more than 99-percent of
the harmful UV rays that fade fur-
nishings, according to the company,
which added that in the summer,
Penjerex reflects solar heat by 50

percent and reducing heat transfer
by 35 percent in the winter.
Nitto is marketing the product as

ideal for windows of office build-
ings, schools and commercial
buildings.
��� www.nittousa.com

Phantom Menace

Rayno Window Film announced
its Phantom Series carbon-
ceramic automotive window film,
which company officials say was
developed with nanotechnology.

Noteworthy
New Products and Services � Edited by Casey Neeley
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HDClear, a decorative window
film manufacturer, now offers
HDFrost, which uses a high-defini-
tion printing process that
exploits a combination of light
grey and white inks to replicate
the effect of frost. Any image, pat-
tern or gradient can be printed
onto optically clear polyester
window film without the need for
any post print cutting/weeding or
the use of transfer tape, accord-
ing to the company.

In addition to the time and cost
savings, HDClear officials say the
product has other advantages

over traditional vinyl solutions, such
as seamless patterns and graphics and
no edges that might attract picking or

other damage.The manufacturer says
the range also blocks 99 percent of
all incoming UV light and reduces

solar energy by up to16 percent.
The HDClear team has also

been working to improve not only
the quality of the printed image but
also the color density and opacity
of its finished printed decorative
window film, and as a result, the
warranty on its products has been
extended to 10 years.

HDClear provides an optically
clear polyester-based PET decorative
window film.
��� www.hdclearfilm.com

A Break(through) in the (HD)Frost
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The film is made from nano-pig-
ment material that provides a
superior discoloration rate that
affects the film’s overall perform-
ance for infrared or ultraviolet
cut rate.

It comes with Rayno’s original
nano-pulverization, nano-disper-
sion and nano-coating technology,
according to a company statement.
Additionally, Rayno officials say
the film is durable during heat-
shrinking and has a special nano-
material in the adhesive that mini-
mizes film damage.
��� www.raynofilm.com

Agents of
(Clear)Shield

Solar Gard, a company of Saint-
Gobain, released its new paint pro-
tection film Clearshield Pro, which
the company says defends against
chips, scratches and stains caused
by road debris, salt, insects, sap
and other environmental damage.

The film is available in widths up

to 60-inches wide, allowing
installers to cover large portions of
vehicles, such as full hoods and
roofs. Additionally, Clearshield Pro
can be customized to protect areas
beyond the traditional bumper,

grill and hood, including door cups
and edges, rocker panels, truck lin-
ing and tailgate.

Clearshield Pro comes with a
limited 7-year warranty.
��� www.clearshield.com
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Window Sport has released a
series of individual decals for use
on the backlites of cars.The shapes
are designed to be seen from about
8 feet away.

Currently, there are five sports
options available, including soccer,
baseball, softball, football and bas-
ketball. The layout can be arranged
to fit any car and the decals can be
changed with the season, state
company officials.

Window Sport sells wholesale
customized with a team name or
organization.
��� www.windowsport.com WF

Redirect Your Attention
3M Co. has released its Daylight Redirecting Films as “a cost-effective way to

provide natural lighting deeper inside a building.”
According to a company statement, micro-replicated film redirects light

toward the ceiling, reducing the need for artificial lighting during the day,
reduces occupant glare and excess light near window and provides the benefit
of natural light to interior occupants.

3M representatives say the film can be used with different glass types to
achieve different aesthetic looks with no maintenance or cleaning.
Additionally, company officials note that it can be combined with 3M™
Solar Film to reduce heat to maximize energy savings, blocks 99 percent of
UV light to reduce fading.
��� www.3m.com/glass

Be a Good Sport
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Jim Black, North American
regional manager and Denver
England,national sales manager for
Madico were in attendance at the
open house.

WINDOW FILM magazine
recently visited the
Madico Mid-America
distribution offices in
Dallas,Texas.

Misty Sherman (left) and Jason Suqua (right)
both handle customer service for the office.

Dallas branch manager Candy
Wirsching. WF

Madico Mid-America in Dallas,
Texas, recently hosted an
open house.

More than 70 people attended the
event where attendees learned
about Madico’s new Decolite™ and
Solution Series films, the Sunscape
designer film program, Wincos auto-
motive film, new marketing efforts
and available support as well as
experienced a virtual factory tour.
The open house also included

automotive and flat glass tinting
competitions.
Officials for Madico say the open

house events “proved to be a suc-
cess and created a great atmos-
phere for Madico representatives to
meet with both current and poten-
tial customers to discuss the latest
happening at Madico and in the win-
dow film industry as a whole.”

Madico Mid-America
Dallas,Texas
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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™.

“Baltimore Will Charm You!”

 

Now in 

Our 14
th

Year!

FREE
TRADE SHOW
ADMISSION

Free Trade Show Admission Compliments of: Passes NOT VALID for non-sponsoring or non-exhibiting
industry suppliers or anyone under 18 years of age.

SHOW HOURS:
Tue: 3:00 p.m. - 7:00 p.m.
Wed: 2:00 p.m. - 7:00 p.m.
Thu: 10:00 a.m. - 2:00 p.m.

 

 

October 7-9, 2014

Baltimore Convention Center

Baltimore Marriott 
Inner Harbor at Camden Yards

Visit www.windowfilmmag.com/wfct or call 540/720-5584 to learn more

October 7-9, 2014
Baltimore Convention Center
Baltimore Marriott Inner Harbor at Camden Yards
Baltimore, Maryland
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The ASWF manufacturing procedure utilizes a single-pass process.

Reimagining the window film
manufacturing process is
what some would call taking
a gamble. But Michael Martin,
the president of American
Standard Window Film
(ASWF), calls it a sure bet.

That Comes Standard
ASWF Shows Innovative Approach to Manufacturing
by Casey Neeley

Michael Martin,
president, created
the single-pass
process used at
ASWF.
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After the film is cut, one man tapes the film and a second covers it in a protective sleeve.

The company’s 50,000 square foot manufacturing
facility, which produces both automotive and
architectural films, located near the Nellis Air

Force Base in Las Vegas, houses more than just 50
employees (the company also has a Glendale, Calif., sales
office). Inside the plant, which runs 24 hours a day on two
12-hour shifts, is machinery Martin envisioned in 2003,
which he was told wasn’t possible.
“If you’d asked someone five years ago if they could

build this machine and do this process they would have
said it was impossible,” he states. “We jumpedupone day

in the desert and caught them all flatfooted. Now they’ve
got to catch up.”
The once-overlooked machinery featured in the ASWF

plant is impressive, creating both automotive and archi-
tectural films.
“We’ve created a single-pass manufacturing opera-

tion so we minimize both solid and chemical waste,”
Martin says. “It allows us to be much more competi-
tive in prices.”

continued on page 34
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After the film is taped and wrapped, it is sent down a conveyor belt where it is then boxed and made ready
for retail.

He adds, “Most companies have about 75-82 per-
cent yield. We’re running about a 95 yield.”

One of the biggest advantages of its manufacturing,
Martin says, is that its products are American-made.

“Currently we export more film than we sell domes-
tically,” he says. “Even in China they view American-
made film as the top of the heap ... We kind of hope it
stays that way.”

So just how do they do it?
The machine, which puts out about one thousand

rolls of film a day when it is running at a moderate
speed, is really many different machines and process-
es functioning in harmony.

“This is probably the biggest coating line that
makes window film,” Martin says. “We’ve taken
three coating process and a slitting process and
jammed it into one machine.”

While operating, the machine continuously

unwinds rolls of film—as soon as one runs out
another changes over.

The machine is designed to apply three coatings
and combine three films into a finished product.

Operated by a touchscreen system, the machine
can be run in discrete sections rather than having to
turn on the entire process.

Following the final lamination, the film heads
through the machine vision inspection area where
cameras review it for any defects. The camera looks
for discrete flaws, records them and then “decides” if
the film passes the inspection. Martin says the num-
ber of defects found typically is low and the camera
inspection process helps maintain a consistent level
of quality.

“Some manufacturing processes make quality calls
30 different ways because it’s people reviewing,” he
says. “When you make a big roll and don’t inspect it

That Comes Standard continued from page 33
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In a matter of 60 seconds, the film that comes off of the manufacturing line is taped,wrapped,boxed and ready
to be sold, either in shipments or to walk-in customers.

until days or weeks later and realize you’ve made a
mistake, that’s a lot of waste.”

The machine winds 100-foot rolls without stop-
ping. As soon as the film is cut, one technician
tapes the edges, then another slides a sleeve over
the film before sending on a conveyer belt to anoth-
er technician waiting to insert the roll into its box.
The entire process, from the time the film is cut to
until its fully packaged, takes less than 60 seconds,
using only a four-man team. One person assembles
the boxes in which the film will be packaged. In
under a minute, the film is ready to be stored in the
warehouse or sold at retail.

Quality assurance personnel give the film a second
look at a light box, as well as doing checks of the curl of
the film to make sure it lays flat once the silicone liner
is removed. They also measure light density and rub
the film with steel wool to check the scratch-resistance.

Martin says he and his team are happy to share any
sort of manufacturing advice with their American-
based competitors.

The company is so confident in its process that it
even has a video explaining it on YouTube.

It’s that sort of thinking that has helped the compa-
ny become successful. ASWF retail operations are con-
ducted in the same building as the manufacturing and
have become so popular that the company has had to
open a 5,000 square foot retail center in another part
of Las Vegas. Walk-ins are frequent.

Continuing to look forward, Martin says his compa-
ny would consider investing in future manufacturing
opportunities for additional capacity.

Carving a niche spot within the industry as a for-
ward-thinking manufacturer seems to have served the
company well so far. “We’re the only guys doing this,”
says Martin. WF
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Once again, it’s time for members of the win-
dow film industry to “Just Roll With It” at the
2014 International Window Film Conference and
Tint-Off™ (WFCT), sponsored by WINDOW FILM
magazine.
WFCT will be held October 7-9, 2014, at

the Baltimore Convention Center. Now in its
14th year, the annual event will bring together
all aspects of the window film industry.
Automotive, architectural, decorative, security,
paint protection films and more will be on dis-
play, discussed in seminars and incorporated
within demonstrations and competitions.
Keep reading to see what’s new with this

year’s event.

Register Now to Attend and Compete
at the 2014 International Window Film

Conference and Tint-Off™

We’ll Leave the Light On
Our host hotel, the Baltimore

Marriott Inner Harbor at Camden Yards,
is offering WFCT attendees discounted
room rates available on a first-come,
first-served basis. The attendee rate is
$149 USD per night, plus tax for single
room, double occupancy and the room
block is now open.
Visit http://bit.ly/1h9NkMX to book your room online using the

code WFCWFCA to get the group rate.
You can also book your reservation over

the phone by calling 800/228-9290. Ask for
the window film conference room block at
the Baltimore Marriott Inner Harbor at
Camden Yards in Baltimore, Md., and give
the code WFCWFCA.
For suites, meeting rooms or other

premium rooms, please contact Holly
Biller at 540/602-3251, or by email at
hbiller@glass.com.

36 WINDOW FILM www.windowfilmmag.com
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As a result of the overwhelming number of attendees and competitors at the 2013 International Window Film
Conference and Tint-Off™, show management has decided to expand its current prize packages for the 2014 Tint-Off™
competitions. Additionally, a Paint Protection Film (PPF) Division has been added to the Tint-Offs.

In the PPF Division, first place will receive $5,000, a gold medal and trophy, as well as bragging rights as the “World’s
Best Paint Protection Film Installer.” Second will take home $2,500 and a silver medal and third receives $1,000 and a
bronze medal.

In the Architectural Division, first place will receive
$5,000, a gold medal and trophy, as well as bragging
rights as the “World’s Best Architectural Window
Film Tinter.” Second will take home $2,500 and a sil-
ver medal and third receives $1,000 and a bronze
medal.

The first-place winner for the Automotive Division
will receive the grand prize of $10,000, a gold medal
and trophy, as well as bragging rights as the “World’s
Best Automotive Window Film Tinter.” Second
receives $5,000 as well as a silver medal and third-
place winner will get $2,500 and a bronze medal.

The registration deadline for contestants is August
15 and onsite registrations to compete are not per-
mitted. Contact Competition Coordinator Tricia
Lopez by phone at 540/602-3257 or email at
tlopez@glass.com with any questions.

Raising the Stakes

Show Your
Support
If you are interested in

sponsoring and holding a
booth space with companies
such as Eastman Chemical
Co., Solar Gard®, Madico
Window Film, Interwest
Distribution Co., Maxpro

Window Film and HanitaTek,
among many others, at the
2014 WFCT, contact Holly

Biller at 540/602-3251, or by
email at hbiller@glass.com.

continued on page 38

Meet Tricia Lopez
Competition Coordinator

• My hometown is Plano, Texas. I have a “Texas
Born, Texas Proud” poster up in my office!

• I received my bachelor’s in marketing from
the University of North Texas and a graduate
certificate in web design and online commu-
nications.

• I am a proud Marine Corps spouse and
mother to three crazy dogs.

• I am an AmeriCorps Alum and dedicated a
year volunteering for the Affordable Housing
and Homeless Alliance as a client advocate and coordinator of an empow-
erment program.

• I am obsessed with Ellen DeGeneres and Jimmy Fallon, and I would prob-
ably pass out if I ever meet either of them.  

• I shadowed the past competition coordinator at last year’s event and am
excited to see the level of talent in store for the Baltimore competitions!
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Register to Compete
Please complete the following to register to compete in the International Window Film
Conference and Tint-Off™ 2014. You must register by August 15. Absolutely no regis-
trations will be accepted after this date. You may not register onsite to compete.
Companies may only register up to three contestants – all others will be placed on a
waiting list. Contestants are accepted on a first-come, first-served basis. Space is limited
so register early. Please return the completed form by mail to the International Window
Film Conference and Tint-Off™ 2014, c/o WINDOW FILM magazine, P.O. Box 569,
Garrisonville, VA 22463, email registration@windowfilmmag.com or fax it to 540/720-
5687. You may also register to compete online at www.windowfilmmag.com/wfct. 

This form is ONLY if you want to compete, as well as attend the International Window Film Conference 
and Tint-Off™.  Please type or print clearly.
Company Name: ____________________________Contact Name: ______________________________________
Address: _______________________________________________________________________________________
City: _______________________________________State/Province:_______________Zip/Postal: ______________
Country:___________________________________________Phone: ____________________Fax: ______________
Email: ___________________________________________Website: ______________________________________

 

Please return the completed form by mail to 
WINDOW FILM magazine
P.O. Box 569, Garrisonville, VA 22463 
or fax it to 540/720-5687

Questions or Comments: 
Please contact International Window Film
Conference and Tint-Off™ c/o WINDOW FILM
magazine, P.O. Box 569, Garrisonville, VA 22463
or call us at 540/720-5584, fax 540/720-5687 or
email competitions@windowfilmmag.com.

*These items are required to process a credit card payment. Payments and 
registrations will not be processed unless all information is complete.

Cancellations and Refunds: 
All requests for cancellations and/or refunds must be received in writing 
by August 29, 2014, and are subject to a $50 administration fee. 
No refunds can be given after this date. 

Method of Payment

� Company check enclosed. 
(made payable in U.S. Dollars to Event Management 
c/o WINDOW FILM magazine)

� MasterCard     � Visa     � American Express

Credit Card #: ___________________________________

Exp. Date:___________________CVV#: ______________
(3-digit number on the back of the credit card or 4-digit number on the front of AMEX)

*Name on Account: _______________________________

*Signature: ______________________________________

*Email:__________________________________________

*Phone: _________________________________________

For additional people from the same company, please
copy this form.

Includes admission to all seminars, workshops, social events, one ticket to the Gala Awards Reception and Ceremony and access to the WFCT
Exhibition/Extravaganza where the competitions will be held. Contestants may register guests to attend the competition at a fee of $149 per per-
son. Each guest must accompany a competing technician and may register online or onsite. The guest will receive one Gala Award ticket. 

International Window Film Tint-OffTM – Architectural Division

Registration ends 
August 15 Onsite Pricing

Contestant � $450 Not Applicable

WINDOW FILM Subscriber Contestant � $399 Not Applicable

Guest of Competing Tinter - Gala Ticket Included � $149 � $149 
International Window Film Tint-OffTM – Automotive Division

Contestant � $450 Not Applicable

WINDOW FILM Subscriber Contestant � $399 Not Applicable

Guest of Competing Tinter - Gala Ticket Included � $149 � $149 
International Window Film Tint-OffTM – Paint Protection Film Division

Contestant � $450 Not Applicable

WINDOW FILM Subscriber Contestant � $399 Not Applicable

Guest of Competing Tinter - Gala Ticket Included � $149 � $149 
International Window Film Tint-OffTM – Any 2 Divisions

Contestant � $850 Not Applicable

WINDOW FILM Subscriber Contestant � $750 Not Applicable

Guest of Competing Tinter - Gala Ticket Included � $149 � $149 
International Window Film Tint-OffTM – All 3 Divisions

Contestant � $1,200 Not Applicable

WINDOW FILM Subscriber Contestant � $1,050 Not Applicable

Guest of Competing Tinter - Gala Ticket Included � $1490 � $149 

What manufacturer and type of film 
do you prefer for the Architectural Division?
What manufacturer and type of film 
do you prefer for the Automotive Division?
What manufacturer and type of film 
do you prefer for the Paint Protection Film Division?
Amount Total (Must be submitted in full no later than August 15) $______________

Every contestant MUST fill out the bio questionnaire following their successful registra-
tion in order to insure their spot in the competition is secured. Contestants who do not
fill out the bio questionnaire will be added to the waiting list. You can find this form by
visiting http://www.windowfilmmag.com/wfct/contestant_bio.php. 

Children (0-17 years old) Trade Show Only � $69 � $99
Full Name of Guest: 
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Register to Attend
Please complete the following to register to attend the 2014 International
Window Film Conference and Tint-Off ™ (WFCT). Pre-registration ends
September 15, and any registrations received after September 15 will be
considered onsite with the increased fees. Forms must be filled out com-
pletely to be registered for the conference. Please return the completed form
by mail to the International Window Film Conference and Tint-Off™ 
c/o WINDOW FILM magazine, P.O. Box 569, Garrisonville, VA 22463, email
registration@windowfilmmag.com or fax it to 540/720-5687. For faster
service, you may also register online at www.windowfilmmag.com/wfct.

Please write your company information as you would like it to appear on your badge.  
This form is NOT for competing.  Please type or print clearly.
Company Name:____________________________Contact Name:_______________________________________
Address: _______________________________________________________________________________________
City: _______________________________________State/Province:_______________Zip/Postal:_______________
Country: __________________________________________Phone: ____________________Fax:_______________
Email: ___________________________________________Website:_______________________________________
� Check here if you do not want your information shared with our sponsoring associations.

Method of Payment

� Company check enclosed. 
(made payable in U.S. Dollars to Event Management c/o 
WINDOW FILM magazine)

� MasterCard     � Visa     � American Express
Credit Card #: __________________________________
Exp. Date:___________________CVV#: _____________

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

*Name on Account: ______________________________

*Signature:______________________________________

*Email: _________________________________________

*Phone: ________________________________________

Please return the completed form by mail to 
WINDOW FILM magazine
P.O. Box 569, Garrisonville, VA 22463 
or fax it to 540/720-5687

Questions or Comments: 
Please contact International Window Film
Conference and Tint-Off™ c/o WINDOW FILM
magazine, P.O. Box 569, Garrisonville, VA 22463
or call us at 540/720-5584, fax 540/720-5687 or
email registration@windowfilmmag.com.

Registration Type (for non-supplier attendees only)

International Window Film Conference and Tint-Off™ Attendee Registration – includes all seminars, workshops, social events and
admittance to the WFCT Exhibition/Extravaganza. Note: The Gala Awards Reception and Ceremony is a separate charge and not
included in the registration fee.

Person Attending Pre-Registration Ends 9/15 Onsite Registration After 9/15

Primary Attendee � $219 � $249

Employee/Spouse (must have primary attendee to select this option) � $179 � $229

Buy Two Get One FREE!

Trade Show Only (includes entrance to WFCT Exhibition/Extravaganza only) � $690 � $990

Children (0-17 years old) For Trade Show Only
Please visit http://windowfilmmag.com/wfct/pdf/WFCT_Children_Policy.pdf 
to view our full Children’s Policy

� $690 � $990

Optional Event (Note: Pre-registration is required for optional event.)

� $79 Gala Awards Ceremony and Reception Ticket 
Thursday, October 9 from 5:00 p.m. – 7:00 p.m. Deadline to buy tickets: September 15. 

� $40 Child’s Gala Awards Ceremony and Reception Ticket 
Thursday, October 9 from 5:00 p.m. – 7:00 p.m. Deadline to buy tickets: September 15. 

Amount Total $ ______________________ For additional people from the same company, please copy this form.

 

*These items are required to process a credit card payment. Payments and 
registrations will not be processed unless all information is complete.
Cancellations and Refunds: 
All requests for cancellations and/or refunds must be received in writing 
by August 29, 2014, and are subject to a $50 administration fee. 
No refunds can be given after this date. 

Search Archives E-Mail Subscribe

I<      <      >      >I 

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

Zoom   Fit     +   –Product Information

mailto:registration@windowfilmmag.com
http://www.windowfilmmag.com/wfct
http://windowfilmmag.com/wfct/pdf/WFCT_Children_Policy.pdf
mailto:registration@windowfilmmag.com
http://www.windowfilmmag.com
http://products.windowfilmmag.com/
http://www.windowfilmmag.com/digital
https://www.cdsreportnow.com/renew/now?WFM


40 WINDOW FILM www.windowfilmmag.com

The Duality of Vehicle Wraps—
Tips for Both Sides of Installations

Best
Both of 
WORLDS

There are two sides to every coin. For vehicle and fleet wraps these two sides are
design and installation. Whether you’re looking for information to help you train
new technicians, or looking to boost your marketing and graphic design services
for customers, here are some tips from industry insiders.

Make sure you have a clean, well-lit and climate-con-
trolled location for your installation. There is nothing
worse than spending
hours cleaning the vehi-
cle only to have dust
caught under the wrap
because dirt from the
floor somehow got onto
the vehicle. Good light-
ing will help ensure that
you are able to see your
squeegee strokes and
avoid missing areas dur-
ing the install. In the
end, this will save time
because you won’t have
to go back and redo
work you have already
completed.

Molly Waters, technical spe-

cialist for Avery Dennison

Graphics Solutions shares

her best tips for a successful

vehicle wrap installation.

In today’s world, every-

one is in such a rush to

finish the task at hand

and move on to the next thing. Rushing into

a vehicle wrap without proper preparation

could result in a much lengthier project than

if you take a few extra steps and make a plan

up front. 

Location,
Location,
Location

WRAP IT UP
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Take a few minutes to walk around
and study the vehicle. How big are

the mirrors and door handles? These tend to stand out
from the car and can make an installation much more diffi-
cult. If they can be removed easily, it is a good idea to take
them off. Spending 15-20 minutes removing them can
save you more than that in time and aggravation. Also,
removing these will make the wrap look much cleaner. 
Use this time to identify areas that will be difficult to

apply the vinyl. This includes bumpers and back quarter
panels of vehicles such as the Chevrolet HHR that have
taillights that are hard to work around. You may decide
that removing the headlight and taillights will also help you
improve your speed and overall quality. If you are doing a
full-color change wrap, removing the bumpers is another
consideration. 

Note:  Please be cautious when disassembling a
vehicle and make sure you or someone available can
properly reassemble the vehicle. 

Your Brand May be
What’s Keeping
Customers Away
It’s sad but true. If you’re a

vehicle wrap company, you
may be driving your cus-
tomers away with the most
visible aspect of your portfo-
lio—your mobile van.
What sort of wrap do you

have installed on your compa-
ny vehicle? Is it one that accu-
rately portrays an attractive

brand to consumers? If not, it could be one reason why
you aren’t pulling in some of the high-scale clientele
you expect.
WINDOW FILM magazine spoke to Dan Antonelli, CEO

and creative director of New Jersey advertising agency
Graphic D-Signs Inc. and author of Building a Big Small
Business Brand. His company helps design branding

Start with a
Clean and 
Dry Canvas

Ideally, a customer will drop off the vehicle the night prior
to the wrap installation. This gives you time to run the car

through a car wash to get all
of the heavy dirt and debris
off of the vehicle. If this is not
possible, I suggest you
request the customer bring in
a clean vehicle and advise
against wax and Armor All
treatment on the tires. You
don’t want to add contami-
nants such as silicone
because they are difficult to
remove. 

Make a Plan 
of Attack

continued on page 42

An Inconvenient Truth

Avery Dennison showcases
its vinyl wrap installations
at trade shows around the
world.

Antonelli says this AC Daughtry Security Services
redesigned brand and truck wrap design for a New
Jersey-based security company is one of the
company’s better wrap designs, showing how
simple, iconic graphics work best.
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continued on page 42
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Those of you who do any wood-
working will know what I mean

here. Before peeling the liner and starting to stick down
the graphics, it is a good idea
to put the panels into place
using tape or magnets. This
important step will help you
confirm that you have all of the
panels for the wrap. It will also
help confirm that the panels
are the correct size. I’ve heard
several horror stories from
installers where a completely
different vehicle is sent for the
installation and the graphics
were not the right size. Many
times the installer can make it
work, but only if this is caught
ahead of time. 

“Dry Fit”
the Graphics

If you haven’t already done so
now is the time to get those door
handles and mirrors off and out

of the way. You will be
happy you did.

Remove
Obstructions

WRAP IT UP
continued from page 41

for vehicle wraps, among other services. According to
Antonelli, you might be your own worst enemy.

The Fast Five
Antonelli offered five major tips for establishing your

company as vinyl wrap and branding authority. First, he
says, companies have to start with a great brand.
“It’s so critical that your branding is communicating the

right message. If the logo doesn’t work for that medium,
you really miss an opportunity to deliver something that’s
really going to help your brand. A lot of guys have logos
that have evolved over time, or don’t work well. Make
sure your logo communicates great brand promise,” he
says.
Secondly, Antonelli notes that he does not advocate

using photography wrap marketing. “It comes at the
expense of the brand. You see truck wraps that use pho-
tography that fails to reinforce who that company is
behind the photo. When McDonalds uses a photo of a
Big Mac, that’s okay because you know that image, but
for vans, a photo of a house or a car doesn’t represent
your brand.”
Antonelli’s third tip is to limit the amount of copy used

on a marketing wrap. “You see a lot of truck wraps today
with a ton of wording,” he says. “Somebody driving by
quickly isn’t going to be able to remember all of those

bullet points. We recommend a brand, tagline, web
address and phone number. It’s the same criteria you’d
expect if it was a billboard on the side of a highway.”
His fourth piece of advice is to design your branding to

stand out, not fit in. “Cut down on the visual noise,”
Antonelli notes, citing flames and neon colors as con-
tributors. “It will typically stand out more than other truck
wraps these days because so many people put so much
on their wraps … effects they think look cool. But most
people aren’t going to know what that company is repre-
senting [brand-wise].”
Lastly, Antonelli’s fifth suggestion is, to design a brand,

simple and obvious is good. “If the viewer needs to work
too hard to figure out the primary brand message, then it
is a lost opportunity. Does the wrap effectively communi-
cate what the company does and can I discern that when
quickly driving past?” he asks.

Quick Tip:
“Ask questions about the art that’s being created

and make sure it is not ‘ClipArt.’ Most people don’t
realize that a brand that’s based on ClipArt, you have
no legal rights to it,” says Antonelli.

Justin Pate completes
a vehicle wrap
demonstration at a
recent trade show
using Avery Dennison
vinyl films.
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At this point it is assumed the vehicle is already rela-
tively clean. All of the visible road grime, bugs and tar
should already be removed from the vehicle. This final
step is intended to remove any remaining dust, wax or
contaminants that might prevent the film from sticking to
the vehicle. A 50/50 mix of white vinegar and water can

help remove any
other contaminants
and the final cleaning
should be completed
using isopropyl alco-
hol and a lint-free
cloth. Be sure to wrap
the towel around your
squeegee and clean
the recessed areas
and gaps between
bodylines.

Final
Clean

This is the step everyone is so
anxious to begin. If you have pre-

pared properly, the installation should go well. The key
here is to take your time and, if possible, get a helper. A
second set of hands will be useful when removing the liner
and positioning large panels.  

Remember your plan of attack. Does it make sense to
start at the top and work down or in the middle and work
outward?  Pay attention to the vinyl and how it is moving.
You will see stress start to appear well before the tiny wrin-
kles start to show up. Make sure you overlap the
squeegee strokes to avoid creating any air pockets, apply
heat to soften the film and relieve stress as necessary. 

Once the panel is applied it is time to trim away the
excess film. For me, trimming is the most tedious and dif-
ficult part of doing a wrap. Take your time and think twice
before trimming away excess vinyl or making relief cuts so
you avoid any mis-cuts. A slight mis-cut can cause the
paint from the vehicle to be visible and possibly ruin all of
your hard work applying the wrap. 

Application
and Trimming

Make It Work
So just how can you utilize these tips, both for your

company brand and your wrap customers? Start with
analyzing your company’s message.

“We like to think about branding as something
that sets the level of expectation someone may
have,” Antonelli states. “When you have a positive
brand experience, people expect a higher level
from you. If I knew nothing else about a company
than what I saw on a business card, I could have a

continued on page 44

This Blanton’s Heating &Air
truck wrap design for a
heating and air conditioning
company in Fayetteville,N.C.,
also exemplifies Antonelli’s
vehicle marketing approach.
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continued on page 44

76.4% of respondents to the 
2013 SGIA benchmark survey 
produce “vehicle graphics,” 
which includes perforated 

window films. Both segments are 
considered strong growth areas.

76.4%
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WRAP IT UP
continued from page 43

Once the graphics are completely installed and the
trimming is complete, it is time for post heating and
inspection. Be sure to post heat all of the areas where
you stretched the vinyl. This will help ensure the vinyl will
stay in place. Post-heat the edges of the film to ensure a
good bond to the surface and minimize any risk of edge-
lifting. Many of the installers doing the high-end paint
replacement wraps will take an additional step and use
the heat gun on the entire vehicle to help find small air
pockets so they can be pressed down with your thumb
or squeegee. 

Inspection
and 
Post Heat

Once the installation is completed, it is time to put
everything back together. Take your time on this step to
make sure all the screws and bolts are tight and panels
are secure. The final step should be to wipe down the
vehicle to remove all of your fingerprints and squeegee
marks. I like to use a cleaner and spray wax like
Croftgate’s Aquinil (formulas for matte or gloss films
available) or Turtle Wax Ice (for gloss only) to do my final
clean. This accomplishes two things; first, it cleans all of
the fingerprints and smudges off of the vehicle. Second,
it adds a protective layer to the vehicle to help prevent
dust, dirt, pollen and other contaminants such as tree
sap from sticking to the vinyl. 

It is always a good idea to reference application
instructions supplied by your vinyl manufacturer. These
instructions will also give you guidelines in recommend-
ed ambient and post-heating temperatures. 

Reassemble
and 
Clean Up

An Inconvenient Truth continued from page 43

negative or neutral impression ... which is the case
with about 90 percent of consumers. What would
happen if the first impression was a positive impres-
sion? The consumer who is considering that com-
pany has already established in their minds that the
company is more reputable than some of their com-
petitors.”

To start, Antonelli says that the branding on your
website, uniform, truck, email and all other compa-
ny items needs to be consistent. “Deliver the same
branding. It helps to establish perception. We
always stress that every consumer touch-point com-
municates the same consistent messaging.”

The first step is figuring out exactly what you want
to say.

“When we’re designing, we start with a creative
brief to establish the parameters and what our
brand promise will be,” says Antonelli. “What is the
perception of the business they want to give off? Do
they want to look like a franchise, a small business,
a premium brand? Ask that to align what kind of
direction you want to take. We use that as a road
map. Another important thing to consider: it’s not
what your brand is today, it’s what you want it to be

years down the road. If you want to attract a certain
type of business, make sure that your brand is
going to communicate that down the road.”

He also notes that just because you like the look
of one particular design doesn’t mean it’s the right
message for your company.

“You do see a lot of business owners who design
brands they like because that’s the benchmark for
them,” Antonelli states. “You want to put your audi-
ence ahead of your personal taste. It’s not as impor-
tant for the business owner to like his own brand as
it is for it to communicate to the audience what his
brand is.”

Nephew art (noun): 
Industry term describing logos and marketing materi-

als “designed” by the customer’s nephew (or any other
relative or friend).

“There are inherent problems if the design was never
done professionally to start,” says Antonelli. “We see a
lot of clients attached to it because their family member
did it, but it’s important to consider what the branding
says and what it communicates about their business.”
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Another point Antonelli makes
is that companies should get too
comfortable with their success.

“In working with some many
companies over the years, they’re
so successful at what they’re
doing but they have a terrible
brand,” he says. “Imagine how
much more success you might
have had if you had a better
brand. They [companies] get
complacent … we’ve worked at
those companies that were suc-
cessful and made them even
more successful after the
rebranding. They think what
they’re working with is fine, why
should the need to change it?”

“In an ideal world, the [in-house]
graphic designer will have a really
good understanding of the market-
ing he’s responsible for,” says
Antonelli. “The challenge is many
companies’ own branding doesn’t
support the premise that they can
do another company’s branding. I
teach people to sell by design, not
square footage. You’re not selling
a commodity, you’re selling a serv-
ice. To get to that point your own
branding needs to reflect that.
They’ve got to walk the walk first
before they can advocate to
clients.”

Becoming the Expert
Once your company has estab-

lished a strong brand and uniform
marketing message, you can begin
offering those services to cus-
tomers.

In addition to having a marketing-
savvy graphic designer in-house who
can help establish a brand identity,
companies need to be able to under-
stand what the customer needs.

“You need to determine what the
client is presenting,” says
Antonelli. “If you can become the
advocate for that customer then
you can establish yourself as a dif-
ferent type of vendor to them.
You’re not just taking what they
have and putting it on a truck for

them, you’re looking at it and say-
ing if it does or doesn’t work.”

He adds that he’ll tell clients to
send him the logo they plan to use
and he’ll decide if it’s something his
company can work with. “Much of
the time I can’t work with it, so I’ll tell
them I’d love to help them but this
won’t work for you. Then I explain
that we’d love to help them design
something that will. We’re advocat-
ing for them rather than just doing

what we’re asked.”
“There’s two schools of

thoughts,” Antonelli adds. “You
can take the money and give
them what they want, but not what
they need. Or you can say that
you don’t want your company to
be represented by that work. If
you want to be represented by
really good design work, you don’t
want to put wraps out there that
don’t have good design.” WF
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As a window film shop owner it can be a precarious
balancing act finding the right add-on services for your
company to offer. What’s a dealer to do?

For starters, you can look to other industry members
to see what they’re doing. Additionally, you can take
our quiz to see which film segment could be a match
made in heaven for your company.

Looking for
My Plus-One
Which Add-On Services are Right for Your Company?

What Are 
Others Doing?

We asked installers what their top 
add-on services were by segment. 

Here’s what they had to say.

Automotive:
“Headlight restoration, filed edges, 

IR windshield films.”
—James Bruhn, Perfection Window Tint Plus, Dover, Del.

“PPF and vinyl—decals, wraps, 
banners and magnets.”

—Devin Hardwick, Devin’s Window Tinting, Jacksonville, Fla.

“Remote starts.”
—Joe D’Onofrio, Tint-Fellas-Inc., Patchogue, N.Y.

Architectural:
“Window cleaning.”

—Genesis Glass Tinting, San Diego

“We have had opportunities to do 
wall murals (similar to vehicle wrap) 

for different office buildings, as well as
doing room naming and numbering
(vinyl). Some of it sounds mundane 
but numbering 3-400 rooms can pay 

the bills for a month.”
—Tom Wallace, Showroom Glass Coating,

Plymouth, Mass.

Options:
PPF:
You may want to consider adding on paint protection film
services. Also known as clear bra, paint protection film can
be installed on a variety of areas on a car, be it the front
bumper, hood, rear bumper or whole car. Many high-end
dealerships offer contracts for this service, but also, more
consumers are requesting it.

Vinyl:
Vinyl wraps may be a good option for your company.
Installation is similar to window film, but it does have a
learning curve. Consider looking into training courses and
talk with car dealerships in your area to see if they’re look-
ing for contract work. Consumers also represent a large
segment of the vehicle wrap market. If you decide you’re
interested in the architectural market, vinyl wall murals and
adhering decorative vinyl to glass present other options.

Switchable Films:
Whether you install automotive or architectural films,
switchable films can be used for either application. Also
known as electronically tintable films, they can be installed
in commercial buildings or on high-end vehicles.

Decorative Films:
There’s no shortage of options if you add on decorative
film services. From stock film options from the manufac-
turer to custom film work, including full building wraps and
hand-cut designs, decorative presents a variety of options.
Contact your manufacturer to see what options you may
have available.

Security Films:
If you live in a high-threat or metro area (think New York
City, Washington D.C. or Los Angeles) or receive regular
contracts for government buildings and/or schools, securi-
ty films could be a lucrative add-on service. It is important
to become properly trained and educated about these
films before beginning any sort of sales or installation of
these films. Contact your manufacturer for options.
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My customers often
request custom work

NO
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What Add-On Service Should I Consider?

Automotive Film Architectural Film

Primarily, I install:

I’m willing to devote
the time to a lengthy

installation

I could land high-end
car dealership 
contracts

YES NO YES NO

I only want to do 
automotive-related

services

I only want to do
architectural-related

services

Someone on my team
has electronics and
wiring experience or 
is willing to learn

I want something 
no one else has

YES YES NO
YES

PPF Vinyl Switchable
Films

Decorative
Film

Security
Film

YES NO
I live in a high-threat area
or have the opportunity for
large commercial contracts

YESNO

Automotive or
Architectural?

AbsolutelyNot Necessarily

Not Necessarily

Auto

Both

Arch
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DISTRIBUTORS
Architectural Film

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

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

Geoshield Window Film
8000 GSRI Ave., Bldg. 3000
Baton Rouge, LA 70820
800/234-6133; fax: 225/578-3975
www.geoshieldusa.com

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

Automotive Film

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

Huper Optik International Pte Ltd 
9 North Buona Vista Drive #05-01
The Metropolis Tower 1
Singapore 138588
(65) 6831 3100; fax: (65) 6734 9231

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

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

Decorative Film

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

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

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

FILMS

      Distributor 

FILMS

FILMS
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SuppliersGuide
A Directory of Industry Suppliers

Deadline for July/August 
WINDOW FILM Supplier’sGuide 

is June 6th.
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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

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

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

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

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 WF
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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 

Supplier’s Guide Rates
Basic listings are $495 per year, per listing.
Additional 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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We asked window film shop owners and managers for their best advice
when selecting new machinery. Here’s what they had to say:

“Jaguar plotter—cheaper than Graphtec and Roland and works great. There’s nothing wrong with
the others, we own all three.” —Randy Sayen, Custom Sounds, Austin, Texas

“Get the best you can afford! We have a Jaguar and it’s great, but I would have bought a Roland if it
was in the budget. I do not buy cheap tools. What happens if it breaks?”

—Spencer Richardson, Distinctive Ride, Wasilla, Alaska

“For printers, a Mimaki jvc 30 produces awesome large format prints for signs and wraps, but don’t
think you can buy one and start spitting out wraps—the learning curve is tremendous!”

—Scott Smith, Tint and Designs of Mineola, Mineola, Texas

“First, you should ask yourself if you will only be doing a couple of plots a week. If so look for a very
basic plotter. If you are looking for a plotter that will be used many times throughout the day for tint,
vinyl, etc., there are three things you should consider when buying a plotter: tracking ability, cutting
speed and cutting force.  Another thing to keep in mind is if this will be your first plotter or you’re
just starting out, maybe another wonderful option is buying a good used plotter. Happy hunting!”

—Jahmal Davis, owner at All Shade Glass Tinting, Corona, Calif.

TintTips
Marketing News � Edited by Casey Neeley

Two out of five window film shop owners use 
neither a plotter nor a slitter.

50 WINDOW FILM www.windowfilmmag.com

Buying Machinery
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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

September 22-25, 2014
NFRC Fall Membership Meeting
Sponsored by the National
Fenestration Rating Council
Delta Victoria Hotel
Victoria, British Columbia
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

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

ARCHITECTURAL FILM EVENTS
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
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

October 22-24, 2014
Greenbuild Expo
Organized by the 
U.S. Green Building Council
New Orleans Convention Center
New Orleans
Contact: www.greenbuildexpo.org WF

OnTheHorizon
Industry Events
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ADVERTISING INDEX
Page Company Phone Fax Web Address

Have an event you’d like listed 
in the next issue?  Send your events

to the editor: Casey Neeley, 
at cneeley@glass.com.

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

26-27 Aegis Films 800/438-8468 770/417-1381 www.aegisfilms.com

C3 A&W Distributors 800/373-1222 214/351-2022 www.apollowindowfilm.com

14-15 Commonwealth Laminating & Coating 888/321-5111 276/632-0173 www.suntekfilms.com

7 CorrectSpec 877/773-2004 Not Available www.correctspec.com

5 Eastman Chemical Co. 423/229-2000 314/674-1950 www.eastman.com

C4 HanitaTek Window Films 800/660-5559 262/754-3776 www.hanitatek.com

31 Int’l Window Film Conference & Tint-Off™ 540/720-5584 540/720-5687 www.windowfilmmag.com/wfct

25 Interwest Distribution Co. Inc. 800/232-8468 303/777-3472 www.interwesttools.com

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

1 Madico 888/887-2022 888/553-8468 www.madico.com

20-21 Maxpro Manufacturing LLC 877/573-3456 Not Available www.maxprofilms.com

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

13 Scorpion Window Film 800/483-9087 765/653-7175 www.scorpionwindowfilm.com

11 Solar Gard 877/273-4364 858/514-4231 www.solargard.com

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

19 Wintech Window Films 888/983-3356 714/522-1448 www.wintechusa.com
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Caleb Silkett, architectural
manager at Midwest
Window Tinting in Kansas

City, Mo., and third-place winner
for the Automotive Division of the
2014 International Window Film
Conference and Tint-Off™, has
spent years establishing himself in
his trade.
“I started tinting windows in

Atlanta for my dad in 1993,” he
says. “I worked for my dad every
summer and winter doing flat
glass. Being young and wanting to
learn how to tint cars, I stopped in
a local tint shop in Kansas
City. The general manager wanted
me to prove to him that I could tint
flat glass and was told to show up
that Saturday at 5:30 am. I showed
up and earned a job.”
Silkett’s passion for learning

the trade led him to pursue train-
ing for free, and ultimately
brought him to where he is today.
“He [the general manager] didn’t

pay me to learn how to tint cars
due to the shop being small,”
Silkett states. “He introduced me
to Brian (the owner of Midwest
Tinting) and I have been working
for him for the last 15 years as
architectural manager. I love
Missouri and will always live here
(sorry Dad.)”
Silkett says his family helps to

keep him grounded, and he hopes to

pass his love of tinting on to his son.
“I have the best wife ever. She is

a Marine and could beat me up if I
said otherwise,” he says. “Joking
aside, she loves to hunt, fish, camp
and enjoy the outdoors with
me. Lionors is the love of my
life. My son Davion is 12 and is a
boy scout. He also enjoys hunting,
fishing and camping. Davion is
training to computer cut patterns
for the summer.”
Citing “a thousand memorable

jobs such as hanging from a roof
and walking 10-inch ledges to tint

windows,” and “hand-cutting grass
out of frost on individual panes,”
Silkett certainly has some experi-
ence under his belt. Next up, he
says he wants to place again in the
upcoming Tint-Off™ competition.
“I want to be the best and be

awarded The World’s Best Tinter,”
he states. “I will be competing in
2014 in the Automotive and
Architectural Divisions in
Baltimore. Watch out; I sleep in my
tinting shoes.
“I was born a tinter,” Silkett

adds. “This is always a tough com-
petition, and there are a lot of great
tinters that I look forward to net-
working (and competing) with.
Good luck everyone.” WF

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.

FilmStars
Installer Profiles � Edited by Casey Neeley

Something to Prove
Caleb Silkett, Midwest WindowTinting, Kansas City, Mo.

Caleb Silkett (left, pictured with Holly Biller, International Window Film
Conference and Tint-OffTM sales director) says he’s ready to repeat his
success from 2013 at the 2014Tint-Off.
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A fter starting out the year on
a positive note, there was
another minor increase in

the Architecture Billings Index
(ABI) in February, according to the
latest report from the American
Institute of Architects (AIA). The
ABI reflects the approximate nine-

to 12-month lead time between
architecture billings and con-
struction spending.
The AIA reported that the

February ABI score was 50.7, up
slightly from a mark of 50.4 in
January. This score reflects an

increase in design services (any score
above 50 indicates an increase in
billings). The new projects inquiry
index was 56.8, down from the reading
of 58.5 the previous month.

ABI Shows Slight Improvement

Northeast
56.7

Midwest
54.7

West 
54.7

South
52.7

ABI Regional Averages 

Dodge Momentum
Index Slips in February

The Dodge Momentum Index fell 2.6
percent in February compared to the
previous month, according to McGraw
Hill Construction, a division of McGraw
Hill Financial. The Momentum Index is a
monthly measure of the first (or initial)
report for nonresidential building proj-
ects in planning, which have been shown
to lead construction spending for non-
residential buildings by a full year.

February’s decline brought the
Momentum Index to 116.5 (2000=100),
down from January’s revised119.7 but

still nearly 20 percent above the year-ear-
lier (February 2012) reading of 97.4,
according to McGraw Hill. The construc-
tion group predicts that the latest
month’s retreat is expected to be a brief
pause in a broader upward trend.

The February Momentum Index saw

contraction in both its main components.
New plans for commercial buildings, usu-
ally the more cyclically sensitive sector,
dropped 1.7 percent while institutional
building fell back by 3.7 percent. On the
commercial side, declines were reported
across all of the major building types.

Dodge Momentum Index (Year 2000=100)

Source: McGraw Hill Construction Dodge

The Associated Builders and
Contractors’ (ABC) Construction
Backlog Indicator (CBI) hit a post-
recession high in the fourth quarter
of 2013, growing from 8.2 months to
8.3 months (1.3 percent). Compared
to a year ago, the CBI is 3.9 percent
higher—up from 8 months at the
end of 2012. WF

Construction 
Index Hits 

Post-Recession High

February 2013 February 2014
ABI Score

54.9 50.7
New Projects Inquiry Index 
64.8 58.5

Construction Spending
Posts Big Increase

Total construction spending in
January posted the steepest year-
over-year increase since 2006, with
growth in public construction as well
as private residential and nonresiden-
tial spending, according to an analysis
of new Census Bureau data by the
Associated General Contractors of
America (AGC).

Construction put in place totaled
$943 billion in January, 0.1 percent
higher than the December total, which
was revised up $12 billion from the ini-
tial estimate. The January mark was 9.3
percent higher than in January 2013.

Private Residential Construction Spending:

Private Nonresidential Spending: 

Public Construction Spending: 

� 0.2 %

� 0.8 %

� 15 %

� 9.7 %

� 2.5 %

� 11 %
for January over 12 months 

for January over 12 months 

for January over 12 months 

Median Backlog in Months by Construction Segment, Q1 2009 - Q4 2013

Jan. 
2014

Feb. 
2014

% 
Change

Feb. 
2013

Feb. 
2014

Dodge Momentum Index 119.7 116.5 -2.6 102.9 116.5
Commercial Building 116.9 114.9 -1.7 101.3 114.9
Institutional Building 123.1 118.5 -3.7 104.9 118.5

Nationwide
50.7�

The graph provides a look at the median backlog in months of work for the commercial and
institutional construction segments, which peaked in the third quarter of 2011.
Source: Associated Builders and Contractors, Construction Backlog Indicator

Commercial & Institutional
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