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Our Passion
is

Window Film.

To find out more about the “Johnson Window Films Difference,”

contact our friendly and knowledgeable representatives at

800-448-8468.

Johnson Window Films is committed to being
the best professional window film manufacturer and supplier in the

world. We are passionate about our product, our industry, and our

dealer network. Explore the Johnson Difference today.

- Professional quality window films

- Exceptional sales & marketing aides

- Outstanding sales & customer service

- Excellent educational support & training

We offer window films for a variety of markets, including automotive,

residential and commercial, safety and security, and anti-graffiti

surface protection.

A U T O M O T I V E | R E S I D E N T I A L & C O M M E R C I A L | S A F E T Y & S E C U R I T Y | A N T I - G R A F F I T I

www.johnsonwindowfi lms.com
800-448-8468 | 310-631-6672

TH E JO H N S O N

WI N D O W FI L M S

DI F F E R E N C E

VISIT US AT THE SEMA SHOW
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Shop www.44TOOLS.com
for everything you need!
Your complete source for Tint Tools, Paint 
Protection supplies and shop favorites:

Knives & Blades
Installation Tools
Paint Protection Film
Scrapers & Blades
Handled Squeegees
Meters & Measuring Tools
Cleaning Tools & Sprayers
Professional Chemicals
Griot’s Professional Car Care Products
Window Tinting & Paint Protection Classes

INTERNATIONAL ORDERS WELCOME
PLEASE CALL 1-614-873-4800

866-448-6657
866-44TOOLS

AQUAPEL is a long lasting glass 
treatment that sheds water 
easily from the surface of  glass. 
(Aquapel is sort of like Rain-x
on steroids). Quick and easy to
install, Aquapel provides a great 
add-on service for you to offer 
your customers. Get them hooked 

on Aquapel and they will come back time and again for 
additional applications.

We carry GRIOT’S GARAGE CAR CARE AND 
DETAILING PRODUCTS. With everything from wheel 
cleaner to a spray on wax, Griot’s Garage provides a 
full line of products to make any vehicle shine.

Olfa® are MASTERS when it comes to making
knives with snap off blades and we are MASTER 
DISTRIBUTORS of OLFA’s product line. Check out our 
huge selection of knives and blades. We are sure that 
you’ll agree -
YOU JUST CAN’T GET ANY BETTER THAN OLFA!
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Call For Catalog

Master Distributors

NEW! 13 Pocket Waist Apron
ED-5706 (Best Selling Apron) 
The 13 Pocket Apron is perfect for all of your tool storage 
needs. With a durable design and a quick release snap 
buckle system; THIS IS THE TOOL APRON THAT 
INSTALLERS HAVE BEEN ASKING FOR.

If you are looking for a way to add extra money to 
your business here are two product lines that you 
need to check out…
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BY DONNA WELLS

Hello and welcome back to
“Ask the Expert.” I hope you
have been enjoying my arti-

cles as much as I have enjoyed writ-
ing them. I appreciate those of you
who have taken the time to send in
questions and I hope my perspec-
tive on business and the window
film industry has enlightened you.

Today’s question is from some-
one who is relatively new to the
industry:

“How do you find your niche in
the window film industry?”

Excellent question. Our
industry has many niches
to choose from and decid-
ing which path to follow
can be confusing and
cumbersome. Though I
cannot decide for you
which path is the correct
one, let me help steer you
through some of the
curves within our industry.

KNOW YOUR BUSINESS
First you have to decide whether

you want to work with automotive
professionals or with homeowners,
contractors and architects. The
answer to this question is where
your niche begins.

Most people enter through the
automotive venue. Let’s face it, for a
few hundred dollars you can own
your very own automotive window
film company. Assuming automotive
is the way you choose to go, now
you have to decide how you can
make a living as an automotive win-

dow film company. Understanding
your market is the key factor in any
niche. You will want to join organiza-
tions that highlight small businesses
and the automotive industry in par-
ticular. Your local Better Business
Bureau, Tops in Professional Sales
Leads Groups, the International
Window Film Association and the
Specialty Equipment Market
Association (SEMA) are excellent
choices. As you become involved
with groups such as these you will
be able to meet other individuals

who share your same interests,
allowing you to exchange business
philosophies, marketing strategies
and gain insight into your niche.

OTHER OPTIONS
Let’s say you want to go the other

way and enter the window film
industry through the residential/
commercial (i.e., flat glass) niche of
the market. This will require a little
more experience, education and
finesse. For example, in some states
this niche of the market requires
you to obtain a contractor’s license,
bonding and commercial insurance.
Once all of the legal paperwork is in
place, you need to decide which
niche of the flat glass market you
would like to specialize in. Whether
it is residential or commercial, these
markets do have some overlap. You
will again need to get involved with

various groups of individuals who
share your same interests, such as
the American Institute of Architects,
the American Society of Interior
Design, as well as local construction
groups. All of these groups have
regional and national conventions
as well as local monthly functions.

DON’T NICHE YOURSELF
Keep in mind that you don’t want

to niche yourself into a pigeon hole.
You want to have some flexibility in
order to accommodate what the

public market is looking
for during various times of
the year. No matter how
much marketing you are
doing, if your niche is too
narrow your phone may
not ring and your door
may not swing open.

One last note regarding
SEMA. I have been attend-

ing the SEMA Show for more than 20
years and have not been involved in
automotive window film sales for
years. The reason I go (and recom-
mend you go as well), is it gives me
the opportunity to connect with oth-
ers from a multitude of industries,
which allows me to grow my busi-
ness. Most window film manufac-
tures attend SEMA and attending will
give you a chance to speak to middle
and upper management who you
might not otherwise get a chance to
meet. (Turn to page 24 for a preview
of just some of what you can expect to
find at this year’s SEMA show.) WF

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

Carving a Niche

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

erogers@glass.com. Individual names
and company names will be withheld
upon request.

“Keep in mind that you don’t want
to niche yourself into a pigeon hole.
You want to have some flexibility in

order to accommodate what the
public market is looking for during

various times of the year.”
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If you are looking for a business that never ceases to amaze people, V-KOOL® window film is the answer.

Originally developed for U.S. aerospace and military use when it was applied on the U.S. Air Force Stealth 
Bomber, and adapted for commercial use, V-KOOL window film is the world's first spectrally selective window 
coating that provides a virtually transparent barrier that helps protect against the sun’s heat and radiation for 
automotive and architectural application.  

Now in more than 28 countries, V-KOOL window film is recognized globally as a leader in providing advanced 
climate control and fuel-efficient solutions through thin film technology for automotive glass. Retrofitted with 
V-KOOL technology, a car is typically expected to derive at least 3% fuel efficiency; reduce 132 kg of carbon 
dioxide per car per annum; and improve passengers’ time to comfort by 25% faster compared to tinted glass 
windows.  To date, 20 million car owners worldwide are enjoying the benefits of up to 94% heat rejection and 
reducing 2.4 million tons of CO2 emission with V-KOOL window film.

The V-KOOL window film retail network is supported by a proven business format in business planning, strategy 
formulation, film distribution, model outlet set-up, inventory planning, marketing and operations support.

Join the V-KOOL window film technological revolution now as an authorized dealer!  We invite you to an Open 
House seminar in Las Vegas, Nevada during SEMA week at the following date and venue:

V-KOOL WINDOW FILM OPEN HOUSE SEMINAR
Thursday, November 4th, 2010

Encore at Wynn Las Vegas
3121 Las Vegas Blvd. South | Las Vegas, NV 89109 

Schubert Meeting Room
Session 1: 9:30am – 11:30am
Session 2: 2:00pm - 4:00pm

Limited seats available.  RSVP required at info-me@v-kool.com or call 1-888-833-3169

Join Our Fast Growing Global Network of 600 Retail Points … And Still Growing

V-KOOL International Pte Ltd
12 Jalan Kilang Barat #06-02 Globamatrix Building Singapore 159354   Tel: (65) 6276 0555   Fax: (65) 6276 8316
www.v-kool.com   Email: info@v-kool.com
© 2010 Solutia Inc., St. Louis, Missouri, USA. All rights reserved. V-KOOL and V-KOOL Logo are trademarks of 
V-KOOL International Pte. Ltd.

EXCLUSIVE SEMINAR

SEMA 2010
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BY MANNY HONDROULIS

So far we have discussed how
PowerPoint and Excel can
have an impact on our window

film businesses. Now we turn our
attention to Access, another com-
ponent of the Microsoft Office
Suite. Access is database software.
An overly simplified explanation of
a database is that it stores informa-
tion that a user inputs where it can
be retrieved at will in various ways.
Imagine storing all of your
prospects and customers into a
database and being able to analyze
that data to learn how and why
your prospects became customers.
With that information you can
determine which marketing strate-
gies worked, what percentage of
your leads were commercial versus
residential and, for example, what
percentage of prospects inquired
about window film for energy sav-
ings versus security benefits. In
addition, you can also modify your
marketing strategy accordingly.

DATABASE COMPONENTS
Think of a spreadsheet and how

it is made of rows and columns
(see related article about Microsoft
Excel on page 10 in the September-
October issue). Well, the same can
be true for a database. Each row of
a database is a record and each
column of a database represents
different aspects of a record.

Let’s walk through the compo-
nents of a simplified database that
tracks your prospects.

Imagine that a prospect is a
record. Each row of data (think in
terms of the spreadsheet) repre-
sents a prospect and each column
represents different aspects of that
prospect. The type of information
you would store in this database

would be detailed contact informa-
tion (name, address, company,
title, telephone number, e-mail),
demographic (gender, marital sta-
tus), reasons for buying (safety,
sun control, glare, fading, lower
utility bills) and so on and so forth.

FILLING IN THE DETAILS
So, how do you enter the data

described above in a database?
You can simply input the data in
the rows and columns of the data-
base or you can use a form to do it.
A form is created in Access and
allows you to input data into the
database in a user-friendly way. In
the non-digital world, a form is
something that you hand out to
collect information or fill out to
give information. It may consist of
fill in the blanks, check boxes, mul-
tiple choice questions and so on.
Imagine a form of a database as the
same thing. You’re presented with
a form on your screen and the
information you input into the
form is then uploaded into the
database. In this case, each
prospect would require a different
form. Your form might ask for the
following information:
• Prospect’s name;
• Prospect’s address;
• Prospect’s contact information

(telephone, e-mail, fax, etc);
• How did the prospect learn about

you? (Yellow Pages, post card,
Internet search, trade show, etc.);

• Why did the prospect contact
you? (smash-and-grab, wind-
storm, furniture fade, glare,
reduce utility bills, control win-
ter heat loss, etc.);

• Application type (residential,
commercial, government,
automotive);

• Glass type (single pane, double
pane, clear, tinted, annealed,
laminated, tempered, etc.); and

• Film type.

RETRIEVING DATA
Now that all of the information is

in the database, how do you
retrieve it? You retrieve the infor-
mation by creating queries. A
query enables you to tell Access
what data you want to retrieve and
why. For example, let’s say there is
a string of burglaries in some near-
by housing developments. You
may want to market to your
prospects who have previously
expressed an interest in window
film for residential applications.
Rather than scrolling through the
contents of your entire database,
you simply set up a query that
retrieves a list of prospects that
have been tagged as residential
customers interested in window
film for smash-and-grab crimes. At
that point you can send a mailer or
make some friendly calls to those
prospects advertising the safety
and security benefits of your win-
dow film against unwanted entry.

Hopefully you can see how hav-
ing detailed information that can
be retrieved in numerous ways can
help you market your business.
The hardest part about using a
database is creating it. The most
mundane part is entering the data.
But once you get over that, the rest
is smooth sailing to a more effec-
tive marketing strategy. WF

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

Managing Prospects with Databases
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Stainless Steel Snap-Off

Utility Knife and Blade

© 2009 World Kitchen, LLC
OLFA is a registered trademark of OLFA Corporation, Japan, under license for use by World Kitchen, LLC.

OLFA knows precision is the key to performance.

That’s why we introduced and perfected the world’s first snap-off blade in 1956,

providing a solution for jobs that require a consistent sharp edge for speed and accuracy.

The cutting edge of an OLFA® snap-off blade is renewable up to 13 times

compared to only once with a conventional blade. And, our blades’ durability,

first-rate craftsmanship, unparalleled sharpness and superior edge-retention

ensure precision performance—time and again.

A popular choice among professionals is our SVR-2 Stainless Steel Snap-Off

Utility Knife and Blade. Perfect for use in moist environments, its slim design,

automatic slide lock and built-in pocket clip/blade snapper makes this a

favorite tool for window tinters.

We like to say it’s the best blade made for the shade.

www.olfa.com

(877) 434-8665 Toll Free
admin@gditools.com

(877) 273-4364 Toll Free
info@solargard.com

(866) 448-6657 Toll Free
www.44tools.com

(800) 448-8468 Toll Free
info@johnsonwindowfilms.com

For more info or to purchase:

PRECISION PERFORMANCE

SVR-2-

Best made cutting tools in the world.®
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President Obama signed the
Small Business Jobs and Credit
Act into law in late September.

The bill is designed to help small
business owners access private
capital to finance expansions and
hire new workers, and would
reward small business investors—
in a long-term attempt to help
small businesses compete with
large corporations.

Industry groups, such as the
International Window Film
Association, feel that the law
could be beneficial for small com-
panies, but have concerns.

“While this should provide funds
to the long list of companies waiting
for loans (two to three year backlog
due to lack of funds) thru the Small

Business Administration, it remains
to be seen just how much credit,
and under what terms, will be made
available to very small companies
with ten or fewer employees. Just
as the TARP package and AARP
stimulus did not result in increased
lending to small businesses and
individuals except for default mort-
gage reworks, this may or may not
have any impact on funding avail-
ability to small businesses like win-
dow film dealers and distributors.
It may take as long as four to six
months before there is any clarity
to these questions.”

The Small Business Lending
Fund Act will establish a $30 billion
fund to boost lending to small busi-
nesses looking to expand their

operations by providing additional
capital to community banks,
according to information from Rep.
Barney Frank (D – Mass.).

CONSUMER NEWS
Fla. Attorney General Issues
Window Film Warning

The Florida Attorney General,
Bill McCollum, has issued a warn-
ing to Florida residents—about

President Signs Small Business
Jobs and Credit Act into Law

THE LATEST INDUSTRY NEWS
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The Riverside Co. in Cleveland,
which purchased SunTek Holding Co.
(Commonwealth Laminating and
Coating Inc. [CLC]) in 2006, has sold
its interest in the company. Jennifer
Phillips Shorr, CLC vice president of
sales and marketing, told WINDOW FILM

magazine that the company has now
partnered with two new investors,
Transportation Resource Partners,
which is associated with the Penske
Automotive Group, and Fenway
Partners.

“These two firms will replace
Riverside and put CLC in a financial
position to double in size over the
next three to five years,” says Shorr.
“CLC/SunTek’s current management
team, including Steve Phillips, our
president/chief executive officer, will
all remain in place. This is a very
exciting time for all employees and
we will continue to focus on provid-
ing the trade with innovative and

competitive products, as well as
exceptional customer service.”

“Riverside played a crucial role in a
remarkable expansion at CLC that
allowed us to take market share and
prepare for the future in the midst of
one of the worst economic downturns
in modern history,” says Steve Phillips.
“Riverside’s capital, support and
appetite for growth allowed us to
expand our production capacity while
increasing our number of distribution
centers and broadening our manufac-
turing capabilities. Riverside has been
an exceptional partner.”

Shorr adds, “The Riverside
Company has been the principle
investor in CLC/SunTek for the past
four and half years. They have done a
terrific job supporting our strong
growth and expansion in both North
America and other parts of the world.”

Stephen Dyke, Riverside partner,
adds,“CLC was a great company when

we invested in it in 2006, and we’re
leaving it in an even better position
today. Our efforts to increase revenues
by investing in growth at CLC have
paid off.Today, CLC offers more prod-
ucts to more markets while still retain-
ing its hard-earned reputation for
exceptional quality and value. The
company is very well positioned to
continue its strong growth trajectory
for years to come.”

The announcement notes that
under Riverside’s stewardship, CLC
made capital investments that signifi-
cantly boosted the company’s produc-
tion capacity and invested in a new
dyed film line that improved product
quality and strengthened its competi-
tive position. The company expanded
its international presence during
Riverside’s ownership period and
expanded its product line, including flat
glass applications in residential and
commercial buildings.

COMPANY NEWS
Riverside Sells Commonwealth; CLC/SunTek Partners with Two New Owners
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window film protection. In a
release from his office, McCollum
stated that consumers need to be
aware that window film has not
been approved by the Florida
Building Code for hurricane protec-
tion of a residential structure.

The Attorney General’s office
claims Florida window film compa-
nies were reportedly saying that
homeowners could receive an
insurance discount by installing
window film. Since window film has
not met the regulations for
approval, insurance companies
may not offer such discounts.

New Questions Are
Raised by Social
Media and Websites

The window film industry has
experienced new cases of mis-
information on the World Wide
Web in the recent months.

In July, WINDOW FILM magazine
published a story about dubious
“information” published on the
Internet that was purportedly writ-
ten by a “home professional.”

The page says, “Thinking about
window film as a way to buff up
your windows’ efficiency? If your
windows are already low emissivity
(low-E), then don’t waste your
time, window film won’t make
much of a difference … And
remember this: films are hard to
remove, and because they can heat
up the glass they may damage your
dual-pane windows.”

However, the website doesn’t
note that this is an “Ask the Pro”
section. To the consumer’s eye it
just looks like factual information.

The information is sourced as
“courtesy of the U.S. Green
Building Council.” After contacting

the U.S. Green Building Council
(USGBC) we received a statement
about the origin of the article.

“The information came from
USGBC’s GreenHomeGuide.com’s
‘Ask a Pro’ section. The Ask a Pro
section is really just a blog where
home professionals post answers to
questions that come in. The
responses are not the opinion of
USGBC and do not reflect any posi-
tion of USGBC. As far as USGBC’s
position on window film, we don’t
have an official one but I can tell you
that window film is a valid strategy
to achieve various LEED credits and
points,” says the statement.

In addition to this, a question on
the Internet on Angie’s List was
brought to WINDOW FILM magazine’s
attention. The question, asked by
independent consultant Roger
Linville (who is listed on Linked In as
being employed by glass manufac-
turer PPG until 2009 and is now an
independent consultant) asked,
“Our front windows face southwest.
We have no shade trees in the front
yard, so we are expecting the front

rooms to get hot this summer. We
also have condensation between the
panes. We plan to replace the glass,
but I am getting conflicting advice.
Should I get low-E glass and rely on
it to block the infrared heat waves,
or get clear glass and have an
infrared-reflective film applied?
Which will give me the best results?”

The answer to Linville’s ques-
tions came from Todd Overpeck at
Glass Doctor who recommended
low-E glass and not film. Within the
response to the question it states,
“Overpeck says adding tinted film
to a clear glass window is a lower-
cost alternative, because it blocks
the sun, but does not stop the heat.
Since the film doesn’t stop the heat
from escaping, you don’t get the
energy savings and your home is
colder in winter,” he says. “Another
advantage to low-E glass is that it’s
clearer than the reflective film.”

It was surprising that after work-
ing for PPG for over 28 years as the
marketing communications man-
ager Linville didn’t know the
answer. WF

PEOPLE NEWS
Solutia Names New President and 
General Manager of Performance Films Division

Solutia Inc. has named Mike Donnelly as president and
general manager of its Performance Films division. Donnelly
most recently served as the president and general manager
of Solutia’s Technical Specialties division and replaces Ray
Kollar who had only been in this role with Solutia since May
2009. While company officials confirmed that Kollar is no
longer with the company, they declined to provide further
details surrounding the personnel change.

Donnelly joined Solutia as part of the Flexsys leadership
team in connection with Solutia’s 2007 acquisition of Flexsys,
where he had been an integral part of the business’ growth and performance
since its inception. He brings nearly 40 years of manufacturing, business and
leadership expertise to Performance Films and will continue to be based at
Solutia’s global headquarters in St. Louis.

Mike Donnelly
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NEW PRODUCTS AND SERVICES

DigiGlass Window Film
Obtains Class “O” Fire Rating

British Isles-based DigiGlass’
Polyethylene terephthalate (PET)
printed window film has earned a
class “O” fire rating. The company
says such a rating recognizes the
product as one that can be legally
installed onto all public surfaces
and is the first “O” rating in the
United Kingdom.

The process to obtain the rating
began when DigiGlass was asked
about installing printed window
film on passenger trains. The cus-
tomer wanted there to be certifica-
tion that would ensure that the
installation would comply with all
safety regulations.

In order to do so the company
set out to reach the class “O” rat-

ing, which would verify to the
public that the safety, security
and branding potential of these
printed window films would be
useful in situations where fire
safety is important to the public
and the customer, such as the pas-
senger trains.
❙❙➤ www.digiglass.com

HanitaTek Updates
i-Phone Application

Updates have been released to
HanitaTek Window Films’ InfoZone
mobile app for the iPhone and
iPod Touch. The updates are
designed to make it possible for
installers to
choose metric
units of meas-
urement and des-
ignate which roll
widths the film
usage estimator
will consider.

The company
says the updates
to the app were
a result of rec-
ommendations
and requests
from installers
who have downloaded and use
the app.
❙❙➤ www.hanitatek.com WF

International 
Window Film 
Conference and
Tint-Off™ 

  

WINDOW FILM

magazine is bringing
back the Tint-Off!
Join us September 15-16, 2011 in

Memphis, Tennessee to see the best
automotive tinters compete for the

title of “World’s Best Tinter.” 
Stay tuned to

www.windowfilmmag.com 
for more details.

Start
Preparing
Now!
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Roland’s Newest Print Job
Roland DGA Corp., based in Irvine, Calif., has released its latest inkjet printer/cut-

ter. The 54-inch VersaUV LEC-540 UV-LED wide-format machine is the third model
in the company’s VersaUV series. The company says it is faster than previous models
and can print configurations of CMYK, white and clear; CMYK, white and white; and
CMYK, clear and clear. The machine has the capability to contour cut almost any sub-
strate up to 1 mm thick and can be used to create large-format window graphics
as well as many other products.  

This new printer/cutter also fea-
tures larger lamps than those used in
previous Roland models. These lamps
can automatically reposition, allowing
for high image quality and high-speed per-
formance, according to the company. 
❙❙➤ www.rolanddga.com
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Please contact us to speak to a knowledgable ASWF 
representative or to schedule a factory tour.

Factory Direct 800-835-9676

California 888-511-5800

Colorado 800-476-2250

Florida 877-711-ASWF

International  702-853-4800

www.aswf.com

A division of Erickson International LLC.

3135 Marco Street, Las Vegas, Nevada 89115Made in USA
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A better environment inside and out.™

Still looking for the missing
piece to the energy puzzle?

Solar Gard® has the answer.
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Partner with Solar Gard for  
the full energy solution.

Carbon negative window films

Certified company carbon footprint

NFRC certified window films

Climate Action Leader

Clinton Climate Initiative

ISO 14001:2004

Full range of energy analysis tools

Free of charge building modelling

Innovative marketing and sales tools

Global brand awareness

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

www.solargard.com

Call Solar Gard now to solve  
the energy puzzle 

1 877 345 9478

www.solargard.com
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Part One of a Two-Part Series

The economy has hit small
businesses hard and entre-
preneurs are looking for

additional ways to boost their busi-
ness. Adding a new service to what
a business already offers can help
increase revenue and bring in new
customers. Tint shop owners must
be careful and research add-ons
before making any decision to pick
up product lines. Car wrapping is
one add-on option that has been
increasing in popularity among
those in the window film industry.

Dave Dorsey, the owner of
Aurora Graphics in Wichita, Kan.,
has worked with wraps since 1980
and has learned a lot about how to
be successful. His company pro-
duces and publishes graphics for
car wraps and Dorsey has seen
how the industry has reacted in the
last 30 years to the needs and
desires of the public.

“[Vehicle wrapping’s] got a lot of
growth potential ahead of it.
People have always liked to per-
sonalize their vehicles—it doesn’t
matter if it’s window tint or custom
wheels and tires. People have
always done it and they will again,”
says Dorsey.

Weighing Options
The first step to considering the

addition of a new service is to
decide if it will provide favorable
margins for a company. The answer
varies depending on how much a
company can invest in wrapping.
Two of the biggest factors in deter-
mining a company’s success will be

accessibility to art/design and pos-
session of equipment.

While the installation of the wrap
is very important to the finished
look, the artwork of the design is key
to giving the vehicle a new look or
marketing that business to other
drivers. Dorsey, whose company is
responsible for thousands of
designs, stresses the importance of
artwork in the car wrapping process.

“When people are out there buy-
ing partials or full wraps, it doesn’t
matter if it’s commercial or person-
al, what they are really buying is
the look because it looks cool,”
stresses Dorsey. “In other words,
what they are buying is the art-
work. The vinyl is a means to trans-
fer that artwork to their vehicle.
Obviously leading with the very

best art that you can is going to be
a big benefit. Other people will see
the car or truck and someone is
going to ask him where he got it
done. If you are doing it right it
will just snowball from
there.”

Artwork becomes
the face of
a vehicle
wrap com-
pany and the
design can
also help mar-
ket companies
who are looking for
new ways to advertise
their services.

Troy Downey, president of APE
Wraps in Coronado, Calif., adds, “In
the beginning I recommend that

“…I tell our students all the time that we’re
not splitting an atom here. It’s not like we
are doing something really in-depth. At the

end of the day it is a sticker on a car.”
—Matt Richart,

co-owner,
Digital EFX

Wrap it Up!
Professionals Share Advice on Vehicle Wraps
by Katie Hodge

Digital EFX, in Louisville, Ky., designed, printed and installed this wrap with
artwork files provided by Aurora Graphics.
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This Ford E350 van was wrapped by
Digital EFX using a design from

Todd McFarlane Productions
that was printed on a

Roland Soljet Pro III printer.

y o u
work with compa-
nies that already

have prefabbed art
so that you are not

re-inventing the wheel
and spending all that time

when you might not get the
client.”

To purchase professionally
designed artwork a company would
be looking at an investment in the
area of $250 for a partial wrap and
around $450 for a full wrap, accord-
ing to Matt Richart, co-owner of
Digital EFX in Louisville, Ky. The
pricing varies depending on loca-
tion and company.

Over time, as it becomes more
affordable, many companies choose
to bring as much of their business
in-house as they can. However,
there is value in keeping your
design and installation separate.
For some that means purchasing
designs from professionals and for

o t h e r s
that means having

someone on staff who only designs.
“The best thing I could recom-

mend is to keep an installer and a
designer separate. You can have
one guy for installs who is very
knowledgeable on installs and have
one very good design guy,” says
Greg Berlatsky, owner of Cutting
Edge Graphics in Marion, Ill.

Once a plan is established to pro-
vide excellent designs, companies
need to begin focusing on how they
are going to manufacture their
product. This is where
printers/cutters become vitally
important to making a profit.

“If someone really wanted to be
successful in vehicle wrapping they
would definitely need to keep every-
thing under one roof and really
invest into the equipment and the
printers and the facility,” Richart
states. “With that said sometimes
you can’t afford all that equipment
at first. Sometimes you don’t know
enough about the industry to invest

in that equipment. We’ve had
times when we have trained
people at our facility and we
will offer our design and print
services at a wholesale rate.
There are other companies that
will do this as well. A company

can say, ‘I like vehicle wrapping
and I just got trained, but let me go
out and try and sell some of this for
a year. I’ll let someone help me
design and let someone help me
print so I can generate enough clien-
tele and business and I can hone in
on my skills to the point where I can
afford a printer, software and com-
puters to do this.’”

Downey agrees.
“There is no reason why you

can’t get someone to convert for
you initially so you can get your
feet wet,” says Downey.

For a new vehicle wrap opera-
tion the cost of manufacturing
wraps depends on location and
amount of business, just as the
cost of artwork will vary.
According to Richart, the average
wrap involves 250-300 square feet
of material. A company purchasing
printed material would find prices
around $8-12 per square foot and
the installation cost would fall
between $2.50-5 per square foot.
Investing in equipment, which
would include a printer, laminator,

The partial wrap was designed and
installed by Xtreme Grafx in Albany,

Ore., and traveled to the SEMA
show for display. It was printed on
Oracal reflective film.

NOVEMBER-DECEMBER 2010 WINDOW FILM 21

continued on page 22
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With artwork provided by Aurora
Graphics, Tony Prior of the Roland
Academy in the United Kingdom
installed film on this smart car.
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computers, and soft-
ware, could cost a
company anywhere
between $55-
75,000. However,
when printing
wraps in house
the cost of materi-
al drops to $2-2.25
per square foot, signif-
icantly less than the $8-
12 to purchase printed
material.

Waiting too long to purchase
equipment could be dangerous for
companies. In order to turn a large
enough profit they will eventually
have to invest in software, comput-
ers, and a printer and Richart rec-
ommends setting a deadline.

“At the end of the day, they are
going to need to set some goals
about purchasing a printer by a
certain time,” encourages Richart.

“You’ve got to be able to manu-
facture your own product to make
any money,” Dorsey agrees. “If you
screw something up you can re-
print just that little piece without
having to replace the whole side or
buy a whole other kit from some-
one else.”

Finding Your Niche
Finding and promoting the ways

that a company stands out can
bring in new business and make
the company memorable. Having
multiple services and skill sets is
one way for a company to find its
niche.

Richart acknowledges that the
skills a tinter has are very similar
to the characteristics needed in a
good vehicle wrapper.

“If I had to hire someone, and I
had a guy who had been in the sign
industry, not the wrap business,
but the sign industry for three or
four years and I had a person out of
design school and I had a window
tinter who had been tinting for

s e v e n
or eight years,

I would hire that win-
dow tinter nine times

out of ten,” says Richart.
“We have found that window tinters
have the patience for it. Secondly,
they understand the detail of vehi-
cle wrapping because window tint-
ing is not just slapping window film
on. The third thing would be that
they are all about quality. They are
spending just as much time getting
these windows detailed, cleaned
and scraped before they even apply
a piece of film. Most people don’t
have that knack or that niche and
window tinters do because they
deal with it on a day-to-day basis.”

Downey agrees that there is
cross-over potential.

“[Tinters] already have an
understanding of materials and the
ins and outs of the installation
aspect,” says Downey. “Some of the
experience that they have with
window films will carry over to the
wrapping of a vehicle. The only dif-
ference is that we are working with
a lot of concave and compound
surfaces that they don’t necessari-
ly see everyday or have ever had to
lay material on, like a fender or a
bumper. Those are the [challenging
aspects to vehicle wrapping] that
give you that uneasy feeling and
that cold sweat in the middle of the
night.”

Having the advantage of prior
experience with film, window tinters
will need to grow their skills in order
to take on the vehicle wrapping
industry. Not only is it possible and

feasible to bring vehicle
wraps in as an added
value, there are also
lots of tools to help
new wrappers develop

into seasoned and
skilled professionals.

Information Mecca
Tinters who are ready to learn to

wrap have many learning opportu-
nities available to them. Training is
available in different formats,
including trade show educational
opportunities.

“Let’s assume a guy doesn’t
know anything about this business.
He’s a window tint guy and he
wants to do it. My suggestion
would be to go to a trade show,”
says Dorsey. “Here is what a guy
will be exposed to at a show. Every
printer manufacturer is going to be
there. All of the ink companies,
including the aftermarket ink com-
panies, will be there. All of the vinyl
companies will be there. There will
be demonstrations going on all
over the place.”

At these shows tinters would
have the opportunity to have con-
versations and ask questions, all in
one building. The chance to talk
with experts and long-time mem-
bers of the wrap industry can
prove valuable for a newcomer.

More in-depth trainings are also
available to those who are new to
vehicle wrapping. For example,
various companies across the
country offer training, led by their
best vehicle wrappers, over a peri-
od of days. One such training pro-
gram is the brain-child of Richart
and, company co-owner, Dallas
Fowler. At Digital EFX they say they
have successfully trained hun-
dreds of wrappers on technique
and skill.

“We would train anybody in the
United States no matter what,”
says Richart. “If we had a window

Wrap it Up!
continued from page 21
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tinter in Sacramento, Calif., who
wanted to pay to learn how to get
into the wrap business we would
be more than happy to train that
person.”

Berlatsky says he walked away
from his training with tons of
information.

“I don’t know that I would have
tried [wrapping] without training,”
says Berlatsky. “In three days I
learned what it would take me a
year to learn otherwise. I got out a
lot of the mistakes that I would
have made.”

While Berlatsky participated in
a comprehensive, three-day train-
ing there are other options avail-
able. The length of training is real-
ly up to the students and how
much time they feel they need and
can afford.

“People ask all the time how long
it will take for them to get trained.
Whether you are building a car,
building a house or applying win-
dow film it’s not how long it takes,
but how many you do,” Richart
says. “There is a decent scale of a
learning curve, but I tell our stu-
dents all the time that we’re not
splitting an atom here. It’s not like
we are doing something really in-
depth. At the end of the day it is a
sticker on a car.”

In addition, many manufacturers
also provide training using their
products or equipment. Arthur
Meeker, managing member of
Xtreme Grafx in Albany, Ore., has
attended trainings from manufac-
turers and says he took a lot of
information home.

“I would recommend going to a
training. Everybody has them now.
If your local warehouse or wherev-
er you buy your vinyl offers a one-
day class you should definitely
take it. That will teach you the
basic fundamentals of how to
[wrap] and then you will be able to
go back to your shop to practice

the best way to do it.”
Wrappers at these workshops

can pick up tricks and different
techniques to working with vehicle
wraps. Taking the skills learned in
training and applying them is the
key to improving performance.

Practice Perfects
Armed with an introduction to

wrapping and perhaps an
advanced class or two, the real
challenge for new wrappers begins
in the shop. Taking the knowledge
gained at trainings and applying it
is a key component to a new wrap-
per’s skills development.

“Education is going to be every-
thing. It will initially give you
enough confidence to go practice,”
says Downey. “Whether that’s prac-
ticing on the old refrigerator in the
garage or wrapping the trash can
or the file cabinet at the shop, all of
those things help because you
don’t have someone watching over
you and you can make mistake
after mistake until you start to feel
some level of, ‘oh, I don’t want to
repeat that problem again.’”

Wrapping, like tinting, is a trade
that requires constant learning and
correction even after years of
installing. Berlatsky comments, “I
don’t think the learning curve ever
really goes away. I think every time
you touch the materials you learn
something.”

In addition to constant practice,
wrappers have to have a keen
understanding of what a finished

project will look like.
“The key is to have in your DNA

some level and some exposure to
the seeking of perfection,” says
Downey. “If you don’t know what

‘finish’ is then you
need to go get

some edu-

cation somewhere at what ‘finish’
looks like. There are so many
people that don’t know what ‘fin-
ish’ is. They have never been to
completion.”

All Wrapped Up
With a combination of education,

tools and careful planning the vehi-
cle wrap industry can prove prof-
itable for a window tinter. There is
unquestionable value in learning
the trade.

Many companies have found
wrapping their company vehicles
to be an effective tool in marketing
and selling a business.

“Hands down, there is no other
means of advertising that will
outdo a vehicle wrap. You pay for it
one time and it will work for you
24/7,” adds Meeker.

By incorporating vehicle wraps
into their businesses, window tin-
ters also open up the opportunity
to expand their customer base for
window tinting as well. The cross-
over opportunity is vast and the
pay-off could be huge, if done
right. WWF

Katie Hodge is an assistant editor for
WINDOW FILM magazine.

Aurora Graphics provided the design for this wrap installed by Alvin Barkeloo
of Wizard Decal in Sunbury, Ohio.
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SEMA Stays Strong

Despite a struggling economy, exhibitors and
attendees won’t give up the chance to see it all
at the Specialty Equipment Market Association’s
(SEMA) annual trade show. Companies from all

over the world will gather in LasVegas to display the best they
have to offer. SEMA, which takes place November 2-5 in Las
Vegas, has divided the more 1,500 exhibitors into 12 sections
to make the show more visitor-friendly.

SEMA also ensures that there are plenty of educational
opportunities available to those in attendance. On the
schedule this year are seminars on topics ranging from
“New Car Buyers’ Aftermarket Intentions” to “Borrowing
Money In Today’s Credit Jungle” to “Stand Out From the
Crowd: DefiningYour Company’sValue Proposition.” And for

those in attendance who learn better hands-on, SEMA also
has an enormous volume of demonstrations taking place on
the show floor.

Entertainment and special guests will grace the stages and
entertain attendees during the show. James Gregory, once
described as “America’s Funniest Man,” will keep the crowd
laughing at the SEMA Industry Awards Banquet. Other special
guests include legendary off-road racer Rod Hall, Stacey David
from SPEED’s show “Gearz,” MTV host Funkmaster Flex, the
“Queen of Cars” Genevieve Chappell and many more.

Even with all the events going on, the highlight of the
show continues to be the exhibitors. Over the next two
pages check out what some of the window film companies
plan to showcase during the week.

Exhibitors and Attendees Continue to Flock to
the Automotive Specialty Products Event
by Katie Hodge

Enjoy the View
Booth #12317- WINTECH

Buena Park, Calif.- based WINTECH will showcase a
few of its film products including NANO technology-
based, environmentally friendly, energy-saving films.
These films are designed to protect the consumer from
the sun’s harmful UV rays and feature spectrally selec-
tive coatings.

In addition, WINTECH will also feature its Lovely
View Design art films. The company says this line, also
referred to as LOVIEW, allows consumers to combine
individuality with function.
❙❙➤ www.wintechfilm.com

continued on page 26

Film Debut
Booth #12225- Sun-Gard

Solamatrix, based in St. Petersburg, Fla., will feature
new additions to its Sun-Gard window film including
the new charcoal automotive window film series. This
1.5 premium-grade film is available in high-perfor-
mance or non-reflective films.

Sun-Gard will also show its new paint protection
product, DefenZall paint protection film, which has a
seven-year manufacturer’s warranty. Both products
will be available for hands-on demonstrations.
❙❙➤ www.solamatrix.com

24 WINDOW FILM www.windowfilmmag.com

Search Archives E-Mail Subscribe

I<      <      >      >I 

Contents© 2010 WINDOW FILM Magazine. All rights reserved. No repro-
duction of any type without expressed written permission.

Zoom   Fit     +   –

http://www.wintechfilm.com
http://www.solamatrix.com
http://www.windowfilmmag.com
http://www.windowfilmmag.com
http://www.usglassmag.com/Window_Film/FilmTOC/TOC.html
https://www.cdsreportnow.com/renew/now?WFM


means

More ProfitsMore Profits

Now here in USA!

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

* Reduce Solar Heat considerably
* Block 99% of harmful UV rays
* Reduce Glare significantly
* Shrink easily 
* Are scratch resistant

• COMPETITIVE
• VAST CHOICE OF TINTS
• FACTORY BACKED WARRANTY

WORLD WIDE SUN CONTROL
45945 Trefoil LN, Unit 142 Sterling VA 20166
Telephone : 703-956-9732 Fax : 703-956-9731
Email: info@worldwidesuncontrol.com

Please visit us at the SEMA show booth 12752

ASK FOR FREE SAMPLE ROLL

www.suncontrolusa.com

Free Delivery by UPSFree Delivery by UPS

Distributor/

Sub Distributor’s

inquiries

solicited

Distributor/

Sub Distributor’s

inquiries

solicited

Search Archives E-Mail Subscribe

I<      <      >      >I 

Contents© 2010 WINDOW FILM Magazine. All rights reserved. No repro-
duction of any type without expressed written permission.

Zoom   Fit     +   –

http://www.windowfilmmag.com
http://www.usglassmag.com/Window_Film/FilmTOC/TOC.html
https://www.cdsreportnow.com/renew/now?WFM


Happy Anniversary
Booth #12325- American Standard Window Film

American Standard Window Film (ASWF), a divi-
sion of Erickson International and based in Las
Vegas, will celebrate its one-year anniversary at the
SEMA show this year. ASWF will be showcasing
its five lines of automotive films. The lines also fea-
ture point of purchase marketing materials and
retail displays.
❙❙➤ www.aswf.com

Interactive Activity
Booth #11959- Nexfil USA

Nexfil USA will provide booth visitors with a first-
hand look at its line of films. The company will have
demo cars on site for attendees to see actual installa-
tion of its films. Nexfil USA will also make its Nano IR
films interactive by allowing attendees to perform
heat-rejection testing, which will allow them to see the
results first hand.
❙❙➤ www.nexfilusa.com WWF

Katie Hodge is an assistant editor for WINDOW FILM magazine.
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Taking Care
Booth #11811-
Solutia

Solutia will roll into
Las Vegas with plenty
to show. The St.
Louis-based company
will display its various
film lines including
LLumar, Hüper Optik,
FormulaOne High
Performance Auto
Tint and V-Kool. In
addition to the film
lines, paint protection
film and high-perfor-
mance film installation
demonstrations, Solutia will
also feature its new line of car care kits for con-
sumers. The Window Film Care Kit and a Paint
Protection Care Kit will both be available and can
provide businesses an add-on option for customers,
according to the company. 
❙❙➤ www.llumar.com

SEMA Stays Strong
continued from page 24

Visit www.semashow.com for more information
including hotel reservations, show registration and for a
complete list of exhibitors. 

Beyond the Pages 
Booth #12115- WINDOW FILM Magazine

WINDOW FILM magazine will be
on-site with all of the latest news
and industry updates directly
from the show floor. Stop by and
introduce yourself to the staff,
pick up a copy of the magazine
and keep an eye out for the
FILM’d crew as they roam the
show floor to shoot video for an
upcoming episode. 
❙❙➤ www.windowfilmmag.com

Super Solar
Booth #11925- SunTek/Commonwealth
Laminating & Coating

This year at SEMA
SunTek/Commonwealth
Laminating & Coating
will offer a close-up
look at its newest
automotive window
film. The company will
showcase its CarbonXPTM
film, which is available in seven dif-
ferent VLTs (5, 18, 35, 45, 55, 70 and 80 percent) and
has a lifetime warranty, which includes peeling, crack-
ing, adhesive failure, and fading. The company says the
film has the same characteristics as its Carbon line, but
has 10-15 percent better solar performance. 
❙❙➤ www.suntekfilms.com
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In just a few short years a simple,
little word evolved into one of
the most significant adjectives of

our time—and took on a completely
new meaning. Green—the color of
the Emerald City, spring grass and
Kermit the Frog—is no longer just a
color in a box of Crayola Crayons.
It’s now used to describe energy-effi-
cient, sustainable and envi-
ronmentally friendly prac-
tices of everything from peo-
ple and products to business-
es and homes.

And just as quickly, the
window film industry has
found itself right in the
midst of the green building
movement. While the comfort fea-
tures that window film can provide
have been well-known for some
time, lately those in the industry
have been stepping outside those
lines to push a number of other
lesser known features and benefits
that make window film green.

Performance First
For many, the first green benefit

of window film that comes to mind
is its energy efficiency.

“Window film can usually provide
5 to 15 percent energy savings for a
building and typical payback is
three years or fewer,” says Steve
DeBusk, global energy solutions

manager with Solutia’s Performance
Films segment.

“The moment it is installed win-
dow film saves energy,” agrees
Kathryn Giblin, vice president glob-
al marketing for Bekaert Specialty
Films LLC. “From a green building
standpoint window film provides a

significant reduction in energy
demand, which provides substan-
tial energy savings in the long
term.”

Jim Black, general manager of
HanitaTek window films in
Brookfield, Wis., agrees that a huge
green benefit of window film is its
ability to reduce energy consump-

tion in buildings.
“I remember years ago all the

energy concerns [in places such
as California] so even ten, 15
years ago there was a need to
reduce energy usage and win-
dow film was recognized as a
way to do so, but it was mainly
in pockets, such as California,

Florida and Texas,” says Black. “But
over the past five to seven years
we’ve seen window film become rec-
ognized more globally as a product
that adds to the green movement.”

While window film may have
been used for its energy-saving
qualities for some time, it’s only

The Greening of the Window Film Industry;
Garnering Environmental Responsibility

by Ellen Rogers

O n e
L i t t l e

Word

“As an industry, we all need to
be participants in this and

actively involved and not just
waiting for change to happen.”

—Jim Black, HanitaTek
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been in recent years that its recog-
nition has grown.

“In the last four or five years
we’ve seen an increase in aware-
ness that window film can be a
green product,” says DeBusk.
“Window film has always offered
energy-saving features, but the
overall awareness around climate
change … has brought on an uptick
in requests for information.”

Giblin points out that many in
the industry have also been work-
ing hard to ensure window film’s
recognition as a legitimate, energy-
saving product.

“Almost 200 films are now certi-
fied by the National Fenestration
Rating Council (NFRC) for energy
performance. So window film now
meets the same criteria for verifying
its energy efficiency as doors, win-
dows and skylights,” says Giblin.
“Also, the ongoing work by the
International Window Film
Association (IWFA) Manufacturer’s
Committee to get window film
included in the tax credits … to have
window film called out by name in
the potential Home Star program …
this is gaining awareness.”

Black adds, “The IWFA is more
active than ever before lobbying in
D.C. to make sure window film is
included in energy-saving legisla-
tions. Likewise, manufacturers are
more committed than ever before.”

He continues, “For the most part,
window film manufacturers have
also changed the language they use
in their marketing materials. They
are talking more about green, carbon
footprint, energy savings and it’s all
becoming more geared toward the
green movement. Manufacturers are
reaching out toward the decision
makers and end-users.”

Speaking of the NFRC, DeBusk
agrees that the certification/rating
program for window film has
helped generate awareness.

“The [rated] products are listed
on the NFRC website, so architects,
specifiers and others are seeing
film products, in addition to glass,

doors, windows, etc. when they are
on that site. It gives them aware-
ness and comfort with how the
products will perform and it gives
the film industry a whole new level
of credibility,” he says.

Beyond Energy Savings
But there is more to window film

than just reduced heating and cool-
ing costs. Window film offers a
number of benefits for environmen-
tal savings and improvements.

“Our company as a whole has
done a lot to save energy and be
environmentally friendly,” says
DeBusk. He explained that, as
of 2008, Solutia’s Performance
Films segment had reduced its
energy usage by 40 percent per
square foot of output when com-
pared to energy use per square
foot of output ten years before.

Bekaert has also measured the
carbon footprint of its Solar Gard
film and found it to be negative (See
related article in the July-August 2010
issue of WINDOW FILM, page 36).

“In very simple terms, when you
install window film on existing glaz-

ing the environmental cost of man-
ufacturing an entirely new window
is completely avoided,” says Giblin.
“If you take a window and decide to
replace it, not only do you take into
account the disposal of the existing
window and frame, but many new
windows are made of vinyl, many
have at least two panes of glass
with at least one, if not two or more,
that are treated with coatings and
these steps to manufacturer a win-
dow are a huge energy and environ-
mental cost that are avoided if you
use window film.”

Jami Wong, product market man-
ager, Architectural Film for Solar
Gard, explains that in doing the life-
cycle analysis of their products
they looked at what the carbon
footprint would be of 1 square
meter of Solar Gard window film.

“We found the carbon footprint of
1 square meter of Solar Gard is less
than 1 kilogram,” says Wong. “The
carbon footprint of a wood frame
window, the type with the lowest
carbon cost, is around 250 kilograms

continued on page 30

Window film can be used in both residential and commercial structures
for energy performance. This home features Solar Gard window film.

The eBay headquarters in San Jose,
Calif., feature HanitaTek’s Silver 20
window film.
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per square meter. So there is a sub-
stantial difference between the ener-
gy that goes into making glazing as
opposed to window film.”

Manufacturers agree, that by
choosing to install window film
rather than replace windows con-
sumers are making an environmen-
tally friendly decision.

“By installing window film cus-
tomers are keeping their windows,
rather than replacing them, which
keeps glass and frames out of the
landfills,” says DeBusk.

Black agrees.
“With window film you don’t

have to manufacturer new glass,
window frames, etc. and that’s def-
initely part of [manufacturers’]
messages moving forward. As [con-
sumers and building owners] go
deeper into what they can do for
their homes/buildings the mes-
sages from manufacturers will con-
tinue in that direction,” says Black.

“When you talk about replacing
windows versus installing film, the
payback comparison is compelling
as it’s typically 15-20 years or
more for one window replacement
compared to normally less than
three years with window film,”
says DeBusk.

Giblin points out several other
green features.

“Think about employees inside a
building. You can put a film on their
windows and allow lots of natural
light and at the same time keep
them safe from ultraviolet (UV)
rays, protect them from glare and
heat and enable them to be more
productive,” she says.

She also points to the benefits
film can afford to total building
performance.

“As soon as you apply window
film you can dramatically reduce
the amount of heat coming in and
therefore you reduce the load on
the HVAC. With a reduced load you
may not need as big an HVAC unit

so other building elements may
also be able to be reduced, such as
the piping or ducting for the HVAC,”
she explains. “When you look at
window film as a component of an
entire building it actually has more
benefits beyond just energy savings

through heat rejection. On total
building performance it can enable
a retrofit situation to reduce some
of the size and impact of other
areas of the building, reducing the
overall carbon footprint of the
building,” she says.

LEEDing the Way
Window film, like many other

building materials, can also help a
project earn credits toward the U.S.
Green Building Council’s Leadership
in Environmental Design (LEED) pro-
gram. DeBusk says 41 points are
needed to receive a LEED rating and
window film can help earn up to
nine. He says while the biggest
improvement window film can pro-
vide is improved comfort, “LEED is
not just about energy savings. There
are ways to allow in daylight so
building occupants can connect with
their environments,” he says. “There
is also a category for Innovations in
Operations and Upgrades. Here it
qualifies based on the film blocking
99 percent of UV rays. This pro-
vides protection for furniture and
fabrics and people. Safety films also
qualify here as they are helping to
protect the occupants. With LEED
it’s about anything that will
improve the work environment and
well being of the occupants.”

Industry Effort
Value is also there for dealers and

distributors who are knowledgeable
about these products. Looking at
the residential side, Giblin notes one
study conducted by the Hartman
Group Inc. in April 2009 showed that

85 percent of consumers are making
purchase decisions based on
social/environmental factors.

“So just having the environmental
message is going to resonate with
[dealers/distributors],” she says.

As far as commercial, she says
many corporations are making
environmental sustainability a cor-
nerstone of their messaging.

“And they want vendors to sup-
port that request,” she adds.

Black agrees.
“We’re seeing that the public is

becoming more concerned and
aware about doing the right thing …
doing what they can to make the
planet better,” he says. “It’s not just
about the payback and saving
money; it’s also about making the
earth a better place. As an industry,
we all need to be participants in this
and actively involved and not just
waiting for change to happen.” And
to help dealers and distributors
move into the green realm, Black
says many manufacturers provide
them with continual education.

Giblin adds, “It comes back to
the fact that dealers need to be
aware that as an industry we must
continue to push this message and
we do so responsibly and accurate-

“It’s important that as an industry we are
all knowledgeable, and that we lead the

way, educate and not create confusion; we
must be consistent with this message as it’s

building credibility for window film.”
— Kathryn Giblin, Bekaert Specialty Films

One
L i t t l e Word

continued from page 29

continued on page 32
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A NEW
GENERATION 

OF FILMS
While the sun's damaging UV rays have remained relatively unchanged for centuries, 
Geoshield's products are constantly evolving to provide you the most advanced 
technology available today. Our Dark Matter premium automotive film uses nano-
ceramic technology to provide incredible sun-blocking ability with a refined look.  

When style and performance matter choose Dark Matter, the new generation of films.

Ceramic Window Films Specialists
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One
L i t t l e Word

continued from page 30

ly. It’s important that as an indus-
try we are all knowledgeable, and
that we lead the way, educate and
not create confusion; we must be
consistent with this message as it’s
building credibility for window film.”

Pushing Forward
Many manufacturers agree that

continuing to educate everyone
from the dealers and distributors
to homeowners and builders is a
huge hurdle to overcome.

“Our biggest issue as an industry
is education and awareness. There
are not enough people who know
about window film and there are a
lot of misconceptions,” says Giblin.
“There are utility companies who
have rebate programs for the use of
window film as an energy-savings
product but they still refer to it in the
literature as a ‘reflective film’ and
these misconceptions are tough.”

She also says that, as more and
more buildings undergo green retro-
fits, there is an increasing concern
about the use of artificial lighting.

“They don’t want to use lighting
as much so there is a need for
clearer window film. The industry
can meet that criterion, but many
don’t realize it,” she says. “The
industry has to keep educating
everyone that window film technol-
ogy should be top of mind for ener-
gy saving and for green building.”

“The biggest issue is that most
people still don’t know that film
really exists,” says DeBusk. “They
see a tall glass building and think
that it’s just glass, but often it has
film on it.” He says while there has
been some increased awareness,
which has helped, “we still have a
ways to go, so there are definitely
opportunities for growth.”

Black also points out that as an
industry, window film is still rela-
tively small compared to others.

“Competitive technology (i.e.
glass) companies are typically so

much larger than window film com-
panies and their industries are larg-
er so those products are often what
are really at the forefront of peo-
ple’s minds,” he says. “Our industry
[must continue] to spread aware-
ness and educate the consumer-at-
large about the benefits of film.”

Giblin stresses that it will take
the efforts of the entire industry.

Dealers Too
“Dealers, too, need to be

involved in these conversations.
Some are, but many are still not
sure about how to deliver the ener-
gy message and they need to real-
ize how important this is. If they
become more aware in pushing
this along with the manufacturers
and the IWFA, we will reach more
people,” she says. “The IWFA
Manufacturer’s Committee is put-
ting more money than ever into
education, lobbying, government
affairs, but we need all the thou-

sands of dealers and installers [to
become involved].

For all aspects of the building
industry, from commercial to resi-
dential, green building is here to
stay. For suppliers this means that
simply offering a green product as
an “Oh, by the way, we’re also
green and here’s how,” add-on,
isn’t an option. Offering energy-
saving, environmentally friendly,
earth-saving features is fast
becoming an expected must.

And these recognition efforts
extend far beyond just the industry.

“For window film to be listed in
proposed legislation in both the
house and the senate is a major
achievement, even if it doesn’t go
through,” says Giblin. “We must
treat it with care and continue to
spread this message as an industry,
accurately and correctly.” WF

Ellen Rogers is the editor of WINDOW FILM

magazine.

LLumar® solar control window film from Solutia was used on Temple College
in Temple, Texas, to help reduce energy expenses.
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STOP Paying High Prices For Film 

Contact Us   310.516.8986   Fax: 310.538.1137   

Automotive

Commercial

Residential

Decorative

Security

Nano IR

NE FILUSA
PREMIUM WINDOW FILMS

VISIT US AT THE SEMA SHOW
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DISTRIBUTORS
Architectural Film

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

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

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

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

Automotive Film

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

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

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

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

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

Residential Film

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

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

Security Film

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

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

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

MANUFACTURERS
Architectural Film

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

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

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

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

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

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

Automotive Film

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

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

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

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

Decorative Film

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

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

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

Film Shades

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

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

Security Film

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

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

Solamatrix, Inc.
2630 Fairfield Avenue S.
St. Petersburg, FL 33712
888/887-2015
sales@solamatrix.com
www.solamatrix.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
GlasWeld Systems Inc.
20578 Empire Boulevard
Bend, OR 97701
541/388-1156; fax: 541/388-1157
www.glasweld.com

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

Solar Gard Filmhandler Tools
4540 Viewridge Ave.
San Diego, CA 92123
800/336-3971; 858/614-1445
fax: 858/514-4231
customer.service@filmhandler.com
www.filmhandler.com

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

Training School

Windowtinting.com
800/580-7953 WF

ADVERTISING INDEX
Page Company Phone Fax Web Address

8-9 Aegis Films 800/438-8468 678/333-0892 www.aegisfilms.com

18-19 Bekaert Specialty Films LLC 877/345-9478 858/571-3605 www.solargard.com

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

17 Erickson International 800/835-9676 Not Available www.aswf.com

31 Geoshield 800/234-6133 225/578-3975 www.geoshieldusa.com

37 Global Window Films 866/664-5622 813/814-2080 www.globalwindowfilms.com 

38 Hanita Tek Window Films 800/660-5559 262/754-3776 www.hanitatek.com

C2 Johnson Window Films 800/448-8468 310/631-6628 www.johnsonwindowfilms.com

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

11 OLFA North America Division 847/233-8718 847/233-8907 www.olfa.com

1 Performance Tools 866/448-6657 614/873-4899 www.44tools.com

5 Solamatrix Inc. 888/887-2022 727/327-7132 www.solamatrix.com

7 Solutia Inc., Performance Films Division 800/255-8627 314/674-1950 www.llumar.com

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

2-3 WINTECH America Inc. 888/983-3356 562/215-4472 www.wintechusa.com

25 World Wide Sun Controls Inc. 866/664-5622 703/707-9605 www.worldwidesuncontrol.com
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Treating every job
as the most impor-
tant job of your

career will get you
noticed. Just ask Agustin
De Sousa.

De Sousa’s shop,
Master Window Tinting in
Doral, Fla., is known for
its professional work and attention
to detail. Other local businesses
have taken notice. Richard Estrada
of High Tech Electronics in nearby
Hialeah, Fla., nominated De Sousa
saying, “This gentleman is one of
the most professional window tin-
ters in all of the U.S. His attention
to detail is of the highest stan-
dards. I have had the pleasure of
working with him for many years
and time after time customers
request his services.”

De Sousa got his start in the win-
dow film business 21 years ago in
Caracas, Venezuela, while working
at a friend of his uncle’s car acces-
sories and window tint shop while
he was going to college.

De Sousa stayed in the industry
because of his passion for cars. “I
like to optimize the vehicles and
make them look better than if
they were from the factory,” De
Sousa says.

Some of De Sousa’s most difficult
and unique jobs have involved
older cars. “Some of the most chal-
lenging projects have been classic
cars from the 1950s and 1970s. One
I remember was a 1967 VW Beetle
and the rear glass on a ‘73 Dodge
Dart sedan. Also a challenge was a
100-foot yacht in Coco Plum, Fla. It

was tinted and decorated with a
picture of the sea.”

De Sousa has many goals for his
business and is eager to watch it
grow. One of the directions in which
he would like to see growth is work-
ing on more high-end vehicles.

“I’d like to provide service to
exclusive high-end vehicles,” says
De Sousa. “At the same time I’d
like to provide high-quality films
with high heat rejection, protec-
tion of paints and decorating and
customizing the exterior of cars.
I’m always ready to provide serv-
ices to our community. They
deserve the best.”

In addition, De Sousa is passion-
ate about protecting and informing
his customers about health risks
and the benefits of window film.

“I’d like to create programs to
educate people about skin cancer
and how to prevent it,” he adds.

De Sousa’s company stands out
because of its commitment to the

details of a well-done job and its
superior customer service. His
advice for other companies is to
make sure that they finish each job
completely with attention to detail.

“We are so concerned about giv-
ing customers what they really
need. It is all about how we finish
the job. We try to give them the
maximum protection and educate
them on skin cancer. If you focus
on doing a well-done job you will
have happy customers who refer
you to others,” says De Sousa.

When De Sousa is not hard at
work tinting cars he is a family man
at home.

“In my free time I love spending
time with my wife and daughter, going
to church and going to car races and
car shows. I also like to take part in
events in the community.” WWF

Details Matter to This Florida Tinter

INSTALLER PROFILES

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

36 WINDOW FILM www.windowfilmmag.com

Agustin De Sousa's attention to detail
has led to repeat customers and
requests for his work. 
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Finally—A Tint Tool that
Trims Wasted Time

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

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

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

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

warranty info is right on your iPhone or iPod touch.

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

Learn more at www.hanitatek.com/app.

And our film is pretty great too.

800.660.5559 www.hanitatek.com          facebook.com/hanitatek
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