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plate with a DRB point-of-sale system.
“It gives us the opportunity for ‘guerilla
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marketing,”” Mountz explained, “where we
can pinpoint what demographic we want.”
By partnering with a hospital, they realize
they’ll draw in a good deal of profession-
als. Or by focusing on a factory, they might

focus on a blue collar demographic.

But even with this program, Mountz
said the percentage of redemtions is only
about 40 percent. “It's a low percentage,”
Mountz admitted, “but it’s bringing in new
customers.”

Encourage repeat visits
After the initial visit, Cloister wants to
make sure you'll return. With a price point
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that would normally discourage weekly
washes, the company works hard to give
customers a reason to return.

To encourage a repeat visit, Cloister of-
fers a “Supersaver” coupon for customers
who return within 10 days. The customer
uses their receipt to purchase the same
wash as before, but at 50 percent off. It
is not linked to the license plate, Mountz
pointed out, so the customer can use it for
another car or even offer it to a friend.

The chain also has a new loyalty
program in the works. The Family Club
Membership features three levels, bronze,
silver and gold. A customer can sign-up
for the bronze membership for free, simply
by providing an e-mail and/or mailing
address. By using this card, members get
20 percent off any carwash they choose
during early morning hours, as well as
a free birthday wash and notification
of other specials. Customers can also
upgrade to silver or gold cards by paying
a small fee, and this gives them even more
discounts throughout the year. These are
family cards, too, so they’re not tied to any
specific license plate. PC&D



