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By John Van Horn

Parking in Chicago …
and the Department of Revenue since 1997, was appointed
Director in 2000. She is the longest serving director in the
past 25 years. “This can be an unpopular job,” she says.
“After all, we are tasked with collecting money, and few
people like to be asked to pay their dues.”

But how can the amount collected go up so much
when the same number of citations were issued and there
hasn’t been a great increase in charges? “It has to do with
collections,” Reyna-Hickey says. “Just because a citation is

issued doesn’t mean that it is
collected. We have developed a
multifaceted program for collec-
tions. There are a lot of carrots,
but we carry a big stick.

“No one wants to balance
the city budget on the backs of
the parking public,” she says.
“However, we take parking cita-
tions seriously. If you get a tick-
et, and it is valid, you should pay
the fine, period.”

The city attempts to make fee-paying easier. “We give
people the ability to pay on the Internet, by mail or at any
of our six locations throughout the city. Once the citation
goes past due, then we begin to apply pressure.

“We have offered an amnesty period where violators

n 1997, the city of Chicago collected $66 million
from parking citations, related fees and fines. In
2005, it collected $161 million. “That’s not bad, con-

sidering we wrote about the same number of citations in
the two periods,” says Department of Revenue Director Bea
Reyna-Hickey. 

Parking Today found all its questions answered without
asking, as the dynamo who runs the department -- and
hence the head of parking for the Windy City -- simply told
her story without mincing
words.

Department of Revenue?
Reyna-Hickey explained that
parking was put in this depart-
ment because so much of its
activity relates to revenue gener-
ation, and the city wanted to
ensure that revenue was legally
and properly collected. 

So if you want a building
permit in Chicago, you apply at
the Department of Construction and Permits, but you pay
for the permit at the Department of Revenue, which is
responsible for collecting the money for more than 40 city
departments. And the process seems to work.

Reyna-Hickey, who has been with the city since 1984

I

Chicago has begun a program

of replacing most of its 30,000

single-space meters with

pay-and-display
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can pay their fines without the add-on fees. The tickets
double in value when 60 days past due. We also have exten-
sive payment plans for those who have a substantial past
due amount (more than $500 in most cases). The payment
plans are great. Over 64,000 people are on the plans. Pay-
ment plans help motorists avoid being booted and they get
some relief  by paying over a longer period of time.”

There are other issues. Before automated citation writ-
ing was instituted, many were thrown out because of errors
on the part of the officers.
New automated equipment
has virtually done away with
this problem. “We have 100
enforcement officers that
write parking tickets; howev-
er, the police and certain
other officers can also write
them, and they often don’t have the automated system.

“Our booting program has had a great effect on park-
ing revenue,” she adds. “The number of boots has increased
from just over 27,000 in 1998 to 48,000 last year. This is
due to a couple of factors. First, we reduced the point where
a person’s vehicle is booted from five outstanding tickets to
three. And second, we are using a new automated license
plate recognition system.

“The system is attached to a patrol vehicle and cross-
references license plates with a database as the officer drives
through the neighborhood. When it finds a match, the
patrol is notified and a boot applied. What’s particularly
great about this is that it works very well at night. Before,
we just gave up after dark since it was so difficult for the
officers to see the license plates.”

Reyna-Hickey’s department has begun a program of
replacing most of its 30,000 single-space meters with pay-

and-display. “The multispace machines have many advan-
tages,” she says. “One involves additional parking space;
the other, increased revenue.”

When meters are used, they are placed a specified dis-
tance apart and only one vehicle could park per meter.
When P and D machines are installed, there is no such
requirement. This gives approximately 10% more space on
the block. “In the past, we had to mark the spaces for the
largest vehicle. Now, people park wherever they can (as
long as it is not posted ‘no parking’) and put a P-and-D
receipt in their window. If a smaller car can fit into a small
space, so be it. Our experience is that when people get used
to the new system of unmarked spaces, they love it.”

The other benefit she sees with the P-and-D machines
is that there is no piggybacking. “People would find a meter
that had time on it and use it. Now, parkers drive away with
the receipts and everyone must pay. In addition, we have a
60% credit card usage. Parkers using their credit cards will
put the maximum on the receipt, rather than think about
how much time they really need. This is good revenue for
the city.”

The city is also considering pay-by-cellphone. “Our
preferred method is to use a system that has a ‘pager-like’
device in the car. When they pay by using their phone, the
device is activated and displays the amount of time left
before a citation is written. This program is in a testing
phase at this time.”

“Our enforcement officers seem to prefer checking
receipts rather than pay-by-space machines. We opted for
P-and-D because we don’t have to mark the spaces. We
would have to use signs on posts because of the snow prob-
lem in the winter. In many neighborhoods, the merchants
are using the sidewalks for cafes and the like. Removing the
meters gives more room, and in some cases, it’s what makes
this activity possible.”

Reyna-Hickey doesn’t think off-street parking is the
city’s best role. “We used to have as many as 80 lots and
structures. We have been privatizing them. If they are
turned into commercial development, they mean a better

neighborhood and, of
course, tax revenue for the
city. When they are con-
trolled by us, they are tax-
exempt.“

There are 50 aldermanic
wards in Chicago, and each
one often has special require-

ments placed on the department. “We have instituted a
parking review and are going ward by ward,” Reyna-Hickey
says. “We work with the alderman to improve parking in
his ward. In some cases, residential neighborhoods have
gone commercial and the parking has remained residential.
In others, commercial areas have been turned into residen-
tial lofts, and the ‘no parking’ or ‘limited parking’ bans are
on the streets. All these, plus the addition of P-and-D
machines need to be reviewed. 

“Since we are a full-fledged city department and not a
division of another department, and I am at the director
level, it enables us to have the visibility needed to effect
changes at the council level,” Reyna-Hickey says. “Not only
can we resolve issues quickly, but I can get the ear of the
people who make the final decisions and work closely with
the aldermen and ensure that the public’s needs are met.”

Bea Reyna-Hickey, Director of the Department of Revenue,
City of Chicago

Multi Space Machines can provide

additional space and revenue..

PT
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Wants to meet other
Shoupistas
Editor, Parking Today: 

I've been subscribing to Parking Today for the past three or
four years. Thanks for doing all the work to keep the publica-
tion afloat. I enjoy every issue. I'm writing to thank you for
ceaselessly promoting Shoupism and to count me as a
Shoupista. It's such a simple and elegant picture of our parking
mess -- how we got into it and how we can get out of it. 

I was part of the management team that founded Zipcar --
a car-sharing service that has dramatic impacts on parking (if
you're not familiar with the service, check out zipcar.com). The
company has outgrown me, and I am now looking for the next
steps for my career. Working to implement some of Shoup's
ideas seems like a lot of fun. I am looking for other parking and
transportation professionals and consultants who might be
interested in networking and possibly working together. As I
read yet another article of yours to promote Shoupism (January
06), the thought came to me that you may have attracted other
letters like mine and might know of some people I could net-
work with. If you do, I'd appreciate your passing my name
along to them and vice versa. 

Best,
Mark Chase 

mark.e.chase@gmail.com
Consider it done. Editor.

Likes article on Hoboken
Editor, Parking Today: 

Just a quick note to let you know I think your
commentary in the December PT ("Hoboken Back
in the Headlines") was fair, insightful and well-writ-
ten. Your comments hit the nail right on the head.
Oh, that it would make contact with the "powers-
that-be …"

The old saying "Build it, and they will come"
has never been more true. No company has con-
structed a system to their own particular "ideal"
specifications. Even Robotic Parking had to shuck
and jive to [try to] please Hoboken, and it has cost
them dearly [it appears].

If there is a company out there with the latest,
greatest mousetrap (automated parking system), it is
imperative they build one to their own specifica-
tions -- and advertised expectations. Beside the obvi-
ous problems you exposed, I think the primary and
most critical problem is still … funding.

Again, thank you for staying abreast of the auto-
mated parking situation and sharing it with your
readers.

Sincerely, 
R.L. Hammel

letters
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Doesn’t Like Commentary
on Hoboken
Editor, Parking Today: 

Yes, your story about Hoboken is sad. But sad for the
industry, Hoboken and your readers. What needs clarifi-
cation are some of the statements that you make. 

1. Things have not been going too well at the facility,
for a long time. It took all of 1999, 2000 (to September),
then most if not all of 2001. It wasn't until sometime in
October 2001 when vehicles started in. 

2. But the facility could  take only 25, or maybe
it was 60, vehicles a week. Then it was operation
stop at around 200. 

3. Gerhard Haag and Robotic Parking never ever had
any signed agreement with Hoboken to build anything. 

4. Robotics, however, stated that they designed
their garage. 

5. The agreement (bid documents) were with the
parking authority (autonomous body) and the general
contractor. Robotic was a subcontractor to the general. 

7. The bid stipulated, and all parties were bound by it,
to conclude the job within 365 days. As you will note
above, it took almost over three years to even move a car. 

8. Yes, there is a lot of blame, but let’s be objective, if
we can. Hoboken decided to move ahead with an auto-

mated facility. We were informed, and it is in writing, that
the facility would not require an attendant. Today, there
are at least two-plus attendants on duty. 

9. You state every person deserves some part of the
blame. But the major portion are from the perspective of
the parking authority. 

10. Haag is  mentioned only once, and he should be
mentioned as Haag and the authority, Haag and the con-
tractor, etc. 

11. That does not mean that the opposite of Haag
bears all the blame. 

12. Haag was responsible from day one, for the specs
and for everything relating to the so-called technology
that he supposedly had. 

13. If that were the case, then why almost three years?
They fiddled while Hoboken burned for months and for
months at triple time (24/7). 

14. The only personnel that the authority was ready
to supply were clerks to act as customer relations and keep
the facility clean. 

15. And this is what we anticipated from day one, not
from day 900. 

16. Odd vehicle dropped -- Robotic blamed the owner
of the vehicle, who has yet to be paid for the total damage
to his Cadillac. These are rare, but then Robotic blames per-
sonnel. Then who is to blame for a jacket left on a pallet
that then tied up the facility for over two hours recently? 

Continued on Page 20
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Yes, he had an idea and a patent. Read his patent; I
did. It is fine, but it contains no technology. Well, why
did his technician say to me we do not use GE?

Yes, John, it is a disaster. Too bad, because there are
companies out there that have the technology to install
automated parking.

Donald Pellicano 
Former Commissioner of the Parking Authority

And Robotic Parking
responds to PT’s
Commentary:
Editor, Parking Today: 

From your opening apology, it seems that Gerhard
Haag is not the only one with the customary "arrows in
the back" that all pioneers seem destined to experience.
You helped pioneer the concept and Gerhard is unar-
guably a pioneer -- arrows and all. 

Your drum roll for a requiem may be a bit premature,
but your points about the difficulties in Hoboken are

mostly well-taken, particularly your apt understatement:
"not a good place to cut your teeth on a new technology
and in a country where the customs are foreign." 

There is no question that automated parking is the
wave of the future. Its potential positive impact on urban
land use is too great to be postponed forever. Those who
persist will be amply rewarded -- Robotic Parking and
competitors included. 

One point on the Hoboken scene that has not
received a lot of attention is the differentiation between
building and operating the garage. Building the garage is
Business to Business (B to B), and is an environment in
which Gerhard has demonstrated a high degree of com-
petence over the years. 

Operating the garage is Business to Consumer (B to
C), and has a different set of dynamics. We "wire heads"
have to realize that fully and learn from our clients if we
are to ultimately succeed. 

In Hoboken, we have Business to Government to
Consumer, and that inevitably adds in local politics with
all its inherent joys and wonderful challenges. One possi-
bility to improve this is for the patrons to own the garage.
That way: 

1) They have direct control over the contract with
Robotic Parking and therefore the level of service they
receive. 

2) They can be the beneficiaries of the increased prop-
erty values resulting from having an apartment or home
that comes with an included parking space -- particularly
valuable in Hoboken. 

from Page 19

letters
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We have suggested this to the relevant city
officials several times. Some patrons seem to
favor the idea. But whatever happens, the
important person in the picture is the garage
patron. Hundreds of thousands of successful
transactions for three years with a relatively
tiny percentage of unsuccessful transactions
do not make up for one mishap or one client
who has to wait for a car. 

But we haven't given up, and we have our
best people there working on making sure the
customer experience is optimum. They are
succeeding. We may err occasionally, but we
will continue to make this garage work. And,
as you point out, those that are joined at the
hip with us will all benefit. 

All the best! 
Larry Byrnes 

Robotic Parking Board of Directors 

PT

NYC Evaluates Credit
Cards in Pay and Display

The New York City Department of Transportation (NYC-
DOT) has introduced the city’s first credit card friendly pay-and-
display parking meters. During a six-month pilot project in
Manhattan's theater district, 200 mains powered and solar-
powered machines -- known locally as “Muni-Meters,” will
accept major credit cards, in addition to the U.S. coin and
NYC pre-paid parking cards payment options currently avail-
able. The NYCDOT will gather data from the meters through-
out the study period to determine motorists' preferred pay-
ment method and to gauge the program's success. 

All Muni-Meters in the study area have been upgraded with
the installation of a wireless data network modem and software
that connects them to a payment server that processes and
authorizes credit card payments in real-time. They also have
been outfitted with instructional decals, and fliers are being dis-
tributed to educate the public about the new payment alterna-
tive. 

New York City’s most recent order for 260 pay-and-display
parking meters -- supplied by Parkeon -- increased the total
number of multi-space terminals on its streets to more than
2,000. With approximately 110,000 spaces, the city is the
largest operator of on-street parking facilities in the U.S. It also
pioneered the use of pay-and-display in the country, having
first installed such machines more than 12 years ago. 

Parking Today

reaches over 25,000 Parking

Professionals Each Month.
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Outlook for U.S.
Commercial Real Estate
in 2006 and Beyond

The U.S. commercial real estate market is heading
toward a correction in the short term, which will see
increases in borrowing costs, possible increases in cap-
italization rates and a gradual slowdown in economic
growth, according to a recent report by real estate
research experts.

"Annual Expectations and Market Realities: 2006"
from Principal Real Estate Investors, Real Estate
Research Corp. and Torto Wheaton Research has been
selected by ResearchWorldwide.com as its Top Report
for December 2005.

"This excellent assessment questions whether the
current happiness of investors in U.S. real estate is at
risk. It foresees global imbalances seeking correction
and impacting negatively on capital markets and ulti-
mately on U.S. real estate markets. However, acknowl-
edgement is paid to the resilience and strength of the
U.S. economy," says ResearchWorldwide.com,
Google’s No.1 ranked worldwide commercial real
estate information portal.

The assessment for the U.S. office market recovery
is one of uneven geographical growth due to wide
variations in economic health across the country and
industries, especially those highly vulnerable to
increasing levels of global competition.

The U.S. retail market has been well-supported by
tailwinds from consumer spending. This is expected
to become a crosswind as higher interest rates,
increased energy prices, a likely slowdown in home
sales and reduced home equity monetization affect
consumer spending levels. Retail tenant consolidation
and credit problems experienced by retailers will nega-
tively affect retail space and usage. Overall, the retail
fundamentals are still reasonably strong, given person-
al income growth and low unemployment rates.

The warehouse market recovery will continue, but
more gradually, due to high levels of new construction
and continued productivity gains in the physical logis-
tics industry. However, long-term demand fundamen-
tals for warehousing are solid, given continual strong
population growth that will create a significant
absolute demand for goods.

Will be in 

Chicago AND Los Angeles

Sponsored by
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marker and went to his board and started drawing. A few
minutes later, it became clear. The four companies are
putting together an integrated package to sell together or
in parts to cities across the country.

The key, says Smith, is the monitoring of each on-
street parking space. “Our technology allows us to know
when a space is occupied, when it is paid, and when it is
vacated. All this is transmitted back to a central data-
base, and then, when appropriate, out to enforcement
officers in the field. They are notified about specific
spaces that are occupied but unpaid, and they can more

efficiently plan their routes and
citation writing.”

As important, he notes,
is the ability of a city to plan the
usage of its on-street parking and
to adjust pricing to fit the require-
ments of individual areas. As occu-
pancy goes down, so can the rates,

and vice versa. These types of tools allow the municipali-
ty to tweak and adjust rates as demand requires. (This is
the dynamic that Don Shoup discusses in “The High Cost
of Free Parking.”) 

The Duncan portion of the equation brings sin-
gle-space meters and years of relationship-building into
the mix. “In most cities, it’s not appropriate to turn every
street into pay-by-space,” says Smith. “Some areas need
single-space meters. Plus, Duncan has the relationship
with many cities that will help in the transition from sin-
gle-space to an integrated system.”

The combination of the four companies is in mid-
stride. “We have a number of marketing decisions to make
as to how we present our product,” says Smith. “There is
no question that we will be bringing our integrated solu-
tion to the market, but we will also have equipment solu-
tions for cities that don’t want to take the jump to inte-
gration all at once.”

ver the past year, we have been reading in Park-
ing Today about the consolidation of a number
of companies in our industry. Reino, Enforce-

ment Technologies, Citation Management and Duncan
have all become the same company. 

It seems that Australian financier and managing
director of Saltbush Parking Patrick Galloway bought
Reino and that was the beginning. However, the history
of the transaction goes even further back.

Citation Management was Enforcement Technolo-
gies’ largest customer. Starting as a collection agency, the
company bid on and won the con-
tract to manage citation-processing
for the city of Milwaukee in 1998.
It needed software and hardware
support, and Etec provided the
software engines and hardware
ticket-writing equipment to do the
deal. 

The two companies were closely intertwined, and
as Citation Management grew and picked up 80 more
accounts across the country, Enforcement Technologies
grew right along with it. Theirs was definitely a symbiotic
relationship.

Reino traces its history to Syd Reinhardt and his
wife Nicki in Australia. They brought their pay-by-bay
technology from their native South Africa and grew the
company down under. Reino came to the U.S. in the
name of Patrick Ryan, and he began the arduous task of
selling a completely new technology to the giant North
American parking market.

Reino attempted to keep pace with the fast-mov-
ing technology by partnering with Schweers and their
Politesse product from Europe to bring handhelds and
online processing to his company. That partnership did-
n’t succeed, but the unique-looking Reino multi-bay
meter was having some success in the U.S. 

Looking to spend more time with his surfboard,
Reinhardt sold his company to Saltbush in 2004. The new
group then purchased Enforcement Technologies, who
was a player at the time in Australia and headed to Mil-
waukee to meet with its largest customer, Citation Man-
agement. Citation realized it had a handsome suitor, and
the merger of the two companies was set in October 2005.

At almost the same time, Saltbush felt one more
acquisition would complete its “soup to nuts” product
line. Duncan’s owner, Dover Corp., had let it be known
that the company was for sale. It seemed like a match and
the integrated on-street company that was Reino, Etec,
Citation Management and Duncan was born.

When I met with Gary Smith, President of Cita-
tion Management, in his Milwaukee office, he picked up a

By John Van Horn

O

Four Become One
Commentary

Reino traces its history to

Syd Reinhardt in Australia

PT

Today
is Better Than Tomorrow

Send your PT
Classified in Today,

Have it on the Web Tonight.

www.parkingtoday.com
310 390 5277 Ext 4
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was auditing a garage in the mid-South a few
months ago. From the outside, it was seemingly well
run. There were few problems I could see. The

reports were accurate, the monies banked on time, all the
numbers added up. 

Then I noticed there were about 200 empty spaces
on the top floor of the garage. When I asked the manag-
er, he said,  “Well, they might fill some days.” I was
standing near the front counter when someone came in
and asked for a parking space. He was told the garage
didn’t have any room and he would be put on a waiting
list. When I checked, I found the waiting list had 300
names on it.

As far as I could see, the operator was making no
effort to sell those 200 empty spaces. The reports going
back six months said that the 1,150-space garage had
never had more than 900 cars in it at any one time.
However, the answer was that they kept 400 spaces for
dailies and had sold 825 monthlies. That’s a 10% over-
sell. They didn’t want to “risk” not having a place for
people to park.

Frankly, I thought this was as big a problem as hav-
ing fingers in the till. Big money was being lost, and it
was bottom line money. 

In this case, the operator was remiss in his responsi-
bility. The garage was proven to have plenty of spaces
available. It was never full, and reports showed that it
had at a minimum 200 extra spots that could be sold. I
think, of course, that one could sell more than the 200 --
probably closer to 300 -- since parking lots are much like
vacuums: You seldom if ever get to completely full. If you
add 200, only 175 will show up at any one time. If you
add 250, only about 200 will show up, etc. etc. etc. 

Also, the garage has a 400-car buffer -- the daily
spots. (For all we know, they may need only 300
dailies.) The records show that they sell about 1,000
daily tickets on average, but how many of them are
“in” at any one time? A good revenue control system
can give you that info in seconds, or you can take a
day’s worth of tickets, enter them in a spread sheet, and
get that info in a few hours.

Assuming that they could sell 300 more monthlies
(the number on the waiting list) and the cost is $200
each, the total revenue gained (or, in this case, lost since
they weren’t selling them) would be $720,000 a year, or
a loss of nearly $1.5 million off the bottom line for the
two years this operator had been on the site.

And what about marketing the garage when it’s
empty? One can sell “24 hour” permits, but we know
that many of the parkers are there only during the day.
Why not sell permits that work only “after 5:30 p.m.”
and on weekends? There are software programs that
track these permits, and if a person is “in” the garage
before 5:30 p.m. or after 8 a.m., they are charged the full

pt the auditor

Marketing – Who i

I
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o is responsible?
daily rate, which must be paid before
they can exit the garage. These per-
mits could be sold to people living in
the area who work elsewhere and
need parking only in the evenings
and on weekends and holidays. 

Other marketing ideas include
working with customers who have
mobile employees, such as tech reps
or salespeople, who need to be in the
garage for only a few hours a day.
They can be charged just for the time
they use. Once again, there is software
that handles that. The list is endless.

My tendency in these situations
is to recommend a change. For its fee,
the operator has more responsibility
than just training and supplying
attendants and keeping the facility
clean and well run. It also has a
responsibility to market the garage’s
product, and that product is space.

In this case, the garage manager
was put by his company in a situation
where he was extremely overworked.
He handled all aspects of the business
from hiring and firing to insurance,
from marketing to maintenance,
from supply clerk to accountant. He
was running a multimillion-dollar
business by himself.

When you hire an operator to run
your garage, listen to their salespeople
(usually their area manager or VP),
but then ask to actually meet the peo-
ple who will be handling the support
for your garage back at their regional
or national office. Be certain they
exist, and also be certain they aren’t
so overworked they can’t handle your
business properly.

An operator tells you that they
can run your garage efficiently
because of economies of scale. They
have an HR department, an account-
ing and auditing department, a
maintenance department, and an
insurance and claims group that you
will share with their other customers
and have the benefit of their exper-
tiseand size. 

Convince yourself they can do
the entire job. 

Woof!
PT
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Join us in celebrating Parking Today’s
Decade serving the Parking Industry and
network your way through three days of
seminars, exhibitions, round tables, and
presentations.

This is where you can find solutions to
your parking issues, renew old professional
friendships, and make new ones.

Celebrating a Decade

PIE is the most convenient
and cost effective event
this year.

We are adjacent to
Chicago’s O’Hare airport.
Take the hotel shuttle. It’s
Free!

We Have an incredible $123 Room Rate.

Our Prices -- $395 (If you act now) haven’t
changed in nearly a decade

Wednesday, August 23

8:00 – 5:00 Registration

9:00 – 11:30 Boot Camp 1: General Parking
Information

9:00 – 11:30 Special Senior Parking Seminar

1:00 – 4:00 Three General Parking Seminars

4:00 – 5:30 Plenary Session  -- TV Hook up
with Los Angeles 2:00 (PST)

5:30 – 7:30 Exhibits Open (Reception)

General Schedule for your planning purposes

Networking is what we are all about

Thursday, August 24

7:00 – 5:00 Registration

7:30 – 10:00 Boot Camp 2: Off Street
Parking & Revenue Control

8:00 – 5:00 Eight Seminars and Training
Continuing throughout the day

5:30 – 7:30 Networking Reception in
Exhibit Hall

Friday, August 25

7:30 – Noon Registration

7:30 – 10:00 Boot Camp 3: On Street
Parking

7:30 – 11:30 Boot Camp 4:  Revenue Control 

8:00 – 10:30 Four Seminars

9:00 – 2:00 Exhibits Open – Chicago Day 

2:00 PM PIE Closes

Check www.parkingtoday.com/pie for updated seminar topics

Lets face it, no one has all the answers, but many of us
have the same issues and problems. What we try to do at
PIE is connect people with questions with people with
answers. We do it with seminars and presentations, and
there will be some this year. However we also do it by put-
ting you together with people who are on the front lines just
like you. 

These Networking sessions will be like fast action round
tables. We will have a dozen (or more) tables with a dozen
problems. You go to the tables with the problems you either

have or will have. Let the discussion begin. Then just when
you are about to get bored, you will change to another
table. 

We’ll keep this up until you have met and have the names
of enough people to solve your problems for the next year.
You can then catch up with them. We’ll do this a couple of
times during the two and a half days with different general
topics (on street, off street, Cities, Universities).

PIE 2006 will be the place to network…

Sponsored by

Chicago, Illinois – August 23 - 25

Parking Industry Exhibition
And Conference

 pt 0206  01/25/06  5:07 PM  Page 26



How about seminars and sessions?

Boot camp 1, 2, 3 and 4

The Business of Parking

PIE II – In Los Angeles

The Plenary Session:

We are planning a smaller version of PIE in Los Angeles.
That’s right, at the same time. Vendors who are exhibiting at
PIE in Chicago will have the opportunity to exhibit in Los
Angeles, too. Yes, it’ll be smaller, just tabletops there, but the
sessions will be exciting.
We will connect the plenary session in Chicago with the
opening session in Los Angeles. Yes, the folks in LA will be

able to see and hear the presentation in Chicago and par-
ticipate in discussion sessions afterwards.
The seminars will be dynamite, maybe even a “weekend
warrior” boot camp. PLUS, Network, Network, Network!!!
Where – We’re negotiating with the best spot in LA.
When --  Spend Thursday, August 24 networking parking in
Los Angeles.

Wednesday at 4 PM – 2 PM in Los Angeles
Give us 30 days, we’ll tell you everything. We are speaking
with five panelists who will address the major issues of park-
ing today (pun intended). These experts come from commer-
cial operations, a municipality, a university, an airport, and
a vendor. 

Where are these areas going? What will the future bring?
What plans is one of the largest commercial operators 
making for the next five years, the second, or is it third
largest airport, how about the largest city, parking wise.
Higher ed, the name is on the tip of your tongue.
Check our web site in late January – This is really BIG!

This year we are going to put the technical stuff in our boot
camp sessions. They will be longer and more complete.
Want to talk rates and revenue control – go to On Street.
Want to hear about Pay and Display and meters? Off street
is the place.  How about some info on the internet and high
tech? Lets talk personnel and recruiting. How about lighting? 
Lets face it, you aren’t going to become an expert in lighting
at boot camp, or in a seminar during a regular session

either. However we’ll give you the basics, and tell you how
to get the rest. 
Boot Camp is the nuts and bolts of Parking. All the attendees
love it, but have asked for more. And we will provide the
information.
Remember this year Boot camp starts early everyday. Don’t
miss it.  We have raised the bar – can you reach it?

PIE 2006 – PT’s Parking Conference is stressing quality and
quantity – We want you to network and have time to do it,
so we are focusing on 12 sessions over the two and a half
days.  These will cover the gamit from technology to opera-
tions, from on street to off street. However we have learned
that you can only whet your appetite in these, so they will be
general in nature, but with time to address your specific

questions. After each session, the speaker or panel will be
available for as long as it takes for you to ask your ques-
tions and get answers, as well as a chance to network infor-
mally with others who have the same issues.
Our program is finalizing now, and will be on our web site
by the end of January. 

What’s going on in the business of parking?  Did you know
that the 5th largest parking company in the US is a bank
from Australia?  Cities are selling their parking operations to
private investors and making big money at it, too. Cities are

taxing the heck out of parking revenue, are the Feds next?  
This session on the business of parking will address these
issues and others. Don’t miss it.

Parking Industry Exhibition – PT’s Parking Conference – August 23-25, 2006
Chicago’s Hyatt Regency O’Hare    --  www.parkingtoday.com
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Circle #166 on Reader Service Card

By Jim Zahrt

Employees’ Attire Can
Help Build Your Brand

employees be counted on to help if I have a serious prob-
lem, or simply needed directions to the nearest highway
entrance or gas station? 

The impression conveyed by parking employees can
make a big difference in whether the answer to these
questions is “yes.” And employees’ attire is an important
part of that equation. 

Uniforms can and should go beyond the basics
of neatness and professionalism, to the level of cre-
ating a strong impression of your company in the
customer’s mind. A positive impression, or brand
personality, conveyed by your company will help
your customer feel good about choosing to park in
your facilities time and time again.

’m sure you’ve heard the saying “You never get a sec-
ond chance to make a first impression.” It applies
everywhere -- in personal situations and in business,

where it can make a big difference in your bottom line. 
When customers enter parking facilities to find spaces

for their cars, they’re also often engaged in other tasks,
such as talking on their cellphones, shuffling through
papers or flicking through radio stations. Along with
these activities, they also are forming an impression of
your parking facility -- one that will likely determine
whether they will ever return. 

During the process of “impression formation,” the
customer may address many questions, often uncon-
sciously: Does this facility seem safe? Does the attendant
have a friendly, professional demeanor? Could the

I

Uniforms and Marketing:
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