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Safe Harbor Statement 

This presentation contains forward-looking statements that are based upon current management 
expectations. Generally, the words "aim," "anticipate," "believe," "could," "estimate," "expect," 
"intend," "may," "plan,“ "project," "should," "will be," "will continue," "will likely result," "would" and 
similar expressions identify forward-looking statements. These forward-looking statements involve 
known and unknown risks, uncertainties and other important factors that could cause our actual 
results, performance or achievements or industry results to differ materially from any future 
results, performance or achievements expressed or implied by these forward-looking statements. 
These risks, uncertainties and other important factors include, among others: our ability to comply 
with the extensive environmental, health and safety, and employment laws and regulations that 
our Company is subject to; changes in environmental laws that affect our business model; 
competition; claims relating to our handling of hazardous substances; the demand for our used 
solvent; our dependency on key employees; our ability to effectively manage our extended 
network of branch locations; warranty expense and liability claims; personal injury litigation; 
dependency on suppliers; economic conditions including the current recession and financial crisis, 
and downturns in the business cycles of automotive repair shops, industrial manufacturing 
business and small businesses in general; increased solvent, fuel and energy costs and volatility 
in the price of crude oil; the control of The Heritage Group over our Company; and the risks 
identified in our filings with the Securities and Exchange Commission, including our Registration 
Statement on Form S-1. Given these uncertainties, you are cautioned not to place undue reliance 
on these forward-looking statements. We assume no obligation to update or revise them or 
provide reasons why actual results may differ. The information in this presentation should be 
evaluated in light of such risks and in conjunction with the consolidated financial statements and 
the notes thereto included in our filings with the SEC and available on our website.
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HCCI Overview 

� Provider of industrial and hazardous waste services  to small and mid-sized 
customers

� 2nd largest provider of parts cleaning services

� Also provide containerized waste, used oil and vacuum services

� Customers outsource the handling and disposal of pa rts cleaning solvents and 
containerized waste to HCCI; allows them to focus o n core business

� 58 branches primarily in the eastern and central portions of the U.S.

– Service more than 39,000 client sites

� Focus on small industrial manufacturers (i.e., metal product fabricators and printers) and 
vehicle maintenance providers (i.e., car dealerships and automotive repair shops)

� Services reduce the volume of hazardous waste gener ated and associated 
regulatory burden for its customers

� Strong recurring revenue business with 90% of parts  cleaning revenues under 
automatically renewing service agreements
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(1) 2007 figures exclude inventory impairment charge, independent investigation charge and gain on contract termination of $2.2 million, $0.9 million and $3.0 million, respectively.
2008 figures exclude inventory impairment charge and non-cash stock based compensation issued at IPO of $2.8 million and $3.2 million, respectively.

(2) Pro-forma calculated as if HCCI was a C-Corporation and reflects retroactive adjustment to share counts that occurred in connection with our March 2008 IPO.
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HCCI History 

� Organized in 1999 with vision to become strong play er in parts cleaning and 
environmental service industry

� Obtained assets of Crystal Clean, an established re gional firm affiliated with The 
Heritage Group and Heritage Environmental Services

� Recruited experienced key managers and embarked on growth program

� Added branch locations and expanded service offerin gs

� Became public company in March 2008 led by William Blair, Piper Jaffray
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Long History of Strong Revenue Growth
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Well Positioned in 
Large Market

Compelling 
Financial Model

Investment Highlights

� $4B+ market opportunity

� Focused on underserved small- and mid-sized business market

� Industry proven, highly experienced management team

� Executive team comprised of same individuals who played a major role in building Safety-
Kleen into a $2B market cap company prior to its sale to Laidlaw in 1998

� Product reuse and non-hazardous programs provide cost savings and reduce regulatory 
burden on customers

� Excellent customer service creates long-term client relationships

� Further growth from existing branches

� Geographic expansion; still expanding in the eastern half of the U.S.

� New product and service extensions

� Recurring revenue model; 90% of parts cleaning revenue is under automatically renewing contracts

� Historical revenue growth rates in excess of 15%

� Goal to drive earnings growth via improved route density and overhead leverage

Multiple Avenues 
for Growth

Superior Value 
Proposition

Proven, Highly 
Experienced 

Management Team



Industry
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Large, Attractive Market

� 800,000 establishments in the 
U.S. engaged in manufacturing 
or vehicle maintenance (2)

� Establishments need to remove 
grease and dirt from engine 
parts with solvent

� Establishments generate used 
oil or waste paint which cannot 
be poured down the drain

� For small- and medium-sized 
generators, it is far more cost-
effective to outsource to HCCI 
than manage themselves

(1) Source: Environmental Business Journal and management estimates.
(2) Source: U.S. Census Bureau 2002.

Total U.S. Market
for Industrial and
Hazardous Waste

Services(1)

$7.4 billion
Used Oil
Services

Vacuum
Services

Parts
Cleaning

Industrial
Hazardous

Waste

Total Market = $4.7 billion

20%

11%

11%

58%

Total Market Market Addressed by HCCI (1) Key Characteristics
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Competitive Landscape

� Highly fragmented

� Competitors typically include smaller regional firms or companies operating in a single city

� Significant barriers to entry

� Route density is needed before profitability can be achieved

� Significant capital is required to provide equipment for customer use

� Permits required for transportation and operating sites

� Safety-Kleen is a primary competitor in parts clean ing, containerized waste 
management, used oil collection and vacuum truck se rvices

� HCCI competes favorably based on customer service and broad service offering



Management
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Tenured Management Team

8

9

6

8

9

9

25+� VP of Sales and Service Division 2 

� Previously oversaw $300 mm Sales Division at Safety-Kleen

Glenn Jones

35+� VP of Sales and Service Division 1 

� Previously in charge of $400 mm Sales Division at Safety-Kleen

Mike DeAngeles

20+� VP of Operations 

� Formerly responsible for the Management of Several Recycling 
Plants and Strategic Planning and Acquisitions at Safety-Kleen

Tom Hillstrom

30+� VP of Sales and Branch Operations

� Served as the VP of Industrial Marketing and Business 
Management at Safety-Kleen

John Lucks

20+� CFO, VP of Business Management and Secretary 

� Formerly VP of Business Management at Safety-Kleen 

Greg Ray

30+� President, CEO and Director, founder of Heritage-Crystal Clean    

� Former President of Safety-Kleen

Joseph Chalhoub

Name Position/Experience Years at 
Company

Years of 
Industry 

Experience



Business Strategy and Operations
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Service Offerings

� Solvent-based

� Aqueous-based

� Other

� Waste 
identification

� Pickup and 
disposal

� Used oil, antifreeze 
and oily water 
removal

� Liquids containing 
sediment or sludge

Parts Cleaning Drum Management

Oil Recovery Vacuum Services

All branches All branches

30% of branches 45% of branches
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HCCI – Value Proposition

� Typically little to no 
administrative infrastructure in 
place; unsophisticated 
operators

� Significant time and costs 
required to properly manage 
waste disposal in compliance 
with regulatory requirements

� Reduced regulatory burden

� Reduced generator status

� More time to focus on mission 
critical aspects of business

� Reuse of used solvent enables 
classification as non-
hazardous waste

Situation Facing Small Generators Value Proposition to Customers
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Environmentally-Friendly Services 

� Eliminates hazardous waste

� Achieves waste minimization

� Reduces manifesting

� May reduce EPA generator status

� Less paperwork, fewer 
inspections, reduced hazardous 
waste taxes

� Parts Cleaning Services designed to minimize regula tory burdens on customers:

� Product Reuse – Used solvent is reused as an ingredient in product 
manufacturing, therefore it is not considered a hazardous waste.

� Non-Hazardous Program – The Company provides an alternative solvent not 
included in the EPA’s definition of hazardous waste.  After use by customers, HCCI 
recovers and recycles this solvent with our state-of-the art distillation column.
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Customers

� Large and highly diversified base

� Over 39,000 locations served

� Largest customer represents only 1.5% of sales, ten largest only 7% of sales

� Focus on small to medium-sized waste generators

� Of the size and scale where internal capabilities not effective or cost efficient

� Generally less price sensitive than larger companies

� Diverse mix of customers requiring a broad range of services
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Operations

� Route-based economic model

� Route density is a significant profit driver

� One HCCI representative provides both sales and ser vice functions for 
each customer

� Entrenched relationships with customers

� Highly incentivized to provide excellent customer service and cross-sell 
additional products / services

� Cost efficient branch model

� Operate a network of 58 branches; hubs located in Indianapolis, Shreveport, 
Philadelphia and Atlanta

� Consolidation of administrative functions that are not critical to sales / service



Growth Strategies
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Same-Branch Sales GrowthSame-Branch Sales Growth

Potential AcquisitionsPotential Acquisitions

Geographic ExpansionGeographic Expansion

Expanded Service OfferingsExpanded Service Offerings

Growth Strategies
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Same-Branch 
Sales Growth

Same-Branch 
Sales Growth

Potential 
Acquisitions

Potential 
Acquisitions

Geographic 
Expansion

Geographic 
Expansion

Expanded Service 
Offerings

Expanded Service 
Offerings

Growth Strategies – Same-Branch Sales

� Obtain new customers in existing markets

� Cross-sell multiple services to existing customers

� Increase route density to further expand operating 
margins

� Same branch sales in 2008 was up 18% over 2007 for 47 
established branches

� Accelerate growth through integrated sales and serv ice 
approach; utilize incentives, such as commission an d 
awards to drive sales
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Growth Strategies – Expanded Service

� All branches offer parts cleaning and containerized  
waste services

� Only 1/2 of branches offer used oil collection or v acuum 
truck services, presenting significant opportunity for 
further market penetration

� 10 branches added services in 2008

� Long history of introducing and developing new 
business programs

� New business programs in development to be offered 
through branches

Same-Branch 
Sales Growth

Same-Branch 
Sales Growth

Potential 
Acquisitions

Potential 
Acquisitions

Geographic 
Expansion

Geographic 
Expansion

Expanded Service 
Offerings

Expanded Service 
Offerings
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Growth Strategies – Geographic Expansion

� Operate in 58 branches and service 38 states

� Significant opportunities for expansion, especially  within 
the Northeastern and Southeastern U.S.

� Opportunity exists to develop Western U.S. and 
international branches

Same-Branch 
Sales Growth

Same-Branch 
Sales Growth

Potential 
Acquisitions

Potential 
Acquisitions

Geographic 
Expansion

Geographic 
Expansion

Expanded Service 
Offerings

Expanded Service 
Offerings
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Growth Strategies – Potential Acquisitions

� Successfully acquired and integrated the assets of 
several small companies over eight years

� Additional small acquisition opportunities given 
fragmented nature of industry

� Current growth plan not dependent on acquisitions 

Same-Branch 
Sales Growth

Same-Branch 
Sales Growth

Potential 
Acquisitions

Potential 
Acquisitions

Geographic 
Expansion

Geographic 
Expansion

Expanded Service 
Offerings

Expanded Service 
Offerings



Financial Overview
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Financial Highlights

� Strong growth in financial performance from 2004 to  2008

� Opening ~5 new branches per year

� Branches typically become EBITDA positive within th e first twelve months 
and generate strong free cash flow beginning in Yea r 3

� Profitability enhancements over time include levera ging SG&A and other fixed 
costs and implementing price increases

� Estimated public company costs between $1.4M and $1 .8M annually

� First 3 quarters consist of 12 weeks; fourth quarte r consists of 16 or 17 weeks

� U.S. recession has slowed HCCI sales growth; Q1 200 9 was up 3% versus Q1 
2008.  Quarterly comparisons for the rest of 2009 m ay be difficult due to 
reduced per-customer spending.  

� Continue to gain customers and market share, and ex pect a return to growth 
when the economy recovers.
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Selling, General and 
Administrative Expenses as a 

Percentage of Sales

Continuing Operating Leverage
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� High energy-related costs adversely impacting 2008 operating and EBITDA margins

� HCCI has operating leverage in its route-based busi ness model

Operating Margin EBITDA Margin

Note: 2007 figures exclude inventory impairment charge, independent investigation charge and gain on contract termination of $2.2 million, $0.9 million and $3.0 million, respectively.
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Quarterly Revenue Growth
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Conclusion
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Well Positioned in 
Large Market

Compelling 
Financial Model

Investment Highlights

� $4B+ market opportunity

� Focused on underserved small- and mid-sized business market

� Industry proven, highly experienced management team

� Executive team comprised of same individuals who played a major role in building Safety-
Kleen into a $2B market cap company prior to its sale to Laidlaw in 1998

� Product reuse and non-hazardous programs provide cost savings and reduce regulatory 
burden on customers

� Excellent customer service creates long-term client relationships

� Further growth from existing branches

� Geographic expansion; still expanding in the eastern half of the U.S.

� New product and service extensions

� Recurring revenue model; 90% of parts cleaning revenue is under automatically renewing contracts

� Historical revenue growth rates in excess of 15%

� Goal to drive earnings growth via improved route density and overhead leverage

Multiple Avenues 
for Growth

Superior Value 
Proposition

Proven, Highly 
Experienced 

Management Team
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