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Sneak Peek
Ask the question6 30 Survivor’s story18

How do you know
how new customers
find you? Ask them,
says Larry Siegel,
and keep track of the
answers they give.

Henry Greenbaum
survived the Nazi
death camps,
became a drycleaner
and was dedicated
to telling the story.

The Dry in Drycleaning

  National

Clothe sline

Blowing down the
boilers may be the
most contentious
boiler issue. Bruce
Grossman digs into
the topic.

24 The boiler blowdown

Eleven past president gathered at the
Laurel, MD, headquarters of the Dry-
cleaning and Laundry Institute last month,
during the fall board meeting held in con-
junction with the Pennsylvania and
Delaware Cleaners Association trade
show in nearby Baltimore.

The past presidents toured DLI’s facil-

ity and caught up with their colleagues
and the DLI staff and were invited to at-
tend the fall board meeting and share input
and perspectives with the current board. 

Pictured in front from left are Lang
Houston (2001-2002), Crest Cleaners, Co-
coa Beach, FL; Ed Robinson (2008-2009),
Ed Robinson Laundry and Drycleaning,

Columbia, SC; Donald Fawcett (2005-
2006), Dependable Cleaners, Quincy,
MA; Jim Nixon (1992-1993), Nu-Way
Cleaners, Greely, CO; Eric Kloter (1999-
2000), Swiss Laundry, Rockville, CT.

In the back row are Allan P. Johnson
III (2014-2015), Peerless Cleaners, Cor-
pus Christi, TX; Rick Kasperbauer (2010-

2011), Kasperbauer Cleaners, Carroll, IA;
Dan Martino (2004-2005), Martino’s
Master Drycleaners, Kenosha, WI; Greg
Myers (2015-2016), Southside Cleaners,
Lakeland, FL; David Beatty (2016-2017),
Murrysville Cleaners, Murrysville, PA;
and Gary Dawson (2005-2006), Belleair
Bluffs Cleaners, Belleair Bluffs, FL.

Trouble finding good employees? James Peuster said there are ways to do it which he outlined in his presentation during the PDCA Expo in Baltimore last
month. A good crowd was on hand for the first presentation of the day.

Something of everything in Baltimore

Five generations of
the Dry family have
been dedicated to
doing drycleaning
right in the
Albamarle, NC area.

The cycle of regional trade shows ended
on a high note last month in Baltimore,
MD, where the Pennsylvania and Delaware
Cleaners Association set  up shop with ex-
hibits and seminars that put most of what
drycleaners need to advance their busi-
nesses under one roof.

That roof was the Baltimore Convention
Center and it housed exhibits by about 60
companies that attracted around 700 clean-

ers who kept the exhibit hall busy on both
Saturday and Sunday.

Drycleaning machines, finishing equip-
ment, and computers systems occupied
much of the floor space but smaller displays
covered a variety of products useful and
necessary for running a drycleaning opera-
tions — chemical supplies, press pads, in-
surance, hangers, conveyor systems — you
name it, you could find it there.

Clinics held on the exhibit hall floor dur-
ing the show demonstrated how to put some
of that equipment to its best use. At the
Unipress booth, Liz Davies explained the
finer points of shirt finishing in a Saturday
afternoon session while at the Sankosha
booth a presentation in Korean on pants
finishing was the topic on Sunday.

Jim Groshans, the FabriCoach, led two
sessions in the exhibit hall on customer

service excellence, one on Saturday and a
second on Sunday. He explained what dif-
ferentiates various levels of customer serv-
ice, from meeting basic customer expecta-
tions to exceeding those expectations in
such a way that the customer will be con-
vinced to return.

Meeting and exceeding customer expec-
tations requires a staff that works as a team.

Continued on page 10
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Be there where they live
Brian Rashid, the social media expert who spoke at the PDCA Expo convention in Baltimore last month, remarked that

“Everybody is living on their phones today.”
That seemed evident just looking around at the convention. At any given moment, you could see people looking at their

phones or holding them at ready for that next text message. 
According to figures from Statistic Brain in June of last year, Americans were sending 26 billion texts a day, which adds

up to 781 billion every month and more than 9.3 trillion a year. No wonder it seems almost like a full-time job for some people.
Texting isn’t just for personal communication; most businesses use the communication medium for everything from offering
discounts to consumers to scheduling business meetings. That makes sense. The Pew Research Center notes that 81 percent of
Americans text regularly and 97 percent of adults text weekly.

Rashid’s point, which is well taken based on both observations and statistics, is that to reach people today, you have to be
where they live — and that is on their phone or their tablet or their computer screen.

Rashid offered a detailed plan get you on the screens of your customers and potential customers. You can learn more
about it by looking him up on the Google or Youtube or Facebook or Instagram or Twitter or LinkedIn or Snapchat. He’s living
somewhere in your phone right now.

Whether you follow his methods or not, the important thing is to take heed of his advice. When somebody is searching for
a cleaner, you want to be where they are living, right there in the palm of their hand.

Setting an example for all of us
Let’s forget about drycleaning for a minute and instead focus on America’s dirty laundry. A culture once dubbed to be the

“Melting Pot” is in danger of boiling over. Recently, the FBI announced that reported hate crimes have jumped up a disturbing
17 percent last year to a total of 7,175 (a vast majority of hate crimes go unreported) — a spike like that hasn’t been seen since
the days following the terrorist attacks on 9/11. It’s just one more sobering reminder of how deeply divided America has
become. Anybody who followed the November 6 elections closely witnessed more evidence of a disjointed electorate that
appears only to be getting worse.

This writing is not intended to assign blame. This isn’t about Obama or Trump, socialism or nationalism or any other
worldview or specific issue that drives a wedge between us. It’s about something much more substantial. It’s an appeal to our
humanity as a country — that same humanity that seems to be slipping away.

Less than a week after our country honored all those who have served on Veteran’s Day, a man attending a Fiddler on the
Roof play in Baltimore raised his arm in a Nazi salute during the performance and shouted “Heil Hitler!” Around the same time,
a ten-year-old Muslim girl received threatening notes in her cubby at a Boston elementary school that read: “You’re a terrorist.”
and “I will kill you.” Synagogue shootings. These hate-fueled incidents are popping up daily with a frightening frequency and
the sad headlines flow like a torrent of blood on America’s streets. Most days, it’s hard to find a little hope, let alone inspiration.

But all is not lost. Many in this country are opposing these incidents of blind prejudice and repulsive behavior. We hear
about those stories, too, though admittedly not enough. That’s why it’s so important to honor those who dedicate their lives to
resisting such rising evils. It’s hard to find a more dignified personification of this than Henry Greenbaum, a drycleaner by trade
for half of his life, who recently passed away at the age of 90 (see obituary on page 30).

Greenbaum was of an increasingly dwindling breed: he was a survivor of the Nazi Holocaust that callously killed some 17
million human beings, including most of the young Orthodox Jewish man’s family and loved ones. The memories he carried
with him his entire life were a crushing burden and yet Greenbaum pressed on. Not only did he find the strength to live in the
aftermath of such horrors, but he spent the rest of his life on a mission to educate Americans (especially schoolchildren) on this
dark chapter in human history. 

Earlier this year, he was awarded the Ellie Wiesel Award for his awe-inspiring courage and commitment to making this
world a better, more enlightened place. He had a dream that we all could learn from the real nightmares of his past. Such a
dream requires an effort from all of us who wish to see our beloved country eradicate hate before it can fester and flourish.
Such a dream requires us all to wake up and remember the blood-soaked lessons learned from recent history. Such a dream can
become reality if we are all willing to follow his example.
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The Dry in Drycleaning
P

eople of Albermarle, NC (and its
surrounding areas) who want
their garments done right have

been coming to Dun-Rite Cleaners for
almost a century.

Of course, it doesn’t hurt that the
five generations of the family who have
owned and operated the business in all
that time seems destined to be in the
drycleaning industry. After all, their
last name is “Dry.”

Originally, the company called itself
City Laundry when fourth generation
owner Mark Dry’s great-grandfather
F.O. (Finley Otis) started it.

“He knew there was a demand for
laundry services because at that time
we did hospital linens, motels, nursing
homes… because very few facilities
had their own laundries,” he explained.

In 1922, the company moved from
one side of town to the other and was
renamed as Dun-Rite Cleaners. One
thing didn’t change, though; the com-
pany has always prided itself in doing
all of its own work in-house and all of
its owners, past and present, are not
afraid of getting their hands dirty when
it comes to cleaning clothes.

F.O. handed the business down to
his son, Benton Dry, who in turn
handed it down to his son Gene,
Mark’s father, who helped usher in
some big changes.

“They decided to get into the
drycleaning end of the industry, also,”
Mark noted. “My father went to the
National Institute of Drycleaning
school full time. He got all of his train-
ing and came back and we installed
multiple petroleum drycleaning ma-
chines and my father looked out after
all of the drycleaning operations and
my grandfather did all of the laundry
that came in.”

In time, Gene’s brother, Benton H.
Dry II, left a long career in sales and
sales management for The Gillette
Company and Black & Decker and
joined up with the family business,
which now included divisions for car-
pet care and restoration. 

E
ach Dry family member was con-
tent to focus on a division of their
own, which is one of the reasons

why the business has been able to excel
and grow over the years.

Another crucial driving force behind
the family business’s longevity is its at-
tention to detail and emphasis on pro-
viding the highest possible quality. It’s
a formula that still helps Dun-Rite keep
the work coming in today.

“Business is very steady and we
have seen growth,” Mark said. “A lot
of it is [from] being so diversified with
what we can do and then a lot of it is
our reputation and our demanding
quality on every garment. People in
this day and time want the best bang
for their buck. They want the best qual-
ity and that’s what we give them.”

Obtaining such a high caliber of
cleaning means no shortcuts, as Mark
found out firsthand on his journey with
the company. Though he grew up
working at and learning about the busi-
ness, his father made sure that he con-
sidered all options.

“My dad made us go to college and
get a college education in case we
didn’t want to stay in the business,

we’d have something to fall back on,”
Mark recalled. “I came back and man-
aged the laundry division. Then, I went
through all of IFI’s classes for dryclean-
ing and also got my laundry certifica-
tions from Ken Faig.”

H
e earned his accreditations for
CED (Certified Environmental
Drycleaner) and CPD (Certified

Professional Drycleaner) long before
they were fashionable. Mark always
knew that his interests tilted toward the
drycleaning division which is why he
has racked up over 40 years of experi-
ence in drycleaning and he has yet to

become burned out.
“Every day you learn something.

Every. Single. Day,” he added. “A lot of
it is pride and I think a lot of it is we re-
ally like what we do. We like helping
people. We like achieving a good result.
We’re fanatical about quality in every-
thing that we do, and I mean every-
thing. That kind of sets us apart.”

“It’s something that I’ve always
wanted to do,” he continued. “My pas-
sion comes from when I clean garments
and look at the finished product. I’m
proud to know that I did what was
needed to be done to that garment to
make it in like new appearance for the
consumer. I just enjoy working hands-
on with textiles.”

A
t one point in time (quite a few
decades ago), Dun-Rite Cleaners
had as many as 30 employees;

today they employ about 20. It can be a
lot to manage for a working owner, but
things were much more overwhelming
for Mark when he was still a young
man.

“My father died back in the early
1970s, and when he died I became the
full owner of the company when I was
probably around 22 years old,” he re-
called. “Basically, for the next ten years
I never took a vacation. I worked 52
weeks a year, six days a week — never
took any time off.”

Fortunately, help did eventually
come in the form of Mark’s brother
Benton returning to Dun-Rite.

“I didn’t want to get somebody from
the outside. I wanted somebody who
had a vested interest to come in and to
be in the family business and help keep
it growing,” he said.

One way the business grew was to
add restoration services, but not just
the textiles that get damaged in fires

and floods. Mark’s son Taylor, who
comprises the fifth generation of family
in the business, has helped boost Dun-
Rite’s restoration services to include
everything inside the house and out by
overseeing duct and window cleaning
and pressure washing.

“The philosophy was that we just
saw that there was nobody out there
doing some of these things. Or, there
were people doing some of these things
but they just didn’t quite reach that
point,” Mark noted. “So, we just
bought our own equipment and my
son went and got trained in that.”

In addition to obtaining a multitude

of certifications, Dun-Rite has also jus-
tified its own name by winning many
prestigious honors over the years, in-
cluding: Stanley County Small Business
of the Year, Stanley County Environ-
mental Achievement Award, WSOC 9
Who Cares Award and a North Car-
olina Governor’s Volunteer Service
Award.

T
he company has often been rec-
ognized for its community sup-
port effort over the years, such as

its Coats for Kids annual drive that has
collected over 75,000 coats.

“We were one of the first in the state
to jump on that and have been doing it
for 27 years now and are still doing it,”
Mark said.

That commitment to the community
is a direct by-product of five genera-
tions of the Dry family who have all
learned that dedication is needed to be
successful, and to them, dedication
means showing up all the time.

“We are working owners. We’re not
on the golf course. We’re not on the
lake fishing,” Mark emphasized.
“We’re here from 7 a.m. to 6 p.m. every
single day. We are working managers
in our plant on a daily basis. If they
come in with a problem garment or a
wedding gown to be restored, we are
available to talk to them immediately.
It absolutely makes a huge, huge dif-
ference.”

By being present, the Dry family is
able to confront problems immediately
when they crop up, before they get a
chance to grow.

“We face challenges head on like a
bulldozer,” Mark said. “We roll right
through those and that’s why we’ve
been in business for 96 years. We don’t
second guess. If we’re not sure how to
do something, we’ll contact the people

who can get us in the right direction
immediately.”

T
he last few years have been tough
on the drycleaning industry, most
cleaners would agree, but Mark

believes the future isn’t all doom and
gloom.

“I believe that the drycleaning in-
dustry is on the rebound,” he ex-
plained. “With all the new clothing and
textiles that are coming out, hopefully
we’ll start getting some manufacturing
back in the United States using natural
fibers. They do require a professional
finish.

“I can see the younger generation
starting to come around as to how
they’re dressing and how they look.
Years ago, the ragged jeans, an old t-
shirt — that seemed to be the staple. I
think now it’s changing. I’m seeing
more young professionals who are
dressing nice because they want to.”

“In looking to the future, you have
to be very proactive in looking at their
needs, what they’re wearing,” he
added. “They don’t want any creases
in their sleeves. They don’t want any
creases in their slacks. They like it to
look like it came right out of the dryer,
but pressed.”

A
s long as people are dressing in
a way that makes them feel bet-
ter, Mark believes all dryclean-

ers need to respond in the same way.
“The best advice for other cleaners

right now is to make sure that every
garment that you process, you would
be willing to wear yourself anywhere
once you get it done,” he said. “If you
don’t want to wear it yourself, if the
quality is not there, then it needs to go
back through the system.”

As Mark sees it, that advice applies
to any order on any ticket, not just the
highest spending customers.

“We feel fortunate to have the busi-
ness that we have,” said. “We never
stop in making sure that we do every-
thing for the customer, whether they
have one shirt or multiple pieces.
Everything has to be perfect. I cannot
reiterate that enough.

“The cleaners now, what they want
to do is to get it in, get it clean, get it
back, get it out, get it paid for and move
on. Shut the doors. Send everybody
home. We run 40 hours a week. We feel
very luck that our plants operate that
many hours a week.”

Mark
Dry
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Our Customers are thrilled and love the results. I can not be happier with the way Sensene
and Columbia cleans our garments. Not only does it brighten and soften the materials,

it has been wonderful on removing stains. I love that Sensene is environmentally friendly, and
safe to use. Odors in the shop are now completely gone. I am so pleased with Sensene and our
new Columbia Dry Cleaning Machines. I have been a PERC operator my whole life. I would
have never imagined anything could have been better. We are convinced this is a best cleaning
solution for our future.”

~Sara Smith, Manager, Reno Dry Cleaners of Louisville, Ohio

(800)446-5634 • In NY (631)293-7571 • www.columbiailsa.com  
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MARKETINGMAN
Don’t forget to ask the question

BY LARRYSIEGEL

W
hen I ask business
owners how they get
new customers, they

typically answer “word-of-
mouth.”

Would that be your answer?
Is it your answer because you
aren’t doing any marketing,
advertising or promotion so it
must be word-of-mouth
(please say “No”), or are you
just assuming new customers
are coming in due to word-of-
mouth because you don’t ac-
tually ask them how they
heard about you?

When you discover you
have a new customer and ask
the question, great! If you’re
not asking, how do you know
what parts of your marketing
program are working for you? 

If you asked me, a market-
ing consultant, how I get new
clients, my answer would be
that I “prefer” to get them by
referral — aka word-of-mouth
— but I do networking and
some local promotions, too.

For example, three of my
most recent calls weren’t refer-
rals at all: one came from
someone who tracked me
down through an article in
which I was mentioned; an-

other was from a business card
passed out at a networking
event (yes, it can happen!); and
the last came from a small pro-
motional card I pinned on a
community bulletin board.

I could have assumed some-
one told them to call me but I
discovered that these other
business efforts paid dividends
by doing one simple thing: I
asked the caller how they
heard about me. 

There are a few significant
reasons a potential new cus-
tomer is looking for your busi-
ness: they are new to the area
and need a local cleaners; they
are unhappy with their regular
cleaners; or you offer services
and amenities other cleaners
don’t.

Here are their options to
find you, and I’m going to let
you in on a little secret now
rather than later — these op-

tions are not mutually exclu-
sive… they work together:

• Advertising. This proba-
bly won’t be an answer if
you’re not doing it, but some-
times people mix you up with

a competitor’s ad… lucky you!
Also, unless there’s a

coupon involved to make it
more like direct response, most
advertising in the media — ra-
dio, cable television, newspa-
per, magazine, a variety of
event programs, etc. — are in-
stitutional brand-builders…
they’ll influence a decision but
aren’t likely the main “why”
people come in. 

• Direct response. This is
anything that contains a
coupon or gift certificate, from
direct mail and circulars to the
backs of cash register receipts.

If you’re sending something
directly to a dedicated list of
“new residents” in your target

market, anyone coming in
with that offer presumably will
be a “new customer.”

However, they might not
say the offer is how they heard
about you! They may say they

drove by or did an online
search even though they just
handed you a coupon… the of-
fer was the “trigger” to the
visit but not the reason they
came to you. 

Note: if you’re doing
couponing to your local com-
munity in general, current and
potential customers are receiv-
ing them. Hopefully your POS
system is letting you know
when you are talking to a
“new” customer because they
aren’t in the system. That’s
when you give them a big wel-
coming smile and treat them
accordingly.

• Drive by. Wherever you
are located, people driving by
better be able to see your name
and that you are a cleaners.
And this is where branding
pays off!

Logos and signature colors
are eye-catchers and build
awareness so that when a post-
card arrives with the same lo-
gos and colors along with an
offer, voilá… new customer!

Also, make sure your out-
door signage is well-lit at night
so it is always working for you.

• Online. This is the
catchall for website, internet
search (something people fre-
quently do when they move
into an area), Facebook and
other social media responses.
It might even cover an e-mail
promotion with an offer, al-
though designating it as “di-
rect response” works if the cus-
tomer brought in a hard copy.

Comparing Google Analyt-
ics and other website traffic
data against what people are
telling you may show that on-
line is more of an “influence”
rather than a “catalyst.” 

Another note: If you want
to offer coupons online, don’t
put them on your website.
Send people to your Facebook
page and create a relationship.

• Word-of-mouth. This is
the most powerful form of pro-
motion because it means
you’re doing things so well
that people are comfortable
and confident referring others
to you.

You may want to differenti-

ate between referrals from
friends/family and business
associates, especially if you
have targeted promotional
programs to each group. And,
if you don’t, perhaps consider

doing a “tell a friend” cam-
paign with your current cus-
tomers every so often.

In many respects, Yelp and
Angie’s List-style online sites
can be considered word-of-
mouth, but I’d tally them un-
der “Online.” 

Speaking of tallying, track
this information in a manner
that works best for you. The
simplest method would be a
tally sheet at each counter that
you collect at the end of the
day; or have a central tally
sheet all CSRs use and pick up
at the end of the week.

If you can create a field in
your POS system when you’re
entering in new customer in-
formation, see if you can enter
“all that apply” instead of just
one. As I said earlier in this ar-
ticle, marketing is multi-lay-
ered and many aspects of your
promotional activities work to-
gether.

At the end of the month,
consolidate your tally sheets
and do your count. If you’re
using your POS system, gen-
erate a report for these results
along with a new customer
count. By tracking results over
time you’ll see what’s working
for you and, whenever you do
something new you’ll be able
to see changes in the results.

By the way, train your CSRs
to use the “How did you hear
about us?” question as a way
to connect more with the new
customer.

If someone was driving by,
ask what really caught their at-
tention. If they heard a radio
spot, ask which station they
were listening to and talk
about the station format.
Someone gave them a referral?
Ask who it was. If the same
customer name keeps coming
up, send them flowers and a
gift certificate for free services!
Larry Siegel is a marketing con-
sultant/graphic designer and be-
lieves that “marketing is
everything!” He specializes in
helping businesses with brand-
ing, bringing in new customers
and loyalty programs. He can be
reached at (818) 241-3042 and
larrysiegel@charter.net.

rite-temp Water Chillers ®

CCeelleebbrraattiinngg

70
yyeeaarrss ooff sseerrvviiccee

Why would you trust your 
investment to another company?

We have been building 
Quality water chillers since 1948!

rite-temp Water Chillers ® ˜ 800/462-3120 ˜ www.ritetemp.com
MADE IN THE USA

To learn more, see the Index of Advertisers on page 42 or visit www.natclo.com/ads

By tracking results over time you will see what is 
working for you and, whenever you do something new, 

you will be able to see changes in the results.
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UUSSEEDD** DDRRYYCCLLEEAANNIINNGG EEQQUUIIPPMMEENNTT PPRRIICCEE
Hoyt 100 lb. Petroleum Reclaimer $11,000
Marvel 30 lb. Transfer Washer/Extractor $3,995

DDRRYYCCLLEEAANNIINNGG PPRREESSSSEESS
Forenta Triple Puff Iron with Dual Pedals $1,250
Forenta Utility Press $2,950
Hoffman Mushroom Topper $3,600
Unipress V3 Versaform $8,995

LLAAUUNNDDRRYY WWAASSHHEERRSS && DDRRYYEERRSS
Unimac 75 lb. Reversing Gas Dryer $2,200
Milnor 45 lb. Washer $2,995
Dexter 55 lb. Washer $3,800
Unimac 75 lb. Gas Dryer $1,900

LLAAUUNNDDRRYY PPRREESSSSEESS
Hoffman Bantam Body Press $2,995
Unipress 3TZ Collar and Cuff $3,800
Fujistar Double Buck w/unloader $14,000
Unipress LS Single Buck $15,000
Ajax CBS Sleever $3,995
Forenta 54” Apparel Press $3,300
Unipress NT2 Double Buck $18,000

OOTTHHEERR
Fimas Finishing Board $1,695
Superstarch Starch Cooker $2,995
Boch 20” Extractor $3,995

DF-740UV3 Pants Topper
• Easy garment setting for greater productivity

• Automatic pants cuff clamp unit to insure proper finish
quality

•  Manual pre-steam feature to minimize wrinkles

SDP-880U Double Legger Press
• Quality creases for both legs of pants

• Can also be used for touch up work and skirt finishing

•  Easy to Set Pants

•  Has a true middle press with vacuum

All Equipment Tested Prior to Shipping
Your Satisfaction Assured

DDRRYY CCLLEEAANNIINNGG PRICE
Sankosha Triple Puff Iron $1,849
Hoffman Dry Cleaning Mushroom Topper $5,795
Lattner 15 H.P. Boiler $11,495
Forenta Form Finisher $3,995
Unisec 50 lb. Dry to Dry Easysec $29,995

LLAAUUNNDDRRYY
Forenta 19VS Topper $4,450
Ipso 50 lb. Gas Dryer $3,195
Bantam Body Press $3,995
Wascomat 83 lb. Gas Dryer $3,525
Ipso 60 lb. Hard Mount Washer $8,350
Ipso 55 lb. Soft Mount Washer $9,995
Electrolux 62 lb. Washer $7,995
Forenta 53” Laundry Legger $6,695
Miele 45 lb. Soft Mount Washer $11,750
Fagor               60 lb. Washer $7,295  

NEW**
EQUIPMENT

√ New Listing •  * Used equipment subject to prior sale FOB San Antonio •  ** New Equipment FOB Factory

866-734-3644 • www.MustangEnterprises.com
info@mustangenterprises.com • San Antonio, TX

√

√

√

√

on their 40th Anniversary 
in Business and
25th Anniversary 

in the United States!

Congratulations to
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For that, Groshans advised, “Hire
for attitude. Train for skill.”

Hiring and dealing with em-
ployees was the main topic of two
seminars held on Saturday before
the exhibit hall opened.

Leading off was James Peuster
who was out to dispel the myth
that you can’t find good employ-
ees. Indeed, there are many not-
so-good job candidates out there,

Peuster admitted. There are those
who put forth minimal effort,
aren’t willing to improve on their
skill sets and expect rewards be-
fore performance merits it.

At the same time, drycleaners
have no patience and often expect
top performance immediately.
Thus cleaners find themselves in
a rut when it comes to finding
good people to work for them.

“You have to stay positive be-

cause there are good people out
there,” he noted. 

To get the best candidates,
Peuster said, a drycleaner needs
to become known as a great em-
ployer. And to keep those best em-
ployees, you need a good em-
ployee retention program.

When hiring, he suggested to
first look at in-house candidates
who could be promoted. In em-
ployees’ eyes, you are then offer-

ing a career, not just a job. Com-
bined with pay that is better than
the competition, this will make it
harder for people to leave your
employ. 

Offering current employees a
bonus for referring possible new
hires is another way to get them
invested in the job. 

It is also important to have
clear job descriptions so employ-
ees know what is expected.

“Drycleaners tend to spread
employees too much,” he said.
“How can someone do what is ex-
pected when they don’t know
what is?”

The main thing, he said, is to
always be hiring. Even when you
don’t have a specific position to
fill, be on the lookout for good
people. Treat hiring like sales
since the quest for the best means
selling yourself to them. 

“Recruitment is sales and mar-
keting,” he said. “It works if you
work it.”

One place to look for employ-
ees are the many retail stores that
are closing. People who worked

there are looking for jobs and have
customer service experience.

Another source is headhunters.
Peuster demonstrated how the
website indeed.com can be used
to find good candidates if you are
willing to spend a bit of time and
money with it.

While finding and keeping
good employees is a large task,
staying out of legal trouble as an
employer is another and that is
what attorney Frank Kollman ad-
dressed in the second program of
the morning.

At the top of his list of com-
mon employer mistakes is failing
to post the required workplace no-
tices. Federal and state agencies
provide free downloads of these
posters with the required informa-
tion (such as minimum wage, anti-
discrimination laws, etc.). 

Another basic item is having a
completed I-9 form for every em-
ployee. Kollman suggested keep-
ing them in a separate file in case
of an audit.

More complicated issues in-
volve properly calculating over-
time pay and determining if some-
one is an employee or an
independent contractor. 

Another pitfall is having un-
trained supervisors. “Make sure
they understand the laws,” Koll-
man said. “A business is respon-
sible for the words and actions of
its supervisors.”

The hiring process itself often
opens the door to trouble down
the road.

“People ask the worst ques-
tions at interviews,” he said.
“Only ask job-related questions.
Avoid questions about health and
disability.”

Hiring should be treated as se-
riously as firing, he said. Employ-
ers tend to keep atrocious records
concerning hiring and that can
make their decisions even harder
to justify than firing decisions if
somebody decides to take you to
court.

Having a solid work force
won’t do much good if they don’t
have work to do. Using social me-
dia to draw in those customers
was the topic of Brian Rashid in
his Sunday morning presentation.

Everybody has a story to tell,
said Rashid, and with social media
it’s easier than ever to tell that
story using Facebook, YouTube,
Instagram, podcasts and Twitter. 

“Everybody lives on their
phones today. You must live there,
too,” he said.

He suggested creating your
own network with these tools,
starting out with a story-telling
video that could explain how the
equipment works, how stain re-
moval is accomplished or intro-
ducing your employees. 

Whatever it is, it must be rele-
vant to people’s interests and cap-
ture their attention in three to five
seconds.

You can build on that piece of
core content, a YouTube video,
perhaps, then spread it around
along all the other platforms. If
you feature local dignitaries or
other local businesses in your con-
tent, they can share it on their own
pages and bring even more eye-
balls to you.

Dedicating some time and
maybe some money to the en-
deavor can reap the benefits of
pulling people to you by visiting
them where they live.

Purchase this three machine combo
and receive our gifts.

Toll Free:  800-438-0346
Direct:  704-376-0717

Fax:  800-248-2696
Email:  bgl@bglieberman.com
Web: www.bglieberman.com2420 Distribution St., Charlotte, NC 28203

Box of Thread $ 9.95
1 Dz. Bobbins 3.00
1 Bobbin Case 4.95
1 Zipperfoot 4.95
1 Lft. Cording Foot 4.95
1 Rt. Cording Foot 4.95
AMF Needles 16 x 231 4.50
10 ea. #12, #14, #16
1 Tape Measure .69

32.99

10 29 x 49 Needles $ 8.00
1 cone Serafil, BL. #120 4.95
1 needle threader 0.75
1 LED-20 Light 18.00
with MAGNET
a value of                          $ 31.70

800-438-0346

1049.00

BUTTON SEWER with both
Parallel and Cross Stitch Sewing Pattern Feature
Save time and labor replacing buttons
with either the hand crank or electric version.
Purchase either and get a FREE Super durable

button tray of assorted popular styles.
HAND CRANK is $1195.00

ELECTRIC is $1299.00

Continued from page 1

To learn more, see the Index of Advertisers on page 42 or visit www.natclo.com/ads

Liz Davies leads a shirt finishing clinic on the exhibit hall floor at PDCA’s Expo.

A search for employees and customers
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... ROCK STEADY

“

~ Lisa Hiebert, CPD
Best Care Dry Cleaners
Winnipeg, Canada

http://www.sankosha-inc.com
1901 Landmeier Rd., Elk Grove Village, IL 60007
TOLL FREE: (888) 427-9120 • TEL: (847) 427-9120 ���� ����

�
�

SA
NKOSHA U.S.A.

�
�

�
�

YEAR ANNIVERSARY

�
�����

After purchasing our (rst piece of equipment from Sankosha we noticed
a di'erence immediately in the quality of (nishing. Our pressers were

spending less time per piece and producing a higher quality garment. After this
realization we started to replace all our aging equipment with Sankosha models.

From our pant topper to hot head press to auto bagger, Sankosha equipment
does not let us down. We do basic regular maintenance on the equipment and
then really don’t worry about it. Sankosha equipment is the most reliable
equipment we have owned over the past 40 plus years in business.

We had a wonderful experience with our most recent additions; the quad
collar cu' and double buck shirt unit. A Sankosha representative came out to
make sure installation went smoothly and then trained our shirt pressers. Our
pressers love the new shirt (nishing equipment and our customers love the way
their shirts look.

�ank you for the quality machinery you produce and for the excellent customer
service you provide!”
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KEEP IT LEGAL
Keeping an eye on local labor laws

BY FRANK KOLLMAN

A
s I write this, the 2018 midterm
election results are three days
old.

According to people in the know, la-
bor unions were a huge factor in Dem-
ocratic Party victories around the coun-
try. According to the AFL-CIO, 743
union members were elected to office.

The union-backed candidates won
in many jurisdictions, although they
lost in several states, most notably in
Wisconsin, where they tried to take the
House seat vacated by Speaker Paul
Ryan. On the other hand, public em-
ployee unions finally got Scott Walker,
the two-term governor there.

Everyone is convinced that this
Union wave will be felt more at the lo-
cal level. On the national level, the loss
of the House of Representatives should
not result in more pro-employee, anti-
employer legislation.

I say “should” because Republicans
are not always reliably business-ori-
ented. Nixon was president when
OSHA was enacted, and George H.W.
Bush was president when the Ameri-
cans with Disabilities Act was signed
into law. Republicans have continued
to pull for labor union support, only to
be disappointed time and time again.

As I said, the real mischief for com-
panies will take place on the state and
local level. It is at that level that sick
leave laws, minimum wage laws, and
other laws are being passed to provide
more employee benefits than federal
law.

Four people on a city council can do
more damage than 435 Members of
Congress and 100 Senators, at least to
businesses in their cities. Politicians are
learning that local offices are just as
valuable to their aims as the sexier na-
tional offices.

While federal law normally super-
sedes state law, in the labor and em-
ployment arena, local laws are permit-
ted if they provide more protections or
benefits for employees than their na-
tional counterpart. That is why certain
forms of discrimination can be legal na-
tionally, but illegal in several states.

Federal wage and hour law can pro-
vide for exemptions for certain employ-
ees only to be superseded by state laws
not recognizing the exemption under
their wage and hour statutes.

In other words, a federal regulation
saying that your method of paying em-
ployees is proper is no defense against
a state regulation saying that the

method is not.
While the appointment of more con-

servative federal judges is good for em-
ployers, state courts are still filled with
less conservative political appointees.
For that reason, employers must still
be vigilant in how they handle em-
ployee discipline, respond to employee
complaints, and handle employment
policies like leave and benefits. Law
schools are still graduating attorneys
at an alarming rate, and many of them
are finding work suing employers.

One of the phenomena driving anti-
company legislation is the “victim”
mentality. People who run companies
were once admired. Now, they are fre-
quently viewed as greedy, overbearing
task masters. It is not as popular to run
for office on a pro-business platform,
but running against employers can get
743 people elected to office.

Most of the people reading this col-
umn run small businesses, and they
know how difficult it is to keep the
doors open and deal with less than stel-
lar employees. I am not optimistic that
even small, struggling businesses will
ever be viewed as victims who need
rescuing by public officials.

In any event, labor and employment

laws change regularly, even without a
change in party control. There are very
few scientific studies on the effect of
labor and employment laws on pro-
ductivity, morale, recruitment, reten-
tion, and so forth. Most laws are based
on unreliable anecdotal evidence or
emotion.

Some legislator will read an article
in the newspaper about alleged mis-
treatment of an employee and, before
you know it, we have a new employ-
ment law to prevent that mistreatment.
It is essential that you stay on top of
these changes, whatever the cause.

The trend toward local regulation
will continue, especially if the deadlock
in Washington continues, and that will
likely continue. Make sure you get the
information you need — perhaps from
the local chamber of commerce — to
avoid liability under state and local
law.

To learn more, see the Index of Advertisers on page 42 or visit www.natclo.com/ads

Frank Kollman is a partner in the law firm
of Kollman & Saucier, PA, in Baltimore,
MD. He can be reached by phone at
(410) 727-4300 or fax (410) 727-4391.
His firm’s web site can be found at
www.kollmanlaw.com. It has articles,
sample policies, news and other informa-
tion on employee/employer relations.



To learn more, see the Index of Advertisers on page 42 or visit www.natclo.com/ads

DECEMBER, 2018 / NATIONAL CLOTHESLINE / PAGE 13

Everything Must Go!
D&R Equipment Company is closing our

Laurel, MD warehouse and all stock mmuusstt bbee ssoolldd..

WAREHOUSE
INVENTORY

SSAALLEE!!

Please contact 202-832-6660 to inquire about available inventory.

and others
We also have many pads & covers remaining for dry cleaning and laundry presses.

Stock includes thousands of items from:

50% OFFALL instock items
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NORTHEAST

GLADMORE CLEANERS in Poughkeepsie, NY, purchased an
Easysec MS-402E cleaning machine through YES Tech
Mchinery. The plant owners, Mr. and Mrs. Jung, are pictured
with Kevin Jung of YES Tech Machinery.

NEFA covers wide range of
topics at annual Fall Fest 

The last weekend of October
was a eventful for the North East-
ern Fabricare Association which
held its 12th annual Fall Fest pro-
gram at the Hotel 1620 in Ply-
mouth Harbor, MA.

NEFA President Larry Fish
was excited after the event, calling
it “very rewarding.”

“From the first speaker on Sat-
urday, through the final wrap-up
on Sunday morning, everything
was top quality and worth every
penny to be here,” he added. “I

continue to believe this is one of
the best events I attend each year,
and this one didn’t disappoint. It
is really unfortunate for all of the
cleaners who desperately needed
to hear the messages, but were un-
able to attend the conference.
They really missed out on an in-
credible opportunity.”

A variety of topics were cov-
ered by expert speakers from all
over the country. The first session
was presented by Brian Rashid of
A Life in Shorts.

As a marketing and social me-
dia expert, Rashid demonstrated
ways companies can utilize all of
the tools available in today’s mar-
ketplace and also emphasized the
importance of establishing a mar-
keting plan and to evaluate your
current efforts.

“Like it or not, social media
has a great impact on your busi-
ness,” said Peter Blake, executive
vice president of NEFA. “Brian
was very passionate about the
need to really invest time into do-
ing it right. If you want to succeed
in your branding, you had better
start doing it now.”

Finding good help was another
topic of interest for attendees as
James Peuster from The Route
Pros revealed secrets of how to
use InDeed more effectively to re-
cruit employees and how to re-
lieve staff problems.

“We all share this problem and
James really had some creative
solutions to helping us find quali-
fied people,” noted attendee Car-
lyn Parker of Dependable Clean-
ers.

One of the highlights of the
convention was when President
Larry Fish hosted a luncheon
roundtable of industry experts
comprised of Wash Respess of
Spot Business Systems, Brian
Butler of Dublin Cleaners, Brian
Rashid, James Peuster, consultant
Trudy Adams and Mike Ross of
Aristocraft.

The group brainstormed over
best industry practices and how to
meet today’s challenges.

Also, during the weekend,
NEFA hosted a “Drycleaner Spot-
light” with Brian Butler of Dublin
Cleaners who walked the audi-
ence through his decision to go
completely cashless and other dy-
namic changes that they have im-
plemented.

On Sunday, Trudy Adams used
her expertise on customer service
to convey how important it is to
have CSRs take ownership of the
front counter and to be aware of
the pivotal role they play in the
company’s overall success.

Many of the attendees had pos-
itive things to say about the week-
end, including Joel Bien-Aime of
New Process Cleaners in New
York.

“NEFA really knocked it out
of the park,” he said. “I make it a
priority to come every year. I am
very thankful NEFA continues to
put on this conference. It gives me
an opportunity to learn from the
best, see some great companies
and exhibits, and even pick up
some valuable items at the auc-
tion. There really is no other op-
portunity like this easily available
for cleaners like myself.”

NEFA now turns its attention
to planning for 2019. For more in-
formation on upcoming events,
visit www.nefabricare.com.

POSEIDON

  

Since the installation of new Poseidon Textile Care System Wetcleaning 

Machines and Dryers, Perfect Cleaners, in Detroit, has tripled processing 

throughput, lowered utility costs, and realized an 8 percent increase in sales 

volume. Owner Gary Heflin, a dry cleaner of 28 years, has transformed his 

business from predominately dry cleaning to mostly wetcleaning. Wetcleaning, 

he maintains, is a more cost-effective, environmentally friendly and productive 

way to process garments of all types and fabrics.

Boosting Productivity to Make 
Room for More Accounts
“The Poseidon system allowed us to 

Choosing Poseidon

 

 

 

Wetcleaning 
is so much better 

and faster than dry 
cleaning. It uses less  

water and natural gas and  
we can wetclean pretty 

much anything,”

-  Gary Heflin Owner 
Perfect Cleaners

CHECK OUT OUR VIDEO 
poseidonwetcleaning.com/testimonials
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C
hemical manufacturers
do not necessarily formu-
late the same chemical

makeup intended for stain re-
moval.

Many drycleaners may
have a preference but they
should still understand the
safety and effectiveness of the
chemical they are using. It is
also important to explore other
formulations and manufactur-
ers to help your effectiveness. 

Neutral lubricants
Neutral lubricants are the

most important spotting
agents a drycleaner can use.
They can prevent further use
of stronger agents when used
properly.

Neutral lubricants are used
to break up, emulsify and lift
stains from the fabric. They
also protect the fabric from
damage when using mechani-
cal action.

They are usually anionic in

nature and chemically neutral.
Drycleaners have found

that some products are more
effective than others.

Some manufacturers have a
neutral lubricant that is also a
leveling agent. This means the
lubricant can be used as a post-
or pre-spotter. The lubricant
used can remove rings and
when allowed to dry will rinse
out in the drycleaning solvent.

There are also nonionic lu-
bricants but their main effec-
tiveness is for dryside stains.

Protein formula
The protein formula you

use should be safe and effec-
tive for removing protein
stains such as blood and per-
spiration.

There are some products on
the market that may contain
stronger alkalis such as ammo-
nia. This would make the
product more hazardous to
use on silks, wools and other

fabrics with bright vivid col-
ors.

There are some manufactur-
ers making protein formulas
with enzymes that make it
even safer to use.

Digesters
Digesters are enzymes that

break down protein and albu-
minous stains to sugar so they
can be flushed out.

Enzymes may chemically
change a stain but they do it
differently than alkali. There
are several enzyme based
products on the market and
they have major differences.

Low-temperature powder
enzymes. These are the safest
enzymes to use. They are used
without mechanical action.
They only work with critical
conditions present.

• Proper heat: 100 to 120°F.
• Neutral — no acid or al-

kali.
• Must be wet.

• Time: 15 minutes to a half
hour

This product is as safe as
water.

Powdered enzymes (al-
kali). These products are alka-
line in nature and are not as
safe to use on silk and wool.
They can be used in higher wa-
ter temperature and with other
chemicals present.

Liquid enzymes. These are
neutral in nature and can be
used on the spotting board or
as a pre-spotter for wetclean-
ing.

Enzymes and bleach. These
products are designed to re-
move mold and mildew with
enzymes and bleach. They can-
not be used on wool, silk and
colored fabrics.

Rust remover
The strongest rust remover

consists of hydrofluoric acid. It
is the most effective rust re-
mover on the market, but is
dangerous to some fabrics and
trimmings.

A safer rust remover is fluo-
ride-free and contains oxalic
acid. It is also much safer to
handle.

Ink removers
There are many different

types of ink removers on the
market. Ink is a difficult stain
and may require different
products.

Oily-type ink remover.
These ink removers are acid in
nature and can be flushed with
water.

Lanolin with alaki. This
product is relatively safe but
may affect some colors on

wool and silk.
Oily type paint remover

containing solvent that will
dissolve acetate. These are
strong products that will re-
move ink but will dissolve ac-
etate and affect silk fabrics.

Touch-up spotting
Volatile solvent. These

agents can be used to remove
surface stains and light oil but
in many areas this agent is
banned by EPA.

Nonionic detergent with
fast agents. These are very
good and safe products to use
on dry and wetside touch-up
spotting.

Powdered solvents. These
are effective agents to use for
touch-up spotting on dryside
stains and rings.
Oily-type paint
removers

There are two types of paint
removers on the market now.
One type contains solvents
and alcohol while the other
one is environmentally
friendly.

Most of the paint removers
sold do not contain solvents
due to EPA restrictions in some
areas.

Solvent-based paint re-
mover. These differ in strength
from company to company. A
stronger odor usually indicates
a stronger agent. They remove
oil-based stains effectively but
can be dangerous to silk, ac-
etate and other fabrics when
they contact water.

They also can cause odor
problems in the drycleaning
solvent and affect distillation.
They must be used without
water and spotted with a black
brush that does not contact
water. 

Solvent-free paint remover.
These paint removers can be
flushed wet or dry. They do
not affect the drycleaning sys-
tem. These products vary on
efficiency from company to
company.

Tannin formulas
These agents contain lubri-

cants and acid. Some compa-
nies make stronger ones than
others that can affect some
dyes. Some may contain bisul-
phate which can affect color on
some fabrics.

Always choose the safest
brand. If stronger acids are
needed acetic acid can be used
when the occasion arises. 
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THE SPOTTING BOARD

Dan Eisen, former chief garment
analyst for the National Cleaners
Association, can be reached at
(772) 340-0909 or (772) 579-
5044, by e-mail at
cleandan@comcast.net or
through his website is
www.daneisen.com.

BY DAN EISEN

To learn more, see the Index of Advertisers on page 42 or visit www.natclo.com/ads

Forumulations for safer spotting

CAMELOT CLEANERS in Fargo, ND, purchased a Unipress shirt unit through E. Weinberg
Supply Co. Pictured from left are Richard Reese of Unipress, and Rial Stedman and Haytham
AL Saugh of Camelot Cleaners.
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America’s Best Cleaners
(ABC) recently gathered for its
Fall National Affiliate meeting in
Minneapolis.

The theme of the meeting was
Company Culture, though the
group also bonded over some
American culture by attending a
baseball game between the Min-
nesota Twins and New York Yan-
kees at Target Field. The event
was sponsored in part by
Cleaner’s Supply.

On the following morning, af-
filiates listened to a variety of
guest speakers, including Christo-

pher White and Catherine Mc-
Cann from America’s Best Clean-
ers. 

The duo addressed many topics
relevant to drycleaning busi-
nesses, such as systems, tools, and
programming that can aid in
defining, developing, and main-
taining strong individual company
culture. In turn, that increases
overall service quality while im-
proving client and employee re-
tention.

Next, Ryan Luetzow of third-
generation, family-owned Luet-
zow Industries, shared his expert-

ise and knowledge on the current
state of the poly bag industry and
the numerous ways his business
works directly with affiliates to
control costs while maintaining a
high level of packaging standards.

Also during the meeting, atten-
dees took part in group visioning
exercises to better identify, set and
work towards future goals.

On the final day of the event,
there was a full tour of the facili-
ties of Mulberrys Garment Care
where they listened to a best prac-
tices presentation.

Dan Miller of the hosting com-
pany had positive things to say. 

“This year’s ABC event was
invaluable to our organization.
Having the best cleaners in the
country come in to evaluate our
cleaning facility and share best
practices with our team was a real
treat,” he noted. “We had great
discussions about how to grow
on-demand routes, evaluating new
store opportunities, and building
leadership within our companies.”

Bob Strong, an ABC affiliate
from Country Club Cleaners,
echoed the sentiments: “Great
meeting. Great city. Mulberry’s
tour was very informative. Always
good to get away from the every-
day grind and network with others
in the industry.” 

America’s Best Cleaners will
next meet in Milan, Italy, Oct. 7-
21 of next year.

ABC affiliates share ideas in 
at Minnesota national meeting

MI Gov. names
Jan Barlow to
rules committee

Jan Barlow of Clio, MI, was
recently announced to be an initial
part of the 12-member Environ-
mental Rules Review Committee
(EERC) in Michigan by Governor
Rick Snyder.

The committee was created as
an independent body that works
within the Office of Performance
and Transformation which over-
sees rules initiated by the Michi-
gan Department of Environmental
Quality.

Barlow, who is the owner and
manager of Jan’s Professional Dry
Cleaners, will serve a term that
expires on Oct. 4, 2020. She has a
Bachelor’s Degree in English ed-
ucation from Michigan State Uni-
versity.

Her role will be to represent
Independents and a statewide or-
ganization that represents small
businesses.

“The appointees each have dif-
ferent roles in the environmental
field, and I am confident they will
use their experiences to ensure the
DEQ is creating rules that will
benefit and protect Michigan’s en-
vironment and natural resources,”
Snyder said.

After the initial appointments,
members serve four-year terms on
the advice and consent of the Sen-
ate.

Brent Padon: 561-644-5517
email: bpadon@renzacci-usa.com - info@renzacci-usa.com

Dry Cleaning Machines
IS ALL YOU NEED

EXCELLENCE 2.0

Huge range of machines hard & soft mounted with still and/or �ltration unit from 20 up to 90 Lb.

Washer Extractors Tumbling Dryers

High Spin Soft Mounted, Extra & Regular
Spin Hard Mounted from 20 up to 264 Lb.

Complete range from 20 up to 264 Lb.,
With exclusive range of closed circuit - vent-less dryers

 COMPLETE PARTS INVENTORY
 TECHNICAL SUPPORT

 US SCHOOLING AND TRAINING CENTER
ON DRYCLEANING AND WET CLEANING

MACHINES
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AFFILIATES OF AMERICA’S BEST CLEANERS tour Mul-
berry’s Garment Care for a chance to oversee their processes
and procedures in operation.
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Happy 
Holiday

s

and

Happy 
New Year

PONY USA
www.pony-usa.com - sales@pony-usa.com

Toll Free 1-800-816-2243



HUNTLEY SQUARE CLEANERS in Temple Hills, MD, pur-
chased an Easysec MS-402E cleaning machine through NYM
Metropolitan VA. Pictured from left are Mr. Ha, the store
owner, Mr. Ha Jr., Sang Kim and Mr. Choe of Metropolitan VA.

MIDATLANTIC
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The 2019 course schedule re-
leased by the Drycleaning and
Laundry Institute will have spring,
summer and fall sessions of its
signature drycleaning courses plus
an extra session of its introductory
course.

The standard 15-day General
Drycleaning Course consists of
two sections: a one-week intro-
ductory course and a two-week
advanced course. The two sec-
tions can be taken separately but
they are scheduled back to back
so students can, if they choose,

take the full set in one three-week
period.

Starting dates for the three-
week sessions will be Feb. 25,
July 15 and October 28.

The introductory course is de-
signed to help industry newcom-
ers or those with less than one
year of production experience
learn about a variety of topics
ranging from sorting drycleaning
loads and cleaning theory and
drycleaning machine operation to
stain removal procedures and us-
ing tensioning equipment to im-

prove finishing quality. Stain re-
moval and pressing procedures for
coats, pants and skirts are also
covered.

The advanced course is for in-
dividuals who have completed the
introductory course or have
hands-on production experience
and knowledge of basic stain re-
moval and finishing techniques.
This course delves more deeply
into fiber characteristics and iden-
tification, fabric construction, use
of bleaches, wetcleaning wool,
silk and other fabrics, distillation,
and maintenance and trou-
bleshooting drycleaning machine
problems.

Other topics range from cur-
rent regulations facing the indus-
try to customers service tech-
niques handling wedding gowns
and the differences between the
various types of drycleaning sol-
vents.

When the full three-week cycle
is taken together, the cost per stu-
dents is less than taking them sep-
arately. The tuition for the full
three-week set is $1,995 each for
members or $1,695 each for two
or more from the same member
company; non-members pay
$2,895 each. 

The introductory course when
taken alone costs  $1,195 for DLI
members or $1,095 each for two
or more from the same member
company. Non-members pay
$1,595 each. 

The cost of the advanced
course is $1,695 for DLI members
or $1,495 each for two or more
from the same member company.
Non-members must $2,195 each. 

The tuition covers classroom
instruction, lunch, notebooks and
other materials. Students must
cover other expenses such as
breakfast, dinner lodging ex-
penses and travel. Scholarships
are available for DLI members lo-
cated in the United States and
Canada.

A stand-alone session of the in-
troductory course will be offered
August 19-23.

Courses are held at DLI’s
School of Drycleaning Technol-
ogy located in Laurel, MD, just
outside of Washington D.C. and
Baltimore.

Class hours are from 9 a.m. to
4:30 p.m., Monday through Fri-
day.

For those unable to travel, DLI
offers self-study courses on sev-
eral topics, including stain re-
moval techniques, finishing pro-
cedures in drycleaning,
drycleaning and the environment
and wetcleaning.

For information on any of the
DLI offerings as well as the avail-
ability of scholarships and ques-
tions about making travel and
lodging plans, call (800) 638-2627
or visit DLI‘s website,
www.dlionline.org/Drycleaning-
School.

Become a STAIN WIZARD at ALWilson.com

EasyGo is Eco-Friendly... California Compliant, Chlorinated-solvent
and NPE Free, Biodegradeable and Non-combustible.

To learn more, 
visit ALWilson.com

or call 800-526-1188
 A. L. WILSON CHEMICAL CO.

• Spray it on and dryclean it out in any solvent... saving time and labor.

EasyGo Drycleaning Spray Spotter & Leveling Agent:

• Use it on the board to remove more difficult stains.
• Keep customers coming back by delivering stain-free goods! 

You already know about RiteGo   for laundry.

Now Get To Know
®EasyGo !

®

To learn more, see the Index of Advertisers on page 42 or visit www.natclo.com/ads

DLI sets dates for its 2019
drycleaning courses
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WRENCH WORKS BY BRUCE GROSSMAN

The contentious boiler blow down
L

ikely the most con-
tentious of all subjects re-
lated to boilers is

“blowing down the boiler” or
just simply the “blow down.” 

Let’s begin as if you never
operated a boiler then answer
the question: What is blow
down? 

Blow down uses steam
pressure to expel impurities
from inside the boiler. No mat-
ter how efficient the water
treatment program, boiler
feedwater contains impurities
such as suspended and dis-
solved solids which accumu-
late inside the boiler during
daily operations.

The process of boiling away
water leaves these impurities
behind. In high enough con-
centrations these impurities
cause foaming and surging in-
side the boiler, resulting in a
carryover of dissolved solids
from the boiler water into the
steam headers which often
damages piping and steam
traps.

Inside the boiler, high con-
centration of suspended solids,
even in properly treated water,
form a sludge that decreases
the efficiency of heat transfer,
reducing boiler efficiency and
increasing fuel cost.

Perhaps the reason for con-
fusion about proper blow
down is the large number of
different factors that must be
accounted for. Each type of
boiler, i.e., water tube, fire
tube, tubeless, etc. as well as
the different manufacturers
and chemical addition
providers, often require differ-

ent procedures.
To illustrate these differ-

ences, I’ve excerpted a portion
of the information from the
blowdown instructions from
three boiler manufacturers
commonly found in the
drycleaning/laundry industry.
To obtain the complete set of
instructions, contact the boiler
manufacturer.

Parker. While the boiler is
up to operating pressure, open
main blow-off valve slowly
and carefully for approxi-
mately three to five seconds.
(When second slow opening
valve is furnished, always
open slowly and carefully after
the quick opening valve and
close it first.) Next, immedi-
ately close and allow boiler to
operate in a normal manner.

Lattner. The boiler may be
blown down at any pressure,
provided the blowdown pip-
ing is piped to a safe location
(see installation instructions).

To blow down, open the
boiler bottom blowdown valve
(see assembly print) to the
fully open position. Watch the
sight glass. When the boiler
water level drops about one
inch, close the blowdown
valve.

Lattner recommends 30 psi.
Never blow down a hot boiler
to a level where no water is
visible in the sight glass.

Water column blowdown.
Scale can also deposit in the
water level controls and pip-
ing, just as it can deposit in the
boiler. The McDonnell Miller
level control and auxiliary low
water cut-off water column

must also be blown down daily.
If scale blocks these controls

or the piping connected to
them, the boiler may dry fire.
Dry-firing the boiler will per-
manently damage the boiler
shell.

Fulton. Blow down the
boiler each morning by start-
ing the boiler and generating
not more than 10 PSI (.703
kg/cm2) of steam.

Turn on tap water to blow-
off separator, then open the
boiler blow off valve for ap-
proximately 10 seconds, then
close the valve.

Shut off tap water to blow-
off separator. The blow-off oper-
ation may be done once during the
working day and once at the end
of the day when at 10 PSIG or
less.

Blow down water column
each morning when boiler is at
10 PSI (.703 kg/cm2) by open-
ing the water column and the
water gauge blow off valves
for approximately five sec-
onds, then close the valves.

Blow down water column each
morning by opening the water
column and the water gauge
blow-off valves. If the feed water
is being treated by com-
pounds, make sure that this
treatment is carried out care-
fully and according to the
manufacturer’s instructions.

Having read these instruc-
tions and spent many years
servicing boilers in areas
where the water quality is hor-
rible, I have developed a few
blow down procedures that
keep my customers compara-
tively trouble free. 

• Blow down at least twice
a day, once in the morning
when you are starting up the
boiler and it has about 10 to 20
psi pressure.

This first blowdown is im-
portant because during the
boiler down time the particu-
late impurities will have had a
chance to settle to the bottom
of the boiler and be easier to
flush from the boiler shell.

Be sure the blowdown
valves are fully open for from
10 to 15 seconds. Schedule
your later blowdown for when

your production allows time
for the boiler pressure to drop
to about the 20 to 40 psi. before
blowing down.

• When blowing down, be
sure to blow down both the
boiler pressure vessel and the
water column. Never leave a
boiler unfilled overnight.

• I don’t recommend blow-
ing all the water out of the
boiler at any time. It’s wasteful
of boiler chemistry and re-
quires the introduction of
highly oxygenated new
makeup water into the boiler.
Some will no doubt differ with
this recommendation.

I will likely be taking some
heat for the three steps above.
Like I said, boiler blowdown
seems to be a contentious sub-
ject. If anyone has ideas or
comments on this issue, let me
know and I may publish them
the next time I take up this is-
sue. I’ve included an illustra-
tion showing how to test for
leaking blowdown valves us-
ing a laser thermometer or py-
rometer.
Bruce Grossman is the chief of
R&D for EZtimers Manufactur-
ing, make of the EZ Level return
tank water level control, which
replaces the troublesome ball
float valve in the return tank. The
Sahara and Drop in the Bucket
line of high purity separator
water mister/evaporators and
the Tattler steam trap tester, an
accurate and easy-to-use device,
are also part of the product line.
For more information, products
visit www.eztimers.com. Ad-
dress any questions or com-
ments to  bruce@eztimers.com
or call (702) 376-6693.

CONTACT DON DESROSIERS
Over 40 years of experience in dry clean operations, 

617.207.5218  I  TAILWINDSYSTEMS.COM

WANT TO IMPROVE 
YOUR PLANT’S 
PRODUCTIVITY?

To learn more, see the Index of Advertisers on page 42 or visit www.natclo.com/ads



To learn more, see the Index of Advertisers on page 42 or visit www.natclo.com/ads

DECEMBER, 2018 / NATIONAL CLOTHESLINE / PAGE 25



PAGE 26 / NATIONAL CLOTHESLINE / DECEMBER, 2018

 2018
December 1Western States Drycleaners
and Launderers Association, annual holi-
day social, Bluewater Grill, 1720 E.
Camelback Rd., Phoenix, AZ, 6:30 p.m.
Call (877) 342-1114.

December 5 Illinois Professional
Drycleaners and Launderers annual
meeting and holiday party. Embassy
Suites by Hilton, Lombard, IL. Call
(815) 521-1187.

2019
January 17-20 Brainstorming and Five
Stars conference, sponsored by the Na-
tional Cleaners Association and the

Drycleaning and Laundry Institute. Son-
esta Ocean Point Resort, St. Maarten.
Call (800) 888-1622.

January 25-27 North Carolina Associa-
tion of Launderers and Cleaners winter
meeting. Pinehurst Resort, Pinehurst,
NC. Call (919) 313-4542.

February 25 Introduction to Drycleaning
one-week course at the Drycleaning and
Laundry Institute, Laurel, MD. Call
(800) 638-2627.

March 4 Advanced Drycleaning two-week
course at the Drycleaning and Laundry
Institute, Laurel, MD. Call (800) 638-
2627.

March 22-23 Southwest Drycleaners As-

sociation board and members meeting.
San Antonio, TX. Call (512) 873-8195.

June 20-23 Clean Show, New Orleans,
LA. Call (404) 876-1988.

July 15 Introduction to Drycleaning one-
week course at the Drycleaning and
Laundry Institute, Laurel, MD. Call
(800) 638-2627.

July 22Advanced Drycleaning two-week
course at the Drycleaning and Laundry
Institute, Laurel, MD. Call (800) 638-
2627.

July 31-August 3 Textile Care Allied
Trades Association annual conference.
Ojai Valley Inn & Spa, Ojai, CA. Call
(813) 348-0075.

August 19 Introduction to Drycleaning
one-week course at the Drycleaning and
Laundry Institute, Laurel, MD. Call
(800) 638-2627.

October 21 Introduction to Drycleaning
one-week course at the Drycleaning and
Laundry Institute, Laurel, MD. Call
(800) 638-2627.

October 28Advanced Drycleaning two-
week course at the Drycleaning and
Laundry Institute, Laurel, MD. Call
(800) 638-2627.

2020
June 20-24 Texcare International, Frank-
furt, Germany. Visit www.messefrank-
furt.com.
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Paula Kostick  
Owner, Classic Drycleaners

“My company, Classic Drycleaners, 
completed a one million dollar 
plant renovation in 2017.  Our goal 
was to purchase and install the 
best equipment we could while 
staying within our budget.  We 
chose QuickSort as our automat-
ed assembly system after much 
research and plant visits to see 
not only QuickSort, but two other 
well-known assembly systems.  I 
highly recommend this system to 
be reliable, employee friendly, and 
a�ordable.”

                                                          

ExpoDetergo International 2018 in Mi-
lan, Italy, drew 20,756 visitors from 113
countries, according to the show organizers.
Those visitors viewed exhibits by 277 com-
panies from 24 countries at Fiera Milana
during the show’s Oct. 19-22 run.

The exhibits covered a complete range
of textile care technologies, from dryclean-
ing and ironing products to professional de-
tergents and automated lines, including
packaging.

Attendees represented a significant in-

crease of visitors from Africa and Asia,
while European countries represented the
highest number of visitors (71% percent)
with Germany ranking first, followed by
France, Spain, Russia and Belgium.

“ExpoDetergo International has the
strength to group operators from five con-
tinents, a clear demonstration of how the
Expo is the chance to create real business
opportunities even in those developing
countries whose growth margins can prove
interesting,” said Livio Bassan, president

of ExpoDetergo International.
Education played a key role, he said,

with a focus on saving resources, whether
water, energy, detergents or fabric, repre-
senting a central theme. 

“Overall, during these days filled with
lively trading and professional discussions,
we fully expressed the claim ‘Less is Bet-
ter’ we used to launch the event,” Bassan
said. “In fact, competitiveness is now based
on money-saving and time-saving strategies
and the market is in line with these key as-

pects.”
ExpoDetergo also included international

events organized by trade associations, in-
cluding CINET and ETSA, and discussions
addressed to Italian operators offered by
Assosecco and CNA/Confartigianato.

Exhibitors and visitors were also invited
to a presentation of two studies commis-
sioned by Expodetergo that took stock of
the industrial laundry and drycleaning mar-
kets in Italy to help encourage new business
strategies for all industry players.

ExpoDetergo in Milan draws from 113 countries
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Please contact us soon to learn more about intense®!
SEITZ, Inc. • 5101 Tampa West Blvd., Suite 300 • Tampa, FL 33634 • phone: 813-886-2700 • mail: seitz_inc.office@seitz24.com • www.seitz24.com

A highly effective solvent 
for state-of-the-art textile
cleaning. 
intense®

• is intensive, efficient and effective

• has a high cleaning effect

• ensures smooth goods and reduces the 

ironing effort 

• ensures exceptional cleanliness

• is odorless and pleasant to handle 

• is excellent in removing water soluble stains

• is gentle to fabrics

• reduces the need for pre-spotting

• can be used in any multi-solvent machine 

• can be disposed of the same as any hydrocarbon

• does not contain CMR substances

• reduces the effort when finishing

This new Solution is a real alternative in Textile Cleaning. 

intense® has an outstanding cleaning effect, but is also suitable

for sensitive, high-quality textiles with delicate, decorative trim.

READ WHAT OUR SATISFIED CUSTOMERS HAVE TO SAY:

When I found out I had to change from perc after 14 years, I was very
concerned that I would have to deal with the “alternative solvent”
headaches I had heard so much about. To my surprise, since switching
to intense® I have had none of the issues I was worried about. My
cleaning results have been nothing short of amazing. My customers
have noticed that there is no chemical smell on their garments any-
more and are pleased with the feel and cleanliness of their clothes,
as well as the idea that we are more environmentally responsible
now. intense® was the right move for us. 

Bob Hamila (Lighthouse Cleaners  |  Palm Beach Gardens, FL)

Finally, a solvent that is comparable to perc in cleaning strength, but
gentle enough to handle all of the beads, sequins and faux finishes
that adorn today's clothing. intense® is clean smelling, incredibly 
reclaimable and easy to use. We are 10 weeks+ in a new Union hy-
drocarbon machine with intense® solvent and extremely satisfied
with the results. We still haven't had to change the filters or have the
waste picked up because there is so little of it, but we look forward
to the savings there as well. Probably the wisest decision we've
made yet. Thanks Ken for all your help. 

Stephanie Barrero (Door2Door Drycleaners  |  Bluffton, SC) 

I've been waiting for a solvent alternative to PERC. I look for companies
that have a proven track record of longevity. What's important to me
is to partner with a company that believes in constant innovation,
technology advances and unparalleled support. I have always found
this with SEITZ, which gave me the confidence to embrace and convert
to their new solvent. It is performing fabulously and will allow me to
make the necessary changes to continue to improve my service and
my business. 

Bill Wright (Royal Fine Cleaners  |  Northport, AL) 

For as long as I've been in dry cleaning, I've been using Seitz products.
From their spotting chemicals to dry cleaning detergents, all performed
beyond my expectations. So when it came time to make the switch
from Perc to an environmentally friendly solvent, I turned to SEITZ.
Their answer was intense®. It's cleaning and grease cutting ability
made my transition from Perc very easy. I'm glad I chose SEITZ.
Thank you for another quality product! 

Julian Bulsara (Prestige Cleaners  | Lauderhill, FL)
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SHIRTTALES BY DON DESROSIERS

Will Santa come through this year?

PRIDE CLEANERS in Los Angeles, CA, purchased a Realstar
KM703 cleaning machine through JP Trading, Inc. Pictured
from left are Mr. Jun of Pride Cleaners, Yong Park of JP Trad-
ing, Inc., and Zack Collins of Realstar USA.

D
ear (and I use that term
of endearment loosely)
Santa, 

I write my letter to you this
year sternly and warn you in
advance that my approach this
year is heavy-handed.

As you may recall, I write
to you at this time of year on
behalf of drycleaners and shirt
launderers worldwide with
bonafide ideas for products
that will save them money and
improve their lives and their
businesses.

I leave the development of
these products up to you and
your so-called “elves,” who
supposedly work year ‘round
in their workshops. My analyt-
ical mind has come to hypoth-
esize that while you sit upon
your ample buttocks for 364
consecutive days, the elves
move to Colorado and smoke
pot for most of the year! Let’s
try to get something done this
year!

Shirt folder
Drycleaners need things

that help them and things that
improve their products and
their service. 

Folded shirts need help!
There is no way to price a
folded shirt so that it makes
sense.

Any amount that you
charge over the cost of a hang-
ered shirt probably goes to the
cost of packaging. And it’s
worse if you are still using
boxes. The shirt board, the
poly bag and more, all add up.

It’s crazy. And if you have a
good folding machine you can
probably fold one shirt per
minute. That is the same
amount of labor as it takes to
press it! So, double the labor
cost! Geez!

I don’t think that there is
any product that we will ever
come up with that will fix this,

but the best that we can do is
come up with something that
will fold a shirt quickly and
without a big investment in a
costly folding machine.

The closest thing that I can
think of is a Flip-Fold. You
know, that crazy blue thing
that Sheldon Cooper uses that
your elves invented in Col-
orado.

But the problem is that it is
all wrong. The size was not
proportioned for the profes-
sional. (Obviously by elves, if
not elf-sized people) The sta-
tionary base needs to be eight
inches by 14 inches, the size of
a large shirt board (not 8 x 12,
a small shirt board). This
would solve a good number of

issues.
It could have magnets so

that it would not move on fer-
rous surfaces. Also, Velcro for
other surfaces.

Look Santa, this needs to get
done. The lack of this product
out there is costing this indus-
try millions of dollars while
you don’t even seem to notice.
Wake up!

Help with buttons
Buttons need help! We can’t

go on sewing buttons by hand!
A button sewer is expen-

sive. The drycleaner who does-
n’t have one has a hard time
getting motivated to drop
$1,000 to $2,000 on a button
sewer. It’s hard to measure the
return on investment, but I
know that it’s there.

I see employees hanging
around after hours for an hour
or so to do a handful of shirts.
Can we call it $15 per day
wasted?

But then there are the peo-
ple who actually have a button
sewer that doesn’t work or is
always failing! Employees
don’t use it because they don’t
want to break the needle
(again) or have to fiddle with
it. Or feel stupid because they
can’t thread it correctly.

I believe that ultimately,
quality suffers. Broken or miss-
ing buttons are left for the cus-
tomer to find.

K.I.S.S. Keep It Simple
Santa. Make a hand-held but-
ton sewing machine that is
easy to use, doesn’t require
complicated threading and is
so stress-free to use that our
employees will want to look
for buttons that need replac-
ing! 

Placket stretcher
We have all seen those shirts

that have the front button-hole
placket that shrinks — two,

three, even four inches shorter
than the opposite panel that
has the buttons.

In theory, you can fix that.
But you can also burn the heck
out of your hands in the
process.

So, Santa Claus, the man
with the hair on your jaws,
how about coming up with a
device, like a spring-loaded 24
to 30-inch rod that attaches at
one end to the tail of the shirt
and the other at the neck and
gently but firmly stretches the
fabric while you apply steam
from a puffer?

The fabric will stretch just
enough, and the shirt will be
restored! Then you can go back
to eating the brownies that
Mrs. Claus says that she baked
but actually came from the
elves in Colorado. 

Look Santa, or whatever
your name really is, you
haven’t been producing results
lately, so I’m taking the hard-
line approach this year.
Drycleaners need your help!
Try to take a little less time off
this year and let’s see some ac-
tion!

Yours truly,
Don Desrosiers

To learn more, see the Index of Advertisers on page 42 or visit www.natclo.com/ads

Don Desrosiers has been in the
drycleaning and shirt laundering
business since 1978. He is a
work-flow engineer and a man-
agement consultant who pro-
vides services to shirt launderers
and drycleaners through Tail-
wind Systems. He is a member of
the Society of Professional Con-
sultants and winner of DLI’s
Commitment to Professionalism
award. He can be reached at
186 Narrow Ave., Westport, MA
02790 or at his office by fax
(508) 636-8839; by cell (508)
965-3163; or e-mail at tail-
windsystems@charter.net. The
Tailwind web site is
www.tailwind systems.com.
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For half of his life, Henry
Greenbaum owned and operated
a drycleaners in Washington, DC,
but it was the other half of his life,
both before and after his years as
a drycleaner, that made his life
particularly noteworthy. 

Mr. Greenbaum, who died Oct.
24 at the age of 90, was a survivor
of the Nazi Holocaust in the “be-
fore” portion of his life, then spent
his post-drycleaning years as a
volunteer at the U.S. Holocaust
Memorial Museum and traveling
around the country speaking to
schoolchildren, community organ-
izations and military, law enforce-
ment and other government
groups.

He was born Chuna Grynbaum
in 1928, to an Orthodox Jewish
family in Starachowice, Poland.
The youngest of nine children —
six daughters and three sons —
he enjoyed what he described as a
happy boyhood, playing soccer

with his friends and attending the
synagogue near the family’s
home.

His father, who ran a tailor
shop out of their home while his
mother, Gittel, raised the family’s
nine children, died shortly before
the outbreak of World War II in
1939. In 1940, the family was
placed in the Starachowice ghetto.
From there, his mother and two
sisters and their families were
taken to the Treblinka killing cen-
ter and murdered.

Mr. Greenbaum was sent to a
labor camp with three of his sis-
ters, all of whom would perish
there. One, he learned, was buried
in a mass grave he had excavated.
Another was killed when she and
Mr. Greenbaum attempted to es-
cape by slipping through a hole in
the camp’s barbed wire. Mr.
Greenbaum was shot in the head
during the effort.

When he regained conscious-

ness, he went to look for her and
found a cousin who tended to his
wound. It was not until the next
morning’s roll call that he learned
she had been killed in the escape
attempt.

“She was the only one I had
left,” he said in an oral history
with the museum. “She was like
my mom, my everything. I had
somebody to hang on to… You
have somebody there, and all of a
sudden, I don’t see her. I started
screaming, ‘Faye, Faye, Faye!’ ”

In 1944, at 15, he was trans-
ferred to Auschwitz and incarcer-
ated in the Buna-Monowitz sub-
camp, where the I.G. Farben
Company owned a factory for
producing synthetic rubber and
fuel. 

As the Soviet army ap-
proached, he was evacuated to
Flossenbürg, a concentration
camp near the Czechoslovakian
border.

As the Allies closed in, the
Nazis sent him and other sur-
vivors toward Dachau on a death
march. On April 25, 1945, “a tank
rolled up to us and a skinny little
soldier popped his head out of the
tank,” he recalled in a speech at
Joint Base Andrews outside Wash-
ington. “He came up to us, put his
hand to his face and said, ‘We are
Americans, and you are free.’ ”

At the time he weighed 75
pounds.

After liberation, he began to
search for his family. In Bergen-
Belsen he found the cousin who
had cared for him after he was
shot. The cousin subsequently re-
turned to Poland, where she found
Henry’s brother, Zachary, who
had been imprisoned in the Vilna
ghetto, and told him where he
could find Henry.

Once the brothers were re-
united, they sent a telegram to
their sister Dina in the United

States, letting her know they had
survived, and settled at the Zeil-
sheim displaced persons camp
near Frankfurt until she was able
to arrange for their immigration.

In the summer of 1946 Henry
and Zachary arrived in New York,
where they were met by their
brother David. Of his immediate
family, only Henry, his two broth-
ers, and his sister, Dina, survived.

He worked at a department
store in Washington before joining
one of his brothers in opening
Windsor Valet in Friendship
Heights, which he ran from 1954
until he retired in 1998.

He began volunteer work at the
museum in 1994, the year after it
opened.

Every Friday morning, he
donned a suit and carefully coor-
dinated tie, sometimes a pocket
square, and traveled from his
home in Maryland to the museum
in downtown Washington, where
he would take a chair at a small
desk near the information center
and sit from 10 a.m. until 4 p.m.,
offering a greeting to any visitor
who wished to meet him and an
answer to anyone, particularly the
young, who had a question.

“Sick or not sick,” he said, “I
go in.”

“We wanted to tell our story
the minute we arrived here,” he
once told The Washington Post of
himself and other victims of the
Holocaust. “We promised one an-
other, if you survive, make sure
you’ll talk and tell them what they
did to us.”

For curious schoolchildren, he
would patiently roll up his sleeve
to show them the tattoo with the
number he was assigned at
Auschwitz, A18991. “Have you
ever heard of Auschwitz?” he
would ask.

He was awarded the Ellie
Wiesel Award in 2018, an honor
in recognition of his resilience,
courage and commitment to holo-
caust memory and education. He
was able to travel back with his
three sons to his hometown in
Poland; and back to the Flossen-
bürg Concentration Camp to com-
memorate the 70th Anniversary of
his liberation.

He was a longtime Bethesda,
MD, resident. His wife of 63
years, the former Shirley Koper-
was, died in 2011. Survivors in-
clude their four children, Norman
Greenbaum of Clarksburg, MD,
Bernard Greenbaum of Rockville,
MD, Stanley Greenbaum of Ram-
sey, NJ, and Gayle Prokopchak of
Dickerson, MD; 12 grandchildren;
and eight great-grandchildren.

Memorial contributions may
be made to United States Holo-
caust Memorial Museum,
www.ushmm.org.
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Obituaries
Henry Greenbaum, holocaust survivor

Tells A Story...
25 Years

All our customers are partners in our business.  Because of their ideas and suggestions, they
have provided us the ability to develop innovative equipment to help their businesses be
successful and more profitable.

We would just like to say

thank you
for being a part of our family.

http://www.sankosha-inc.com
1901 Landmeier Rd., Elk Grove Village, IL 60007 • TOLL FREE: (888) 427-9120 • TEL: (847) 427-9120
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WEST

BROADWAY CLEANERS in Redwood City, CA, has become
the world’s newest user of the Tailwind Systems. Marti Rus-
sell of Broadway Cleaners is pictured with Don Desrosiers,
creator and found of Tailwind Systems.

In early October, Mulberrys
Garment Care announced its ac-
quisition of Laundry Locker, a
popular San Francisco laundry
and drycleaning company with
over 350 locker locations through-
out the San Francisco Bay Area.

The acquisition makes Mulber-
rys the largest garment care
provider in the northern California
region.

“Laundry Locker is a beloved
company that has served San
Francisco well since 2005,” noted
Dan Miller, founder and CEO of

Mulberrys Garment Care. “Incor-
porating their 350+ lockers into
Mulberrys’ existing on-demand
and storefront service will proved
even more Bay Area customers
with convenient, affordable and
sustainable garment care options.”

Prior to founding Mulberrys,
Miller worked as a management
consultant with McKinsey and
Company.

He originally became inter-
ested in the drycleaning industry
as a business possibility over a
decade ago when he realized he

was consistently disappointed by
his drycleaning experiences, i.e.
having to leave the office to get
there on time,  the stores smelled
like chemicals, the staff was
grumpy or the company didn’t
even have a website. 

He had an epiphany that he
could come up with a better blue-
print for success.

He founded GreenStreets in
2008 and then Mulberrys the fol-
lowing year and has expanded
into new markets since.

Laundry Locker, along the
same lines, has spread their lock-
ers in the past 13 years in residen-
tial and commercial buildings
throughout San Francisco and
Oakland.

The company’s mission is to
“Change the way the world does
laundry!” The lockers allow cus-
tomers to quickly and conve-
niently drop-off and pick-up their
clothing 24 hours a day on any
day of the week.

Those existing lockers will
now be rebranded as Mulberrys
and more will be added in the near
future.

Unaffected by the acquisition
will be over 40 employees of
Laundry Locker who will remain
in their positions and have now
become Mulberrys employees,
giving the company close to 100
altogether.

“Mulberrys is truly committed
to reimagining the laundry expe-
rience, and in an eco-friendly
way,” said Arik Levy, founder of
Laundry Locker. “We are confi-
dent that they will carry on the
legacy of Laundry Locker and
continue to serve Bay Area cus-
tomers for years to come.”

Named “Best Dry Cleaner” by
San Francisco Magazine in July
of 2018, Mulberrys has garnered
attention for its sustainable, toxin-
free laundering practices, bright
storefronts and mobile on-demand
app (available on iOs and An-
droid) that is designed to make
the chore of laundry more con-
venient.

The company, which is a Green
Earth affiliate, currently operates
ten locations in San Francisco and
Silicon Valley and also serves
Dallas and Minneapolis where it
was founded in 2009. The com-
pany provides full benefits for all
of its employees.

“By combining an exceptional
customer experience with eco-
friendly cleaning techniques and
fostering a positive environment
for our employees, Mulberrys has
seen great success in California,
Minnesota and Texas,” noted
Miller.

“With the acquisition of Laun-
dry Locker, our service will im-
prove in the Bay Area and posi-
tion us for further growth across
the country.”

For information on the com-
pany, visit www.mulberrysclean-
ers.com.

Mulberrys acquires over 350
Laundry Locker locations 

To learn more, see the Index of Advertisers on page 42 or visit www.natclo.com/ads
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THE ROUTE PRO
A living definition of the word mentor

BY JAMESPEUSTER

A
t our annual conference
in Kansas City, we in
ducted Montell White

from Puritan Cleaners into our
Hall of Fame.

We have had the pleasure to
work with Montell for the past
seven years and easily can say
we have all learned something
from him. Overseeing a fleet of
drivers and route developers
as well as managing opera-
tions is a challenge for any in-
dividual but Montell makes it
look easy. His title is not leader
or manager but Route Mentor,
and he definitely deserves to
be recognized and honored in
front of the best of the best
who came to Kansas City.

So why should you con-
tinue to read this article? Well,
the main reason is that there is
a lot to learn about people de-
velopment and, in today’s
world, it takes a true mentor
to help someone achieve their
personal and professional
goals, especially within the
drycleaning industry. 

It is amazing to see how
many people do not spend any
time with their route drivers
and yet expect them to make

them money, save them money
and take care of their own
store on wheels.

Anyone who has driven the
van can tell you that you have
to deal with obstacles other
than just picking up and deliv-
ering clothes. You must over-
come distractions like kids
running in the street, dogs, an-
gry drivers as well as interac-
tion with customers and staff.

Driving a van isn’t just sit-
ting in an air-conditioned ve-
hicle playing your favorite mu-
sic and taking your time. It
takes someone who can stay
focused and take care of cus-
tomer service issues as well as
develop the route.

This is why Montell is a true
mentor. The atmosphere that is
transmitted within his route
department is overly conta-
gious and every staff member
truly comes to work at Puritan
happy and ready to go.

The number one thing I
learned from Montell is how
he is good at the three levels of
employee interaction. He starts
off with coaching action in
which 85 to 90 percent of his
time is spent “nudging” the

employee, as he likes to put it.
Then he spends about six to

eight percent of his time in cor-
rective action mode. This is
where the nudging turns into

a little bit more of direction
and then it ends with final ac-
tion.

It is easy for me to say that
he doesn’t deal with a lot of
employee turnover and that
starts at the head of the route
department with Montell
White. Anyone can get the title
of manager or leader; however,
just having the title doesn’t en-
title you to be a boss.

Look up “mentor” in the
dictionary and you’ll see Mon-
tell White and see why his de-

partment is always growing.
You should be able to accom-
plish this too if your mind and
heart are in the right place.
James Peuster is a consultant
who specializes in route devel-
opment, management and main-
tenance. He offers onsite
consulting as well as ongoing
coaching across the country. He
also has cost groups to monitor
route efficiency. For more infor-
mation, call him at (816) 739-
2066 or visit his website at
www.theroutepro.com.

At the annual conference held in Kansas City, The Route Pros resented Montell White (second
from left) from Puritan Cleaners a lifetime achievement award by putting him in their Hall
of Fame. From left with White at the trophy presentation are Mark Albrecht, James Peuster
and Mike Williams of The Route Pros. “It is an honor I will treasure always,” said the route
mentor from Richmond, VA, at the conference. He is the fourth individual to be honored with
Hall of Fame status by The Route Pros.

To learn more, see the Index of Advertisers on page 42 or visit www.natclo.com/ads

SEGAL’S CLEANERS in Southlake, TX, purchased a Union
HXL-8025-C cleaning machine through Gulf States Laundry
Machinery. Pictured are the owner, Carol Rodriguez, with
Matt Lipman of Union Drycleaning Products.
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• Best Italian Machines
• Multi-Solvent System
• Cooking & No-Cooking
• The Name You Trust

• Best in Business
• Highest Efficiency
• Highest Reliability
• New VSRT Model!

DryClean101.com  704-281-7185
Email: info@dryclean101.com

DryClean 101.com • 705 Long Point Road • Mount Pleasant, SC 29464

New Equipment Best Price On-Time Delivery
Finance Arrangement

THE BEST EQUIPMENT at THE BEST PRICE

We can find you ANY EQUIPMENT!!

To learn more, see the Index of Advertisers on page 42 or visit www.natclo.com/ads
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ERNEST N. MORIAL CONVENTION CENTER

cleanshow.com
REGISTRATION NOW OPEN

WORK TOGETHER
WITH LIVE DEMONSTRATIONS OF THE LATEST EQUIPMENT AND TECHNOLOGY
• 450+ EXHIBITING COMPANIES exhibiting over one-quarter-million net square feet

• 11,000+ PEOPLE from 100 countries

• EDUCATION sessions for all industry segments

• NETWORKING with manufacturers, suppliers and industry peers
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(816)  739-2066
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EYE-LEVEL ADVERTISING NOW AVAILABLE!
TAKE ADVANTAGE OF CUSTOM PRINTING

1 & 2 COLOR

FRUSTRATED 

BY $600 ARTWORK

AND PLATE FEES?

WE’LL DO IT FOR 

FREE!

GGrreeaatt oonn HHaannggeerreedd oorr FFoollddeedd SShhiirrttss
Call for Your Free Samples ((880000)) 555588--44445555

or E-mail: sales@Collarite.com
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See our website for more info – www.Collarite.com
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COLLAR WRONG

CREATE
BRANDRECOGNITION

It’s Made Right – It Works Right

The Original 
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Text Label Printer
Permanent Clothing 
Label Cartridges 
Eliminate paper tags 

Scanner/barcode
Pre-printed sequentially numbered 
heat seal barcode 
labels in one 
day, Four sizes 
with or without 
a side stripe

Heat Seal Presses
You Deserve the Best! The Ultimate Heat Seal Machine
  Choose from 3 models, 7 interchangeable   
   lower platens, single or dual heat
        115V or 230V    2 Year Warranty
           Proudly Made in the USA • Built to OSHA Standards

Save Time, Labor 
and Money 

with EzProducts

Stop Shaking Out Shirts 
Genuine MBH Rope-Ties 
& Zip-Ties
Five Colors available for special handling, 
finishing or routes

Molly the 
HangerDolly 
Easily store 
and transport 
500 hangers

EzLabelOff 
Removes heat 
sealed labels from 
most fabrics

Toll Free

877.906.1818
www.ezpi.us

91 Michigan Avenue, Paterson, NJ 07503
(800) 370-SOAP  •  info@pariserchem.com  •  www.pariserchem.com

Professional 
Wet-Cleaning

The Best Choice  
for Many Fabrics

Pariser Industries has advanced, cutting-edge technology  
that provides the chemistry, formulas, and support to make  
your wet-cleaning program a success.

Contact Pariser for a better solution for your chemical needs.

ACTIVATE
A safe-for-color powdered oxygen 
bleaching agent blend designed 
as a multi-function cleaning and 
destaining specialty chemical item.

AQUA VELVET
An acid-based detergent (for 
dye loss prevention on dry-clean 
fabrics) combined with stain 
removers and fabric conditioners.

CITRASOL
A unique blend of surfactants 
and solvents for removing heavy 
hydrocarbon-based oils and greases 
found in a broad range of textiles.

HYDROCON
 

that require a more relaxed and 
softer hand.

LS-100
A blend of synthetic liquid sizing 
and natural corn starch that 
leaves garments with excellent 
body. It is intended for use on 
synthetics, blends, and cottons.

SHOT SPOT
An all-purpose stain remover which  
can be used both as a pre-spotting  
agent for laundering and as an 
additive during cold washing for 
removing oil and grease.
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Turn your assets into cash! Sell your
business or turn your unused equip-
ment into cash. National Cothesline
classified ads connect sellers with buy-
ers throughout the industry. Just $1.70
per word puts your ad before a nation-
wide industry audience for maximum
results.

Rates: $1.70 per Word. $35 minimum
Deadline 10th of the Month

To place an ad, call (215) 830 8467 
or download the form at
www.natclo.com/adform
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Newhouse Specialty
Company, Inc.

Call 877-435-3859 for a
Newhouse Catalog or go to

www.newhouseco.com
to download and print a page.

High quality products for Drycleaners
and Garment Manufacturers.

Serving our customers since 1946.

Equipment and Supplies 

Without-A-Trace: Chosen the best in
the U.S. by the Robb Report. Over 50
years experience. Experts in silk, knits,
French weaving and piece weaving.
For more information, please view our
web site: www.withoutatrace.com.
3344 West Bryn Mawr, Chicago, IL,
60659. 1-800-475-4922                      

Reweaving
Services

Market Place

QUALITY REBUILT 
EQUIPMENT

BUILT TO THE HIGHEST
STANDARD AT

AFFORDABLE PRICES
Phone: 757/562-7033.  

Mosena Enterprises Inc.
PO Box 175

26460 Smith’s Ferry Rd.
Franklin, VA 23851

richardm@mosena.com

www.mosena.com

Destroys
• SmokeOdors
• Pet Odors
• Food Odors
• Mildew
Removes
Odors From:
• Clothes
• Rugs
• Drapes
• Furniture

Dry Cleaner’s Special!
www.sonozaire.com
Call 800-323-2115
for nearest
distributor

Business Opportunities
Sell Your Drycleaner

New Jersey
Pennsylvania

Delaware
Patriot Business Advisors

Phone: 267-391-7642 • Fax: 800-903-0613
broker@patriotbusinessadvisors.com

patriotbusinessadvisors.com

Catalogs

Plant
Design

Expanding? Consolidating? Reno-
vating? Relocating? We provide cost-
saving plant layouts. Visit
www.drycleandesign.com. Email: bill-
stork@drycleandesign.com. Phone
618/531-1214.
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Own Your Own Drycleaners: Man-
agers, tailors, pressers, spotters.
100% financing. Plant or drop location
of your choice. 561/302-5031 or
888/275-6637.                                tfc

We are a New Jersey based national
machinery distributor for the
drycleaning industry. We are seeking a
bright and energetic worker with me-
chanical aptitude and some experi-
ence with steam, air, and electrical
equipment. Responsibilities include
trouble-shooting of machines by tele-
phone (will train), customer service,
preparation for and attendance at
trade shows, sales, marketing, etc. Oc-
casional light travel. Good benefits. If
interested, please send resume to:
info@histeam.com.
Drycleaning Maintenance Techni-
cian: Must be willing to relocate to Dal-
las. Moving expenses reimbursement.
Dallas Drycleaner looking for a full time
maintenance technician. Experience in
the dry cleaning industry maintenance
is a big plus. Position requires electri-
cal, mechanical and pneumatic knowl-
edge. HVAC experience a plus. Salary
is commensurate with experience.
Benefits include paid vacation/sick
time, paid holidays, and health bene-
fits. Email resume to
mkabrane@bibbentuckers.com or call
214/549-2876 for more info.           5c

Miss an issue?
Looking for an article?

Want to connect to the industry?
Point your web browser to

www.natclo.com

•Buy              
•Sell

•Hire
in the

classifieds

Richard Ehrenreich, CED, SBA, F-CBI
Ehrenreich & Associates LLC
Retiring Business Owners: Call to
schedule a FREE telephone meeting

Review Richard’s credentials & references on LinkedIn

Richard@EhrenAssoc.com
301-924-9247

Business:
• Coaching
• Consultant
• Brokerage

• Serving the Fabricare Industry
• Mature, Profitable Drycleaners
• Allied Trades Organizations

• Brokerage, Succession or Merger
• Partnership or management buyouts
• Business evaluation/SWOT analysis
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Tensioning Blouse/Shirt/Jacket/Form Finisher
• Sizes From 0 Petite To 3 XL and larger
• Blouses, Shirts, Jackets, Labcoats

– Wet or Dry
• Dual, Rotating Front Clamps

(Patented System)
• One Heated For Wet Shirts/Blouses
• One Unheated For Drycleaned

Shirts/Blouses
• Front Clamps Pivot & Rotate
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The Future Is Here!

INTRODUCING

PRESTO FC

Single Buck Hot Plate Shirt Finisher
• Full Length, PTFE Coated Plates
• No Shine Cu; Placket Presses
• Rear Tensioning With Vacuum & Pull Down
• Sleeve Angle Adjustment
• Top Hood Removes Heat From The Work Environment

NO MORE SHINENO MORE SHINE

PRINCESS
ULTRA

The <rst machine that can <nish the entire pair of pants
INCLUDING THE CREASE with one operator at a level of
quality superior to conventional equipment.
• For All Types Of Pants;

– Creased Or Uncreased
– Pleated Or Unpleated
– Men’s Or Ladies

• No Experienced Operator Needed
• Requires Less Floor Space Than Conventional Equipment
• Rotating Cu; Clamps For Creased/Uncreased/Flat Front Finish

PANTASTAR

No Need To Disconnect & Store Unused ClampNo Need To Disconnect & Store Unused Clamp
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