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Lessons from Clean 22 34Checking check valves

Bruce Grossman says
simple testing can
keep check valves in
good working order
and prevent serious
and costly problems.

Clean Show review
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It has been a 75-year
rollercoaster ride for
LaFrance Cleaners in
Youngstown but the
company has adapted
and is still on track.

6 Staying in the game

Don Desrosiers saw
a lot to like at the
Clean Show and
begins his review of
the innovations on
display in this issue.

James Peuster sees
a parallel between
New Orleans’
struggles and those
of the industry with
both recovering.

Sometimes, making one crucial change
to your business can have a big impact
overnight. Then again, sometimes it takes
thousands of days doing a million little

things to generate a complete overhaul of
your company and its brand.

During Clean 2019 in New Orleans,
Bobby Patel told the story of his California
business, Kona Cleaners, which very much
falls in the latter category.

When searching for a business to own,
he came upon Kona, which was floundering
under its present two-man ownership, “an
alcoholic and a bartender.”

When he bought the one location in
1995, he described it as “dingy” and “run-
down.” In fact, he didn’t even like the
place, which then had a marketing plan of
“low pricing.”

Patel knew he had to come up with a
better marketing plan and that had to begin
at the core of Kona. So, he began branding
the company name and logo on everything
inside the store and out, including employee
uniforms.

“All of a sudden, my business started to
look professional. It looked better than it
was,” he confessed.

Patel cleaned up the storefront and dec-
orated it. Upon learning that “Kona” was a
Hawaiian reference, he stuck to that theme
including adding a fish tank with live un-
derwater occupants in the lobby which

“help keep customers from getting too an-
gry.”

For advertising, his early plan was to
stick with direct mail, Val-Pak and the like.
As the business grew, new locations were
added, which meant redecorating more lob-
bies and adding more fish tanks. There was
an identity to maintain and it did not come
without some sacrifice.

“We have to reinvest in the business,”
Patel emphasized. “The lobbies have to
look fresh and it doesn’t cost a lot of money
to do that. It just needs to be clean with
new graphics and the customers will notice
that.”

Each year brought more changes, such
as switching to GreenEarth for cleaning,
updating the logo and, about eight years
ago, instigating an e-mail marketing pro-
gram, which has proven to be quite suc-
cessful.

“The customers love the fact that we ac-
knowledge that we miss them. We have so
many clients and they want to feel special,”
he noted. “This will make them feel spe-
cial.”

It didn’t happen overnight, and it cer-
tainly was not without effort, but the busi-
ness had created and cultivated strong and

positive brand recognition.
“It’s not one thing,” Patel said. “It’s all

these little things that we do that increase
sales.”

Having a strong social media presence
was perhaps one of the most vital compo-
nents. Patel, who founded BeCreative360
with Dave Troemel and Bryon Eser in
2013, has long generated a visible social
media presence for Kona.

Patel was good at keeping up with tech-
nology, but he was willing to draw the line
at SMS marketing. Because he hated re-
ceiving texts, he was reluctant to market to
customers that way.

Then he tried it.
“The customers love this. I was a hurdle

in my own business,” he smiled. “How
many of us are hurdles in our own busi-
nesses? It’s not really [about] what I like.”

“As owners, we need to put ourselves
out of the equation and let the experts guide
us,” he added. “If you have a website that
is ten years old, take it down. It’s better not
to have a website than to have a crappy
website because the customers who are go-
ing on there are judging you based on what
they see. Your store could be beautiful and

When the Drycleaning and
Laundry Institute hosted its first
educational session on Thursday,
June 20 at the Clean Show in
New Orleans, it was clear that
attendees had come to pay atten-
tion. Even early in the morning,
the seats were filled with a lively
crowd as motivational speaker
Bruce Hamilton presented “No
Bad Days: Positive Attitude is
Everything.”

“When was the last time you
had a bad day that it did you any
good?” he asked, acknowledging
that… yes, bad things happens
all the time. However, letting it
affect your attitude in a negative
way means you’ve already lost.

“Here’s what I know about
the Messenger of Misery,”
Hamilton added. “He’s either at
your house right now, or he just
left your house, or he’s on his
way to your house.”

Hamilton recalled a time
when that same Messenger of
Misery visited him in 2002 at a
Holiday Inn. He suffered a stroke

and found himself paralyzed on
the floor of his room for many
hours. He was eventually hospi-
talized and faced a tough road of
rehabilitation ahead.

“I decided to focus on what I
could do, not what I couldn’t
do,” he said.

While he still isn’t 100 per-
cent — his vision is compro-
mised considerably — his out-
look has remained positive.

“Attitude makes a differ-
ence,” he emphasized. “If you’re
not excited about getting new
customers, someone else will be.
I guarantee that.”

One big way to get new cus-
tomers was covered by many
speakers at the show — cultivat-
ing a strong online presence. It’s
where people are going to find a
cleaners before they ever step
foot in an actual plant.

“People buy from people they
know, and that they remember
and trust,” emphasized Brian
Rashid during his program. “You
have to think of yourself as a me-

dia company.”
Experience has taught Rashid

that most small business owners

are lost when it comes to telling
their own story on social media.
The problem is, most people

think that all of their digital con-
tent has to be based on a specific

Giving new life to an old business

Eager learners soak up seminars
Continued on page 24

Continued on page 8

Bobby Patel telling his Clean Show
audience how he revived a tired busi-
ness and continues to make improve-
ments.

After telling how her wash-dry-fold business has grown significantly in recent years, Rita
Foley (left) had cleaners lining up to learn more following her Saturday morning session.
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Built Tough  
to Weather 
the Storms

Cyclone CT

The new Cyclone CT has many of the outstanding features
of the Hurricane Series for a High Quality Finished Shirt.

CYCLONE CT Boasts a Low Price and Smaller Footprint

Adjustable Arm Height

Contoured Pressing Heads
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Felt Hat Man missed an opportunity
Don’t be like the Felt Hat Man. And who is this Felt Hat Man? Let Jason Pfeiffer, editor of Entrepeneur and host of the

Pessmists Archive, tell the story.
Back in the late 1800s as the bicycle was becoming popular, a reporter talked to people whose lives and careers were

being affected by this newfangled contraption. A bar owner complained that bicyclists drank more water than beer. A cobbler
said he couldn’t sell as many formal shoes because everyone wanted lighter shoes for bike riding. And the man who sold fancy
felt hats was upset because people were buying cycling caps instead of his fancy felt hats.

Felt Hat Man proposed that everyone should be mandated to buy two felt hats per year to offset the financial losses he
was suffering because of the bicycle.

You laugh, but Feiffer says, “I offer to you that every one of us has done some version of that, where we had achieved
something, we’ve reached some state that we were comfortable with in our business and we said, ‘This is it, I am holding on to
this.’”

Now we haven’t heard any drycleaner suggest that people should be made to visit a drycleaner twice a year to offset the
decline in traditional drycleaning volume, but that misses the point. 

The point, as Pfeiffer explains, is this: “Just imagine what that idiot fancy felt hat guy would have, imagine the riches he
could have had if he decided that he doesn’t sell fancy felt hats — he sells hats, right? And so, he will make the hats that people
want, not fancy felt hats, perhaps. ‘What kind of hats you guys want? I’ll make those.’ That guy would have made a killing,
because right now, the hat and cap industry today is significantly larger than the bicycle industry as a whole.”

There is a rough parallel here for our industry. Over the last 20 years, preferences for more casual styles of dressing have
driven down the number of suits, dresses and other high-end clothing that people once sent to the cleaner. Hats and those who
clean them pretty much left the scene years ago. Fashion trends could change; even the felt hat might make a comeback —
someday. But if you are counting on that to make business like it used to be, you could be in for a long, stressful wait.

Yet people still wear clothes and have garments that need cleaning. Pfeiffer suggested that Felt Hat Man should have
asked what kind of hats do people want. Today we should be saying, “What kind of clothes do you guys want cleaned? We’ll
clean them.” Don’t take a limited view like Felt Hat Man.

New rules for weed and the workplace
Trying to muddle through this country’s marijuana laws can leave one feeling pretty high. To be more clear, such attempts do not

leave one with a sense of euphoria or relaxation as one might expect, but they could leave you feeling disoriented accompanied by
anxiety or paranoia, which sounds a lot like the less pleasant effects of THC (Tetrahydrocannabinol).

Essentially marijuana is illegal, according to federal law. That is simple enough. However, the states have made their own regulations
on the matter so far without federal interference. As of now, 34 states permit the medical use of marijuana and eleven states have
permitted recreational use, as has Washington, D.C, though it is barred from commercial sale there. In Michigan, it is illegal to buy or
sell it, but not illegal to grow or consume it. Massachusetts allows for medical marijuana dispensaries, but they are not allowed to
produce or sell any t-shirts, novelty items or promotional gifts. And so on and so forth.

As a business owner, this complicates life if you prefer to avoid legal hassles. Each state law is different and that only manages to
exacerbate confusion. During the Clean Show recently, attorney Barry Spurlock offered tips for those hoping to avoid a “work-free drug
place” in this new era: “You can still largely maintain your drug-free workplace, but the states and boundaries of this are changing,” he
said. “So, possessing it, using it — most of the time the employer’s pretty safe in taking some kind of action, but this is changing at a
rapid pace.”

The laws of buying and selling pot are complicated enough. Then, there’s the issue of measuring impairment under its use. Blood-
alcohol tests can be used to determine if people are impaired by alcohol use, but marijuana does not have a science standard for proving
impairment, making legal battles more difficult for the employer. Another thing to keep in mind is that THC impairment changes from
person to person depending on how they received the drug and other factors like gender and individual fat composition. Many factors
affect its effectiveness. Ultimately, though, most employers simply want to know if they are required to accommodate medical marijuana
usage. “You should know the answer to this. It’s the answer that lawyers give: It depends. It’s the answer to all lawyer’s questions,”
Spurlock laughed. “It really depends on your state law.”

With that in mind, it might be worth a call to your lawyer or putting in the time to research your state’s specific statutes on this issue.
What you don’t know can potentially hurt you and your business. If you cannot answer the question yourself and don’t attempt to find
the answer, then forgive us for being blunt: you are acting like a chronic dope.
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The Weiss guys
L

ike so many others, the Weiss fam-
ily had to live on the run during
World War I. The hope was to all

stay together.
“My grandfather Ernest was an im-

migrant who was from Austria-Hun-
gary,” recalled Stephen Weiss, third
generation owner of LaFrance Cleaners
in Youngstown, OH. “There was a lot
of political unrest, so his dad left and
took their family in 1918. They fled
from Hungary.” Well, not quite all.
“They conscripted people into the

Army if you were able-bodied. So they
kept him,” he added, noting that his
grandfather was only “12 or 13” at the
time. “His family left him. He had to
escape on his own.”
Fortunately, about three years later,

Ernest caught up with the family in
Cleveland, OH, where relatives oper-
ated a drycleaning business. 
Later, he worked at another plant in

Akron and eventually became owner
with a partner who, in time, bought
him out and he moved to Arizona.
“He found himself retired at a very

young age,” Stephen noted.
The problem with retiring and mov-

ing to Arizona is that, as things turned
out, Ernest didn’t like either very
much. He moved back to Ohio and
bought Barton Drycleaners in Decem-
ber of 1944.
The name was changed to LaFrance

because Stephen’s grandmother Lillian
thought it “sounded fancy.”
“The timing ended up being good

because the war was almost over coin-
ciding with when he bought it. The war
ended and troops were coming home,”
Stephen said.
The Ohio town of Youngstown is ac-

tually not so young (it was established
in 1797). It has two histories: one that
takes place before Black Monday (1977)
and one after.
“This town is not growing like it did

in 1945. It’s been through very rough
times,” Stephen said, referring mostly
to the aforementioned event over 40
years ago when 5,000 people suddenly
lost their jobs as Youngstown Sheet and
Tube shut down its steel plant.
“For a long time after Black Monday,

people were kind of waiting for the
steel mills to come back,” he added.
Long before, Youngstown thrived

from steel production. After Black
Monday, the town never fully recov-
ered with no big industry to sustain it.
Its population was 168,300 in 1950 near
its peak; in 2017, it was 64,604.

F
ortunately for Ernest Weiss, his
first ten years as owner of
LaFrance were during very pros-

perous years.
“In a pretty short amount of time the

war was over, everybody had come
back, the economy was booming and
he was off to the races,” Stephen said.
He estimates that Ernest grew the

company to include 25 stores plus de-
livery routes. “He was pretty aggres-
sive,” Stephen recalled.
“He was tough. I knew him when I

was a kid and… he was very tough,”
he continued. “There were a lot of big
cleaners in this town at one time. None
of them — not one — is still around in
any way, shape or form. We’re the only
ones who survived.”

Bernard certainly inherited some of
his father’s grittiness. He came into the
family business in the late 1950s and
took over in 1965. Then, the 1970s came
along. LaFrance was hit particularly
hard with a double whammy; polyester
clothing had reduced revenue for
cleaners in general and Youngstown it-
self was reeling from Black Monday.
“The town was losing population.

The industry was struggling and it was
a matter of coming up with ways to

make things work,” Stephen said. “My
dad was a survivor.”
In an effort to maintain profitability,

Bernard made a lot of hard choices. He
had to close many locations.
“He closed the main plant that had

been there since the 1940s and put in
place a couple of really interesting con-
cepts to deal with things,” Stephen
added.

I
n order to increase profitability,
Bernard converted some locations to
package plants, but he divided each

of them right down the middle, using
half the space for a “micro plant” that
could offer same day service requiring
only a couple of employees. The other
half would become a laundromat.
“He actually thought it was pretty

inventive and he opened a few of those
and got in the laundromat business a
little bit,” Stephen explained. “He did
a really good job. We made it though
those years.”
Speedy service was a crucial factor

in LaFrance’s success during those
years, but it was not the most impor-
tant. The main factor took a lot more
time.
“We always had a good relation-

ships with customers. That’s the num-
ber one thing,” Stephen noted.
He believes that it requires making

a conscious effort every day. Every visit
has to be treated with equal care. The
end goal is to keep customers; they are
not an unlimited resource.
“The drycleaning business is a small

business. We don’t deal with millions
— were not like Amazon.com. We don’t
deal with millions of customers,” he
explained. “I think most cleaners rarely
look at who’s supporting their business
and analyze their customer base, which
we did and we still do. We pay a lot of
attention.”
Stephen is a proponent of the Pareto

principle, also known as the principle
of factor sparsity. Essentially, it’s the

80/20 rule in business that posits the
bulk of your revenues comes from a
small percentage of customers. Stephen
thinks it’s more like 90/10 in the
drycleaning industry.
“In most of America, not a lot of peo-

ple use the drycleaner. It’s just some-
thing people do not do that much,” he
said. “The people who do it — it is very
important — and that’s why we’ve
been successful. We pay attention to
our customers.”

“Like most cleaners, we are dealing
with a relatively small number of peo-
ple when you really look at the ones
who are really paying the bills, people
who are doing 80 to 90 percent of the
business,” he added. “It’s a really small
number.”
A really small number might be a

good way to describe Stephen’s
chances of following in his family’s
footsteps. He wanted out of Ohio,
badly. So, he earned an Economics de-
gree and moved out west.
“I moved to California with, really,

no job prospects,” he recalled. “I ended
up getting a job in finance.”

F
or a handful of years, Stephen
worked as an options trader and
as a stock broker while learning

an important lesson: “I didn’t love it
out there,” he said. “I wasn’t loving
what I was doing as far as work and my
dad needed help so I thought I’d give
this a try.”
That was over 30 years ago. Much

has changed since then. The company
consolidated and pared down to a cen-
tral store model with two other stores
and three pickup and delivery trucks.
LaFrance, on the precipice of being

75 years old under the Weiss family,
has managed to keep up with modern
times, including a strong online pres-
ence. They have an average of 4.9 stars
from 334 reviews, many of which, are
of the “raving fan” variety. That is no
accident. Much of the business’s mar-
keting plan is to focus closely on exist-
ing customers.
“If you live in an area where there’s

tremendous wealth and there’s always
an influx of people and the population
density is huge, maybe people feel they
don’t need to do that,” Stephen said.
“We do because we’re in an area where
every customer is valuable to us. Your
customers are not just a pair of pants.
They’re a person with a name and you
know them and they know you. They

trust you. There’s a lot of trust involved
and they know they’re going to be
treated right.”

W
hile Youngstown has lived
through hardships, much of
the city remains strong even

in the wake of GM’s recent announce-
ment to close its Lordstown Chevy
Cruze assembly plant, affecting thou-
sands of employees and local suppliers.
At the same time, high-tech firms fo-

cussing on 3D printing and robotics
have been welcomed in the city, which
hopes technology can be the new in-
dustry to drive the town forward as
steel once did.
“There are businesses here that are

doing really well,” Stephen said.
Regardless of the city’s future fate,

he will rely mostly on keeping his cur-
rent customers happy. In order to do
that, he needs happy employees. Thus,
the interview process tends to be a se-
lective one, probably because many of
LaFrance’s employees have been
around for five, ten, 15 years and up.
“We hire for people who fit our

mold. They may not fit somebody else’s
mold, but they fit our mold,” Stephen
said, noting that one bad CSR could
undo all the marketing efforts in the
world. “If the experience doesn’t really
match what people are expecting, it’s
not going to work.”
“We put a lot into having people care

about these things. We look for employ-
ees who are very picky about things
and we really are looking for people
who care — who care about other em-
ployees and all the customers,” he
added.
That means looking for new ways to

serve customers, too. Stephen has made
a concerted effort to continue expand-
ing delivery routes. He also noted that
his business is called LaFrance Clean-
ers, not Drycleaners.
The family closed down the smaller

laundromats years ago, but Stephen
has a successful Super Laundry Ex-
press business and now is working on
growing the laundry offerings for
LaFrance.
“One of the things that we are really

focussing on these days and have
started developing is wash and fold,”
he said. “The one thing that’s nice
about laundry is everybody has it. Peo-
ple have it and there is a certain
amount of people who don’t want to
do it.”

Stephen
Weiss
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Did you visit the                              dry cleaning

machine booth in New Orleans? 

CLEAN 2019 Edit

Messages

Send

It was the only booth to visit! No need to look anywhere else.
Yeah, the booth was loaded with equipment and theywere running live demo’s with full loads of garmentswith SENSENE solvent. That was amazing!

OMG and Holy Moly...they are awesome!

I was so impressed I bought 2 for my shop, Ican’t wait to get them installed andrunning...So many Columbia users were thereto talk about their experience with themachine and SENSENE solvent...and I just amso excited to get this system in my shop.

See I told you so...Columbia has always beenthe leader of change in the industry, and theycontinue to be the game Changer! You made theright choice...call me when your machines areinstalled...I’ll come by !
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you have a website that’s ten years
old, guess what? They haven’t
been in your store yet.”

In keeping up with technologi-
cal trends, Patel also decided that
his company should have an app...
as long as it was useful.

“You cannot have an app just
for the sake of having an app. It
has to be functional,” he said.
“One very functional thing we
have on here is called ‘On my
way.’”

Customers about to go there
can hit that button and alert Kona
that they are coming to pick up
their order. Employees retrieve the
clothes to speed up the checkout
process. Patel admitted he copied
the model from Starbucks, but the
customers absolutely love it.

“We do everything to make it
easier for our clients,” he said,
noting that most of the younger
ones “really don’t want to see
you.”

More recently, Kona has up-
graded one of its 17 locations to
include lockers for customer con-
venience and more will follow in
the future.

Of course, there might not be a
future if the company doesn’t
maintain its strong online pres-
ence. As Patel pointed out, “We
all need to focus on this. It’s going
to make you the most money.”

Once upon a time Kona’s on-
line presence consisted of five re-
views. The average? One solitary
star. Over a long period of time,
Patel has purposely worked to im-
prove the brand, but he doesn’t do
it by trying to block out the nega-
tive feedback.

“Everything we send out has a
happy/sad face. If they click on
happy, we send them on to [give]
positive reviews,” he explained.
“If they’re sad, I learn about it and
am all over it before it gets on-
line.”

“We are giving the customer

every opportunity to tell me what
is wrong with my business... and
I want to know. I don’t want to
find out from Yelp and Google.”

By focussing on those negative
reviews, Patel has figured out
ways to improve his business.
Whenever problems with cus-
tomers arise, Patel believes in
swallowing the costs of claims to
prevent word-of-mouth repercus-
sions that could prove much cost-
lier.

“Think of it as a marketing
budget. Put your ego out of it,” he
said.

By “killing them with kind-
ness,” he wants to change cus-
tomers’ minds and have them
change their negative reviews to
positive ones. He never asks them
to do it, either.

If that sounds risky, it has
proved to be anything but. The
numbers behind Kona’s online
reputation as of this year: a 4.5
star average out of 7,032 reviews.
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Mary Scalco has served the Drycleaning and Laundry Insti-
tute in various capacities for more than 40 years, including
the past eight years as its CEO. She was honored at the Clean
Show by the DLI board with a plaque recognizing her hard
work and dedication to the institute. Presenting the award
was Dennis Schmitt who became DLI president during the
show. Newly elected members joining the board in New Or-
leans include Kathy Benzinger, owner of Benzinger’s Dry
Cleaning in Hamburg, NY, as District 1 Director and Ed Lon-
ganecker, owner of Iris City Cleaners in Mount Pleasant, IA,
as their District 5 Director.
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Continued from page 1
New life for a tired business

To learn more, visit
ALWilson.com

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

Become a STAIN WIZARD at ALWilson.com

PPORTUNITY
every ink stain is an

Since stain removal matters to your customers,
each stain is an opportunity to impress them.  

InkGo is the effective and safe way to remove ink 
stains from all types of fabric - including acetates. 

Use it to remove adhesives, too.

It's eco-friendly... California compliant, 
chlorinated-solvent and NPE free, biodegradable 

and non-combustible.  And since InkGo is 
user-friendly and odor-free, it's pleasant to work with.

Use InkGo to deliver stain-free cleaning.               
You'll build your reputation for quality 

 – and keep customers coming back.

every ink stain is anevery ink stain is anevery ink stain is anevery ink stain is an

GreenEarth Cleaning an-
nounced an initiative to help re-
duce the amount of microplastic
fibers that are discharged into
wastewater treatment systems as
a result of laundering synthetic
materials, such as polyester, nylon
or acrylic.

GreenEarth is joining with the
Plastic Soup foundation and Plan-
etCare in the effort which the
company announced during the
Clean Show in New Orleans in
June. They will be testing and in-
stalling washing machine filters
designed and manufactured by
PlanetCare, a Slovenian company.
GreenEarth has performed alpha
testing on PlanetCare’s initial fil-
ter designs and will begin beta
testing at selected GreenEarth lo-
cations in California. A U.S. na-
tional rollout is scheduled for
2020.

“While we have been focused
on achieving maximized sustain-
ability in drycleaning over our 20
year history, we welcome the op-
portunity to turn our attention to
the emission problems associated
with the laundry side of our affil-
iates’ business,” said Ron Ben-
jamin, co-founder and managing
director of GreenEarth Cleaning.
“We intend to provide operational
and financial support for Plastic
Soup’s overall mission.”

GreenEarth said its affiliates
wash some 25 million shirts an-
nually in the United States and the
company will be Plastic Soup’s
exclusive partner in the endeavor.

Plastic Soup’s mission is “No
plastic waste in our water!” and it
aims to tackle the issue at its
sources.

Maria Westerbos, founder and
director of the Plastic Soup Foun-
dation, said, “We’re excited to en-
ter into this joint effort with Green
Earth and PlanetCare as we con-
tinue to seek ways to meet our
mission of having no plastic waste
in our water!”

Plastic Soup’s website is
www.plasticsoupfoundation.org.

GreenEarth
joins effort to
filter out
microplastics
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UUSSEEDD** DDRRYYCCLLEEAANNIINNGG EEQQUUIIPPMMEENNTT PPRRIICCEE
Marvel 30 lb. Transfer Washer/Extractor $3,995
Hoyt 50 lb. Petro-Miser $9,500

DDRRYYCCLLEEAANNIINNGG PPRREESSSSEESS
Forenta Utility Press $3,195
Hoffman Mushroom Topper $3,600
Forenta Single Legger $3,800
Unipress V3 Versaform $8,995

LLAAUUNNDDRRYY WWAASSHHEERRSS && DDRRYYEERRSS
Milnor 35 lb. Washer $2,795
Dexter 60 lb. Washer $3,800
Unimac 60 lb. Washer $4,595

LLAAUUNNDDRRYY PPRREESSSSEESS
Hoffman Bantam Body Press $2,995
Hoffman Double Topper $3,450
Fujistar Double Buck w/unloader $14,000
Ajax CBS Sleever $3,995
Forenta 54” Apparel Press $3,400
Unipress NT2 Double Buck $18,000
Forenta Collar and Cuff $3,600

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

DF-100U-V3 Rotary Garment Finisher
• Sleek, redesigned control panel for easier operation

• Blower motor increased to help with laundered garments

•  More ventilation slots on the torso

•  Redesigned foot pedals for easier use by the operator

DP-420TU-V2 Utility Press
• Self-contained vacuum

• Automatic motor stop (after 10 seconds)

•  Inverter for Vacuum Motor

All Equipment Tested Prior to Shipping
Your Satisfaction Assured

DDRRYY CCLLEEAANNIINNGG PRICE
Sankosha Triple Puff Iron $1,960
Forenta Utility Press $6,295
Lattner 20 H.P.WLF Boiler $14,995
Forenta Form Finisher $3,995
Unisec 50 lb. Dry to Dry Easysec $29,995

LLAAUUNNDDRRYY
Forenta 19VS Topper $4,595
Ipso 50 lb. Gas Dryer $3,350
Bantam Body Press $3,995
Wascomat 83 lb. Gas Dryer $3,675
Ipso 60 lb. Hard Mount Washer $7,995
Ipso 55 lb. Soft Mount Washer $10,500 
Electrolux 62 lb. Washer $8,195
Forenta 53” Laundry Legger $6,695
Miele 30 lb. Soft Mount Washer $7,900
Fagor               60 lb. Washer $7,895  

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

√

√

√

√

To learn more, see the Index of Advertisers on page 38 or visit www.natclo.com/ads
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OUR HISTORY

Our Founder, Mitsuyuki Uchikoshi began as a Dry Cleaner.
Running a cleaning store, his eyes always went toward

one thing – the pressing machines. Eventually, he decided to
become a finishing equipment press manufacturer. This was
the beginning of Sankosha Manufacturing over 40 years ago.

Our State-of-the-Art manufacturing facility incorporates the
latest in manufacturing technology for making the most reliable
finishing equipment.

The Sankosha Dry Cleaning Store provided
the inspiration to create new and innovative
pressing equipment for future generations
of our Industry.
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We are excited about the new and improved products and finishing
solutions that we were able to feature and demonstrate.

1901 Landmeier Rd., Elk Grove Village, IL 60007
TOLL FREE: (888) 427-9120 • TEL: (847) 427-9120 • FAX: (847) 427-9634

http://www.sankosha-inc.com

THANK YOU
To all who visited our booth at the Clean Show!

DS-300U
Stationary Dryer

SR-200U
Spotting Board

PS-290U-V3
Bagger with Elevator

DF-200U
Rotary Form Finisher

April Evans from Omaha Lace demonstrated the new innovative SW-100U Stationary Washer.
This revolutionary new washer is excellent for cleaning wedding gowns or any delicate garments.

Below are some of our newest innovative technology that was shown at Clean:

To learn more, see the Index of Advertisers on page 38 or visit www.natclo.com/ads
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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!!
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THE ROUTE PRO
Lessons learned from New Orleans

BY JAMESPEUSTER

A
nother Clean Show. An-
other chance for clean-
ers to see what is new,

better or unchanged, compare
equipment, POS systems and
network with fellow cleaners.
2019 may be remembered as

the year we got out just in time
before Barry (Not Gershenson)
did his damage to the city of
New Orleans. At the time of
writing this article, tropical
storm Barry was heading to-
wards Louisiana. No matter
what, New Orleans is sure to
get hit hard.

The city itself has survived
many a storm, much like our
industry. From floods to heat-
waves and other factors, New
Orleans always rebuilds and
moves forward again.
This is how I feel about the

history of the drycleaning in-
dustry. Every decade has
thrown our world a curve ball
and most operators tend to re-
build, rebound and set their
sights on the future. The
biggest challenge right now is

that predicting what will hap-
pen to our industry in the
2020s is much like guessing
when and where a tropical
storm will hit and how hard.
One thing that stood out the

most from the Clean Show was

the various point of sales op-
tions that are entering our
world. The computer system
options continue to baffle op-
erators as they look at where
their systems need to be. They
all have bells and whistles, fea-
tures that pique anyone’s in-
terest and shortcomings that
may or may not ever be over-
come.
But here is what I suggest:

first work with your current
system to see if they are mov-
ing forward into 2020.
Second, measure the POS by

the support given. I don’t care
how powerful a system may
look, the back end support out-
weighs it all.
Third, make sure to com-

pare to what you got. I hear it
all the time: “I sure miss what
my previous POS did.”
Don’t be that person. Make

sure to look at credit card pro-
cessing, marketing reports, re-
tention programs and the
counter processes before mak-
ing a big decision. Finally, de-
cide how sustainable the prod-
uct is. Will it be around
another 10 years?
With that being said, as

your options expand, do
what’s best for your company.
Another reoccurring theme

I witnessed at the show was a
lot of new players entering the
industry. Every year we see it,
but it looks like there are new
faces entering who are looking
to make a difference.
While the tendency is to

shun such thoughts, we see
some new blood that is making
noises and growing right out
of the gate. Some are the
younger generation while oth-
ers bought in to the dryclean-
ing world. Trust me, we’ll
watch them produce like never
before.
Finally, the importance of

delivering wash-dry-fold is
continuing to be on the rise.
It’s now time to stop making
excuses and do it.
Many laundromat compa-

nies entered our booth looking
for guidance and support on
delivering laundry.
What makes it so important

is that everyone is a potential
customer, not just those who
live in apartments, go to col-
lege or just moved in to their
new home. Make it happen
and watch your profits grow.

The city itself has survived many a storm,
much like our industry, and it always

rebuilds and moves forward again.

POSEIDON
T E X T I L E  C A R E  S Y S T E M S®

Poseidon offers innovative programmability for complete control over 
every conditional aspect of the wet cleaning, drying and ironing process. 
That’s why professional fabricare operations rely on Poseidon equipment 
to perfectly wet clean the most delicate items including tailored wool 
suits, cashmere sweaters, silk wedding dresses, and so much more!

CALL 800-482-3400 FOR A COST ANALYSIS OF DRY CLEANING VS.  

WET CLEANING IN YOUR FABRICARE BUSINESS!

“Wet cleaning is better & faster than 

dry cleaning. We wet clean anything 

from wool suits to wedding gowns.

— Gary Heflin, Owner, Perfect Cleaners

Wet Cleaning is the 
New Dry Cleaning
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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 information,
call (816) 739-2066 or visit  
www.theroutepro.com.
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KEEP IT LEGAL
The limits of employee dress codes

BY FRANK KOLLMAN

F
irst impressions are im-
portant. Last week, I was
on vacation and walked

out of a restaurant because the
wait staff looked like people I
did not want to handle my
food.
I frequently judge a busi-

ness by the personal appear-
ance of its employees. There is
no law requiring me to shop in
a particular store, so whether I
patronize a business with un-
kempt employees depends on
how badly I need the product.
Employers must also evalu-

ate the personal appearance of
its employees to insure that
customers are not turned off
by particularly “strange-look-
ing” employees.
That process usually begins

at the interview, but sometimes
individuals, once hired, dress
and groom differently than

they did when they wanted to
be hired.
Increasingly, however, laws

are being passed to make per-
sonal appearance a protected

characteristic, just like race,
sex, age, and so forth. Your de-
cisions based on personal ap-
pearance may no longer be ap-
propriate.
Currently, federal law does

not expressly prohibit personal
appearance discrimination.
State and local jurisdictions
have taken a different ap-
proach.

Some jurisdictions prohibit
“personal appearance” dis-
crimination, and California has
just added “discrimination on
the basis of hairstyle” as a pro-

hibited employment practice.
Does this mean that em-

ployees who are in danger of
being fired for performance
reasons can forestall their ter-
mination by shaving their
heads, cutting their hair in an
odd way, or dyeing their hair
to look like a rainbow? Per-
haps.
In some jurisdictions, gov-

ernment civil rights agencies
recognize certain hairstyles as
being connected with African
American identity — dread-
locks, cornrows, Afros, and

Bantu knots for example. Ac-
tions based on those hairstyles
could be viewed as race dis-
crimination in those jurisdic-
tions.
There can also be issues re-

lated to religious dress, such as
yarmulkes, burkas, and certain
jewelry, such as crosses. Reli-
gious practices are required to
be accommodated unless un-
reasonable. 
My recommendation is for

employers to be aware that de-
cisions based on personal ap-
pearance must be carefully
evaluated. Your emphasis
needs to be on hygiene, pro-
fessionalism, and good groom-
ing. Neatness counts (tuck in
your shirt), employees should
not smell bad, and employees
should not wear clothing that
borders on the indecent.
After that, however, em-

ployers need to decide if the
employee’s appearance is
somehow connected to a pro-
tected classification. Gender
based differences could be a
further problem. If there are
potential legal issues, seek ad-
vice.

It helps if your business has
a dress code that emphasizes
hygiene, professionalism, and
good grooming, giving guide-
lines that comport with your

jurisdiction’s laws on personal
appearance.
That code should also take

into account the possibility
that you may need to accom-
modate a religious practice,
that a rule might be considered
improperly sex-based, and that
there could be cultural reasons
affecting an employee’s dress.
Again, you need to have a

good policy that can adapt to
changes in the law and culture.
Finally, you must also keep

in mind that the Americans
with Disabilities Act may play
a role in your personal appear-
ance decisions. A disfigure-
ment or physical characteristic
could be a protected disability,
and excluding an employee be-
cause of physical appearance
could be a violation of the
ADA.
One of the toughest cases I

had to deal with involved a pe-
diatric nurse who wanted to
return to the pediatric ward af-
ter her face was horribly dis-
figured in an automobile acci-
dent. Some young patients
were frightened by her appear-
ance, and the hospital wanted
to keep a good nurse, so it took
some creative accommodation
to resolve the problem.
The nurse ultimately de-

cided that her appearance was
having an effect on her young
patients, and sought a transfer.
If you must make a decision

based on an employee or ap-
plicant’s personal appearance,
do your best to justify the de-
cision based on good hygiene
and good taste.
The prejudices of your cus-

tomers, however, are not a
good reason for a decision. The
customer has a right to expect
good, courteous service from a
clean, neatly dressed em-
ployee, not necessarily an em-
ployee with the same cultural
background or taste in clothes,
hairstyle, or jewelry.

If you make a decision based on an employee’s personal
appearance, justify the decision based on good hygiene
and good taste, not the prejudices of your customers.

To learn more, see the Index of Advertisers on page 38 or visit www.natclo.com/ads

VALET CLEANERS in Gatesville, TX, purchased a Union HXL-80-18-C cleaning machine
through Gulf States Laundry Machinery. Pictured from left are Mickey Riley of R. R. Street,
Pedro Romero, the operator, Cody Archie, the owner, and Matt A. Lipman of Union Dryclean-
ing Products.

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 ar-
ticles, sample policies, news and
other information on em-
ployee/employer relations.
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„SENSENE continues to prove itself effective and effi cient. 
This is an amazing product with a high cleaning power 
combined with excellent material compatibility. Finally, 
it‘s what we all have been waiting for.“

www.safechem.com
www.sensene.com

DISTRIBUTION PARTNER 

FOR NORTH AMERICA: 

SEITZ The fresher Company

5101 Tampa West Blvd. / Suite 300 /

Tampa, FL 33634 / Phone: 813.886.2700

Email: seitz_inc.offi ce@seitz24.com

Jan Barlow, 
owner of Jan‘s Professional Dry Cleaners 
and former president of DLI 
(Dry Cleaning and Laundry Institute) 

SENSENE™ Modifi ed Alcohol
Made to delight your senses…

Modifi ed Alcohol
Made to delight your senses…

  ™Trademark of SAFECHEM

To learn more, see the Index of Advertisers on page 38 or visit www.natclo.com/ads
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WEST
The Rocky Mountain Fabricare

Association has enlisted Kermit
Engh and Bill Alber to headline
its “Peak of Performance” man-
agement conference set to take
place in Denver on Saturday, Oct.
5.

The event will take place at the

Marriott Hotel in the Denver Tech
Center, the same site of the asso-
ciation’s 2015 Drycleaning Alter-
natives Fair that has undergone
quite a few redesigned renova-
tions.

At the event, the association
plans to help attendees embrace

the latest in business management
analytical tools that they can use
to mine data in order to improve
profitability and take better con-
trol of their business..

There will be two in-depth ed-
ucational programs as well as ven-
dor displays.

Things will kick off at 9 a.m.
when Kermit Engh presents a
two-hour program called “Know
Your Numbers.”

In addition to being a manag-
ing partner of Methods for Man-
agement, Inc., Engh also has been
a successful drycleaner for almost
30 years with Fashion Cleaners of
Omaha, NE.

He will help business owners
and managers examine their fi-
nancial versus operational num-
bers, explaining the how and why
behind the budgeting process and
helping them establish KPIs (Key
Performance Indicators) to help
increase profitability and stay on
top of your operation.

Upon the conclusion of the
opening seminar, there will be a
two-hour break for lunch with
plenty of time to view the industry
vendors’ booths at the conference.

At 1 p.m., Bill Alber will tackle
the topic of “Growing Your Busi-
ness and Finding Your Future”
until about 3 p.m.

Alber is also a drycleaner, as
well as an inventor and CEO of
SMRT Systems, which is a
provider of information technol-
ogy services to cleaners. The com-
pany provides cloud-based soft-

ware to help them run their busi-
nesses by giving them delivery,
assembly and payment related
services.

Some of the topics that he will
cover include: branding to stand
out, achieving more with less, re-
maining consistent and strategy.
Alber sees numbers, automation
and consolidation as key factors
for the future. Will you lead, fol-
low or get out of the way?

RMFA will host a reception
and vendor display afterwards
from 3 to 5 p.m. in the Pikes Peak
room, allowing vendors and atten-
dees more time to socialize and
conduct business.

Registration for the event is
$100, which includes the pro-
grams, paid parking and a catered
lunch as well as the RFMA recep-
tion. Additional guests from the
same business are also welcome
to attend at a reduced cost of only
$50 per person.

Those who wish to sign up or
find out more about the event can
contact Mary Ewing at RMFA by
calling (970) 534-1038 or sending
email to: info@rmfa.org, or call
Joe Blaha at (303) 810-3508 or
email him at jblaha@greenearth-
cleaning.com.

RMFA to host Peak of Performance conference

ATTENDEES OF THE 2015 DRYCLEANING ALTERNATIVES FAIR (above) will remember the
Marriott Hotel in Denver that hosted the event. The same setting will house the 2019 Peak of
Performance Management Conference, though it has been redesigned since then, including
50,000 sq. ft. of newly transformed venue space.

To learn more, see the Index of Advertisers on page 38 or visit www.natclo.com/ads



AUGUST, 2019 / NATIONAL CLOTHESLINE / PAGE 21

To learn more, see the Index of Advertisers on page 38 or visit www.natclo.com/ads



PAGE 22 / NATIONAL CLOTHESLINE / AUGUST, 2019

SHIRTTALES BY DON DESROSIERS

Impressed by presses at Clean ’19 
T

he Clean Show of 2019
has come and gone and
so comes my self-pro-

claimed responsibility to tell
you all about it, at least as far
as shirt pressing equipment
goes.
There are still many players

in the game. Some have opted

out, some are still waiting for
their turn at bat, some waiting
for their moment in the sun
and there is a brand new
player.
Allow me to tell you a wee

bit about each now, and then
I’ll go into detail over the next
three months. There is a lot to
cover. 
As usual, I have taken lots

of photos at the booths and
made movies of the equip-
ment. In many cases, the
movies are of yours truly
pressing on the shirt equip-
ment. I think that this is very

important. It is one thing if you
see an experienced factory rep-
resentative pressing flawlessly
on a shirt unit, but it is another
thing entirely when you see a
completely different person
(me) with a very short training
pressing excellent shirts. This
is why I do this. 

Unipress had a brand new
shirt unit to show. And — get
this — it is a price point that is
$3,000 less than last year’s
model and has a feature that
will blow your mind! 

Weishi Fuji from China
continues to offer a very
unique one-piece unit.

Pony has at least three shirt
units. I love the black Teflon
coated steam chests.

Hi-Steam continues to im-
prove its tensioning shirt units.
It now features a pneumatic
collar clamp and double heat
exchangers.

Sankosha’s shirt units are
always fun to press on but they
also added a self-contained
spotting board, an all new ten-
sioning steam form and a
must-see stationary washer
(see my column in DLI’s Fabri-
care.)

Forenta really should sell

more shirt units because they
are so easy to dress and do
such a nice job with no effort

YAC Japan is famous for
easy loading shirt units;
they’ve made it easier still.
Now they have a “hand” that
wipes the back of the shirt. It
doesn’t just pull the tail like
other pull-downs, it starts at
the middle of the back and
wipes the entirety of the back.
Interesting.

Itsumi introduced a new
multi-former model GF 750AS-
A. If this thing could only do

Continued on page 23

To learn more, see the Index of Advertisers on page 38 or visit www.natclo.com/ads

It’s one thing to see an experienced
factory rep pressing flawlessly but another
thing to see someone with little training.

Terrance White demonstrates the Sankosha LP190U double
buck shirt unit. Hi-Steam has greatly improved their Cobra
unit and renamed it the Hi-Steam 440. They have added a
pneumatic collar clamp, front paddles and double heat ex-
changers.

The Hi-Steam 440 is a world-class tensioning shirt finisher
new and improved for 2019. See the Hi-Steam 440 in action at
www.tailwindsystems.com. 
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pants, it would be the only press you
would need in a plant.
You can watch a movie of the same

operator pressing (in succession) a size
2 blouse (wet), a size XS shirt (wet), a
size 18 37 shirt (wet) a wool coat and a
sequin dress all with complete success.
It is amazing. Check it out.

Barbanti is a new name in the shirt
equipment business but they have been

making shirt units for other brands for
30 years. The double-buck that they
demonstrated was quite the attention
getter! 
This month, let’s take an in-depth

look at Sankosha, Itsumi and Hi-Steam.
Sankosha’s LP190u is a great choice

among shirt units. It is a quality unit
that produces a great shirt.
You need a lot of space for this unit

though, so be prepared. This is a mon-
ster, but it is a joy to operate. My friend

Terrance demonstrates this at the show,
but I jump in and press and I do a great
job with ease as well.
See this unit in action on my website

at www.tailwindsystems.com.
Join me again next month while I

explore more of your options in the
world of shirt pressing equipment!

Don Desrosiers has been in the dryclean-
ing and shirt laundering business since
1978. He is a work-flow engineer and a

management consultant who provides
services to shirt launderers and dryclean-
ers through Tailwind Systems. He is a
member of the Society of Professional
Consultants and winner of DLI’s Commit-
ment to Professionalism award. He can
be reached at 186 Narrow Ave., West-
port, MA  02790 or at his office by fax
(508) 636-8839; by cell (508) 965-3163;
or e-mail at tailwindsystems@charter.net.
The Tailwind web site is www.tailwind -
systems.com.

Continued from page 22

Don Desrosiers
Impressed by presses at Clean ’19 

Itsumi’s BT-550. Just when you think that you can't fit a double buck in your
plant, this unit will fit, and will do a great job. This unique unit is fun to op-
erate, has an automatic back pull-down feature and separate vacuums for
each buck!

Itsumi's single buck unit the BT-150 is equally easy to operate and does a ter-
rific job. Go to www.tailwindsystems.com to see these units in operation.
Great shirts with very little effort! 

Thanks for helping us make                       a success!
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business or industry. It doesn’t.
As an example, Rashid sug-

gested that cleaners can start their
own “Local Heroes” TV show that
is less than 12 minutes long and
can be watched on YouTube.

“I’m going to do a TV show,
filmed on my cell phone, for free,
where I’m going to interview the
local leaders of the community,”
he outlined. “I would urge you all
to do video unless you are horri-
fied at video. Video is the best.”

He also noted that you should
not put the video link for a
YouTube video on Facebook. Be-
cause they are competitors, Face-
book will make sure nobody sees
it, he said.

Many small businesses fall into
the trap of believing that all con-
tent must be sales oriented. Yet,
Rashid noted that having access
to stories about local leaders in
the community adds much greater
brand value and creates deeper

loyalty because they can’t get that
information from anybody else. 

Additionally, employee spot-
light posts and a playful “Don’t
Hire Me” series with stain re-
moval recommendations can help
build trust, as well.

“You need to decide before you
put out every single piece of con-
tent, if it’s a brand piece or a sales
piece and you can’t confuse your
audience,” he said.
Your brand online

Online branding continued to
be a popular topic during a Friday
morning session with Nick Chap-
leau, CEO and co-founder of
Starchup, and Rachel Delehanty,
Starchup Customer Success.

“Online is where people are
going shopping these days,”
Chapleau noted. “The number one
goal of your website is to convert
them into a customer.”

“Your website is an opportu-
nity to tell a story about who you
are as a business, both through
how the website looks and the im-
pression it makes on the prospect,
but also you can tell your stories
through your customers,” he
added, referring to testimonials.

Delehanty shared some supris-
ing statistics with the audience,
such as 94 percent of potential
customers search online for new
businesses and services.

“Your online presences is com-
prised of a few different things,
not just your website,” she pointed
out. It also includes external links
to your brand, online directories,
paid media like Google Ads, and
of course, all forms of social me-
dia.

“The most important thing
when it comes to social, whether
you’re doing advertising or
whether you’re just setting up ac-
counts is: it’s better to not have an
account at all than to just have one
set up with nothing on it,” she
added with the caveat that a Face-
book business page might be the
one exception.

Another speaker during the
show, technical strategist and fu-
turist Crystal Washington, spoke
to a packed afternoon seminar
about how online isn’t just a place
to craft your brand; it’s also a
good place to try and simplify
your offline life.

The problem, she says, is that
technology does not free up our
time as it is supposed to do; in-
stead, the way we use technology
is adding to the problem.

“Start thinking about unusual
ways that you can use technol-
ogy,” she suggested.

Services like fiverr, Fancy
Hands, Upwork and TaskRabbit
allow people to outsource tasks to
freelancers (such as executive as-
sistants, website designers and
graphic artists) who have already
had their backgrounds checked.

Washington is also a proponent
of automation tools that can be
quite invaluable. If you want to
manage your online reputation,
sign up for Google Alerts and find
out when somebody mentions
your company online. Or you can
“lovingly stalk” potential clients
through LinkedIn so you can con-
gratulate them when they are pro-
moted or know when they change
jobs.

To learn more, see the Index of Advertisers on page 38 or visit www.natclo.com/ads

If there has been one constant in the Clean
Show over the years, it is John Riddle who, with
his staff at Riddle & Associates, has managed the
show since 1993. His involvement with the show
actually dates back to 1981 before his company
became the official show management firm.

Riddle’s run ended at the Clean Show in New
Orleans. He officially retired and passed the torch
to the show’s new owners, Messe Frankfurt of
Germany. The firm purchased the show from the
five U.S. trade associations that have owned it
and it now becomes a part of the portfolio of
trade shows that Messe Frankfurt manages around
the world. 

The last Riddle-managed show was largely
successful with more than 11,000 registrants and
some 430 exhibiting companies occupying
224,500 net square feet at the Ernest N. Morial
Convention Center.

At the show’s conclusion, the Textile Care Al-
lied Trades Association presented Riddle with a
plaque and a gift on behalf of TCATA and its
members who have exhibited at the show over
the years.

“It has been an honor to have been associated
with the Clean Show for so many years, and I
thank everyone for the opportunity to have been
a part of it,” Riddle said in accepting the honors.
“I absolutely could not have accomplished this
without all the members of my staff who are, in
my opinion, the best in the trade show industry. I
have made many friends over the years that I will
miss very much.”

John Riddle (left) and David Cotter of
TCATA as Riddle was winding up his
tenure as manager of the Clean Show.

Continued on page 26

Continued from page 1
Learning at Clean
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The important thing is to never
lose sight of the idea that technol-
ogy should make your life easier,
not harder.

“So only use something I’ve
mentioned today if it’s going to
help you grow your business,
grow relationships and literally
take stress off of you. Don’t start
using things that don’t have an ob-
vious purpose for your business
because that creates stress,” she
said.
Tackling turnover

Removing stress becomes
more difficult for owners and
managers in the drycleaning in-
dustry thanks to the recurring is-
sue of employee turnover. Tack-
ling the problem of better staff
retention at Clean 2019 was
Arthur Greeno, owner of two
Chik-fil-A franchises in Tulsa,
OK.

One way to cut down on
turnover is to try and create a

close-knit atmosphere with work-
ers. By genuinely getting to know
his staff, and encouraging group
events where they bond together,
it makes for a better work atmos-
phere.

“People can quit a job, but they
can’t quit a family,” Greeno noted.
“Believe me, I’ve tried.”

Once again, social media was
praised as a useful tool, in this
case to reach out to the local com-
munity and keep a pulse on where
to find new hires.

“Know your surroundings,” he
emphasized. “In a one-hour pe-
riod, I can actually reach out to
about 4,500 people because I’ve
already established relationships.”

He also recommended calling
personal references over profes-
sional ones because they are a bet-
ter source of information.

“Personal references weren’t
trained in what you’re allowed to
say and what you’re not allowed
to say,” he smiled.

Once he hires, trains and es-

tablishes a rapport with newer em-
ployees, it is that bond that allows
him to choose something special
and appropriate in terms of re-
warding them for performing
well.

“We have a great company cul-
ture. When I talk about culture,
I’m talking about what goes on
behind the scenes,” Greeno said.
“Our jobs as leaders is to find out
what’s going on in our team mem-
bers’ lives. Because, if we do that
for our team, they’re going to do
that for our guests. When we do
that for our guests, they become
raving fans of Chik-fil-A.”

Of course, not all employees
work out and some resist com-
pany policies and changes.
Greeno had a plan for that, too.

“If they’re not doing their job
right, we will promote them to
customer status,” he joked.
Building a culture

Company culture was another
central theme of a seminar pre-

sented by Jason Loeb of
Sudsies.com who discussed “Be-
ing Good is Not Good Enough.”

It takes a strong company cul-
ture to be able to present cus-
tomers with a memorable experi-
ence that is both invaluable and
irreplaceable. And you can charge
more.

“If you want to be an experi-
ence business, that will dictate the
price you’re going to charge,” he
said. “Price is driven by the expe-
rience of the customer.”

As an example of providing
stellar customer service, Loeb
talked about how he takes his
management team to couture fash-
ion retail stores and designers in
an effort to better educate them
on the best way to clean expensive
garments and avoid damage.

One time, Loeb traveled with
his team to the boutique Brunello
Cucinelli in Italy. The company
has 1,300 employees who don’t
punch a time clock. Worker wages
are 20 percent higher than the in-

dustry average and the company
also donates 20 percent of its prof-
its to charity.

They do everything by hand
and all live in a 14th century castle
on top of a hill and the entire com-
pany stops at lunchtime so every-
body can eat together. Addition-
ally, children of employees grow
up training for a speciality, such
as tailoring, so quality is never
compromised.

“It makes them different and
unique,” Loeb noted, which is
why people are willing to pay
$2,700 for a pair of pants. Such
customers expect a different cal-
iber of experience from a
drycleaners and Loeb specifically
trains his employees to understand
that.

“We are servicing people,” he
added. “If you treat your team
with the same level of respect and
attitude, they will help deliver that
grand promise of being the best
brand in the world because we all
understand we’re in the people
business.”
Growing wash-dry-fold

That means giving people what
they want, even if it means laun-
dry services, as Rita Foley, owner
of Regency Cleaners in Durham,
NC, has found out. In 2002, the
company’s wash-dry-fold service
only accounted for two percent of
its sales; but since pushing the
service more to customers, that
has gone up to 13 percent of the
business and is still growing.

“The fastest growing segment
of our company is wash-dry-fold,”
Foley pointed out, adding that the
equipment you need is already in
your plant. “Run your numbers.
Make sure it is profitable for you.”

During her session, she dis-
cussed the layout of her two wash-
dry-fold facilities within her
drycleaning plants, detailing
everything from how to separate
laundry (different colored net bags
for whites, darks and fluorescent
reds fastened shut with two pins
that DO NOT go in the dryer) to
how the finished laundry is pre-
sented (make sure a nice looking
garment is placed neatly folded
on top). It if sounds like too much
work, think about this:

“If you do not want to do it,
your local laundromats going after
it,” she said. For Foley, that would
mean 4,500 pounds of wash-dry-
fold a day.

She also recommended weigh-
ing the laundry before and after
(they price by the after weight so
they don’t charge for moisture in
towels).

If the weight has changed too
much, it could indicate items are
missing.

Other tips included don’t put
the clothes in the laundry bag be-
cause the customers will wonder
if that was cleaned. Also, put
socks at the bottom so they don’t
find a way to escape.

“Make sure you’re charging
for the extra services you are pro-
viding,” she added, noting the
dangers of pricing yourself out of
the market.

Ultimately, though, she ended
her program with universal advice
that all attendees at the Clean
Show would probably be wise to
heed: “When the folding gets
tough, press on.”

“Not only did I reduce my assembly sta� from 2 people to 1, I also noticed 
signi�cant reduction in mark in labor costs as well.The opportunity for human 
error has been vastly reduced.   I should have switched years ago when Brett 
�rst spoke with me!!”

 “I can honestly say that the QuickSort is the single best item I’ve ever pur-
chased. The direct labor saving payback was less than one year. The increased 
e�ciency from barcoding at the mark-in counter coupled with the complete 
elimination of assembly mistakes makes this the smartest business decision 
I’ve ever made, and one that is paying daily �nancial dividends. “

Allan R Cripe  CED,CPD  

Brian Robertson

Owner, Valet Cleaners and Coin Laundry

Owner, Comet Cleaners of Corinth

(501) 420-1682
garmentmanagement.com

THANK YOU FOR SEEING US AT CLEAN 2019

Continued from page 24

Ideas abound at Clean for business building
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KAY CLEANERS in Roswell, GA, purchased a Union HXL-
8025-C cartridge filtration cleaning machine through Gulf
States Laundry Machinery. Kay Cleaners owner Yun Chun
Kim (left) is pictured with MJ Choi, sales representative for
Gulf States.

To learn more, see the Index of Advertisers on page 38 or visit www.natclo.com/ads

SOUTH
The North Carolina Associa-

tion of Launderers and Cleaners
will be heading to Raleigh for its
upcoming annual convention from
Oct. 25 to 27.
It will be hosted at the Em-

bassy Suites Raleigh Durham Air-
port Brier Creek.
Currently, the association’s

Member Services Committee has
been working on creating a com-
pelling program.
On Friday afternoon, attendees

can gather to witness a facilitated
roundtable discussion on

drycleaning equipment technol-
ogy. On the following day,
NCALC plans to include speakers
on employee recruitment and re-
tention, marketing and advertis-
ing, plant equipment maintenance,
and improving plant production.
In addition to the guest speak-

ers, there will be tabletop vendor
exhibits, the annual NCALC
membership meeting and a Friday
evening reception.
Speaker Stan Phelps will de-

liver a keynote presentation dur-
ing dinner. He is a Forbes con-

tributor, TEDx speaker, and IBM
futurist. His program will be
called “Purple Goldfish: Little
Things Make the Biggest Differ-
ence in Driving Loyalty and
Sales.”
Phelps will focus on how cus-

tomer experience and employee
engagement can drive differentia-
tion, increase loyalty and create
positive word of mouth in your
business.
Before concluding the conven-

tion, attendees will meet one last
time on Saturday evening for the
President’s Reception and Recog-
nition Banquet.
Raleigh is home to many at-

tractions for those who want to
spend down time exploring places
such as the North Carolina State
Capitol, the North Carolina Art
Museum, the North Carolina Mu-
seum of Natural Sciences, the
North Carolina Museum of His-
tory, the State Farmers Market and
much more.
The timing of NCALC’s con-

vention does coincide with the last
few days of the North Carolina
State Fair.
Look for more details about the

convention, including registration
information, in the near future by
visiting NCALC’s website at
www.ncalc.org.

NCALC sets dates, venue
for its Raleigh convention

Back in September of 2002, the
owner of Sno-White Cleaners and
Launderers in Charlotte entered
the site into the North Carolina
Drycleaning Solvent Cleanup Act
program.
Now, just less than 17 years

later, the site has become the
100th No Further Action status
awarded by the program.
The remediation for the site

that was in operation from 1971
to 1999 was a lengthy one, to be
sure. It required the excavation of
2,000 tons of contaminated soil
and the installation and sampling
of 26 monitoring wells to sample
groundwater.
The business was demolished

almost 20 years ago to make room
for parking for the new Symphony
Park at South Park Mall.
The DSCA, which has been in

existence for over two decades.
has spent that time working to
identify or clean up 427 contami-
nated drycleaning sites — and, of
course, issuing 100 No Further
Actions overall.
The DSCA program is a vol-

untary one supported by the North
Carolina Association of Launder-
ers and Cleaners that has paid for
98 percent of cleanup costs to
date.

The ONE and ONLY 
Original EM Natura 
Cartridge Filters

DSCA issues
No Further
Action status
for 100th time
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SCHAFER DRY CLEANING of Jackson, MI, has installed a
QuickSort Assembly System. Steve Hanifl (left), the owner, is
pictured with Brett McLeod of Garment Management Sys-
tems.

To learn more, see the Index of Advertisers on page 38 or visit www.natclo.com/ads

The Wisconsin Fabricare Insti-
tute is gearing up for a two-day
Dry Cleaning Expo that will take
place on Thursday and Friday,
Sept. 19 and 20 at the associa-
tion’s offices located at 11801 W.
Silver Spring Dr. in Milwaukee,
WI.
Attendees will gather on

Thursday evening at 4:30 p.m. for
a buffet dinner at Buck Bradley’s
before setting sail on a two-hour
Riverwalk Boat Tour which in-
cludes an open bar, soft drinks,
mixers, local brews and house
wines.

Exhibitors will set up on Fri-
day morning before registration
begins at 9 a.m. Then, WFI has
set aside time for attendees to hear
from Alonzo Kelly and John
McHugh.
Kelly is a nationally recog-

nized expert on leadership devel-
opment and strategic planning,
with a Bachelor’s in accounting
and three Master’s degrees in Pub-
lic Administration, Human Re-
sources and Labor Relations, and
Business Administration. (He is
currently working on a Ph.D. in
Multidisciplinary Human Services

and a doctorate in Business Ad-
ministration.)
He is also a best-selling author,

has appeared on “America’s Pre-
mier Experts” and has worked on
personal and professional devel-
opment with many Fortune 500
companies, colleges and universi-
ties. For more on him, go to
www.alonzokelly.com.
McHugh, the other speaker

slated to appear at WFI’s Dry
Cleaning Expo, is the director of
corporate communications, lead-
ership development and training
for Kwik Trip, Inc.
Prior to joining Kwik Trip in

2004, McHugh was an instructor
and principal at Aquinas High
School in La Crosse, WI.
After the speakers conclude,

WFI will host lunch and allow
time for viewing the vendor ex-
hibits. The association’s general
membership meeting and live and
silent auction will follow at 1:15
p.m.
Attendees have options to reg-

ister for the full conference or reg-
ister for the full conference as well
as the dinner boat cruise.
For more information and to

sign up, contact WFI at (414) 488-
1692 or WFI’s website www.wis-
cleaners.com.

WFI to host Dry Cleaning Expo,
cruise next month in Milwaukee

Gambling, golf and educa-
tional seminars will highlight the
Midwest Drycleaning and Laun-
dry Institute’s convention at the
Hyatt Regency Hotel from Aug. 2
to 4.
Fresh from his engagement at

the Clean Show this year, Brian
Rashid, CEO and creator of “A
Life in Shorts,” will be on hand,
as will Trudy Adams, the principal
of Blue Egg Consulting.
Joining them will be Jeff Jor-

dan, vice president of Business
Development at Fabritec Interna-
tional and Mary Miller, CEO of
JANCOA Janitorial Services.
Topics will range from know-

ing what your employees want to
creating value to drive results and
telling stories that sell.
Adams will deliver two sepa-

rate programs on Sunday morning
dealing with customer service
promises and experiences.
There will also be golf on Fri-

day morning at the Devou Park
Golf Course and a cocktail recep-
tion later that night.
For more information on

MWDLI’s annual convention or
to register, contact the association
directly by calling (765) 969-5745
or visit them online at
www.mwdli.org.
Attendees have the option to

sign up for the full conference or
individual days. Golf registration
is separate.

MWDLI heads
to Cincinnati
for convention
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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)

EXCEPTIONAL

SOLVENT

MILEAGE!!!

UP TO

100,000 LBS/DRUM!!!

NEW YORK STATEAPPROVED!!!

To learn more, see the Index of Advertisers on page 38 or visit www.natclo.com/ads
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WRENCH WORKS BY BRUCE GROSSMAN

Checking up on those check valves
T

his month I’ll be talking
about how to locate
faulty check valves in

your boilers condensate return
system.
The purpose of a check

valve is to limit the flow of wa-
ter to one direction, which is
usually indicated by an arrow
stamped into the body of the
valve that indicates the direc-
tion of the water flow.
These types of valves are

used between the boiler return
pump and the boiler pressure
vessel with the direction of
flow towards the boiler.
When the water level in

boiler drops lower than the
pump activation sensor, the
pump motor is then turned on
and the pump pulls water out
of the return tank and pushes
it through the check valves
into the pressure vessel of the
boiler.
The filling continues until

the water level reaches the
pump de-activation sensor and
then the pump turns off.
However, there is pressure

in the boiler pressure vessel
and there needs to be some

method to prevent this pres-
sure from pushing the water
back out of the boiler pressure
vessel into the return tank.
This is what the check valve(s)
do.
When the pump is off, pres-

sure inside the boiler holds
them shut, preventing water
from being forced out of the
boiler pressure vessel.
Unfortunately, steam sys-

tems generate a lot of scale and
steam and return piping con-
tinuously shed large particles
of rust and other bits of metal
as well.
This detritus often finds its

way into the internals of the
check valves causing them to
partially fail, allowing water to
be pushed out of the boiler
pressure vessel into the return
tank.
This valve “blow by” is

costly in wasted energy with
steam boiling away in the re-
turn tank.
In addition, this super-

heated water forced into the re-
turn tank overheats the water
in the return tank often caus-
ing the return pump to “cavi-

tate” and not be able to refill
the water in the boiler pressure
vessel.
When the water level drops

low enough the boiler will shut
down on a low water fault
causing expensive loss of plant
production due to boiler down
time.
For these reasons, it is a

good thing to monitor the per-
formance of this check valve(s)
and replace them when they
fail.
Fortunately, it’s easy to run

a simple temperature test
which is a very accurate pre-
dictor of the condition of these
valves.
After the boiler has been in

operation for a couple of
hours, wait for the pump to go
on. Immediately after it shuts
off turn off the power switch
to the pump.
Now wait 90 to 120 seconds

and, using a laser thermometer
as described below, measure
the temperatures at the points
indicated on the accompany-
ing illustration.
There should be at least a

30°F difference in temperature

between the two points.
If there is less, it’s an accu-

rate indication the check valve
has a problem.
Experience has taught me

that it doesn’t pay to try to
clean or repair them; just re-
place the faulty valve. It’s wise
to have a replacement in your
parts stock.
There’s a paragraph below

on the specifications for valves
used on boilers. Pay attention
to them; it’s for your own
safety and remember never
work on a boiler or any piping
that is hot or under pressure!
We will be using the laser

thermometer again for these
measurements. Please read the
following paragraph for the
best technique to obtain accu-
rate results.

1. The surface of the target
should not be a highly reflec-
tive color, like silver or white,
or have a highly polished fin-
ish, like chrome or stainless. If
it does, take a black Sharpie
marker and blacken an area
about the size of a quarter, use
this blackened area as the tar-
get spot on the surface to be
tested. 

2. The laser pointer is nor-
mally used to select the target
area and illuminates the center
of the sensed area. Since the
sensor itself measures all of the
infrared energy entering the
lens it becomes progressively
more accurate the closer you
place the sensor to the target
area.
When using the laser ther-

mometer to run these tests, be
sure to position the lens of the
thermometer slightly above
the surface of the area being

measured. Don’t just aim it
and use the laser pointer to
take the temperature. 

A note on boiler valves 

Valves used on boilers
should be rated at next higher
level of the maximum rated
boiler operating pressure.
For example, if the rated op-

erating pressure (usually
found on the name plate at-
tached to the boiler) is 150 PSI,
then the valve should be steam
rated for at least 200 PSI. This
rating usually appears on the
body of the valve after the
SWP abbreviation for “steam
working pressure” (you won’t
find these valves at Home De-
pot or Lowe’s).
The numbers following the

abbreviation WOG stands for
the pressure rated for use with
water-oil-gas and is not the rat-
ing for steam service. 
That’s it for this month, not

sure what the subject will be
for next month, so any sugges-
tions are welcome.

Bruce Grossman is Chief of R&D
for EZtimers Manufacturing,
maker of the EZ Level return
tank water level control that re-
places the troublesome ball float
valve in the return tank. The Sa-
hara and Drop in the Bucket line
of high purity separator water
mister/evaporators and the Tat-
tler steam trap tester, an accu-
rate and easy to use device, are
also part of our EZtimer product
line. For more information on
EZtimers products, visit
www.eztimers.com. Address any
questions or comments for
Bruce to bruce@eztimers.com or
call (702) 376-6693.To learn more, see the Index of Advertisers on page 38 or visit www.natclo.com/ads
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(816)  739-2066
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EYE-LEVEL ADVERTISING NOW AVAILABLE!
TAKE ADVANTAGE OF CUSTOM PRINTING

1 & 2 COLOR

FRUSTR
ATED 

BY $600
 ARTWO

RK

AND PL
ATE FE

ES?

WE’LL D
O IT FO

R 

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 

To learn more, see the Index of Advertisers on page 38 or visit www.natclo.com/ads

To learn more, see the Index of Advertisers on page 38 or visit www.natclo.com/ads

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
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FREE Credit Card Terminal Placement Wireless/Landline/High-Speed/Dial-Up

Easy setup (with no setup fees and quick approvals)

Seamless integration with your current POS

$295** towards your early termination fee (if you have one) with your current processor

Access to Payments Hub – our secure, online merchant portal

Free paper**

  

     
 

  

 

    

FREE NFC & EMV-READY
TERMINAL & PIN PAD
OR WIRELESS 
TERMINAL

COMPATIBLE WITH
GAS CARDS

WRIGHT EXPRESS
FLEET CARDS
VOYAGER
AND MORE…

    

    

  

        

    

  

     
 

  

 

    

  
   

 

    

    

  

        

    

  

NAB makes it easy to offset your credit card processing 
fees with our non-cash adjustment.

ELIMINATE UP TO 100%
OF YOUR CREDIT CARD PROCESSING FEES!

©2019 North American Bancard is a registered ISO of Wells Fargo Bank, N.A., Concord, CA, and The Bancorp Bank, Philadelphia, PA. 
American Express may require separate approval. *Durbin regulated Check Card percentage rate. A per transaction fee will also apply. 
**Some restrictions apply. This advertisement is sponsored by an ISO of North American Bancard. Apple Pay is a trademark of Apple Inc.

GROW YOUR BUSINESS. PARTNER WITH NAB TODAY!

866.481.4604    

  
   

 

    

    

  

        

    

   WWW. NYNAB.COM

     
 

  

REDUCE YOUR CREDIT CARD 
PROCESSING FEES

Accept EMV/NFC
(Apple Pay, ETC.), 
Checks and more

Process credit cards on 
your smartphone

Next Day funding with 
weekend settlement

Rates as low as .05%*

To learn more, see the Index of Advertisers on page 38 or visit www.natclo.com/ads



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

Turn your assets into cash! Sell your
drycleaning business or your unused
equipment with National Cothesline’s
classified ads  for just $1.70 per word.

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.

Visit these advertisers’ web sites!
Links to all are listed at www.natclo.com/ads

August 2019

A.L. Wilson.........................8
Air World Press Pads.......21
Blue Ocean ........................3
Cleaner Business System29
Cleaners Supply...............38
Collarite ............................36
Columbia/ILSA ...................7
Diamond Computer..........38
Drycleaning 101.com .......12
Ehrenreich & Associates..38
European Finishing....18, 28
EZ Timers ..................22, 34
EZProducts ......................36
Fabricare Manager......14,15
Firbimatic .........................17
Forenta.............................13

Frankford Machinery ..........3
Fulton Boiler.....................31
Garment Management .....26
HSIA.................................25
Iowa Techniques ..............34
Itsumi ...............................24
Kleerwite ..........................20
Laundry Owners Mutual...20
Mosena Enterprises .........38
Mustang Enterprises ..........9
Newhouse Specialties......38
NIE Insurance ....................5
North American Bancard..37
Pariser Industries, Inc. .....36
Parker Boiler ....................39
Patriot Business Advisors 38

Permac Parts Depot ........38
Poseidon Textile Care

System.........................16
PROS Parts .....................38
Realstar............................32
Route Pro.........................36
SafeChem ........................19
Sankosha ...................10, 11
Seitz 

The Fresher Company.33
Sonozaire.........................38
Steiner Atlantic ...................3
Trevil America ..................40
Union ...............................27
Unipress.......................2, 35
Unisec ........................12, 30
Yamamoto ........................23

Index of Advertisers

To place your classified ad, download the pdf form 
at www.natclo.com/adform 

or e-mail info@natclo.com or call (215) 830-8467.

Miss an issue?
Looking for an article?

Want to connect to the industry?
Point your web browser to
www.natclo.com

• Complete text of the current issue.
• Back issues to 2014 with search
capabilities

• Links to hundreds of industry web sites

Diamond Cleaners 
Computer from

$39/mos
800-298-5968

Leather
Cleaning

Leather Master is a nationwide whole-
sale leather cleaner located in Chicago
but providing mail-in service for
drycleaners from the West Coast to the
East Coast, from leather and suede
jackets to Ugg boots, purses and even
wedding gowns. For more information,
please visit our website at www.suede-
cleaners.com, call 800/240-0107 or
email us at JohnConway@suede-
cleaners.com.

Profitable Drycleaning businesses
for sale by owner. Many sizes and lo-
cations. For additional information,
please visit www.bizsale.com or call Af-
filiated Business Consultants at
800/617-7204.                                8c Attn: Drycleaners  & Allied Trades

SAVE SERIOUS $$$$
• Business Exit Strategy & Sale
• Business Fair Market Value
• Business Environmental Issue
• Business Strategic Thinking

We have the unique experience of Drycleaning
Hands-on Management, Business Brokerage &

Management Consulting to HELP YOU!

Contact Richard at 301-924-9247
or Richard@EhrenAssoc.com
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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

P.O. Box 127 - Mamaroneck, NY 10543
Telephone (973) 535-8305
E-Mail: info@trevilamerica.com

Toll Free (877) TREVIL 1
www.TrevilAmerica.com

The Future Is Here!

The Venice Wetcleaning System by Imesa gives
you complete control over the washing and drying
cycles providing superior results.

When paired with Trevil tensioning equipment you
will have everything you need to e<ectively clean and
press virtually every type of garment.

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

To learn more, see the Index of Advertisers on page 38 or visit www.natclo.com/ads




