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6 Up from the ashes
As the 3rd generation
to lead the family
business, Robert
Walker, who died
recently, guided it
through tough times.

Think of shortcomings 
in shirt quality as
opportunities to
improve your work and
better your business,
says Don Desrosiers 
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Since its inception, the Belle of the Ball program has helped thousands of high school
students enjoy their prom in style thanks to the efforts of Anton’s Cleaners which cleans
all the dresses so they’ll be ready for  a boutique event at which young women get to
choose a gown at no cost to them.

Sanitone licensees took a crash course
in clinical psychology and human behavior
at their annual meeting in Boston in January
as they celebrated their 75th consecutive
year of gathering to hear top speakers while
networking with their peers. 

The Four Seasons Boston was the scene.
The crash course came form J. Stuart
Ablon, Ph.D. of Massachusetts General
Hospital who focused on how to collabora-
tively solve problems by understanding the
causes of behavior that lead to conflict. His
takeaway of “reasons aren’t necessarily ex-
cuses” challenged the audience to be curi-
ous instead of stubborn when addressing
problems.

The program kicked off with Fabritec
President John Jordan reflecting on 75
years of meetings and sharing updates from
the company, including product innovations
and industry trends. 

Norb Tamblyn, Sanitone area manager,
provided news from the cleaning room
around the New England area. 

Jeff Jordan, Fabritec vice president,
spoke on the topic of saying “Thanks” in
the workplace, emphasizing the need for
daily appreciation and ways that employers
can implement low-cost and highly effec-

tive recognition programs. 
Addressing how to market to fashion

trends was Jackie Brown of INITIAL So-
cial Media. With her degree in Fashion De-
sign, she briefed the group on trends that
are popular in the marketplace and believes
that the “fast fashion” trend is slowing and
will be replaced by a demand for higher
quality garments and care. 

Sharing his life journey form India to
Southern California was Bobby Patel of

Kona Cleaners/BeCreative 360. He took
the audience through the purchase and
growth of his business, shared stories of
successes and failures, and divulged some
life lessons he gained along the way. His
customer “first attitude” shined brightly in
his approach to marketing and promotion. 

Closing out the afternoon was Michael
Schapiro of Wedding Gown Preservation
Co. who told how he uses temporary
staffing agencies to build his staff in a busi-

ness that has seasonal demand. His by-the-
numbers approach showed that staffing
agencies can be a practical solution in a
production environment. 

The meeting was book-ended by social
events at the hotel that allowed licensees
from across the country to network and
share ideas on how to improve their busi-
nesses. 

The meeting takes place annually in Jan-
uary and is open to all Sanitone licensees.

Anton’s Cleaners, based in Tewksbury, MA, is once again helping to
ensure that high school students who need a prom dress can get one
through its Caring Partners Belle of the Ball drive.

Now in its 16th year, the drive began Feb. 10 and continues through
March 29 with donors invited to drop off new or gently worn prom
dresses at Anton’s Cleaners or any of the partners in the drive. Anton’s
cleans the dresses at no charge so they’ll be ready for the boutique event
in which more than 1,000 girls will be invited to Hynes Convention
Center in Boston to select a dress for their special occasion.

Participating students are pre-selected by guidance counselors, teachers
and social agency personnel. Volunteers will be on hand to assist with
personal shopping along with registration, event setup and breakdown
and related tasks for the early April event.

“Our mission has remained consistent for the past sixteen years: every
high school girl should have the experience of feeling beautiful, inside
and out, at their prom,” said Arthur Anton, COO of Anton’s Cleaners and
a founder of the program. “Thanks to a consistent presence and support
by our generous corporate partners, dress donors and volunteers, we are
proud to make this year bigger and better than ever.”

To date, nearly 5,500 girls have been outfitted since Belle of the Ball
began in 2005, with over $2.7 million in drycleaning services donated by
Anton’s since the program’s inception. Last year, over 3,500 gowns were
cleaned by Anton’s and 950 girls in need were invited to Boutique Day.

Anton’s partners in the effort include Jordan’s Furniture, Enterprise
Bank, Boston 25 News, Kiss 108 FM, JAM’N 94.5, 101.7 The Bull,
WBZ 1030, The New 97.7, WRKO and 100.7 WZLX.

Monetary and in-kind donations are also needed to pay for jewelry,
makeup and other accessories and prom-related services:
visit antons.com/belle for information or to make a financial donation.

Don Robitzer and family
built a fine business
over the years, then
watched part of it burn 
a year ago. They’re
back and good as new.
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For the 75th consecutive year, Sanitone cleaners gathered to learn from experts and each other.

❖
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Built Tough  
to Weather 
the Storms

Cyclone CT

HS-2H Hurricane Double Buck 
with Optional Hood

HS-1 Hurricane All-In-One

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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It sounded like a great idea
According to the Small Business Adminstration, half of all new small businesses fail during the first two years. That’s not

a comforting statistic, nor is the fact that only 34 percent of the businesses will make it to ten years and 25 percent will reach
the 15-year milestone. Before you even open the doors for the first time, the odds are stacked against you.

It would be interesting to find out how those percentages change for the drycleaning industry, although we suspect that it
is probably a little bleaker. The SBA lists the top five reasons for small businesses failing as: 1) no market need (42 percent); 2)
ran out of cash (29 percent); not the right team (23 percent); got out-competed (19 percent); and pricing/cost issues (18
percent).

Price is important, but it’s only fifth, which means offering the lowest price on the market won’t help you if demand and
cash flow is low. 

In fact, cash flow can be a big problem even for big businesses run by entrepreneurs with successful track records. In mid-
February, Financial Times reported that laundrapp, started in 2014 as an on-demand laundry and drycleaning service, has
suffered serious cash flow problems and many investors bailed, chalking it up as a loss. Once dubbed as the “Uber of
drycleaning,” backers, including Michael Spencer, pumped £15 million ($19.5 million) into the company, but it wasn’t enough.
Spencer alone invested £2 million that has been wiped out. “That’s entrepreneurship,” he told the Times.

Now, laundrapp is officially part of the Inc. & Co. family of digital companies and agencies in the U.K. That’s
entrepreneurship, as well.

Too much growth too fast can be just as dangerous as too little too slow. Laundrapp won “Startup” of the year at the App
of the Year Awards in 2016 and has been even featured on the “App of the Day” on Apple’s App Store. Then, in 2019 they
merged with Zipjet and the future looked promising.

Then cash flow problems set in and, well, you know the rest of the story.
It’s possible that the company can eventually bounce back, but only if the new direction includes a better growth strategy;

after all, many outsiders enter the industry spend a lot of time modifying their tried-and-true plans that worked for other
industries only to discover that drycleaning is its own animal.

The lesson here is to stay on top of your cash flow and be patient with growth opportunities until you’re reasonably
certain that branching out will keep things profitable without being overextended. If you remain uncertain, this industry has
some of the best cost management groups and consultants who have seen dozens (perhaps hundreds) more drycleaning
businesses than you have and may help you find the best way to proceed. Good luck out there.

Reinventing the industry
Last month we highlighted the legacy of Thomas Jennings, who nearly 200 years ago patented a process for drycleaning

(or dry scouring, as he called it), thus becoming the first African-American to receive a U.S. patent. His development was
inspired by his desire to preserve the garments that he, as a tailor, had made. 

This month we look for inspiration to another inventor named Thomas. This would be Thomas Edison, who received more
than 1,000 patents during his long and creative life. These include many that have shaped the modern world — sound
recording, motion pictures and the light bulb along with systems to generate and distribute electricity. 

Edison’s success was in no small part due to not being afraid to fail. As he put it, “I have not failed. I’ve just found 10,000
ways that won’t work.”

He also said, “Our greatest weakness lies in giving up. The most certain way to succeed is always to try just one more
time. Many of life’s failures are people who did not realize how close they were to success when they gave up.”

And to that, he added, “Just because something doesn’t do what you planned it to do doesn’t mean it’s useless.”
These are words to consider as the industry tries to reinvent itself to accommodate a changing market for professional

fabric care services. When we read about experiments that have failed — such as laundrapp mentioned above — it’s tempting
to say, “Ha, that doesn’t work.” Well, yes, that particular try didn’t work but does it mean the entire idea is useless? Edison
would suggest to keep trying. “Nearly every man who develops an idea works it up to the point where it looks impossible, and
then he gets discouraged. That’s not the place to become discouraged,” he said. “I start where the last man left off,” he once
said of his work. 

In this day when we have ever more people who own ever more clothes, we keep hearing about declining piece counts
from drycleaners. It doesn’t add up. There must be a way to bring these garments into the care of professional cleaners. 
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#Hollywoodfamily
O

nce upon a time in Pennsylva-
nia, an argonomist named Don
Robitzer bought Hollywood

Cleaners in 1974.
Prior to that, Don had used his ac-

quired knowledge of soil management
and crop production to help his father
construct the Village Greens Golf
Course in Sinking Spring, PA.

“Around 1974, my father and I had
a meeting of the minds regarding the
family business and I decided to set out
on my own,” he recalled. “I had hoped
to purchase another local golf course
that was for sale but my friend (and ac-
countant) didn’t like the numbers. I
then looked at a local drycleaners al-
though I had no prior experience nor
specific interest. The numbers looked
so good I purchased it and launched
myself into the business head first.”

The former owner stayed on for a
while and helped Don learn the busi-
ness from the ground up. In fact, some
of the family members of the original
owners remained with Hollywood
Cleaners for many years (some as long
as decades).

The ex-argonomist still worked with
soil, only this time he eradicated its ex-
istence from dirty clothes. Fortunately,
there seemed to be an endless supply
in the early years.

“By the late 1980s we couldn’t
process another garment out of our lo-
cation due to high volume and lack of
space to expand,” Don recalled. “In
1990, I purchased a 16,000 sq. ft. metal
fabrication facility in the town of Read-
ing and transformed it into a state-of-
the-art plant. New equipment, more
equipment and more employees al-
lowed me to start opening drop stores
in addition to our flagship store in
Wyomissing.”

By the early 2000s, Hollywood
Cleaners included five drop stores and
six delivery routes. Then, Don opted to
buy another local cleaners, Supreme
Cleaners.

The same man who designed a golf
course that opened in 1969 had turned
a single store drycleaning plant into a
multi-million dollar operation with lo-
cations all throughout the area.

Appropriately enough, Hollywood
Cleaners seemed to live a familiar Hol-
lywood story of the rags-to-riches vari-
ety; then came an unfortunate plot
twist. In January of 2019, a blaze
erupted in the Supreme Cleaners loca-
tion, originally started by a tenant who
left a candle burning in an apartment
in the building.

The tenant lived and much of the
customers’ clothing was salvaged. The
building, however, was completely de-
stroyed and had to be shut down.

M
arian Robitzer first began work-
ing with her husband Don at
Hollywood in 2000. A graduate

with a B.S. in Mechanical Engineering
from Lehigh University, she worked as
an engineer for about a decade, includ-
ing a job as project engineer for a engi-
neering consulting firm in Manhattan.

When she and Don married, she first
started helping him computerize the
company’s books.

“After completing that, he then
asked me to research and install a point

of sale system for his four stores and
delivery routes,” she noted. “At the
conclusion of those projects, I stayed
on to maintain the point of sales system
as well as become more involved in the
day-to-day accounting operations.”

After two decades with the com-
pany, Marian believes she knows the
secret to its success.

“I would say that the company’s
greatest strength is its people,” she ex-

plained. “We are blessed with a staff,
many of whom have been with us for
5, 10, 20+ years, who take pride in their
work. I attribute this kind of loyalty to
the fact that Don (and later continued
by Lazaros) takes care of his employees
and treats them like family. Manage-
ment always sets the tone for an organ-
ization, and taking care of our staff and
doing our best work begins at the top
at Hollywood.”

Hollywood treats its staff like ex-
tended family (or “framily” as Marian
calls it... friends who are like family).
You can also find several family mem-
bers present at the company at any
given time, including Marian’s brother
Lazaros (general manager) and her and
Don’s daughter, Missy (district man-
ager). Don’s nephew, Fred, is head of
maintenance. There are also a few
young adults comprising the third gen-
eration of the family that have chipped
in over the years.

If that weren’t enough, many framily
employees notify their families and
framilies of job openings. This might
explain why one of Hollywood’s most
frequently used social media hashtags
is #hollywoodfamily.

L
ike his sister, Marian, Lazaros
Scantzos also graduated from
Lehigh University with a B.S. in

mechanical engineering. Early in his ca-
reer, he worked as both a process engi-
neer and department manager with
various plastics corporations. It was a
demanding job that kept him from his
family enough that he left engineering
and joined Hollywood.

Though, to be fair, he never com-
pletely gave up his passion for engi-
neering. “I have spent the last 19 years
restoring two homes in the Wyomiss-
ing area,” he said. “My job at Holly-
wood also helps fulfill this need to re-
store old items.”

One of Lazaros’s favorite projects
over the years has been helping Gene
London, a star of the children’s TV

show Cartoon Corners in Philadelphia
from 1959 to 1977, restore old Holly-
wood gowns and costumes from pop-
ular movies in order to put them on
display.

“Often when he acquired the gowns
and costumes, they would need clean-
ing and repairs,” he said. “Mr. London
trusted Hollywood Cleaners to restore
these precious items. My favorite item
was a sport coat worn by Frank Sinatra

in the movie, Four for Texas. Frank Sina-
tra has always been a favorite of mine
and it was thrilling to see something
he had actually worn.”

I
n 1994, Missy, daughter of Don and
Marian, was called back to Holly-
wood to help open their fourth loca-

tion that January. Her passion was in
Art History, a field in which she earned
a degree at Pennsylvania State Univer-
sity. However, much of her experience
was in the family business.

“I was only a few years old when
my father purchased Hollywood,” she
recalled. “I grew up in the business
spending the majority of my childhood
on the premises and eventually work-
ing in the store in my teens. It was a
fantastic experience. The employees
were my extended family and treated
me as such.”

Missy passed along the tradition of
growing up around the business to her
own children. “When we opened our
sixth location I had just given birth to
my first of two daughters and she came
to work with me every day for over
two years,” she recalled.

Even at a young age she realized that
her father lead by example. He worked
tirelessly to make the business better.

“I watched my father work 16-hour
days for the majority of my youth. I
marveled at his determination and
drive,” she said. “He taught me how to
be tough and have a strong work ethic
that I will pass on to my daughters.
Working by his side all these decades
has been the most rewarding experi-
ence and has created a deep bond of
friendship for us that I think is unusual
given the daily stress that this business
creates, or any family business creates.”

That is why the fire of last year was
so painful to the family. All those years
of hard work literally turned to ashes
in hours. Don, in particular, was dev-
astated and had always said that hav-
ing a tenant live above the business was
one of his greatest fears.

The fire provided a bitter end for the
Supreme Cleaners building, but not the
final ending. A family that worked so
hard to build it up was willing to start
over and build it again.

“There was not much we could do
except be grateful that we had insur-
ance and start the cleaning up process,”
Missy said. “All the garments were re-
marked in and transported to our plant
so the daunting restoration process

could begin. We then relocated every-
thing to our nearest location in
Wyomissing and contacted the cus-
tomers regarding the status of their gar-
ments.”

Then, the real hard work began.
“Over the next nine months the top

two floors were removed, the entire
building gutted to the studs and rebuilt
under the guidance of my father,”
Missy recalled. “We never once consid-
ered not rebuilding or reopening.
Supreme was a staple in the commu-
nity and we loved our customers there
and loved being a presence in that
area.”

Today, Missy is able to see a silver
lining to last year’s fire.

“The tired old building pre-fire is
now a beautiful, totally renovated and
updated building,” she added, “and in-
stead of replacing the apartment up-
stairs, we created a rental space out of
the old plant area and have a long
standing family-owned leather and fur
retailer as our new neighbor!”

The fire wasn’t the only tough chal-
lenge in recent years. After seeing his
company grow for many decades, Don
is now seeing it pare back a bit.

“Unfortunately, business is not as
strong as it was in those years and we
have had to adapt to changing eco-
nomic circumstances and trends,” he
said. “We have since combined the two
production plants, closed two of our six
locations and dropped two of the six
delivery routes. However, we have con-
tinued to maintain a strong customer
base due to our quality, consistency and
high level of customer service.”

Lazaros believes its those standards
that will propel the company long into
the future. “Much of what we do is not
at the request of the customer but be-
cause the level of perfection we expect
from ourselves,” he said. “I work very
closely with our production personnel
and I can honestly say they value and
genuinely care that each piece of cloth-
ing is cleaned and repaired correctly.”

Hollywood
Cleaners
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Pictured from left: Missy Steber, Donald 
& Marian Robitzer, Lazaros Scantzos

Photo by Leather Helmet Photography
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H
ydrogen peroxide 3%
has always been the
mainstay and last step

in the wetside stain removal
process.

This is the stain removal
process I taught as a former di-
rector of the New York School
of Drycleaning. I told the stu-
dents to first pre-test for color
safety and then apply peroxide
followed with a few drops of
ammonia. We then heated the
agent, flushed the area, neu-
tralized with acetic and then
flushed again.

This procedure however is
outdated and has not proven
as effective as the procedures
that I now teach. The reason
why is that as soon as the am-
monia hits the peroxide, the
bleaching action is accelerated
to the point that it does not last
though the heating process.

I now teach an entirely dif-
ferent method for using this
bleach.

I also work with companies
that have formulated hydro-
gen peroxide to use in pre-
spotting, wetcleaning and for
mildew removal.

Characteristics of
hydrogen peroxide

Hydrogen peroxide is an

oxidating agent that is oxygen
to the stain and fabric. It is the
only bleach that is considered
neutral so it does not have to
be neutralized after use.

Hydrogen peroxide is not
stable and loses strength while
on the spotting board. It is not
as unstable as people think. It
can be left on the spotting
board for a few weeks with no
problem.

There is a simple test which
I teach that can be used to test
the effectiveness of the hydro-
gen peroxide you are using.
Test for effectiveness 

1. Put some titanium sul-
phate on a Q-tip.

2. Put hydrogen peroxide
on another Q-tip.

3. Let the two Q-tips touch.
4. If the Q-tip with titanium

turns yellow or orange, the
peroxide is effective.
Uses for hydrogen
peroxide

1. Last traces of tannin, pro-
tein and dye stains.

2. Scorch.
3. Whiten fabric.
4. Ink.
5. Mildew.
6. Neutralize chlorine bleach.
7. Neutralize potassium

permanganate.

Strength

1. Hydrogen peroxide
comes in a 3% 10 volume
found in pharmacies. It can be
purchased as a spray which is
easy to use.

2. Hydrogen peroxide can
be purchased in 6% 20 volume
from a hair salon. I like to pur-
chase it in a cream form which
is easy to use.

3. Peroxide can be pur-
chased 30% 100 volume in a
concentrated form. This must
be mixed wearing gloves; this
is important to prevent chemi-
cal burn.
Proper use of hydrogen

peroxide

Spray method
1. Purchase 3% hydrogen

peroxide as a spray.
2. Apply to fabric.
3. Wait 15 minutes. 
4. Re-apply and hang.
You do not have to flush

since it breaks down into wa-
ter.
6 percent/20 volume

1. Test color fastness before
use.

2. Apply with a Q-tip.
3. Add protein formula.
4. Heat.
5. Flush.
Prepared protein formulas

are not highly alkaline and
usually does not have to be
neutralized.

Bath method

Manufacturers have formu-
lated hydrogen peroxide to be
used for soaking fabrics. This
soaking method is safer than
other bleaches that may be al-
kaline in nature.

1. Follow manufacturer’s
directions, but it is usually
used at 2 ounces per gallon of
warm, not hot, water.

2. Add a lubricant if neces-
sary. Manufacturers usually
have a lubricant present in
their preparation.

3. Soak 15 minutes.
4. Rinse.

Prepared formulation

for wetcleaning

1. Hydrogen peroxide can
be added to the wash wheel to
increase the cleaning action of
the wetcleaning load.

2. Use the manufacturer’s
directions for product use. Ad-
dition of peroxide mixture is
usually added based on
weight of fabric.
Pre-spotting mixtures

Manufacturers have pre-
pared hydrogen peroxide
mixed with enzymes and non-
ionic detergents. These prod-
ucts are designed to remove
yellow stains on all fabrics that
need pre-spotting before wet-
cleaning.

1. Spray fabric. 
2. Hang 15 minutes before

wetcleaning.
Sodium perborate and

sodium precarborate

These two bleaches come in
powder form, are alkline in na-
ture and release hydrogen per-
oxide when in contact with
water.

Although similar, perborate
and precarborate have differ-
ences. Sodium percarborate
dissolves easier in water and
may be better as a bath bleach.
Sodium perborate is better for
board bleaching.
The board method of
using sodium perborate

1. Apply perborate to a wet

area.
2. Apply glycerin or a lubri-

cant.
3. Heat with steam gun.
4. Flush.
5. Neutralize with a tannin

formula or acetic acid.
6. Flush.

Bath method for

sodium percarbonate

1. Dissolve two ounces of
percarbonate per gallon of wa-
ter.

2. Add lubricant, one ounce
per gallon of water.

3. Soak several hours or
overnight.

4. Rinse.
5. Neutralize with an acid.
6. Rinse again.

Peracetic acid

Peracetic acid is produced
in manufacture by treatment of
hydrogen peroxide, acetic acid,
acid catalyst and stabilizing
agents. This product is a very
good whitening agent for all
fabrics, including silk. Many
cleaners who use it claim it
does a better job than hydro-
gen peroxide. It is a very effec-
tive agent for removing
mildew on all fabrics, includ-
ing silk.
Soaking

1. Add product in a bucket
of cool water.

2. One ounce per gallon of
water.

3. Soak 10 minutes.
4. Rinse

Machine use in
wetcleaning.

1. Add to machine load, ac-
cording to manufacturer’s di-
rections.

2. Follow with proper rinse
and finishing agents.
Spotting board

1. Apply with Q-tip.
2. Tamp in product.
3. Heat.
4. Flush.
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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 at www.gar-
mentanalysis.com.

BY DAN EISEN

To learn more, see the Index of Advertisers on page 34 or visit www.natclo.com/ads

New techniques for hydrogen peroxide

LOS ALTOS CLEANERS in Fountain Valley, CA, installed a
new Unisec drycleaning machine. Ted Kim of Blue Ocean Ma-
chinery is pictured with Mrs. Han, owner of Los Altos.
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Akitchen is a room, or an area equipped for preparing and
cooking food. For our associates and guests, a Kitchiteria is

not just a place to eat but a room to relax, share personal stories
and grow closer as a family.

Kitchiteria

Showroom

Parts Department

Parts, yes we have parts. Over $1M in stock both mechanical
parts and Original Manufacture Sankosha Brand Covers and

Pads. Will call, drop ship or available locally from your local
Authorized Sankosha Distributor. WE HAVE PARTS!

E-mail sankoshaparts@gmail.com or info@sankosha-inc.com.

Toll Free 888-427-9120.

Our state-of-the-art showroom is fully functional. The perfect site to view
new equipment, bring garments to finish or have operators and

managers try machines hands on, in a friendly relaxing environment.



MARCH, 2020 / NATIONAL CLOTHESLINE / PAGE 11

DP-610TU
Utility Legger Press

SDP-880U
Double Legger Press

DF-200U
Rotary Form Finisher

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

New and Improved Finishing Solutions
Dry Cleaning Presses

DF-740U
Tensioning Pants Topper

DP-402TU
Utility Hot Head Press

Visit us at
Cleaners Showcase 2020

April 16 – 18
Booth #621

To learn more, see the Index of Advertisers on page 34 or visit www.natclo.com/ads
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Robert “Bob” S. Walker, Jr.,
the third generation of the Walker
family to own and operate Max I.
Walker in Omaha, NE, passed
away Dec. 16 at the age of 82.

He was the grandson of the
company’s founder, Max I.
Walker, who established the com-
pany, which now includes both a
retail drycleaning operation and a
uniform rental service, in 1917.

He grew up in Omaha but
graduated from the Kemper Mili-
tary Academy in Boonville, MO.
In 1957 he returned to Omaha
where he married his wife of
nearly 62 years, the former Linda
Ruch. He also joined the dryclean-
ing business founded by his
grandfather.

He made adjustments to the
Max I. Walker chain while keep-
ing an emphasis on community
service.

His son, Robert Walker III said
his dad “came up through the
ranks” of the business. When his
turn came to lead, he instituted
changes such as elevating women
to managerial positions and land-
ing contracts for uniform clean-
ing. 

“He was really a visionary for
his time in recognizing that

women were a valuable source of
management material,” he said.
“When Dad came up, none of my
grandfather’s managers were
women. Dad saw the value in the
female work ethic.” 

As more clothes were made
that do not require drycleaning,
the elder Walker saw the value in
soliciting the business of cleaning
company uniforms. 

“Uniform cleaning is such a
big part of our business now,” his
son said. 

Walker also was a founding
member of Operation Bridge, a
counseling program for suburban
youths that evolved into an out-
patient chemical dependency and
mental health program. It later be-
came part of the Creighton St.
Joseph Regional Health Care Sys-
tem. 

He also was active on the

board of Methodist Hospital.
Other community initiatives dear
to him included continuing the
company’s legacy of donating to
the Omaha Home for Boys and
Max I. Walker’s Ultra Chic Prom
Boutique, which provides ball
gowns for teens. 

In his leisure time, he was
known as a scratch golfer with
multiple championship wins at the
Omaha Country Club. Stock-car
racing was another passion. 

“Dad loved stock car racing,
and we spent many Sunday nights
at Sunset Speedway with a beer
and a hot dog,” Rob Walker said.
“He was a car owner and a spon-
sor. He loved the racing and was
a big supporter.” 

Robert Walker III now serves
as president of the company and
his daughter, Lisa Sekundiak, is
vice president, representing the

fourth generation of the Walker
family. His grandsons Chris, Jor-
dan and Thomas “Casey” all work
in the family business as well, and
represent the fifth generation. 

He is also survived by his wife,
Linda, who resides in Omaha,
along with grandchildren Lauren
Tinley of Chicago, John Tinley,
Omaha; and Sasha Sekundiak of
North Dakota, and two great-
grandchildren.

John “Jack” F. Smith, Jr., 79,
of Hanover, PA, died January 2 at
his home with his loving family
by his side.

He was a salesman for FM
Supply and had a career in
drycleaning supplies and product
sales that spanned 61 years. He
belonged to various laundry and
drycleaning associations. 

Born August 13, 1940 in Balti-
more, MD, he was the son of the
late John F. Sr. and Mary Jean-
nette (Bradyhouse) Smith. He at-
tended Calvert Hall College High
School Baltimore, MD and grad-
uated from Catonsville High
School, Catonsville, MD. 

“Jack knew the drycleaning in-
dustry, inside and out,” said Paula
Kostick, owner of Classic
Drycleaners in Mechanicsburg,
PA, and a long-time customer and
friend. “He was the perfect exam-
ple of old-school sales which re-
volves around good ol’ fashioned
reliable customer service. 

“He did things like take inven-
tory for customers to help them
place their order, store supplies in
his garage at home in case there
was a weekend request from a
customer, and make follow up
calls to his customers to remind
them their order was due.”

“I learned a lot from Jack about
sales,” she added. “I learned how
important it is to pick up the
phone regularly to talk to your top
customers, take the time to sched-
ule to sit down with them face-to-
face and ask ‘How is my company
doing for you?’, and bend over
backwards to solve any problems
or emergencies they might have.  

He loved antique cars and at-
tended many car shows with fam-
ily and friends.  He was an avid
sports fan and spent many after-
noons in the stands for Orioles and
(the original) Baltimore Colts
games.

He and his wife, Joyce M.
(Roberts) Smith shared 55 years
of marriage. In addition to his
wife, he is survived by his chil-
dren, Jacqueline and husband
Kurt, Suzanne and husband Or-
vale, John, and Joseph and wife
Kasey; nine grandchildren; and
two siblings, Stephen Smith, Sr.
and wife Patricia and Janice
Bloodsworth and husband Bob.

Memorial contributions in his
memory may be made to Carroll
Regional Cancer Center, 291
Stoner Avenue, Westminster, MD
21157 or The Johns Hopkins Kim-
mel Cancer Center, P.O. Box
17029, Baltimore, MD 21297-
1029. Memories and condolences
may be shared at www.kenwor-
thyfh.com.

Jack Smith
61 years in the industry

Obituaries Robert Walker, Jr
The third of five generations in Omaha family business

We Find Funds. We Clean Up. You Stay Open.®

Turning environmental 

 866-888-7911
To learn more, see the Index of Advertisers on page 34 or visit www.natclo.com/ads
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COMET CLEANERS in Spring, TX, purchased two Union 8015
cleaning machines with solvent heating through Gulf States
Laundry Machinery. Pictured are Matt A. Lipman (left) of
Union and Alfredo Sandoval, owner of Comet Cleaners.

The first regional drycleaning
show of the year is close to a
month away, which means it’s
probably a good time to start mak-
ing plans if you haven’t already.

Fortunately, the Southwest
Drycleaners Association has re-
leased the weekend’s itinerary for
the event and it looks to be a busy
one from April 15 to 17 at the Fort
Worth Convention Center in
Texas.

The association will be busy on
Thursday, April 16, offering a
SDA Member Breakfast at 8:30

a.m. followed by a Board and
General Membership Meeting
from 9:30 to 11:30 a.m. 

At 2 p.m. that day, SDA will
break from traditional format and
host the USA Best Practices Laun-
dry Award in the afternoon, organ-
ized by CINET (International
Committee of Textile Care), MFM
(Methods for Management and
SDA.

The evening will conclude
with a Sneak Peek Exhibit Extrav-
aganza where guests can enjoy
food, drinks and entertainment on

the exhibit
floor a lit-
tle early
from 5:30
to 8:30
p.m.

The ed-
ucational
s e s s i o n s
will begin
on Friday
morning,
including
programs that will run concur-
rently from 9 to 11 a.m., at which
time, the exhibit hall will be offi-
cially open.

Speakers and topics on the
docket will include: Kermit Engh,
president of Fashion Cleaners in
Omaha, NE, who will discuss
management, CLA CEO Brian
Wallace who will share informa-
tion on the coin laundry industry
trends, attorney Frank Kollman
who will examine law issues and
James Peuster of the Route Pros
who will focus on diversifying
services.

On Friday afternoon, there will
be several live demonstrations and
educational seminars on the show
floor. It will remain open from 11
a.m. to 5 p.m. It will also be open
on Saturday from 10 a.m. until
3:30 p.m.

Prior to that, however, SDA
will present its keynote speaker
from 8:30 to 9:45 that morning.
Jeff Butler, a TEDx speaker on
workplace dynamics, is also a
Millennial expert who has ad-
dressed more than 100 organiza-
tions internationally such as
Google, Amazon, LinkedIn and
Wells Fargo.

This year’s location for Clean-
ers Showcase 2020 will be the
Omni Fort Worth Hotel, which is
situation adjacent to the conven-
tion center downtown. 

SDA has secured hotel rates of
$189 per night that will last
through March 20.

For added convenience, the
convention center is positioned
between two major airports in
Texas: DFW (Dallas-Forth Worth)
and Dallas Love Field Airport.

SDA has a link on its website
that directly leads to an Omni
Forth Worth Hotel reservation
page for convention-goers.

To register for Cleaners Show-
case, you can also visit www.sda-
dryclean.com and complete the
process online. 

From the main page, click on
the “Events” menu at the top of
the page and then follow the “At-
tendee Information” link to a page
with registration links, hotel reser-
vation links and more information
on the agenda and educational
sessions.

Registration is free for
SDA/DLI/CLA members; non-
members must pay $35 each.

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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Jeff Butler

SDA sets education, social event
plans for Cleaners Showcase 
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Leading the way in High Quality Used Dry Cleaning & Laundry Equipment
expertly conditioned by our service staff

866-885-5218 • tristatelaundryequipment.com

We are your Parker Boiler source with
15/20/25 H.P. and parts always in stock.

USED IN STOCK NOW

Dry Cleaning Finishing

Sankosha DP‐420TU‐V2 Utility

Sankosha DP‐870U Double Legger

Sankosha DP‐850U Double Legger

Forenta 421FOR Utility

Forenta 481FGR Auto Legger

Unipress ATT Tensioning Pants Topper

Sankosha DF‐740U Tensioning Pants Topper

Forenta single/double & Triple Puff Irons

Hi‐Steam Vacuum Spotting Board

Iowa Tech Sweater Board

Dry Cleaning Machines/
Associated Equipment

Columbia NCS 500N2 Hydrocarbon

Columbia Ipura

Kleen‐Rite 5 Ton with Tank & Pump

USED Boilers
• Parker Boilers – Mod# 103-15 & 103‐20
• Parker WH‐730 Water Heater with Tank

*Ask About Our Custom Boiler Return Systems

If you don’t see it listed, ASK US...we have more in stock

Laundry Equipment

Unipress Mushroom W/Vac

Forenta Mushroom W/Vac

Forenta Mushroom

Sankosha LP‐185U Double Buck

Sankosha CN‐561 Single Buck

Sankosha LP‐690U Collar & Cuff

Unipress NT Single Buck

Unipress VASY3PC All‐In‐One

Unipress DAYV Double Buck

Unipress 46XH Hot Head Legger

Forenta 51VL Hot Head Legger

Unipress Collar Cuffs Pleat & Non

Milnor & Unimac Washers

*Custom Washer Bases for All Makes

Call Tri–State to Buy, Sale or Trade Late Model Equipment

6 Month
Parts Warranty
Available for

ALL
Used Equipment

√√ SOLD

√√ SOLD

To learn more, see the Index of Advertisers on page 34 or visit www.natclo.com/ads
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WRENCH WORKS BY BRUCE GROSSMAN

Water to steam: How it happens
I

n this series of articles, I’ll be
explaining the working of
your favorite piece of equip-

ment — your boiler — and the
related parts of  the system that
generate steam for your plant.

In our industry, steam sys-
tems are designed to provide
heat to finishing equipment,
coils used to heat air and mois-
ture and heat for conditioning
garments to facilitate wrinkle
and spot removal. 

The basic parts of this sys-
tem are as follows:

• Boiler.
• Regulators.
• Steam piping.
• Equipment that uses

steam.
• Steam traps.
• Return piping.
• Return tank
Let’s begin with the essence

of the steam system which is
water. Water is everywhere! We
drink it, fish swim in it, we’re
mostly made of it, 75 percent
of the planet is covered by it
and yes, presumably we occa-
sionally bathe in it.

I know it’s H20, a molecule
built of two atoms of hydrogen
bonded to an atom of oxygen.
Big deal!

Well, how it behaves is a
very big deal indeed. As we’re
all aware, water exists nor-
mally in three forms called
states. The solid state is ice, the
liquid state water and the
gaseous state steam.

For now, we are going to
concentrate only on the liquid

and gaseous states of water
and, for our purposes, the
most interesting and important
qualities of water take place
during the change of state from
liquid (water) to gas (steam)
and then back again to water
(condensate).

In order to better under-
stand these changes, we need
to take a short course in energy
measurement. Let’s talk about
the BTU.

The BTU (British Thermal
Unit) is a quantity of heat en-
ergy. It is the amount of heat
energy that will raise one
pound of water one degree
Fahrenheit. Water boils and
turns to steam at 212°F (at sea
level).

Let’s do a little arithmetic.
Say you have a pot with a
pound of water in it (a little
over 15 oz.). It came out of the
tap at 65°F and you want to
boil it. You would subtract 65
from 212 and come up with
147 degrees difference.

This would mean that by
adding 147 BTUs of heat en-
ergy to the water, you would
turn that pound of water it into
steam. Right?

You would be correct except
for a unique property of water
called latent heat, and it’s that
latent heat that makes steam
systems so effective.

The heat energy added to
raise the temperature of the
pound of water from 65°F to
147°F is called sensible heat and
up to 212°F it works just fine.

That indeed took 147 BTUs
worth of heat energy. You’ve
now reached 212°F, the tem-
perature at which the water
changes state to steam.

In order to push that pound
of water over that threshold
and change it into steam will
require an addition of 976.57
more BTUs of heat energy. This
976.57 more BTUs is latent heat.

How about that!
Over 6.4 times the amount

of energy required to change
that pound of water at 212°F

to steam which is also 212°F,
than it took to heat that same
pound of water from 65° to
212°F.

Therein lies the “magic” of
steam. For you see, when that
steam changes back to water, a
process known as condensa-
tion (what boiler people call
condensate), what we call re-
turn water, it releases that
976.57 BTUs of heat to its sur-
roundings.

For example heating the
head of that legger you’re

pressing pants on, heating the
fins of the coil used to heat air
during the drying cycle of your
cleaning machine or, if you’re
really unlucky, providing you
with an instant burn when you
rest your elbow against a
steam pipe.

This latent heat effect allows
heat energy to be stored in the
form of steam, delivered to ar-
eas where it is needed using
steam piping, releasing heat
energy to perform work by
condensing back into water,
and then returning  to the
boiler return tank in the return
piping in the form of conden-
sate. 

In the following months,
we’ll be building a boiler step
by step and by the time we’re
finished you’ll all be experts.

Bruce Grossman is the Chief of
R&D for EZtimers Manufactur-
ing, maker of the new EZ Level
return tank water level control.
To prevent boiler scaling and
other damage, the EZ Level  re-
turn tank water level control re-
places that troublesome ball
float valve in the condensate re-
turn tank. For saving money on
handling waste, the Sahara and
Drop in the Bucket line of high
purity separator water
mister/evaporators provide a
thrifty, legal method to get rid of
the separator water generated
by your drycleaning machine.
For more information, visit
www.eztimers.com. Address any
questions or comments to
bruce@eztimers.com or call
(702) 376-6693.To learn more, see the Index of Advertisers on page 34 or visit www.natclo.com/ads
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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)

EXCEP
TIONA

L

SOLVE
NT

MILEA
GE!!!

UP TO

100,00
0 LBS

/DRUM
!!!

NEW YORK STATEAPPROVED!!!

To learn more, see the Index of Advertisers on page 34 or visit www.natclo.com/ads
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The Midwest Drycleaning and
Laundry Institute will host two
events back to back this month;
one will be a social outing and the
other will be an educational semi-
nar on wetcleaning.

First up will be the associa-
tion’s annual “Night with the In-
diana Pacers,” set to take place on
Friday, March 20 at Bankers -Life
Fieldhouse in downtown Indi-
anapolis.

The tickets, which cost $125
per person, are for the Planet Fit-
ness Lounge in a game between
the hometown Pacers and the Mi-
ami Heat.

Doors open to the arena at 6

p.m.; tipoff starts at 7 p.m.
The Planet Fitness Lounge will

offer an all-inclusive buffet fea-
turing several chef’s tables, plus
items like nacho bars, gourmet hot
dogs and brats and complimentary
beverages including draft beer,
wine, soda and water.

On the following morning, also
in Indianapolis, MWDLI will host
a wetcleaning seminar featuring
industry experts Jeff Quail of Po-
seidon, Chris Patton of A.L. Wil-
son and Jeff Dunn of Machinex
and experts from Sankosha.

The event will take place at
Classic Cleaners located on 8071
Knue Rd. Classic Cleaners is a

leader in utilizing the latest in
drycleaning technology to pro-
duce excellent results.

The company is the “Official
Cleaner of the Indianapolis Colts”
and was recently voted as the Best
Drycleaner in Indianopolis for the
second consecutive year. The
award was the result of a reader’s
poll that collected nearly 100,000
votes.

The wetcleaning seminar will
begin at 10 a.m. and run until
about 3 p.m. Lunch will be in-
cluded.

The program will explore how
to use wetcleaning more for shirts,
as well as covering the wetclean-

ing process from start to finishing
and everything in-between.

The format of the seminar will
include breaking the audience
down into small groups to maxi-
mize the training experience.

The cost to attend is $99 for
members and $129 for non-mem-
bers. Lunch is included in the cost.

For more information on either

of the upcoming events offered by
the MWDLI, contact the office at
(765) 969-5745 or visit the asso-
ciation’s website at
www.mwdli.org.

From the homepage, click on
the “Events” option from the
menu across the top of the screen
to be led to registration links for
either upcoming event.

Wetcleaning and basketball for MWDLI

The Wisconsin Fabricare Insti-
tute will be looking for swingers
this summer — of the wood driver

and bat variety — for its 17th An-
nual Fitzgerald Scholarship Clas-
sic and annual Milwaukee Brew-
ers’ game outing. Both will take
place in June.

WFI’s golf outing will be held
at the River Club of Mequon on
Tuesday, June 16.

Registration and qualifying for
the putting contest begins at 11
a.m. followed by lunch on the sun
deck at 11:30 a.m.

The golf begins at 12:30 p.m.
with a shotgun start. After a day
of golf, everyone will gather at 5
p.m. for cocktails and the putting
contest with cash prizes. After-
ward, there will be dinner and
cocktails.

The cost to participate is $135
for golfers. Those who wish to
just attend the dinner may do so
for $50 per person.

Ten days later, WFI will host a
night out of watching the Milwau-
kee Brewers who are coming off
a season in which they lost a Wild
Card playoff game to the eventual
World Series champions, the
Washington Nationals. Currently
they are tied for first place in the
National League Central with a 0-
0 record). 

The game will feature the
Brewers hosting the Pittsburgh Pi-
rates on Friday, June 26. The first
pitch is set for 7:10 p.m.

The cost per ticket is $75,
which will include a full buffet
featuring bratwursts, hot dogs, sir-
loin burgers, chicken tenders,
pasta salad, Wisconsin mac and
cheese, mixed green salad, kettle
chips, cookies and unlimited soft
drinks.

However, each ticket comes
with two complimentary beers per
adult.

The buffet will begin 60 min-
utes prior to the first pitch and
conclude two hours after the first
pitch.

For more information on either
event, contact the association at
(414) 488-1692 or visit the asso-
ciation’s website online at
www.wiscleaners.com.

Later in the year, WFI will host
its 2020 Dry Clean Expo at the
WFI home office at 11801 W. Sil-
ver Spring Drive Suite 200 in Mil-
waukee.

It is scheduled to take place on
Friday, Oct. 9, from 2 p.m. until
10 p.m. The association will
change the format this year, opting
to allow allied trades time to speak
to members in lieu of having
tabletop exhibition booths.

The ONE and ONLY 
Original EM Natura 
Cartridge Filters

WFI plans, golf benefit,
baseball outing this June

To learn more, see the Index of Advertisers on page 34 or visit www.natclo.com/ads
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NEW NAME
...Same Top Brands

Equipment Sales Corporation is NOW

With over 30 years experience, we offer competitive pricing
on the leading brands of equipment for the dry cleaning industry.

Union HXL8000K Unipress Hurricane Series

We are family owned and centrally located in Lakeland, Florida.
Our factory trained technicians are able to deliver, install and service all makes.
And, with over 20,000 parts in stock, our parts department is ready to serve.

For New or Used Equipment, Service and Parts call

4304 Wallace Road, Lakeland, FL 33812 • 813-253-3191 • 863-333-0004
gcdeinc@yahoo.com • gcequipmentsales.com

To learn more, see the Index of Advertisers on page 34 or visit www.natclo.com/ads
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Even as the Textile Care Allied
Trades Association celebrates its
100th anniversary, it will continue
“Creating a Path to the Future”
for members during its annual
convention.

This year, it will be held from
April 29 to May 2 at the Westin
Hilton Head Island Resort in
South Carolina.

Leading the way in the educa-
tional sessions will be keynote
speaker John DiJulius of the Di-
Julius Group in Cleveland, OH, a
business management consulta-

tion firm that utilizes a X-Com-
mandment (Ten Commandment)
methodology to providing a first
class customer service.

In addition to being the author
of four best-selling books, he has
worked directly with companies
such as the Ritz-Carlton, Star-
bucks, Nordstrom, Nestle, Mar-
riott Hotel, Progressive Insurance,
Harley Davidson, State Farm and
Chik-fil-A.

Also on the schedule is Ralph
Nappi, who will present a session
on “Tools and Techniques for Cre-

ating Your Organization’s Strate-
gic Plan.”

Nappi has 35 years of experi-
ence as an association executive
with two Washington, DC-based
trade associations. Currently, he
is a corporate director, leading
strategic planning sessions, pro-
viding coaching to senior execu-
tives and facilitating CEO peer
groups.

Last year, TCATA developed
its own strategic plan and will
share it with attendees and Nappi
will provide tips, techniques and
templates to develop a successful
strategy for your own business.

The sessions will each take
place from 8 a.m. until noon on
Friday and Saturday mornings.

When attendees are not learn-
ing how to prepare for the future,
they are welcome to help TCATA
celebrate its past. The association
will host its 100th Gala Reception
and Dinner at the Grand Ocean
Terrace from 6 to 10 p.m. on Sat-
urday evening.

It will hardly be the only social
event, however; on Thursday
TCATA will host a golf tourna-
ment and lunch at the Port Royal
Golf Course from 8 a.m. until 2
p.m.

There will also be an opening
reception in the Koi Pond Garden
from 6 to 7 p.m. on Wednesday
evening. Earlier in the day,
TCATA will host its board meet-
ing in the Camellia Boardroom
from 1:30 to 4 p.m.

Thursday will also feature a
guest program and lunch from 11
a.m. to 2 p.m. in the Mitchelville
Room and Oceans and a Young
Executives Reception from 5:30
to 6 p.m. at the Koi Pond Garden.
That night, there will be a dinner
event from 6 to 10 p.m. on the
Ocean Front Deck.

The cost to attend the 2020
TCATA conference is $775 for
manufacturer members and $700
for distributor members provided
registration is completed prior to
April 15. Guests only cost $350
each before the deadline as well.

After April 15, the price for
manufacturers goes up to $825
and the price for distributor mem-
bers is $750 each. Guests may at-
tend for $400.

Attendees can register online
at TCATA’s website,
www.tcata.org, by clicking on the
“Annual Conference” tab at the
top of the page, then selecting
“Registration and Hotel Informa-
tion.”

That will lead to a page that
has a link to the convention regis-
tration form, as well as a link to
make reservations at the Westin
Hilton Head Island Resort and
Spa.

Also on TCATA’s site is a link
to a video greeting from John Di-
Julius that offers background de-
tails for his educational program
during the conference.

TCATA to mark 100 years
at Hilton Head conference

Invoice Application System

Garment Management Systems 
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e�ective alternative to the 
fully automated system.

No more torn-o�, 
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MASTER KLEEN CLEANERS in High Point, NC, purchased
a Unisec Model MS402N through Yoo Enterprise. Pictured
from left are Mr. Park from Yoo Enterprise, Mrs. Houser,
owner of Master Kleen, and Robert Lee of New York Machin-
ery.

SOUTH
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Since 2003, CBS has given me consistent updates
and easy to understand tech support, all at a price
that our industry can afford. I would recommend
CBS, and I have, to anyone who is still wasting their
time and money on those over priced POS systems.

Dan Loesher
Sunshine Cleaners

To learn more, see the Index of Advertisers on page 34 or visit www.natclo.com/ads
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THE ROUTE PRO
Changing the public’s perception

BY JAMESPEUSTER

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.

A
fter 18 years in the in-
dustry, I continue to re-
alize that one of the

daily struggles of our industry
is that we haven’t been able to
raise our prices to the level
they should be.

Interestingly enough, it’s
probably our own fault of why
the public perceives dryclean-
ing as it does.

Simply put, we are a blue
collar industry in a white collar
world.

From our store image, to

our vans, to the way we pres-
ent ourselves as counter work-
ers to even the owners,
drycleaning is a working
man’s world servicing many
who view us as out-of-date or
antiquated.

Many drycleaners still have
the old-fashioned signage that
once was neon-lit while others
still have “1 hour” in their
name or storefront. The lobby
of most stores is still the same
as the ’80s or ’90s.

We also fail to represent the

very product we provide and I
feel like some cleaners have
simply forgotten where we
used to be in the eyes of the
consumer. Many cleaners have
figured it out and have done
their due diligence to modern-
ize their image and make it
presentable to the customer’s
eye.

We have gone through a lot
in the past 30 years. The green
movement has changed the
way drycleaning is looked at
and many have switched sol-

vents for that very reason.
Recycling has been intro-

duced to our industry and en-
vironmental bags have re-
placed the way we present our
product.

Social media marketing has
replaced just having a simple
website.

Smart phones have simpli-
fied the way consumers shop.

Now lockers have pre-
sented a self-service option
that many feel isn’t needed in
our industry.

Wash-dry-fold is now the
next great thing.

I say this because 20 years
ago, many routes where done
by a few cleaners as franchises
who didn’t clean their own
clothes were hitting the road.

When I first made my pres-
ence as the Route Pro, many
felt that I had no chance to go
very far, but the need for
routes grew as we did. I just
got lucky.

The point is that dryclean-
ing isn’t always the most for-
ward thinking industry as a
whole and it caught up with
many cleaners in the past 15
years.

Getting back to the image
we portray to the consumers, I
am still blown away by how
many people are embarrassed
to work at a drycleaner when
asked by friends or peers.

People are shocked at a net-
working meeting when you in-
troduce yourself as someone in
the drycleaning industry.

It’s a shame; we’ve been
around for over 150 years and
consumers feel that we have
not progressed much. The time
is now to change that percep-
tion.

It matters, believe me.
Whenever I am on a van in
slacks and a dress shirt, a con-
sumer comes up to me as if I
am the manager. Those who
have worked hard to present
their entire operation will tell
you that it does pay off.

From store image to CSR
dress codes, those little
changes can make a big differ-
ence.

Probably the most impor-
tant upgrade needed is the
overall image of the van. The
rolling billboard can either im-
press consumers or further ex-
emplify why they look at us as
outdated.

By not being willing to up-
grade your image, you give the
public the perception of not in-
vesting in your company or
not caring. Any marketing
company will tell you this, and
in today’s world it is about
marketshare.

Don’t be like other cleaners
and look like you are stuck in
the ’60s or even the ’90s. Do
something about it. Your fu-
ture may depend on it.

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
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SHIRTTALES BY DON DESROSIERS

Evaluating the quality of your shirts
ust by reading the title of this
month’s article, you may have al-
ready formulated a firm opinion as
to where you fit in.

I have clients that have done this
well before I ever meet them. They usu-
ally have a number. That is, they have
rated the shirts that come out of their
plants on a scale of one to ten. Many of
them are actually quite conservative
with their evaluations. That is a whole
lot better than those that claim to pro-
duce a perfect shirt.

It isn’t likely that anyone can main-
tain perfection in this business. If you,
at times produce a “perfect” shirt, do
not use that as your “poster child.” Do-
ing so is the equivalent of wearing
blinders.

A manager’s job is to look for trou-
ble, find it before a customer does and
fix it before it becomes a customer serv-
ice issue. The better your operation, the
harder it will be to find problems.

Look for quality issues and call them
“opportunities” rather than problems.
They are truly opportunities. Opportu-
nities to exercise your management
skills. Opportunities to improve your
business.

Someone much smarter than me
once said; “Many of us shy away from
opportunities because they are often
dressed in overalls and look too much
like work.” Get over it.

I’ll bet every one of you evaluates

your quality. And you probably do it a
few times a week. Maybe every day.

As a result you probably have, in
your mind as you read this, a number
from 1 to 10. You may be saying, “My
shirts are a 7.” Most people say 7.

My mission this month is to get you
to lower that number (sorry), with the
hopes that you will work at the issues
that you find and fix them. Ideally, you
will lower your rating to a 6 within a
couple of days and then raise it to an 8
within a week or two. In order to do
that, I will need to show you a few new
ways to check out your quality.

The typical ways to evaluate quality
are OK, but not foolproof. Many of you
evaluate the quality of the shirts that
you process by simply checking out the
shirts that are your own personal shirts.
If, time and again, you put on a shirt in

the morning and it is acceptable, or per-
haps even perfect, you settle for that as
your rating. Not a fair evaluation, I’m
afraid.

If you are a typical size, like 15 or 16
and wear poly-cotton blend oxfords,
you are not fairly evaluating your
shirts. No offense, but anybody can do
a great job on those.

Second, it is remarkably difficult to
inspect a shirt while you nonchalantly
take it off the hanger and put it on. My
business is shirts and I have found my-
self wearing a shirt with a gross hori-
zontal crease across the back. How

gross is that?
It is true that if you find a missing

button on one of your own shirts, you
can assume that others, too, have been
missed. But you won’t assume that
every other shirt has a missing button.

If you are about to wear a shirt that
has a gross horizontal crease across the
back, you will not assume that every
other shirt has one.

So, given that, if your shirt is perfect
do not make the mistake of assuming
that every other shirt is perfect. Agree?
Just for fun, though, when you send
your own personal clothes through the
plant, use an alias on the invoice. This
will help prevent someone doing an ex-
tra-special job because they know that
it’s the boss’ clothes.

The least effective way to analyze
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Look for quality issues and call them opportunities…
opportunities to exercise your management skills.

Opportunities to improve your business.

J
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quality is to watch a presser
press. If they are bound to do
something inappropriate, it is
least likely to happen when
you’re watching.

Find a spot in your plant
where you can see a particular
machine. Let’s say the sleeve
press. Ideally, from there you
can see your presser, but your
presser can’t see you. If you
suspect that this presser is, for
example, hitting the stop but-
ton on the machine and
thereby, not allowing the shirts
to fully dry, he or she probably
won’t do it while you’re
watching, but you may catch
it if they don’t know that you
are.

That is about all that you
can accomplish as an eye wit-
ness.

So, then, what is a better
way?

The grossest thing that can
happen to a pressed shirt is
that it wasn’t allowed to fully
dry. In order to produce a top
quality shirt it must be com-
pletely dry. That doesn’t mean
99 percent dry or 97 percent
dry or “pretty close to dry.” It
means fully dry.

If you attempt to evaluate
this at the plant, you will not
succeed. When a shirt comes
off the press, it will not feel

damp because it is hot. Fur-
thermore, if there are damp ar-
eas, they may not be evident
until later.

Here’s why: Let’s say that
for whatever reason, your
body press isn’t fully drying
the shirts. It could be that your
pads are spent or that your
equipment is defective or that
your presser is shortening the
cycle.

The part of the shirt that is
most likely to be damp is the
button-hole band. But at first

glance, it will appear perfectly
dry, always. This is because the
front surface of this thick band
was, seconds ago, squeezed up
against a very hot piece of
steel. The surface dried by con-
duction.

It’s going to be dry, at least
for now, but if there is signifi-
cant moisture on the back side
of the button-hole band, the
front side will act like a wick.
It will soften and even wrinkle
with time as the remaining
moisture is absorbed into the

shirt. This shirt can easily get
by your inspector because it
will still look fine then.

Sometime later, however, it
just may be an embarrassment
to you. The best way to catch
this is to look at a friend’s shirt.
Invite him to dinner. Look at
his shirt during that time. You
will see your product in a com-
pletely different perspective.
You will see the cuffs, the col-
lar, the sleeves, the front and
the back of the shirt.

How do you stack up now?
Another way to do this and

to get a bigger sampling is to
go to your plant on a day that
you’re closed, maybe a Sun-
day. There won’t be any dis-
tractions. Look at shirts that
are already bagged and ready
to be picked up. Look at all
sizes of shirts. Promise not to
be disappointed. Remember
that this is an opportunity to
improve your business. Also
promise not to come in to work
in a bad mood on Monday.

The biggest cause of occa-
sional inferior work is doing
too good of a job most of the
time.

Huh? I bet you read that
sentence twice. I did a work-
flow engineering job recently
where the pressers did a re-
markable job of pressing shirts.
The shirts came off the presses
quickly and as close to perfect
as I have seen. There where
very few touch-ups required.

After I had spent a few days
there, the owner asked me to
rate his shirts on a scale of 1 to
10. I said a 7.

Seven? The shirts were gen-
erally perfect. The reason that
I scored him that low (and I
don’t think that 7 is bad at all),
is because the inspectors were
so used to seeing shirts that
didn’t need touch-up that their
job had become too, ah… me-
chanical.

Shirt after shirt after shirt
was excellent. When a really
bad one came along, it was
missed. The inspectors had be-
gun to assume perfection.

Assume. Don’t you just hate
that word? Surely the remedy
is not to do a poorer shirt right
off the presses. The remedy is
supervise, supervise, super-
vise. Don’t expect what you
don’t inspect.

Continued from page 28

Don Desrosiers
Evaluating the quality of your shirts

The remedy is to supervise, supervise,
supervise. Don’t expect what 

you don’t inspect

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.To learn more, see the Index of Advertisers on page 34 or visit www.natclo.com/ads
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NORTHEAST
NEFA leads battle to repeal
state sales tax on drycleaning

In Connecticut, drycleaning
and laundry services are no longer
exempt from paying sales tax. The
North Eastern Fabricare Associa-
tion is seeking to change that.

Approved in late August of last
year, the policy issued by the Con-
necticut Department of Revenue
Services went into effect on Jan.
1, bringing about several changes
to the sales tax law, which, among
other things, will include some
services that previously did not
have to pay any sale tax, including
drycleaning and laundry.

The sales tax rate on those
services is now 6.35 percent.

NEFA has been fighting
against the sales tax expansion
since it was initially proposed.
The association lost the battle, but
has not given up.

Now, NEFA is working along-
side members of the Connecticut
Retail Merchants Association
(CRMA) and the Greater Hartford
Laundry and Drycleaners Associ-
ation (HCDLA) to try and repeal
it.

In a joint letter from NEFA and
CRMA addressed to state legisla-
tors, both groups cited that they
believe the sales tax expansion
may do more harm than good.

Among other things, the
groups believe it will have an ad-
verse effect on consumers, con-
sidering it is a double tax since
they have already paid sales tax
when purchasing the clothes.
Thus, the new tax “equates to pay-
ing an additional tax on a piece of
clothing EVERY TIME a con-
sumer has it cleaned.”

NEFA and CRMA also cited
that there are currently more than
6,000 people employed in Con-
necticut contributing to the state’s
economy who stand to be af-
fected, as well as work profession-
als from all over the state.

In the letter, the associations
note that “Industry estimates show
that 85 percent of drycleaner gar-
ments are worn to work and 90
percent of laundry is for shirts and
home use items that are a matter
of hygienic necessity. In fact,
many garments purchased by con-
sumers today have to be profes-
sionally cleaned, there is no sub-
stitute.”

In an interview in December,
Nick Dimaio who owns and oper-
ates Mercury Cleaners of Hart-
ford, told News8 that he believes
the sales tax will turn a necessary
service into a luxury.

In the same story, Jake Batti-
son, owner of The Wash Tub in
Hartford, said the tax is especially
burdensome on wash service cus-
tomers. “It’s not a sales tax be-
cause we’re really not selling any-
thing,” he emphasized.

The sales tax expansion also
could potentially impact public
safety since it also applies to the
uniform rental and service indus-
try, which provides uniforms and

safety garments for the public.
Now, NEFA, CRMA and

HCDLA are seeking electronic
signatures to the letter and are ask-
ing drycleaners and launderers to
sign the letter and reach out to
their customers to have them sign
it as well since they will essen-
tially have to pay it.

To that end, NEFA members
can contact the association or visit
their website at www.nefa.org for
more information on how to help.
The site includes printable signa-
ture forms for those who wish to

assist the repeal effort.
Those who want to become in-

volved in the fight can also con-
tact CRMA by phone (860) 527-
1044 or through email
correspondence at cathy@cr-
maonline.com.

Gov. Ned Lamont and other
lawmakers adopted a new two-
year budget that is based on the
new tax expansions bringing in
$25 million during their first full
year, a figure highly contested by
opponents who believe it to be a
very high estimate.

Secrets of Finding and Hiring
the Right People!

A New Webinar Presented by Management Expert
James Peuster 21DC

JIFFY CLEANERS in Riverside, CT, installed a Columbia a
drycleaning machine that uses Sensene. Joe Coresello and
Rob De Rosa became the first in Connecticut to use Sensene.
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KEEP IT LEGAL
Dealing with new salary history laws

BY FRANK KOLLMAN

A
common question to ask
during a job interview
is, “How much are you

currently making?”
Employment applications

frequently ask for a list of for-
mer employers with wage in-
formation.

If applicants have a history
of making more money than
you are willing to pay, that is
helpful information in decid-
ing whether the interview
should take place at all.

If applicants have a history
of making less, this helps you
decide how much you need to
offer to get the person to accept
the job. 

Many experts believe that
asking for salary history infor-
mation perpetuates discrimi-
natory pay practices, especially
those based on gender. If new
employees are paid based on
prior salary history, and they
were underpaid by their for-
mer employers because they
were women, their pay will
continue to be based on unlaw-
ful sex discrimination.

That’s the argument, and it
has some validity.

In several states, it is now
illegal to (1) ask applicants for
salary history and (2) rely on
salary history in determining

what to pay the employee.
Several local governments,

like the City of Philadelphia,
have adopted similar laws. A
federal appeals court recently

dissolved an injunction pro-
hibiting Philadelphia from en-
forcing its “salary history” law,
leaving open the question
whether such laws violate
other constitutional rights,
such as free speech.

As of now, there is no fed-
eral salary history ban in place,
but it is certainly high on the
agenda in anti-business politi-
cal circles.

Currently, the following
states have salary history bans
that affect all employers:

California.
Colorado (starting 2021).
Connecticut.
Delaware.
Hawaii.
Illinois.
Massachusetts.
New Jersey.

Oregon.
Vermont.
The following states have

salary history laws apply to
state agencies, but that could

mean that it is only a matter of
time before the practice is pro-
hibited in the private sector.

Michigan.
New York
North Carolina.
Pennsylvania.
Some cities — like Philadel-

phia — also have salary his-
tory laws that prevent all em-
ployers from asking salary
history questions. Atlanta,
Louisville, and New York City
are examples.

Keeping in mind that salary
history laws are here to stay,
and possibly coming to your
state or the entire country if
Congress gets into the act, how
can you prepare?

Perhaps you should start
now asking applicants how
much they want, not how

much they were paid in prior
jobs.

Then again, it would not
hurt to come up with a fair
compensation package in the

first place and avoid the ques-
tions altogether. 

Whether you decide to ask
salary expectation questions or
not, you should do some re-
search to come up with a fair
compensation package.

Find out what your com-
petitors pay, usually by look-
ing at salary surveys con-
ducted by trade associations.

Check the “help wanted”
ads to see if your stated salary
is competitive. Consider how
education, skill, experience,
and other factors affect the
value of the employee and ad-
just accordingly.

What you pay current em-
ployees is a big factor as well.
You do not want to hire new
employees making more than
current employees, even if you
naively think that no one will
ever find out.

Remember, there are no se-
crets in the workplace, except
perhaps from the owner. The
National Labor Relations Act
makes it illegal to prohibit em-
ployees from discussing
wages, or discipline them if
they do. In fact, telling an em-
ployee not to discuss her pay
with other employees is illegal
under the act. 

In researching wages, con-
sider using government re-
sources. The Department of
Labor’s Bureau of Labor Sta-
tistics is a good resource, as are
social media sites. There is a
wealth of information on the
Internet. 

Regardless of these laws,
there is still the Equal Pay Act
(EPA) to consider. Women do-
ing the same job as men cannot
be paid less, unless the lower

pay is based on a factor other
than sex. Some of those factors
can include seniority, work
performance, skills, and other
objective measures.

In some states, however,
their EPA equivalents make it
even harder to show that the
difference in pay was based on
a “factor other than sex.”

Making wage decisions
based on salary history, if the
same for men and women, is a
“factor other than sex” under
federal law, but it is a danger-
ous factor if it ends up with
equally-skilled women being
paid less than men (or worse,
greater-skilled women being
paid less than men).

My recommendation is to
start asking about salary ex-
pectations, rather than salary
history. You may just decide to
determine what a job salary is
and merely tell applicants:
“This is what the job pays.”

In the end, avoid paying
women less than men for the
same job, unless you could
convince a federal judge (male
and female) that the wage dif-
ference is, in fact, based on a
factor other than sex.

Ask about salary expectations, rather than salary history.
You may just decide to determine what a job salary is
and merely tell applicants: “This is what the job pays.”
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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.

We accept Visa, MasterCard
& American Express

Replace your bearings at half the cost! 
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we back our bearings with a 30-day money-back guarantee. 

������	 ��
�
�������
Keep Business on Track

Orders of 200 units or more will be discounted an additional 20%. 

SARATOGA / WHITE / RAILEX 
“Trolley” Bearing

Manufacturer’s Price $2.72
Our price $2.15

SPEEDCHECK
“Trolley” Bearing

Manufacturer’s Price $7.00
Our price $5.50

WHITE / OLD STYLE
“Trolley” Bearing

Manufacturer’s Price $4.60
our price $2.50

In Stock – Immediate Delivery! 
Call Today! 
1-800-392-1769

www.trolleybearingcompany.com
Islip Drive-In Drycleaning purchased a second 40-lb. Realstar
cleaning machine through Metro Drycleaning Equipment in
Long Island, NY. Pictured from left are Danny Tran, the
owner, Vincent Gebbia of Metro, Tom, the general manager,
and Frank Gebbia of Metro.
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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

(816)  739-2066
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WANT TO
IMPROVE YOUR
PLANT’S
PRODUCTIVITY?

CONTACT DON DESROSIERS
Over 40 years of experience in dry
clean operations, 
workflow engineering and
management consulting means
that you will be in good hands!
Solutions for all types of plant
operations; bar codes, automated
assembly and conventional tag
systems. 

617.207.5218
TAILWINDSYSTEMS.COM



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.

Independent reps needed for covers
and pads for laundry and drycleaning
plants. High commissions paid weekly
and no up front investment on rep’s
part. Large territories are available.
Mechanics, etc., welcome. Zeller-
mayer Corp, 800/431-2244 or zeller-
mayercorp@aol.com.                     tfc

Position
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Diamond Cleaners 
Computer from
$39/mos

800-298-5968

Retiring Owners 
Motivated to SELL

Contact Richard Ehrenreich, F-CBI
Richard@Ehrenassoc.com

301-924-9247

UPPER OHIO RIVER VALLEY
State of Art E. Ohio Cleaner 
$1,260,000 with Strong Profit 

Big Plant + PUs + Laundromat
3 Large WV-OH Laundromats

$442K Sales w/Good Rents
All New Quality Equipment

E. Charlotte, NC Suburb Cleaner
$353,000 Sales - Growing

Growing Mkt. Min. Competition
Tysons-Vienna, VA Cleaner

$845,000 Retail Sales
Strong Growth & Profit

Ask us about Buyer Finder’s Fee

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

• On-line classifieds
Find it fast when you need it at natclo.com.

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.





THE FUTURE IS HERE!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 effectively clean and press
virtually every type of garment.

Toll Free (877) TREVIL 1 • www.TrevilAmerica.com
P.O. Box 127, Mamaroneck, NY 10543 • Phone (973) 535-8305 • Email: info@trevilamerica.com

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

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

PRINCESS
ULTRA

TREVISTAR

Trevistar CR
Blown Air Shirt Finisher
• High Quality “Hand Finished” Look
• Includes Economizer Device

– Saves Energy and Increases Production
• Single Pedal Operation
• Large Presses for Plackets Plackets and Cuff Pleats

– PTFE Coated to Avoid Shine on Dark Colors
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