
    After a year of travel restric-
tions as a result of the COVID-
19 pandemic, many Americans 
are traveling by air again, per-
haps seeking a much-needed, 
vacation. However, in late April, 
the Centers for Disease Control 
and Prevention still recom-
mended those not vaccinated yet 
to refrain from traveling and in-
creasing the potential to spread 
the virus. 
   Fortunately, drycleaners who 

need to improve or brush up on 
their stain removal skills, will 

not have to worry about making 
any travel arrangements. 
    “The pandemic hit our indus-
try hard,” noted Brian Johnson, 
DLI’s director of education and 
analysis. “In its nearly 100-year 
history, DLI’s school was only 
closed one other time during 
World War II. With this course, 
we’re offering in-depth, virtual, 
live training. This will help stu-
dents understand this complex, 
but very important, aspect of the 
business.” 
    The new virtual course is de-

signed specifically to give stu-
dents maximum flexibility. 
Overall, it will take place in six 
separate sessions, all lasting 
three hours and taking place on 
Tuesdays and Thursdays 
throughout this month. 
    The course will begin on May 
4 and continue on May 6, 11, 
13, 18 and 20. 
    It will cover a lot of ground, 
including: removing coffee, ink, 
grease and other stains from 
clothing; identifying cotton, silk, 

    The drastically declining 
drycleaning sales in the country 
during the past year have not 
painted a pretty picture for the 
industry, although it is indeed a 
pretty confusing one when you 
examine it even closer. 
    The best metric available to 
create those brush strokes has 
been the sales graphs compiled 
by SPOT Business Systems, 
which have publicly offered its 
statistical set tracking its base of 
hundreds of drycleaners. 
    Recently, the figures released 
in mid-April displayed an over-
all upward trend with retail sales 
making notable gains.  
    Last April, route sales were 
down more than 60% from the 
previous norm — that norm be-
ing defined by comparing 
2018/2019 totals to 2020/2021 
totals.  

    This April, however, routes 
were sitting close to 30% down, 
a significant improvement (see 
top right graph on page 12). 
    Retail/counter stores seem to 
tell a similar story. Retail sales 
were down well over 70% on 
average last April; this April 
they have climbed back up in 
order to only be down about 
35% from the norm. 
    That means, during the past 
year SPOT users have made up 
over half of their sales deficits 
both in-store and with delivery, 
which is certainly good news for 
the industry. However, it is not 
the whole story. 
    Toran Brown, vice president 
of product management for 
SPOT Business Systems and 
owner of Rytina Cleaners of 
Sacramento, CA, noted that the 
company released the numbers 

as a service to the industry. 
Since then, he has seen a few 
notable patterns over time. 
    “We are seeing accelerated 
growth,” he said. “Certainly, we 
are in a seasonal period where 
growth is traditional within the 
industry right now, but we are 
seeing growth occur at a faster 
rate than it would normally occur. 
That’s an indication that the U.S. 
drycleaning market is returning 
to some normalcy, although it 
still has a long ways to go.” 
    Some states have longer to go 
than others. Colorado, Iowa and 
South Carolina are, on average, 
performing considerably lower 
than the national sales averages. 
Colorado and South Carolina are 
about 10% lower; Iowa is closer 
to 25%. 
    Iowa, in particular, is inter-
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It’s time to fire yourself 
A business that can run smoothly without the owner is 
more valuable and capable of thriving. 

Hire a qualified manager 
Don’t make the mistake of hiring or promoting the 
wrong person to management. 

Testing your boiler water 
Bruce Grossman begins his series on how to obtain, 
measure and evalue boiler water samples. 

Working up steam 
The steam gun is the most commonly used item by    
spotters. It is also taken for granted too much.

On April 1, Netflix released its new show, Worn Stories, 
based on Emily Spivack’s New York Times bestseller of the 
same name. The show tells stories of the impact garments 
can have on their owners who treasure them. More impor-
tantly, it’s the kind of tale drycleaners know well. Colum-
nist Peter Blake explores how you can use the show as a 
way to connect with customers (see page 10).

Continued on page 12

Clean 2022 open for general booth sales

Drycleaning sales are 
on the climb overall

    During the second half of 
April, National Public Radio had 
reported that the U.S. vaccina-
tion campaign was progressing 
well. Since vaccination began in 
mid-December, more than 209 
million doses had been admin-
istered. 
    Overall, 84.3 million people 
in the U.S. were fully vacci-
nated, representing 25.2% of the 
total population. 
    At the current rate, there may 
be reason for optimism looking 
ahead to Clean 2022, scheduled 
to take place from July 30 to Au-
gust 2 in Atlanta, GA. 
    In that vein, Messe Frankfurt 

has officially opened general 
booth sales for Clean Show 
2022 exhibitors. 
    Currently, the exhibit floor 
has sold out approximately 50% 
of the available space. 
    Clean 2019 in New Orleans, 
the sixth time the trade show had 
been hosted by the Big Easy, 
sold out the exhibition hall and 
witnessed about 11,000 atten-
dees altogether. 
    This year, Messe Frankfurt 
has already hosted physical trade 
shows. Their first in-person 
event of 2021 was Beautyworld 
Japan Fukuoka, which included 

DLI to host its inaugural 
virtual spotting class

Spinning Yarns

Continued on page 12

Continued on page 12

With a little over a year to go until the next Clean Show, Messe Frankfurt has officially opened 
sales for its 2022 edition in Atlanta, GA. The company hopes for solid attendance numbers 
such as the ones from the 2019 edition in New Orleans, LA (pictured above).
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Lowest Cost of Ownership?

NEVER A COMPROMISE 
FOR QUALITY OR SAFETY

5930 Bandini Blvd. 
Los Angeles, CA 90040

Tel: 323-727-9800
www.parkerboiler.com

Our heating surface or amount of steel absorbing energy 
has always been 2 to 3 times that of other units (up to 6 
sf of heating surface per boiler horsepower, which some 
units are closer to 2 sf of steel per hp, and some even 1 
sf).

We have the best distributed flame or most even surface 
area evenly distributed under the entire pressure vessel. 
It is also a modular design, so it can be repaired easily.

We may never be the  lowest initial cost, but  
we have lowest cost of ownership because:

Products have proven to last up to 10 times longer than 
similar production in this industry and applications.

We have many installations with steam boilers that have 
been in service for over 50-years, 10 hours per day.

The materials used in current products are better than 
the materials used 50 years ago. For example, in the 80’s, 
steam drum went from 3/8” thick to 1/2” thick.

Tubes went from Seamless rated pipe to seamless rated 
tubing which is now annealed which gives the material 
a mill scale coating for longer lasting and less corrosion 
resistance.
Thickness went from .133 pipe with 10 percent under to 
.12 with 10% over, and is always .133 wall tubing.
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Lately the weather has been improving and the vegetation is  out and blooming. 
Things might actually be looking up. Since vaccination distribution began back on 
Dec. 14, 26% of the U.S. population had become fully vaccinated by press time — 
which means that over 1/4 of the population “got the jab’ in less than four months.  

On top of that, more schools have been reopening and airlines are starting to 
carry full payloads of passengers once again. Even the overall number of jobless 
claims tallied by the Department of Labor was recently recorded at its lowest amount 
since March 2020. 

Then, there’s an interesting new show to binge on Netflix that celebrates prized 
garments and their proud owners. It’s called Worn Stories, and, columnist Peter 
Blake warns us that it is not for everyone — as one industry friend informed him 
after seeing the first episode, which was actually about people who prefer an absence 
of clothing. The other episodes are actually about garments, and episode No. 6 
features Dan and Judy Del Rossi of Tiffany Cleaners in Las Vegas.  

The docuseries offers an excellent way for drycleaners to connect with their 
customers, who have their own precious garments and reasons for loving them. For 
more on Peter’s idea, read the full text on page 10. 

Perhaps the best news of all is that overall drycleaning sales are climbing at the 
moment. As of January 5 of this year, both retail and route sales had slipped down 
to about -55% of the sales from two years ago — according to statistics compiled by 
SPOT Business Systems based on its hundreds of drycleaning clients across the 
country. The latest numbers released in mid-April have route sales up near -30% and 
counter/retail sales near -35%... only a few months later. It seems strange to classify 
negative numbers that indicate sales are still down significantly as good news, but 
considering the strenuous challenges of the past year, it really is. 

But, it’s not the whole story. When you delve deeper into the sales numbers of 
the industry, it strongly suggests that some drycleaners are struggling harder than 
others for different reasons. In some cases, businesses were simply much better 
positioned in the market before the Covid crisis struck. In others, enterprising 
cleaners wasted no time in pivoting their focus and adapting to fit the needs and 
wants of customers. Naturally, those are the ones most likely to be performing better 
now for the past year. 

Without a doubt, SPOT’s numbers have been the best metric available for the 
industry to gage where it currently stands. However, they don’t necessarily provide 
all the answers to why cleaners in certain states are currently faring much better than 
those in others. Route and retail sales in Iowa, for example, are about 25% down 
below the national average. That’s not even the worst news for the Hawkeye State. 
Those latest figures place them about 60% down from the exact same week in April 
of 2019. 

On the other end of the sales spectrum is Idaho whose sales recently were close 
to where the were at this time in 2019. That is not a typo. On average, drycleaners in 
Idaho are doing close to what they were two years ago.  

As helpful as they are, the numbers don’t cannot fully explain why some states  
are up or down, but they can serve as a yardstick in which cleaners can compare 
themselves to others in their region.  

Unfortunately, the numbers also reveal a serious problem for drycleaners. 
Perhaps the most important discovery in all of the SPOT user data is that the number 
of pieces per visit has steadily declined over the past year. So far, the number of 
pieces per visit has showed no signs of picking up, which is concerning. 

Meanwhile, cleaners — in general — have showed very few signs of raising 
their prices up, even though less volume has been coming in for a long time. Every 
market is different, and it may well be the case that raising your prices could cost 
you more customers. However, the pandemic is costing you customers no matter 
what you charge. The ones who remain with you are probably much less likely to be 
deterred by a cost increase, and those who complain need only to hear about your 
past year in business and all of your improvements to understand exactly why raising 
prices is justified. At the very least, it’s time to seriously consider it. 

Throughout the pandemic, the drycleaners left still standing have been the ones 
who have cut back on production inefficiencies, added new services, improved upon 
or maintained a high level of quality, offered even more convenience and created a 
comfort zone for customers.  

In some cases, businesses literally had to improve or close down. 
Drycleaners have invested a lot of time and money in order to build better 
businesses, so why is there so much hesitation to charge more?
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Finding balance
Growing up while working at Fox 

Cleaners of Greensboro, NC, 
Lindsey Beane was taught the 

keys to running a successful dryclean-
ing plant by an industry legend — Sto 
Fox. Of course, she just knew him as 
dad. 

    

“I was in the call office,” Lindsey re-
called. “So, I was marking in, assem-
bling and waiting on customers, and 
inspecting and the tagging and bag-
ging... dealing with customer com-
plaints. He wanted me to learn.” 

    

She learned quite well about the ins 
and outs of drycleaning, but she had 
struggles with lessons at school. “When 
I was growing up, I had some difficul-
ties in school and I was in the special 
education program. I had some really 
good teachers who helped me realize 
that there was nothing wrong with me. 
I just learned a little differently. 

    

“So, I wanted to be that person for 
other people, and I wanted to have a 
job where I had my nights and week-
ends and summers off — all of that. I 
really didn’t understand what it meant 
to be a teacher and that you don’t really 
have all of that.” 

    

After high school, she pursued a 
teaching degree while working for an-
other cleaners, though later she went 
back to helping her father out in her 
spare time. In 2008, she graduated with 
a Bachelor of Education from the Uni-
versity of North Carolina at Greensboro 
and spent the next several years help-
ing many students overcome their 
learning frustrations. 

    

“Teaching was an incredible thing to 
do. I met some amazing humans in my 
students and in the other teachers I 
worked with and people in society who 
actually take the time to volunteer to 
help at schools. I’ve worked with some 
amazing people,” she noted.  

    

“I really loved the light-bulb mo-
ment my kids would get. I was reteach-
ing curriculum that other teachers had 
tried to teach them. They’d be like, 
‘That’s what she’s been trying to tell 
me,” she laughed. 

    

Over time, however, she became less 
enamored with the public’s perception 
of the profession. “I just didn’t want to 
do it anymore. Teaching is not a very 
thankful career at this point in time. It’s 
just not. Teachers just don’t get any re-
spect they deserve and it really burned 
me out.” 

    

Finding herself at a crossroads to 
pick a new career, Lindsey had her own 
light-bulb moment. She realized she ac-
tually enjoyed drycleaning. 
 

The family business can trace its 
roots back to 1947 when Lind-
sey’s grandparents, Watson Fox 

and Mary Lewis, started it after Watson 
returned home from World War II. 

    

“My grandfather’s theory was ‘You 
must be pleased’ so he was very strong 
on the customer service side, as was my 
grandmother,” Lindsey explained. “My 
grandmother was a southern lady 
whose door was always open. We al-
ways had sweet tea and some kind of 
dessert for you. She always loved hav-
ing company. I kind of got the feeling 
that was the way they ran the counter.” 

    

While the first generation of the Fox 
family to own the cleaners set a high 

bar, the second generation raised it con-
siderably. Sto took over the reins in the 
late 1960s when his father passed. 

    

“He definitely carried on the tradi-
tion of high quality and I think he 
carved out more of the niche couture 
market,” Lindsey said. “With the in-
coming of all of the discount dryclean-
ers, I think he was trying to make that 

niche of making sure everything was 
done to the best of our ability and 
everything was touched up and as 
close to perfect and back-to-new that 
you could possibly get.” 

    

 

When Lindsey made the deci-
sion to buy her own dryclean-
ing business, she was lucky 

that one that could trace its roots back 
to 1947 was up for sale. It was not 
named Fox Cleaners, though — Lind-
sey’s brother Greg Fox has long owned 
the family business. Instead, it was 
Fordham’s Cleaners, located a few 
miles away. When she bought it in 
2015, it was actually struggling some. 

    

“It was not doing as well as it had in 
the past,” she recalled. “So, I basically 
came in and just made it mine. I fol-
lowed my dad’s and grandfather’s the-
ory and I spent a lot of time at the 
counter. I spent probably 60 hours a 
week, if not more, just being on the 
counter meeting customers, talking to 
customers... getting to know every-
body. Everybody got to know me.” 

    

In time, everybody trusted her, as 
well, and the business improved. “The 
first couple of years, there was a lot of 
growth,” Lindsey recalled. “There was 
a lot of new business. I did a lot of mar-
keting.” 

    

 She also had to bring the business 
into the 21st Century. “It didn’t have an 
online presence at all,” she said. “That 
was one of the things that I did when I 
took over. I did a Google page and a 
Yelp! page and I made the website. 
Teachers have to do those things. I 
made the website and I have an app 
that I am actually getting ready to can-
cel because not enough people use it.” 

    

While Lindsay learned a lot from the 
previous generations of her family, she 
also isn’t afraid to break away from 
some traditional mindsets. 

    

“Having prices listed on my website 
is huge. That is something my father 
never would have done,” she ex-
plained. “I don’t like going in some-

where and not knowing what my total 
[cost] is going to be. I want to give my 
customers transparent pricing. I also do 
not upcharge a lot the way my father 
did. As a matter of fact, I upcharge very 
rarely.” 

    

Another difference is she has been 
more of a hands-on owner. “My father 
had a plant manager and they man-

aged his plant and he managed the pa-
perwork and the people. I’m right back 
there with you the whole time we’re 
doing production,” she said. “I think 
part of that is how our economy has 
changed. The [profit] margins just 
aren’t there for me to sit in the office 
and let other people do it when I have 
one  business.” 
 

While Fordham’s Cleaners grew 
during the first few years of 
Lindsey’s ownership, the 

more recent past has been less fruitful. 
In the wake of the pandemic, she found 
herself working more and more hours. 

    

Fordham’s was more fortunate than 
most cleaners who were hit with much 
bigger volume reductions, but the long 
hours were keeping her from family. 

    

“I had worked an average between 
60 and 80 hours a week through Covid. 
I would come in before 5:30 a.m. and 
work until 7 or 8 some nights in the 
spring. Lots of people do it, but when 
society sees it from the perspective of a 
mother with young children, we see it 
differently,” she noted. “It’s always 
challenging to have a good family 
life/work life balance. I think that’s one 
thing that Covid really taught me... that 
as much as this business is important, 
it is not worth 80 hours a week of my 
life and missing my children’s entire 
childhood.” 

    

So, the business was closed down on 
Saturdays and the result is that Lindsey 
feels she has a new lease on life. 

    

“Being able to be home every week-
end with my kids was amazing,” she 
said. “It was like a whole new life for 
my relationship with my husband and 
my children.” 

    

Even with the recent struggles of the 
industry, Lindsey is not too concerned 
with its future. “I feel the industry has 
changed a lot over the course of my 
lifetime. The 1980s boomed. The early 
1990s were pretty good. The late 1990s 
were kind of... meh. I feel like there’s 
been a lot of ups and downs in the in-

dustry. It’s always very circular,” she 
said. “I feel like drycleaning is going to 
cycle back up. I definitely feel like 
wash-dry-fold is going to become a 
much bigger part again, like it was in 
the 1940s, 1950s and maybe 1960s. 
There’s just a lot of people who don’t 
want to do their laundry or can’t for 
whatever reason.” 

Now that Lindsey has achieved a 
better work/life balance, she 
wants to spend more time work-

ing on a new vermiculture venture in 
Greensboro. 

    

“Vermiculture is just a fancy word 
for a worm farmer,” Lindsey said. 

    

The idea to become a worm wran-
gler originated from her desire to 
achieve better balance... for the planet. 

    

“I feel like I need to balance my life 
with something to give back to the 
earth,” she explained. “I really enjoy 
messing around with earthworms, so 
I’m going to collect food waste from 
residents and restaurants and feed it to 
my worms and create compost.” 

    

The business, called Happy Earth 
Composting, can get a bit dirty at times, 
but then, so can cleaning people’s dirty 
laundry. Lindsey notes that she can 
house about 1,000 worms per square 
foot and she currently has about 15,000 
worms altogether. 

    

“I have 15,000 worms that can eat a 
third of their weight a day in waste — 
which is really the side I’m interested 
in. I’m more interested in reducing 
what goes in the landfill. The compost 
is just a byproduct that I will end up 
with to make money,” she noted. 

    

Vermiculture is a growing industry. 
It probably doesn’t hurt that the EPA 
estimates that food scraps and yard 
waste together make up more than 30 
percent of what we throw away. 

    

If Lindsey ever decides to expand the 
composting business, it’s easy enough. 
She simply can order more worms from 
her local worm farmer in Raleigh 
through the mail. While it remains to be 
seen if she can succeed with her new 
business as she has with Fordham’s 
Cleaners, Lindsey probably won’t beat 
herself up too much if it doesn’t. 

    

“Sometimes, the customer is just not 
going to be happy. Sometimes, the spot 
is just not going to come out,” she said. 
“Sometimes, you just have to give 
yourself a break and know that it’s OK 
that these things happen.”
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BUILDING VALUE
BY KERMIT ENGH            

If you find yourself in a posi-
tion where your customers 
insist on speaking with you 

directly instead of your employ-
ees, then you might want to 
consider shifting your structure 
so you can improve the value of 
your business. When we bought 
Fashion Cleaners in 1992, we 
had one very high maintenance 
customer who always asked for 
the prior owner. I would just an-
swer that he was not in today, 
but could I help? After a couple 
of months, she said, “Rueben 
isn’t there anymore, is he?” I 
said, “No, but can I help you?” 

    

Here is why: A business that 
can thrive without the owner at 
the center of all its operations is 
more valuable because 
processes can run smoothly 
with or without you. If you are 
too stuck in the weeds, you will 
have a difficult time improving 
or evolving — and your em-
ployees will not have the oppor-
tunity to grow and become 
advocates for your brand. To 
maximize the value of your 
business, you should set a goal 
to quietly slip into the back-
ground and let your staff take 
center stage. Here are five ways 
to make customers less inclined 
to call you: 

    

1. Re-rank. If you display the 

bio of key staff members on 
your website, re-order the list so 
that it is alphabetical rather than 
hierarchical. 

    

2. Rebrand. If your surname 
is your company, consider a re-
brand. There is nothing that 
makes a customer want to deal 
with the owner more than hav-
ing the owner’s surname fea-
tured in the company name. 

    

3. Hire a president or gen-
eral manager. Giving someone 
the title of president or GM con-
veys the message that they have 
the real authority to solve cus-
tomer problems. 

    

4. Use an email auto-respon-
der. Tim Ferriss, author of The 4-
Hour Workweek among other 
books, made the email auto-re-
sponder famous, and it can 
serve you well. Set up an auto-
matic response to anyone send-
ing you an email explaining that 
you are travelling or attending 
to a strategic project and unable 
to answer their questions imme-
diately. Instead, train customers 
to direct questions to the person 
best suited to answer them 
quickly. 

     

A word of caution using this 
strategy: If you continue to an-
swer customer emails after set-
ting up an auto-responder, it is 
going to become transparent that 

you are just trying to hide be-
hind your autoresponder, which 
could diminish your credibility. 
If you set one up, you need to be 
ready to let others step in. 

     

5. Play hooky. If you have the 
kind of business that customers 
visit in person, set up a home of-

fice so you can spend more time 
away from your location. I enjoy 
my home office and find I can ac-
complish working on my busi-
ness as well as reading books and 
articles to further my knowledge. 
Remember, leaders are readers. 
 
Five Reasons Why Your Busi-
ness is Too dependent on You 
     If you were to draw a picture 
that visually represents your role 
in your business, what would it 
look like? Are you at the top of 
an organizational chart, or stuck 
in the middle of your business 
like a hub in a bicycle wheel? 
     The hub-and-spoke model is 
a driver of value that shows how 
dependent your business is on 
your for survival. The hub-and-
spoke model can only be as 

strong as the hub. The moment 
the hub is overwhelmed, the en-
tire system fails. Acquirers gen-
erally avoid these types of man-
aged businesses because they 
understand the dangers of buy-
ing a company too dependent on 
the owner. Here is a list of five 

top warning signs that show 
your business could be too de-
pendent on you. 
    1. You are the only signing 
authority. Most business own-
ers give themselves final au-
thority... all the time. But, what 
happens if you are away for a 
couple of days and an impor-
tant supplier needs to be paid? 
Consider giving an employee 
signing authority for an amount 
you are comfortable with, and 
then change the mailing address 
on your bank statements so they 
are mailed to your home (not 
the office). That way, you can 
review everything coming out 
of your account and make sure 
the privilege is not being 
abused. I have yet to give up 
this one. I still sign all the checks 
and reconcile the bank accounts. 
This all is the result of one really 
bad apple many years ago. It is 
important to start letting go, 
and always trust but verify. 
    2. Your revenue is flat when 
compared to last year’s. Flat 
revenue from one year to the 
next can be a sign you are a hub 
in a hub-and-spoke model. Like 
forcing water through a hose, 
you have only so much capacity. 
No matter how efficient you are, 
every business dependent on its 
owner reaches capacity at some 
point. Consider narrowing your 
product and service line by 
eliminating technically complex 
offers that require your personal 
involvement, and instead focus 
on selling fewer things to more 
people. With 2020 behind us, 
how would you reevaluate your 
services? 
    3. Your vacations... do not 
feel like vacations. If you spend 
your vacations answering ques-
tions and putting out fires from 
your cell phone, it is time to cut 
the cord. Start by taking one day 
off and seeing how your com-
pany does without you. Build 
systems for failure points. Work 
up to a point where you can 
take a few weeks off without af-
fecting your business. I know 
owners who have graduated to 
turning their phone off except 
for a short time in the a.m. and 
late in the afternoon. This is 
hard as we have trained our-
selves to always be available. 
What would you do during that 
time? Pick a destination and vi-
sualize it. I gravitate towards 

Table Rock Lake, MO, or Mex-
ico. Choose your place, and 
then Go! 
    4. You know all your cus-
tomers by first name. It is good 
to have the pulse of your market, 
but knowing every single cus-
tomer by first name can be a sign 

that you are relying too heavily 
on your personal relationships 
being the glue that holds your 
business together. Consider re-
placing yourself as a rainmaker 
by hiring a sales team, and as in-
efficient as it seems, have a 
trusted employee shadow you 
when you meet customers so 
over time your customers get 
used to dealing with someone 
else. When we acquired our first 
cleaners in 1992, I worked hard 
to know everyone who came in 
the door. Now, I enjoy hearing 
customers that our customer re-
lations managers know all of 
their names, or even better, hav-
ing my managers introduce me 
to our customers. 
     5. You get cc’d on more than 
five e-mails a day. Employees, 
customers and suppliers con-
stantly cc’ing you on e-mails can 
be a sign that they are looking 
for your tacit approval or that 
you have not made it clear when 
you want to be involved in their 
work. Start by asking your em-
ployees to stop using the cc line 
in an e-mail; ask them to add 
you to the “to” line if you really 
must be made aware of some-
thing — and only if they need a 
specific action from you. Start 
asking, “What would you do if I 
were not here today?” and use 
these answers for coaching. Soon 
the questions will stop, and ac-
tions can happen more quickly. 
    This list is pretty heavy, but 
keep in mind the reason you are 
in business is to provide a better 
life for you and your family. As 
I have written previously, get-
ting time back is always at the 
top of my yearly priorities. How 
you use that time is up to you. 
Until next month, keep Building 
Value.

Why you should fire yourself

Kermit Engh has been an 
owner/operator in the dryclean-
ing industry for over 28 years 
and has been a Methods for 
Management member for over 
24 years. His current position as 
managing partner and as a Cer-
tified Value Builders Coach al-
lows him to share his extensive 
background in strategic plan-
ning, finance, process improve-
ment, packaging and branding, 
employee training programs, 
profitability, cost analysis, acqui-
sition analysis and succession 
planning. Contact him at 
kengh@mfmi.com.

To maximize your business value, you should 
set a goal to slip into the background.        
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AN OUTSIDE PERSPECTIVE
BY PETER BLAKE         

It is not often that dryclean-
ing makes an appearance in 
the mainstream unless it is 

negative press, publicity, or 
jokes at our expense on Sein-
feld. I can’t tell you how many 
times I have been called about 
how our industry has been 
portrayed by popular cul-
ture. If you are like me, Netflix 
accounts have gotten quite a 
workout over the past 12 
months. I was intrigued to see 
a new Netflix show this 
April:  Worn Stories.  

    

The premise is very 
poignant and has a great mes-
sage that our industry should 

understand.  Here is the ex-
cerpt from the Worn Stories 
Project: 
About the Project 
     Our clothes are full of memory 
and meaning. That’s why we all 
have garments — hanging in our 
closets, shoved in the back of 
drawers, and boxed up in garages 
— which we haven’t worn in 
years but just can’t part with. 
And there are the clothes we wear 
every day whose stories are still 
unfolding. Everyone has a mem-
oir in miniature in at least one 
piece of clothing. The first-person 
accounts Emily Spivack has col-
lected in Worn in New York and 

Worn Stories reveal how those 
clothes protect us, serve as a uni-
form, assert our identity, or bring 
us back to a place and time — 
how they are encoded with the 
stories of our lives. 
    This is exactly the message 

our industry needs to under-
stand. The clothing and gar-
ments we clean often have a 
story and hidden meaning. 
    It is not just a dress, or shirt, 

or suit — it can have signifi-
cance and value beyond what 
we initially see. Often, there is 
real meaning behind the gar-
ments your customers are en-
trusting you with. As an indus-

try, we need to treat every gar-
ment like there is a story to tell. 
An Opportunity for Cleaners 
     When things like this occur, 
I look for ways I can relate to it 
and how this can impact our 
industry. I think of ways mem-
bers of the industry can lever-
age this to their benefit.  You 
have a natural occurring story 
in mainstream media and an 
opportunity to capitalize on it.  
    I would embrace the proj-
ect, and I would use my social 
media outlets to highlight the 
premise. I would use the 
books and new Netflix series 

as a segue to discussing your 
customer’s garments.  High-
light it on Instagram, Face-
book, etc. Then use the hash-
tags #wornstories, #Netflix 
and invite your customers to 
tell their own worn stories. 
    The real value of social me-

dia is to engage your audience 
and your customers. You want 
to interact with them and have 
a dialog. This is a great oppor-
tunity to do that.  Invite your 
customers to the discussion. 
     Occasions like this to foster 
a positive image for the indus-
try are too far and few between 
not to capitalize on them. Ask 
your customers for the stories 
behind their garments.  Invite 
them to post pictures of the gar-
ment or themselves wearing the 
garment. Maybe offer a special 
or incentive for sharing a story 
on your Facebook or Instagram 
pages. You could offer to clean 
the garment for free or 50% 
off. You could have a contest for 
the best story and picture. There 
are some great possibilities, but 
you must seize opportunities 
like this and leverage them to 
your advantage. 
    You might be amazed by 

some of the stories your cus-
tomer’s garments have to 
tell. If you do jump on this op-
portunity, let me know and 
share the stories you hear with 
me on my Facebook pages. 
The “Worn Stories” 
     In the spirit of full disclo-
sure, the series is not as on-
point as the Worn Stories Proj-
ect and books.  
    For a program about cloth-

ing, there was a significant 
lack of wardrobe in the first 
episode, to say the least. So, be 
forewarned: This series is not 
for everyone. 
    By the second episode there 

were better stories being told 
including a man who dis-
cusses his simple button-down 
dress shirt. It is the first shirt 
he purchased since being re-
leased from prison and the 
project focused on the feeling 
of pride and freedom it repre-
sents to him. 
    So, when your customers 

have a claim, and they tell you 
it is their “favorite blouse,” 
think back to this project. 
    There might just be a hid-

den story. As garment care 
professionals, we care for the 
fabric of life and it can go 
much farther than the textiles 
we clean. You very well may 
be keeping stories and memo-
ries alive. 

Peter Blake serves as executive 
director of the North East Fabri-
care Association, the Southeast-
ern Fabricare Association, the 
MidAtlantic Association of 
Cleaners and the California 
Cleaners Association. He can be 
reached by email at 
peteblke@aol.com or by phone 
at (617) 791-0128.

To learn more, visit www.nationalclothesline.com/ads

The greener way to clean.  
It’s been 30 years since Miele introduced its 昀rst WetCare® laundry solutions. 
Environmental sustainability and innovation continue to guide us today. Our 
Benchmark Performance and Performance Plus machines o昀er unmatched 
fabric protection and superior performance across a range of basic textiles and 
specialty garments – all while reducing energy and resource consumption.

• 25lb. – 70lb. capacity suits a range of commercial applications
• High g-force speeds (500+ g) increase water extraction
• Patented Honeycomb Drum® optimizes the wetting process
• Fast wash cycles increase productivity
• Fast dry cycles reduce electricity consumption
• 90 standard wash programs and up to 200 custom programs
• Soft-mount machines for installation in any location

To learn more about the full line of Miele’s Benchmark 
machines visit mieleusa.com/professional.
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esting to examine because it is a 
bit of an anomaly. At press time, 
they were ranked #16 in the na-
tion in terms of states with high-
est percentage of fully vacci-
nated people (28.4%), according 
to National Public Radio. Addi-
tionally, they were ranked low 
in unemployment — #7 with 
only 3.7% unemployed accord-
ing to the U.S. Bureau of Labor 
statistics for March 2021. Both 
of these factors should help local 
businesses. 
    Even more perplexing, Iowa 
is one of the few states that have 
mandated in-person learning in 
schools that took effect on Feb-
ruary 15 of this year. Logically, 
this should also help business 
sales, but there are clearly other 
factors at play. 
    On the other end of the spec-
trum, Arizona, Idaho, Montana, 
Nevada, New Mexico, Okla-
homa and Texas are all currently 
performing significantly higher 
than the national average for 
drycleaning sales.  
    One aspect all seven states 
have in common is that they are 
geographically located on the 
western side of the U.S. map, 
though, to be fair, so is Col-
orado, which is one of the most 
under-performing states. 
    The two states that are actually 
performing the best in terms of 
sales right now are Idaho and Ne-
vada, both close to climbing back 
up to even sales as compared to 
their norms two years ago. 
    Idaho might benefit from a 
low unemployment rate (ranked 
#6 with only 3.2% in March) 
and it has been generally less 
stringent with Covid restrictions 
than many other states. 
    Nevada, on the other hand, 
has high unemployment (ranked 
#46 with 8.1% in March) and its 
vaccine rollout has covered 

about 24% of the state, ranking 
it #38 on NPR’s list — both fac-
tors that would likely be less 
conducive for strong sales. 
However, Nevada began to re-
open schools for various grades 
recently following a tragic surge 
of at-home student suicides dur-
ing the pandemic. 
    As for the remaining five 
states which are significantly 
above the national average, the 
numbers have been a little more 
varied. Arizona and Texas, both 
states with larger populations, 
have currently hovered around 
5% and 10%, respectively above 
the U.S. average. New Mexico 
is up about 15% and Oklahoma 
is up about 20%. 
    These numbers point to the 

fact that the three regions 
achieving the best overall num-
bers at this time are the South-
west, Southeast and West. 
    Ultimately, the drycleaning 
market’s health hinges on many 
factors that vary from state to 
state, but the sales numbers have 
revealed one interesting pattern. 
    “One of the current trends 
that we’ve seen is an increase in 
revenue per piece because there 
has been a decrease specifically 
in the shirt business,” Brown ex-
plained. “Business people aren’t 
going into the office. The shirt 
business has dropped dramati-
cally, which has caused 
drycleaning — what little 
drycleaning that is coming in —
to represent more of the mix.” 

    “If you look at the pieces per 
visit for retail... steady decline 
over the past year... this is the 
commencement of Covid,” he 
continued. “We’re not seeing 
pieces on a visit-basis pick up.” 
    The numbers have also sug-
gested that many drycleaners 
have not raised prices during the 
pandemic, which could certainly 
hurt sales numbers. 
    This brings us to the manage-
ment factor. Some SPOT cus-
tomers are actually doing better 
than they were two years ago, 
but that is more of an exception 
to the general sales rule. Still, 
business strategy must obviously 
plays a pivotal role. 
    Brown offered his thoughts 
on the cleaners who are perform-

ing well right now. “I would de-
scribe them as being agile,” he 
said. “They are looking at the 
marketplace and they are look-
ing for opportunities to modify 
the way in which they do busi-
ness and respond to the needs of 
the market.” 
    Responding to the needs of 
their markets, many cleaners 
have added wash-dry-fold sub-
scription services and on-de-
mand delivery, but there is no 
simple formula to follow to 
solve all volume deficiencies. 
    “It’s more how you choose to 
attack the problem in a mindset 
than it is some magic service of 
some magic point-of-sales sys-
tem. In my opinion, there is no 
magic bullet at all,” Brown said. 

SPOT Business Systems has charted the national retail and 
route sales for its customers over a seven-day average, com-
paring figures from 2018/2019 to the same dates in 2020/2021. 
The chart above reveals route sales are close to -30% from 
two years ago and retail sales are about -35%. More recently, 
SPOT offered National Clothesline graphs of state average 
sales totals for areas performing above and below the na-
tional average. For a tale of two states with opposite fates, 
reference the top graph on the left that shows Idaho’s aver-
ages are near 0 (meaning, on average, sales are almost even 
with two years ago) and over 30% above the national average. 
Meanwhile, Iowa (left) is struggling with sales down close to 
60% below the norm and about 25% down from the national 
average. When comparing an individual state to the national 
average, SPOT removed that state’s sales totals from the av-
erage.
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Drycleaning sales on the climb
Continued from page 1

Clean 2022 open for general booth sales

DLI will host its first virtual spotting class

122 exhibitors and close to 
4,000 visitors. 
    Messe Frankfurt also hosted 
Texworld Evolution Showroom 
Paris, allowing attendees to 
make face-to-face business dis-
cussions while complying with 
hygiene and safety standards. 
    Some precautions they have 
incorporated so far include: fully 
registering all participants be-

cause the maximum number of 
visitors is 
limited; pro-
viding disin-
fectant dis-
pensers as 
well as med-
ical care on 
site; and training of its employ-
ees, hostesses, elevator drivers, 
service and catering staff to be 
up-to-date on all COVID-19 

measures. The company remains 
in close contact with var-
ious health authorities to 
make sure any recom-
mendations and instruc-
tions are implemented. 

Messe Frankfurt’s deci-
sion to postpone the 

Clean Show for over a year will 
now result in, at the very least, a 
temporary change to the trade 
show’s schedule, which, tradi-

tionally has taken place on odd-
numbered years.  
    As a result, after Clean 2022 
in Atlanta next year, the com-
pany plans to host the following 
installment in Orlando, FL, in 
August of 2024. 
    The Clean Show is organized 
in collaboration with five indus-
try-leading associations: Asso-
ciation for Linen Management 
(ALM), Coin Laundry Associa-

tion (CLA), Drycleaning and 
Laundry Institute (DLI), Textile 
Care Allied Trades Association 
(TCATA), and Textile Rental 
Services Association of America 
(TRSA). 
    It is North America’s largest 
exposition of laundering, 
drycleaning, textile care serv-
ices, supplies, and equipment. 
For information on Clean 2022, 
visit www.cleanshow.com.

polyester and othe fabrics; using 
bleaches without damaging the 
fabric color; using specialty 
products such as digesters, amyl 
acetate and acetone in stain re-
moval; and identifying fibers 
and fabric construction. 
    Despite being a virtual offer-
ing, space for the class is still 
limited. Tuition is $295 for DLI 
Budget Members, $236 for DLI 
Standard Members and $177 for 

DLI Gold Members. The course 
is free for DLI Premier Mem-
bers. Non-members must pay 
$495 for the course. 
    To register for the spotting 
course, contact DLI either by 
email to Education@DLIon-
line.org, or by phone, (800) 638-
2627. 
    In terms of DLI’s other offer-
ings, three free webinars are 
planned for this month. 
    “As business improves, 

members are busier and have 
less time to spend online,” noted 
DLI CEO Mary Scalco. “We’re 
slowing down but only a little 
and continuing to offer educa-
tional and networking opportu-
nities every week. Now is the 
time to make sure you and your 
staff have the skills required to 
take on new challenges or even 
brush up on some old ones.” 
    The upcoming schedule will 
include “How and Why to Hire 

an Outside Sales Team on a 
Budget” with Robert Bobo IV 
of Infinite Time Solutions on 
Wednesday, May 5. 
    On May 12, DLI will present 
a panel discussion on “New 
Services Members Are Offer-
ing” followed by “The Power of 
Setting Your Business and Per-
sonal Three-Year Vision” with 
marketing coach Dave Coyle of 
Maverick Drycleaner on May 
19. 

    In addition to attending 
classes for free or for discounted 
prices, DLI members also gain 
the additional benefit of unfet-
tered access to DLI’s extensive 
video library.  
    The collection includes more 
than a few dozen videos cover-
ing a wide variety of topics. Cat-
egories include: diversification, 
maintenance, management, mar-
keting, production, finishing and 
business sales and acquisitions.

Continued from page 1

Continued from page 1
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Let’s face it, it’s difficult to 
find managers in this busi-
ness. Wait. Let’s be more 

specific. It’s difficult to find qual-
ified managers in this business. 
This is a very inconvenient truth 
because I believe that the most 
valuable investment that you 
can make — the one with the 
most significant return on in-
vestment — is a qualified man-
ager. I see clear patterns. 

    

1. Hard workers with an ex-
emplary work ethic are pro-
moted to management. I am as 
guilty as anyone on taking a 
great employee and withing 
them into a supervisory role. 
This has a clear advantage. It is 
important that employees view 
their leader as a person who 
isn’t ever afraid to “roll up their 
sleeves.”  

    

If you expect a lot out of your 
staff, but are personally a 
slouch, you will fail as a man-
ager. However, the downside 
will keep you stagnant. This 
person will do whatever it takes 
to get the work out. They will 
push through anything to make 
it happen. They will work long 
hours if necessary. 

    

This is the most common 
type of manager I see. The prob-
lem is they work harder than 
they should. They are just fine 
with being the best employee in 
the company, but they don’t 
groom their subordinates to be 
the same way.  

    

There was a drop store man-
ager in Louisiana some years 
ago who I am certain was the 
best drop store manager ever. 
And he knew it. He loved being 
the envy of his peers; the one 
who they looked up to. He 

would do anything that was 
asked of him except for one 
thing. I believe that he would 
have been more valuable to the 
company if he worked to make 
the other managers in the com-
pany as good as he was rather 
than just viewing them from his 
ivory tower.  

    

These managers are often too 
involved in the day-to-day and 
in their own agenda to look for 
ways to improve the company, 
streamline the operation and 
improve the customer experi-
ence. Change is tough for them 
and they cite being “too busy” 
as the reason for wanting every-
thing to remain status quo. 

    

2. Long-term employees are 
promoted as management. This 
type of manager isn’t quite as 
common as the previous type, 
but there’s a bunch out there 
and they are often very poor. 
Most times I find that they are 
on the wrong team. They are in 
a management role but they 
aren’t on your team. It’s easy to 
see this once you peel back the 
candy coating. 

    

Let’s say this person is your 
production manager and you 
pressure him/her to improve 
pressing productivity. Their re-
sponse will be: “I keep telling 
them (“Them” being the press 
staff.) but nothing improves.” 
Many managers think that they 
have done their job because they 
“keep telling them.” Their job 
isn’t to tell them; their job is to 
make it happen. Anybody can 
do the telling! 

    

When push comes to shove, 
the manager still has failed to 
improve pressing productivity, 
but now the defense for failure 

becomes more vivid. Now, in-
stead of saying, “I keep telling 
them,” they say “These people 
need their hours.” You know 
that you have the wrong person 
in place when they say this. This 
statement shows that they are 
on the employees’ team, not 
yours. When I hear this, I am 
not even sure that they ever sin-
cerely addressed a productivity 

issue with the press staff. I con-
sider that they probably chose to 
sidestep the issue in order to 
avoid a confrontation with the 
staff. Remember, this “man-
ager” was once their equal, but 
now they are expected to be 
their superior when they 
jumped to your side of the 
fence. That change in their 
thinking never took place, in 
spite of their words. The results, 
or lack of them, proves this. 

    

3. New hires who used to be 
a manager for another 
drycleaner are promoted to 
management. Sometimes you 
think you’ve scored a touch-
down when you stumble upon 
a person who was a manager at 
another cleaners, near or far. 
Sometimes you will be right, but 
not always. The trick is to make 
sure that this person adopts 
your methods first rather than 
you adopting his or her style. 
They might come to the table 
with everything you need, or 
they may come with a set of bad 

habits that has continually 
thwarted his/her success or ad-
vancement. 

    

If he is the former, then he is 
demonstrating his flexibility 
and his ability to adapt. Just be-
cause you need a manager does 
not mean that any of your pro-
cedures need changing. Just be-
cause you hire someone from 
the outside does not mean that 

their ideas are better than yours. 
I see this often with new startup 
plants. Someone completely un-
familiar with this industry hires 
a (much-needed) manager with 
an extensive resume. Every 
word this person utters sounds 
like gospel.  

    

This is very dangerous, expe-
cially in the case of these indus-
try newbies. By the time the 
new owner catches on, much 
damage has been done. And 
sometimes it’s too late. 

    

As a costly byproduct of any 
of these situations, investments 
in equipment are made in an ef-
fort to do the management 
work. Equipment doesn’t run 
any business. Managers do. 
When you have any sort of 
problem, the solution always 
lies within management. But, 
it’s a costly lesson. Examples of 
this are everywhere. You find 
that your shirt pressing quality 
is lacking. Customers are com-
plaining or worse.  

    

You see a shirt unit at the 

Clean Show that presses shirt 
after shirt, flawlessly. You buy 
that but do not get the same re-
sults. Because you are only get-
ting 20 pants per hour, you buy 
a sandwich legger so that you 
can get 50 pants per hour. It 
doesn’t happen. You switch to 
bar codes to speed up assembly 
and eliminate errors. Nothing 
changes.  

    

All of these undesirable re-
sults happen because you didn’t 
need a shirt unit, a pants press 
or an assembly machine. You 
needed a manager who contin-
ually develops the staff, works 
to improve the company and to 
enhance the customer experi-
ence. Equipment minus man-
agement often turns out to be a 
train wreck. 

    

I have found that former 
restaurant managers adapt well 
to this industry. The environ-
ment in which they work is sim-
ilar to ours in that the 
surroundings are not glam-
orous, the need to get it done 
now prevails, and it can be hot 
and uncomfortable to work.  

    

Admittedly, the learning 
curve can be steep, but the right 
person easily overcomes that 
obstacle. 

    

Unfortunately, the epilogue 
here does not contain a magical 
answer, only wisdom. We all 
have made bad hires, but the 
trick is to be capable of recogniz-
ing when enough is enough; 
being able to read the handwrit-
ing on the wall to be able to (one 
more for the cliché-fest) to see 
inside the crystal ball. 

    

If you have multiple plants, 
train a new manager for Plant A 
at Plant B. If you don’t have 
more than one plant, train a new 
manager at a drop store so that 
he/she gets as much experience 
as possible with everything that 
goes on there... including read-
ing lots of back issues of this 
and every other industry publi-
cation.  

    

Good luck. It’s a challenge 
out there! 
     “If you do what you've always 
done, you'll get what you always 
got.” 

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 40 
Winchester Ln, Suite #5, Fall 
River, MA 02721, by cell (508) 
965-3163, or email at 
tailwind.don@me.com. The Tail-
wind web site is www.tailwind -
systems.com.

SHIRT TALES BY DON DESROSIERS                    
Which type of manager have you hired?
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I have found that former 
restaurant managers adapt well 

to the drycleaning industry. 
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formally Equipment Sales Corporation

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

Union HXL8000K Unipress Versaform

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 more than 100,000 parts in stock, our parts department is ready to serve. 
We work with several finance companies so financing options are available.

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
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One of the main reasons 
why we have employee 
turnover is because we 

do not have a solid on-board-
ing and training system or pro-
cedure that ensures that you 
will be able to retain your 
newer employees.  

    

As we continue to see peo-
ple struggle to hire, we are also 
seeing people bring in quality 
staff members and it’s all due 
to the initial buy-in.  

    

Here are a few steps that 
you can do that will help you 
get your new hire going and 

believe that they have an excel-
lent opportunity ahead of 
them. 

    

1) Create a comfortable in-
terview location and make 
them the number one focus.  

    

Too often we see people get-
ting interviewed by the same 
person who’s covering the 
counter or the phones.  

    

They are striving to make a 
good first impression and you 
should, too. 

    

2) Create a career opportu-
nity for them. The incoming 
prospect should feel like they 

have a great opportunity to go 
past this position and they’re 
not starting off with a dead 
end job.  

    

Paint a picture of what the 
future looks like for them and 
this will increase their chances 
of staying longer. 

    

3) Training and on-boarding 
is the absolute most critical el-
ement.  

    

Obviously, you don’t want 
to have your outgoing em-
ployee training the incoming 
newbie.  

    

Recently at Route Pro Uni-

versity, we trained Randy 
Marsh from La Mer Dry Clean-
ers whose second day on the 
job was sitting in our office.  
Owner AJ Davidson com-
pletely gets it as he knows that 
any new hire needs to hit the 
ground running. 

    

4) Build off the training and 
continue to lead and coach the 
new employee as you want to 
celebrate their successes and 
hold them accountable 
through the lessons learned.  

    

I look at training and on-
boarding as a continual 

process, not just a 30-day pro-
gram. 

    

5) Finally, as Mark Albrecht 
of The Route Pros says it, “Do 
not reward mediocrity, but cel-
ebrate accountivation.”  

    

By balancing both account-
ability and motivation, you 
and your company will experi-
ence longer employee tenures 
and less turnover. 

    

The bottom line is this: 
There are 150 things you can 
do that don’t require you to 
pay them more to “keep” 
them.  

    

Provide a great workplace 
atmosphere and make it fun so 
that the employees can find no 
reason to look elsewhere.

THE ROUTE PRO
The value of on-boarding and training

BY JAMES PEUSTER

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 informa-
tion, call (816) 739-2066 or visit   
www.theroutepro.com.

Randy Marsh (left) from Le 
Mer Cleaners in Juno 
Beach, FL, recently spent 
his second day on the job 
with The Route Pros where 
he learned firsthand about 
“hitting the ground run-
ning.” He is pictured re-
ceiving a certificate of 
training completion for his 
efforts from Route Pros 
owner James Peuster 
(right).

To learn more, visit www.nationalclothesline.com/ads

By balancing both 
accountability and 

motivation, you 
will experience 
less turnover.
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WRENCH WORKS BY BRUCE GROSSMAN

In the past, companies sup-
plying boiler maintenance 
chemicals like “boiler com-

pound” had representatives 
visit your plant, take water 
samples and analyze them in 
order to prescribe the proper 
blow-down procedures and 
how much boiler compound to 
add and when.  

    

However, the business 
model which provided that 
type of high-level service is no 
longer workable in most areas. 
Therefore, these test proce-
dures must now be carried out 
by either sending samples to a 
lab for analysis or by onsite 
water testing by plant person-
nel. 

    

The purpose of this series of 
articles is to teach how to use 
modern testing devices to ana-
lyze the water samples and de-
termine the proper balance of 
boiler chemistry and blow-
down procedure. Also, this se-
ries of articles will teach the 
methods used to obtain, meas-
ure, and evaluate boiler water 
samples. 

    

Water is often referred to as 
the universal solvent and 
therein lies the problem. Water 
can dissolve almost anything 

that comes in contact with it. 
Salts, sugars, acids, bases, 
many gasses — water just 
doesn’t care; it just dissolves 
them and keeps on rolling, 
rolling along.  

    

Take a moment and think 
about it. What barbarian 
amongst us would confuse a 
glass of sparkling San Pelle-
grino or Perrier with a glass of 
common tap water, after all, 
it’s just H2O, isn’t it?  

    

Well, the difference in taste 
is what is dissolved in the 
water (a solute is the term for 
something that is dissolved in 
a solvent, in this example 
water is the solvent) and water 
being added to the boiler must 
be treated in order to remove 
or control the concentration of 
most of these solutes. 

    

There are three sources of 
water referred to in this and fu-
ture articles on this subject: 

    

A. Tap, makeup or city 
water. This is the raw water 
used to make up for water that 
has been lost in the process of 
using the steam generated by 
the boiler. 

    

B. Feed water. This is the 
combination of fresh makeup 
and condensate returning to 
the return (condensate) tank. 

    

C. Boiler water. This is the 
water contained inside the 
boiler itself which will be con-
verted to steam. 

    

We will only be concerned 
with feed and boiler water 
from this point forward.  

    

There are maximum allow-
able quantities of dissolved im-
purities for both feed and 
boiler water, and these will 
vary slightly with each boiler 

manufacturer. Although there 
is a long list of impurities to be 
found in water entering a 
boiler, in the drycleaning and 
laundry industries, by far, the 
major ones affecting the oper-
ation of boilers are: 

    

1. Dissolved solids are 
known as TDS or total dis-
solved solids. This family of 
impurities provides the chem-
icals which form scale. As scale 
accumulates on the heat trans-
fer surfaces inside the boiler it 
acts as an insulation blanket re-
ducing the efficiency of the 
boiler which greatly increases 
fuel costs. Additionally, over 
time scale clogs the tubes 
and/or internal flow-path of 
water inside the boiler result-
ing in local hot spots on the 
heat transfer surfaces leading 
to early boiler failure. 

    

2. Oxygen is dissolved in 
the new city water entering the 
return tank. This oxygen com-
bines with carbon dioxide to 
form carbonic acid, a destroyer 
of the metal in the boiler and 
piping throughout the 
steam/return systems. The 
concentration of acids in boiler 
water is indicated by the pH 
(pH is a scale used to specify 
how acidic or basic [alkaline] a 
water-based solution is). 

    

Fortunately, test equipment 
in the form of electronic meters 
are readily available, inexpen-
sive, and easy to use. They pro-
vide the data to control the 
concentration of these bad ac-
tors. Measuring TDS and pH 
levels can indicate the condi-
tion of the treated water enter-
ing as well as inside the boiler, 
allowing us to adjust the blow-
down frequency and the vol-
ume and timing of boiler 
compound addition to the re-

turn tank to prevent boiler 
damage. 

Obtaining a Water Sample for 
Testing 

    Where’s the best place to get 
a water sample? I’ve found the 
easiest and safest place to ob-
tain a water sample is from the 
blow-off drain at the bottom of 
the sight glass on the water col-
umn. After turning the boiler 
on wait until there is just a few 
pounds of steam pressure and, 
while wearing a leather or rub-
ber glove as well as eye pro-
tection, drain about a cup of 
water for testing. If there is not 
a ball valve at the bottom of 
the sight glass fixture, install 
one. 
    Caution: Steam will scald 
you on contact. Observe ex-
treme caution when obtaining 
a sample! That’s it for this is-
sue. Next month, I’ll be contin-
uing on how to use the two 
boiler water measuring de-
vices — the TDS and pH me-
ters.

Is your business on 
LIFE SUPPORT 

or is your business 
SUPPORTING 

your LIFE?

402-690-0066   |   MethodsForManagement.com

Methods for Management understands that privately owned businesses have unique wants, needs, and desires. We consider 
some of the critical questions about your business to provide the best coaching and consulting possible.

Contact us to find out how we can help 
you maximize your business.

To learn more, visit www.nationalclothesline.com/ads

Bruce Grossman is the chief of 
R&D for EZtimers Manufactur-
ing, the manufacturer of the Tat-
tler steam trap tester; Drop In 
The Bucket and Sahara line of 
high purity separator water mis-
ter/evaporators and the new EZ 
Level line of return tank level 
and temperature controllers. The 
EZ Level replaces the problem-
atic ball-float valve in your boil-
ers’ return tank, helping to 
eliminate boiler damage and lost 
production caused by boiler 
down time. See our ad in this 
issue and for further information 
on the EZtimers product line or 
visit www.eztimers.com. Ad-
dress any questions or com-
ments to bruce@eztimers.com 
or call (702) 376-6693.

Boiler water testing — Part I

Water is often 
referred to as the 
universal solvent 
and therein lies 
the problem. 
Water can dissolve 
almost anything 
that comes in 
contact with it... 
salts, sugars, acids, 
bases, many 
gasses.
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Spotting is an art indicated 
by the fact that some spot-
ters are able to remove 

stains while others cannot 
even when they have access to 
the same equipment and mate-
rials. The steam gun is the 
most commonly used item that 
is often taken for granted by 
many spotters. Some spotters 
use it correctly and efficiently 
while others do not, causing 
results to vary. 

    

The steam gun requires skill 
and knowledge to make it 
work effectively for you. The 
heat and pressure of the steam 
gun can aid or hinder you in 
removing a stain. The heat at 
the tip of the steam gun can 
reach a temperature of 300°F. 
In some instances, the heat and 
pressure is useful in removing 
stains quickly, especially on a 
dark garment with a built-up 
sweet stain. A sweet stain is de-
fined as a stain composed of 
sugar, salt or starch.  

    

It must also be noted that 
the heat and pressure of the 
steam gun can damage deli-
cate fabrics such as silk and 
rayon, as well as fuse heat-sen-
sitive fabrics such as polyester 
and acetate. On light-colored 
garments, the heat and pres-
sure can oxidize and set the 

stain. On light-colored gar-
ments, most stains are com-
posed of substances that only 
partially dissolve with residue 
remaining that can become 
completely oxidized. 

    

In my spotting classes I 
demonstrate this by having a 
student use the steam gun on a 
mustard stain in attempts to 
remove it. The result is a 
residue that cannot be re-
moved without using 
bleaches. The correct distance 
that the steam gun is used is 3 
to 5 inches above the fabric. 
You would easily know the 
proper distance by holding 
your hand over the stain and 
judging the heat that you feel. 

    

A comfortable temperature 
that you feel is about 105 to 
110°F, which does not set 
stains. The other problem a 
spotter faces is their attempts 
to flush a stain which appears 
to be wet side, but is frequently 
an oxidized oil stain. The heat 
of the steam gun further oxi-
dizes this type of stain. 

Enzymes 
    The heat of the steam gun 
can be used to heat up an en-
zyme-based spotting agent. 
Some enzymes can work at a 
critical temperature between 
100 and 120°F. 

Heating Chemicals 
    The steam gun is effective 
for heating up chemicals. This 
is one of the areas that cleaners 
tend to be in error when at-

tempting. Chemicals are accel-
erated by heat. Every 18 de-
grees rise in temperatures 
doubles the chemical action. To 
heat up the chemical, you must 
use a light feather of steam. 
Many cleaners do not do this 
effectively. They use a little too 
much steam pressure which 
flushes away the chemical. A 
light feather of steam means 
the steam gun only emits a 
light vapor from the gun. If 
you have a problem adjusting 
the steam gun vapor by the 
pedal application or an adjust-
ing knob, the following proce-
dure can be used. Expel the 
steam from the steam gun on 
the floor and immediately re-
lease the pedal and quickly 
hold the gun over the stained 
area with the chemical on it. 

The existing vapor coming 
from the gun is just enough to 
heat up the chemical process 
and produce the right chemical 
action. 

Feathering 
    The steam gun can also be a 
valuable tool for feathering a 
wet area. After spotting, bring 
the wet area over the vacuum 
area of the spotting board. 
Then, flush the outer area of 
the ring and use the air pres-
sure to dry the wet area while 
applying vacuum. Always dry 
the outside of the wet area pro-
gressing toward the center. 

Bleeding dyes 
    While doing wet side spot-
ting, if you find an area bleeds, 
the following procedures for 
correction can be used. Place 
the garment over a towel and 
apply dry steam. This is ac-
complished by emptying the 
gun on the floor so any wet 
moisture is emitted. Quickly 
flush the areas that bled and 
then quickly dry it. The air 
pressure applied over the wet 
area will often force the dye 
into the towel. 

Flushing Chemicals 
    The steam gun flushes 
chemicals, but often not com-
pletely. For example, when us-
ing rust remover there is no 
amount of flushing that re-
moves the rust remover, which 
is dangerous when remaining 
in the fabric.  
    This is a very dangerous 
chemical and therefore should 
be neutralized with a protein 
formula and then flushed 
again. 

Fogging Method 
    On some rayons and silks 
you may encounter a discol-
ored area due to a sizing shift. 
The steam gun is very useful 

for correcting this type of prob-
lem. Put the discolored area 
over the spotting board. Then, 
apply dry steam so it only dis-
solves the sizing but does not 
wet the fabric. After the area 
has been fogged, use the air 
gun to dry it quickly. This 
method works very effectively. 

Clean Brushes 
    Before using the white wet 
side brush, steam it out to re-
move dye and chemicals. Do 
not use water on the black 
brush which is only used with 
dry side lubricants. 

double Creases 
    If a garment has a double 
crease, the heat and pressure 
of the steam gun can be used 
effectively to remove the dou-
ble crease. 

Ground-In Soil (Hemline, 
Collar and Cuffs) 

    After wet side pre-spotters 
are applied to ground-in soil, 
the steam gun can be an aid in 
removing this ground-in soil. 
Steam the affected area lightly 
which activates the lubricants, 
softens the fabric and allows 
better release of soil when me-
chanical action is applied.

THE SPOTTING BOARD
The proper use of the steam gun

BY DAN EISEN

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.

To learn more, visit www.nationalclothesline.com/ads

The steam gun is effective for heating up 
chemicals. This is an area that cleaners 
tend to be in error when attempting.

CRAIG’S CLEANERS of Bristol, TN, recently purchased a 
new UNION HXL 8025-C drycleaning machine installed by 
WAG Equipment, LLC. Plant owner Eric Fields (left) is pic-
tured with John Armstrong of WAG Equipment, LLC at the 
installation of the machine.
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KEEP IT LEGAL
Even managers need proper training

BY FRANK KOLLMAN

Frequently, employees 
are promoted based on 
their skills as counter 

employees, mechanics, pro-
duction employees, salespeo-
ple, clerical employees, or 
administrators.  

    

Putting out product, han-
dling customers, doing con-
struction work, selling 
service contracts, entering 
payroll, and preparing budg-
ets do not train individuals to 
be good supervisors. The net 
result of a promotion of a 
great employee can often be 
(1) the loss of a great em-
ployee, and (2) the addition 
of an inadequate supervisor. 
Very few people are pro-
moted because of their ap-
parent supervisory skills. 

    

While some people are not 
suited to management, most 
great employees, if properly 
trained, can grow to be good 
to great supervisors.  

    

Promotion without train-
ing, however, is like giving a 
supervisor a license to create 
human resources problems: 
discrimination lawsuits, em-
ployee complaints, lost pro-
ductivity, and constant 
turmoil. 

    

How many experienced 
supervisors, much less new 
ones, would know what to 
do in the following situa-
tions? 

    

1. An employee insists that 

he does not want to be paid 
overtime for the extra time he 
spends at his desk learning a 
new accounting program. He 
is willing to sign a waiver 
stating that it is his idea not 
to get paid. As an alternative, 
he asks if he can work 
through lunch. 

    

2. An opening in the plant 
is created. An African Ameri-
can employee asks to be 
transferred, but you think a 
particular white employee 

has better skills and atten-
dance. The white employee 
expresses no interest in the 
transfer. 

    

3. It snows on a Thursday, 
and you close the shop at 3 
p.m. to allow employees to 
get home before the roads are 
impassable. You decide to 
pay employees for the day. 
Three of your employees nor-
mally leave at 4:30, rather 
than 5:00. They ask to leave 
at 2:30 or be paid a half hour 
of overtime. 

    

4. You inherit a 65-year-old 
employee from another su-
pervisor.  She has great eval-

uations for the 15 years she 
has been with the company, 
but you think she is incompe-
tent. She has a sign on her 
locker that says: “Age Dis-
crimination is Against the 
Law.” 

    

5. You learn that a truck 
driver may have sold 
Amway to a customer. You 
want to talk to him about it, 
and he asks if Phil, the other 
driver, can sit in on the inter-
view. 

    

6. The new counterperson 
is very attractive, and she 
dresses provocatively. She 
hears from one employee 
that some employees in the 
plant have been talking 
about how “hot” she is. She 
tells you it bothers her know-
ing that they talk about her, 
but she does not want you to 
do anything. She says she 
quit her last job because she 
had problems with the way 
the manager “glared” at her. 
That’s why she filed a law-
suit against him. 

    

7. The new hire announces 
that she is pregnant and is 

due in 4 months. She wants 
to know whether her job will 
be open when she returns 
from maternity leave. 

    

8. John tells his coworkers 
that he has received a raise, 
and it causes morale prob-
lems. You need to prevent 
this kind of fallout in the fu-
ture. 

    

9. Sally tells you that she 
has three disabilities: depres-
sion, diabetes, and kleptoma-
nia. She says she will need to 

report to work late several 
days a week, has to have 
three breaks a day to admin-
ister insulin and eat some 
carbohydrates, and probably 
will steal worthless trinkets 
from people’s lockers now 
and again.  

    

10. An exempt (from over-
time), salaried employee 
starts coming in late every 
day, and leaves early two 
days a week. He says he has 
a drug addiction under treat-
ment that will require him to 
keep this schedule for the 
next 18 weeks. 

    

All of these are real prob-

lems, and there are real, prac-
tical solutions. But would a 
typical new supervisor know 
what to do? 

    

There are five areas that 
need to be covered in super-
visor training. A training pro-
gram, regardless of its length, 
should cover these topics: 

    

1.  Federal, state, and local 
laws. 

    

2. Company policies, espe-
cially if there is a union con-
tract. 

    

3. How to interact with 
employees. 

    

4. Writing human re-
sources documents. 

    

5. Problem solving, such as 
solving the problems de-
tailed above. 

    

At a bare minimum, two to 
four hours would be needed 
to touch on these topics.  Of 
course, training supervisors 
costs money and time. That is 
the main reason why em-
ployers take the “sink or 
swim” approach for supervi-
sors, rather than give them 
training.  

    

Nevertheless, managers or 
company officials can be 
“trained to train” new super-
visors, drastically reducing 
the expense. 

    

Labor and employment 
laws get more complicated 
each year. Further, employ-
ees are more and more in-
clined to sue, where in the 
past they merely looked for 
other work.  

    

If a supervisor mishandles 
a promotion, termination, 
salary issue, or leave request, 
it could cost thousands of 
dollars to defend, even if the 
supervisor was not moti-
vated by illegal reasons. 
Labor and employment laws 
are too complicated for the 
average supervisor to admin-
ister without some help. 

    

If it is worthwhile to have 
“orientation” for new hires, it 
is worthwhile to orient new 
managers. In the long run, 
the cost will be far exceeded 
by the benefit.

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.

Promotion without training is like 
giving a supervisor a license to create 

human resource problems.

To learn more, visit www.nationalclothesline.com/ads

CONTACT DON DESROSIERS
Over 40 years of experience in dry clean operations, 
work昀ow 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  I  TAILWINDSYSTEMS.COM

WANT TO IMPROVE 
YOUR PLANT’S 
PRODUCTIVITY?
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NEWSMAKERS
The Route Pros recently an-

nounced that Jennifer Mar-
quardt is joining the team as the 
customer service expert for on-
site training. 

“We know it is vital for our 
clients to have access to an expert 
who has hands-on experience at 
the counter, as well as retention,” 
said James Peuster, owner of the 
company that has been operating 
about 20 years. 

 “Jennifer is exactly what this 
industry needs — a fresh and pos-
itive spirit,” added Mark Al-

brecht, chief experience officer 
for the company. “The addition of 
Jennifer to the Route Pros’ team 
is exciting! Now, more than ever, 
Route Pros members are looking 
to achieve superior client relations 
and separate themselves from 
their competitors.” 

Marquardt was also excited 
about taking on her new role with 
the company.  

“I am very happy to be joining 
the Route Pros team,” she ex-
plained. “With a combination of 
James, Mark and myself, we are 

excited to offer members the tools 
they need, not only to grow, but 
to thrive. Thank you James, Mark 
and all of the Route Pros members 
for putting your trust in me. To-
gether, we are going to accom-
plish amazing things. I can’t wait 
to get started.” 

Previously, Marquardt worked 
for almost 17 years in various 
leadership capacities for Arthur’s 
Executive Cleaners of Clarence, 
NY. 

For more information, visit 
www.theroutepros.com.

To learn more, visit www.nationalclothesline.com/ads

For Contactless Automation 
at the Front Counter, Plant 

and Routes

Toll Free 877.906.1818  www.ezpi.us

• Presses and Solutions for all Budgets

• Best and Free Technical Support Forever 

• Proudly Made in the USA  

• We are the Only Manufacturer of TÜV SÜD Safety 

Certified Presses; Includes OSHA and UL Safety 

 Standards

• Low Cost of Ownership – Very Reliable, 

 Easy to Fix and Upgradeable

• Pre-printed Sequentially Numbered Heat Seal 

 Barcode Labels in One Day

Call Toll Free 
877.906.1818 
for details on your FREE 
Heat Seal Press EVALUATION 
The Ultimate Heat Seal 
Machine with terms and plans 
that work for you.

A Proven Industry Leader 
& Recommended by the 
Consultants You Trust.

Saves You Money, 
Time and Labor  

(816)  739-2066
To learn more, visit www.nationalclothesline.com/ads

ByNext, the leading technol-
ogy-enabled home services com-
pany, providing eco-friendly 
laundry, drycleaning and resi-
dential home cleaning, an-
nounced that is has acquired 
WashBox, a Los Angeles-based 
laundry and drycleaning delivery 
company. 

The WashBox acquisition 
will accelerate ByNext’s expan-
sion into a new market and so-
lidify its position as a national 
leader in the home services 
space. 

For more information, contact 
press@bynext.co. Jennifer Marquardt
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DATELINE
2021 

May 4, 5, 11, 13, 18, 20 
Drycleaning and Laundry Insti-
tute’s six-part virtual stain re-
moval course. Meets Tuesdays 
and Thursdays for three weeks. 
Register by calling (800) 638-
2627 or www.dlionline.org. 

May 5 DLI webinar on “How and 
Why to Hire an Outside Sales 
Team on a Budget” with Robert 
Bobo IV. Call (800) 638-2627. 

May 12 DLI webinar, panel dis-
cussion on “New Services 
Members Are Offering.” Call 
(800) 638-2627. 

May 19 DLI webinar on “The 
Power of Seeting Your Busi-
ness and Personal Three-Year 
Vision” with David Coyle. Call 
(800) 638-2627. 

October 19-22 Textile Rental 
Services Association annual 
conference and exchange. 

Carlsbad, CA. Call (703) 519-
0029. 

November 27- December 1 Tex-
care International. Frankfurt, 
Germany. Visit www.messe-
frankfurt.com for additional de-
tails. 

 

2022 

May 17-19 Excellence in Laun-
dry Conference, sponsored by 
Coin Laundry Association. 
Rancho Bernardo Inn, San 
Diego, CA. For information, 
call (800) 570-5629. 
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ONE MACHINE, Many Solvent Options
Very Simple

Just Replace Solvent and Adjust Settings
That is German Engineering

Böwe USA
David Kim (855) 823-7987 • Cell (510) 774-5028

3649 Yale Way • Fremont, CA 94538 • 510-293-8954 • e-mail: BoweUSA1@gmail.com

Join the

Family
MULTISOLVENT®

To learn more, visit www.nationalclothesline.com/ads



PAGE 26 / NATIONAL CLOTHESLINE / MAY, 2021

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.nationalclothesline.com/adform

1-800-568-7768 
CLEANERSUPPLY.COM 

OVER 20,000 
PRODUCTS 
 IN-STOCK.

GREAT PRICES.  
FAST DELIVERY.

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

Full Plant Laundry/Drycleaners in 
upscale area of Jacksonville, FL. Floor 
plant 4,500 square feet. Annual gross 
sales $550-$600,000. For more info, 
contact 904/226-8361.

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 
Available

Visit these advertisers’ web sites! 
 Links to all are listed  

at www.nationalclothesline.com/ads

May 2021

Be Creative 360 ...............23 
Bowe USA........................25 
Cleaner Business System..3 
Cleaner’s Supply..............26 
Diamond Computer..........26 
DLI ...................................17 
Dryclean 101.com............21 
European Finishing....14, 28 
EZ Timers.........................20 
EZProducts ......................24 
Fabricare Manager...........11 
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Gulf Coast Equipment......15 
Iowa Techniques ................8 
Methods for Management18 
Miele ................................10 

Mosena Enterprises .........26 
Newhouse Specialties......26 
NIE Insurance ....................5 
North American Bancard..15 
Parker Boiler ......................2 
Patriot Business Advisors 26 
Permac Parts Depot ........26 
PROS Parts .....................26 
Realstar............................16 
Route Pro.........................24 
Sankosha ...........................9 
SPOT Business Systems.27 
Sonozaire.........................26 
Tailwind ............................22 
Team Products ...................7 
Union Drycleaning............19

Index of Advertisers

Miss an issue? 
Looking for an article? 

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

www.nationalclothesline.com 

 
• Complete text of the current issue. 
• Back issues with search capabilities 
• Links to hundreds of industry web sites 
• On-line classifieds 

Find it fast when you need it at nationalclothesline.com
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May

Complete Cleaning Plant for Sale 
due to health reasons. Many new 
pieces of equipment with oldest from 
2006. Medium size town with limited 
competition in Steubenville, Ohio, which 
is 45 miles from Pittsburgh, PA or 
Wheeling, WV. Large possibilities. Con-
tact 740-632-8500 for more information.

For more information, email 
info@nationalclothesline.com  

or call (215) 830-8467

For Sale Dry Cleaners/Shirt Laundry 
- Eastern Oregon/Idaho, established 
over 40 years, 3rd generation, owner 
selling to retire, 2 locations with partial 
real estate, 317K including business 
plus equipment. Contact Mark Bottles 
Real Estate - (208) 377-5700.

Southwest Distributor has opening 
for an experienced laundry chemical 
technician to work an established sin-
gle state territory. Relocation ex-
penses, insurance and salary. Replies 
confidential. E-mail resumes to 
602.hiring@gmail.com.

To place your classified ad in next issue,  visit our website and  
download the pdf form at nationalclothesline.com/adform  

For more information,  email us at: 
info@nationalclothesline.com or call (215) 830-8467
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powered by

BUSINESS SYSTEMS
TM

When it was originally conceived over 20 years ago, SPOT di昀erentiated
itself by being the 昀rst – a software system to simplify and improve the lives 

of dry cleaning operators. By delivering a new re-imagined, simple,
and e昀ective solution, SPOT continues to lead the way.

WHY?

Put our Knowledge to Work 
Our team of industry experts has over 80 years
of experience operating dry cleaning businesses.

Integrations that Matter
We understand the integrations that make a 
di昀erence. Metalprogetti, Twilio, BeCreative360, 
Zubie, Alexa and much more.

Designed for the Future
Our new platform is built on the latest, industry-
leading technologies from Microsoft, Google and 
Apple—technology you count on for your future.

To learn more, visit www.nationalclothesline.com/ads
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