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Cleaners convene for SprmgFest 21

The industry may have be-
come smaller, but it has also
grown stronger and more
united, according to a panel
of drycleaning experts who
spoke on the final day of
April’s  SpringFest EXPO
2021, hosted by NEFA,
PDCA, SEFA in conjunction
with the Drycleaning and
Laundry Institute.

That panel, consisting of
DLI CEO Mary Scalco, Bill
Odorizzi of Sankosha USA,
Kermit Engh from Methods
for Management and Route
Pros founder James Peuster,
performed a SWOT analysis
on the industry, listing its
Strengths, Weaknesses, Op-
portunities and Threats. In
perhaps drycleaners’ most
difficult year, the panel felt

many in the industry re-
sponded to the challenge
with focus and grit.

Engh, who was charged
with examining the indus-
try’s strengths, believes lead-
ing industry organizations
and associations helped pave
the way for struggling clean-
ers and have proven to be an
excellent resource. “I don’t
know if it’s unique to our in-
dustry, but I just can’t imag-
ine any other industry that
came together this quickly,”
he said. “But, we were ham-
mered so hard that it helped
everybody get through it.”

In addition to relying on
fellow drycleaners, the in-
dustry trudged through the
past year by making tough
and courageous decisions to

During SpringFest, Bill Odorizzi (top left), Mary Scalco (top center), Kermit Engh (top right)
and James Peuster (bottom left) performed a S.W.0.T. analysis (Strengths, Weaknesses, Op-
portunities and Threats) of the drycleaning industry. Peter Blake (bottom right) moderated.

raise prices, add services or
close stores when necessary,
Engh explained. The govern-
ment may have thought the
industry was essential, but
most of the customers didn’t.

That dwindling number of
regular customers is far from
the only weakness cleaners
now need to overcome. As
Odorizzi pointed out, the in-
dustry faces a problem with

its human resources. “The
pool of workers continues to
get smaller,” he said. “It’s
very challenging.”
However, he believes the
Continued on page 8

DLI unveils new Marketlng Lab program

Beginning June 16 and 17,
the Drycleaning and Laundry
Institute will launch its new
Marketing Lab program giv-
ing members a chance to de-
velop or tweak marketing ef-
forts together with peers.

“I have been so impressed
with the exchange of ideas on
the Peer-to-Peer Zoom meet-
ings we have been hosting
over the past year,” said DLI
CEO Mary Scalco. “I always
learn something and those

who participate report feeling
the same way. This series of
virtual meetings will focus on
marketing and who better to
learn from than your peers?”

So far, enough DLI mem-
bers have shown enough in-
terest to launch three groups
of 25 members, two of which
will start on June 16 and the
other the next day. Partici-
pants should be willing to
share and handle a critique.

Continued on page 8

The Clean Show that might have been

The drycleaning industry
is experiencing the rarest of
anomalies: an odd-numbered
year without a Clean Show.
Normally, well over 10,000
attendees would be gathering
in Atlanta,

GA, this
month for
the 44th year
of the bien-
nial event, to
catch  up
with col-

leagues, lis-

ten to educational seminars
and look at the latest cleaning
equipment in action on the
exhibit show floor.

Instead, the coronavirus
wreaked untold havoc on the
world economy and health.
Just in the U.S., there have
been more than 33 million
cases to date, resulting in
over 586,000 deaths.

Under the specter of un-

certainty, Messe Frankfurt
made the difficult decision to
postpone the 2021 edition of
the Clean Show in November
of last year.

The next edition will still
be hosted in the
city of Atlanta
as originally
planned, but it

the
‘eo n is now sched-
uled,  oddly
Show”

“enough, during

an even year:

July 30 through
Aug. 2,2022.

The postponement is the
first of its kind in the Clean
Show history which began in
the mid-1970s when three in-
dustry associations decided
multiple exhibit shows annu-
ally was too expensive and
time consuming, opting in-
stead to sponsor one of sig-
nificantly greater scope: the
World Educational Congress

for Laundry and Drycleaning
in 1977.

Later, it was dubbed the
Clean Show, and it was spon-
sored by five major trade as-

sociations: Association for
Linen Management, Coin
Laundry Association,

Drycleaning and Laundry In-
stitute, Textile Care Allied
Trades Association and Tex-
tile Rental Services Associa-
tion of America.

The show grew signifi-
cantly in size over the years
and became managed by pro-
fessional show management
firm Riddle & Associates,
starting with the 1993 show
and concluding its services
following the 2017 outing. At
that time, Germany-based
Messe Frankfurt, an interna-
tional trade fair and event or-
ganizer, purchased it.

Attendance numbers had
fallen on the wayside a bit

following the 2008 recession.
However, the last show in At-
lanta, which took place in
2015 following a 28-year ab-

sence from the city, had rep-
resented a turning point for
the industry with 11,264 at-

Continued on page 8
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Package with care
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or distract from shirt imperfections.
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PARKER
LINDUSTRIAL
BOILER

NEVER A COMPROMISE
FOR QUALITY OR SAFETY

5930 Bandini Blvd.
Los Angeles, CA 90040

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

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.

Lowest Cost of Ownership?

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.
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To learn more, visit www.nationalclothesline.com/ads
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We Speak Cleaner

"“Since 2009 CBS has given
me consistent updates and
easy to understand tech
support”

Solutions

e Suite of Features
- Our feature-rich software will
help you run all aspects of
your business more efficiently

and effectively. su ppo rt

* Industry Solutions * US based support with trained live agents
- Our Solutions are used across the dry * Independently owned and operated for over
cleaning industry including full price, 20 years.

route services, prepay and more.

Contact Us
for a FREE DEMO!

b
|

Workstatins Microsoft Surface POS

Visit our website: www.cleanerbusiness.com

Cleaner Business Systems ® 414 Gateway Boulevard

Cleaner | 5004069649

_— Business Systems www.cleanerbusiness.com e sales@cleanerbusiness.com

To learn more, visit www.nationalclothesline.com/ads
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Looking forward to a Clean Show comeback in 2022

Once up on a time — about 13 years ago or so — America began suffering
through its worst economic crisis since the Great Depression. The Great Recession,
as it is now called, lasted from December 2007 until June 2009, but its negative
effects could be felt for many years to come. The country’s unemployment rate,
which was at 5% at the start of the recession, rose to as high as 10% at one point.
Meanwhile, the bottom completely fell out of the housing market. Home prices
typically fell 30% on average... for those who kept ownership of their property.
Millions of Americans were forced into foreclosure.

For many small business owners, it was the biggest challenge they had ever
faced in their lifetimes. For some 170,000 small business owners, it was their last
challenge. After all, that is the number of small businesses believed to have closed
their doors in the U.S. between 2008 and 2010.

The drycleaning industry certainly felt the ripple of the recession, as well, and
the exhibition and attendance numbers for Clean 2009 in New Orleans had certainly
confirmed that. Back in 1999, the Clean Show was at its peak in popularity. It
reached a record number of exhibiting companies that year with 621. Just ten years
later, though, that number dropped down to about 200 fewer. Meanwhile, Clean
Show attendance, which had closed in on 20,000 in 1999, plummeted by nearly half
from that figure at Clean 2009 (whose attendance was approximately 25% down
from the previous Clean Show two years before). Things did not improve, even when
the Clean Show traveled next to Las Vegas in 2011 and back to the Big Easy in 2013
— both are venues that traditional draw in the biggest numbers historically —
attendance and exhibition numbers remained stagnant.

Then, something odd happened. In 2015, the Clean Show was hosted in a city
that hadn’t done so in 28 years — Atlanta, Georgia. Based on the recent lackluster
attendance and exhibition numbers, some may have questioned the decision to go
with a less-proven venue. However, the results were indeed surprising and all signs
pointed toward an industry comeback.

Clean 2015 in Atlanta performed much better than its three predecessors,
drawing 11,264 attendees to the Georgia World Congress Center, which represented
a 9% increase over the 2013 attendance. There were also 437 exhibiting companies
covering 195,400 sq. ft. of space in Atlanta, which was more than the three previous

shows. Best of all, Atlanta proved it could draw people from all over. Attendees
arrived from all 50 states, as well as 88 other countries.

In a National Clothesline editorial at the time, we noted that doubts were cast
aside from the show’s get-go, saying: “On the first day, attendees filled meeting
rooms and began two hours before the show’s official opening. More people came
as the day went on and flooded into the exhibit hall the moment the ribbon was cut.
And they stayed. Unlike some shows where the crowd dwindles in the afternoon
hours, the hall was still busy and full of people right up to closing time and beyond.”

Any doubts that the city of Atlanta was a suitable venue for the Clean Show
were emphatically erased, and it was already scheduled in the books from June 10 to
13, 2021. Of course, the pandemic blew all such books away. Last November, Messe
Frankfurt made a tough decision — and we deem the right call — to push Clean back
to 2022 (July 30 to Aug. 2). That doesn’t make this week any easier, though, because
most of us have been itching to go somewhere and see each other again. So, it will
be interesting to see if Atlanta provides the industry with the same unbridled energy
and enthusiasm we witnessed there in 2015.

Fortunately, we may not have to wait that long to see that happen. The outlook
for the country is looking better every day and there have been some positive signs
for the industry: schools reopening, jobless claims dropping, and the U.S. economy
rising. With over 122 million people fully vaccinated in the country (or 37% of the
population) during the fourth week of May, there are reasons for many of us to be
optimistic again.

Perhaps the best sign of improvement is that in-person industry events have
begun popping up again. The Southwest Drycleaners Association will host its
Membership Meeting at the Lone Star Court in Austin, TX, from July 9-10.
Meanwhile, the California Cleaners Association will present a live Fabricare 2021
Tabletop Conference in Las Vegas from Oct. 2 to 3 at the Sahara Hotel and Casino
— the same time when numerous industry groups and associations have scheduled
in-person meetings there.

Whether it’s Austin in July or October in Las Vegas — or some other time and
place to be determined, we have a feeling we speak for everybody when we say
we’re looking forward to the (not-so-distant) future.
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How Many Dry Cleaners
Has Your Insurance N 1E
Agent Handled?

One or Two? Three?

We've personally handled insurance for thousands of dry cleaners!
We've already dealt with most any issue your business is likely to face.
If you have any questions about insuring dry cleaners, we can and will give you a prompt, clear answer.
Skeptical? Call us with a question and find out for yourself.

Since 1915

There’s more: We're just two members of NIE’s team of experts.
NIE has been handling fabricare insurance since 1915!

Anne Cobb 4 W QT AF, A FAAL,

Customer Service and Sales Director of Korean Operations
Cobb@NIEinsurance.com Kang@NIEinsurance.com
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“Devoted 100% to Insuring Small Business Since 1915

NIE Insurance * 6030 Bancroft Avenue, St. Louis, MO 63109 * 1-800-325-9522 - fax (314) 832-6775 * www.NIEinsurance.com

To learn more, visit www.nationalclothesline.com/ads
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LorD BAITIMORE
CLEANERS
ANOTHER HAPPY AREA RUG

Sometimes, the more things change,

the more they stay the same. When

Glyndon Lord Baltimore (GLB)
Cleaners first opened its doors, there
was a diphtheria epidemic that peaked
in the U.S. with over 200,000 cases in
1921. In mid-May of 2021, the U.S. had
reported close to 33 million cases of
COVID altogether.

It's a good thing the business
planted strong roots from the start. Lo-
cated in Baltimore County, MD, today’s
owners, the Harman family, did have a
bit of difficulty tracing those roots.

“The deed is very convoluted, but it
does show the lot was sold by a gentle-
man who had an ice house and butch-
ery near here [the present day location]
to John and Mary Cockey on June 14 of
1920,” explained Janet Harman. “We
know the laundry started in 1921.”

At the time, it was called Glyndon
Laundry. “Their main thing was laun-
dry — sheets and all that,” added Mike
Harman, Janet’s husband whose family
first bought into the business in the late
1940s. “Back then, drycleaning wasn't
big and everybody didn’t have the
home washers and dryers that they
have now. It was pickup and delivery.”

Mike’s grandfather, Robert Mathias,
additionally bought and operated a
community swimming pool, which
was fortunate, because that is where his
daughter, Di, was on duty as a life-
guard when she met her future hus-
band, Otts.

“When my dad came in after World
War II, he invested money into buying
the drycleaning machines,” Mike
added.

The first generation of the family ce-
mented the business’s reputation for
quality and service; the second genera-
tion branched out to drycleaning. Both
moves are a big reason that it survived
until the third generation came in.

Otts and Di had seven children alto-
gether. It was Mike’s middle brother,
John, who wanted to take over the busi-
ness after he graduated from college.
Mike followed after he graduated in
1993. The brothers have been at the
helm of GLB Cleaners for over three
decades.

portunity to greatly expand the busi-

ness — as well as the name.

“In 1991, a good friend of the family
who we knew for years and years and
years — they had a big laundry down in
Baltimore called Lord Baltimore —they
had a bunch of stores, routes and rental
business,” Mike noted. “They said they
wanted to do away with everything ex-
cept the rental business. We ended up
buying their routes. That's how we be-
came Glyndon Lord Baltimore.”

Under Mike and John’s guidance,
the business continued to diversify.

“What they did was evolve to be not
only a wardrobe service, like the
drycleaning and laundry, but they cre-
ated a home textile division,” Janet
pointed out. “One of the other things
that we are known for is our pickup
and delivery service because, since the
business started 100 years ago, that was
the primary service that was offered.
What we want to do is create a one-stop
shop, if you want to call it that, for any

In the early 1990s, there was an op-

wardrobe or home cleaning textile care
that we can provide.”

“In the drycleaning business, it’s
tough just to rely on drycleaning suits,”
Mike added.

That has especially been true over
the past 14 months. “We're still down
22% from 2019,” Janet said. “But, if you
look at last year’s numbers, we're in the

GLBcleaners.com

black so that is making everybody op-

timistic.”

Today, Glyndon Lord Baltimore
Cleaners has two drops stores, six
delivery vehicles and a process-
ing facility that is over 10,000 sq. ft.
Currently, the staff consists of 25 em-
ployees on the team.

“We did have to let ten people go at
the beginning of the pandemic,” Janet
noted. “We just aren’t at the volume yet
to bring them back, so that’s been a lit-
tle bit challenging.”

“We lost customers because of the
pandemic, just like everybody else,”
Mike added. “Luckily, with us being so
experienced with the route pickup and
delivery business — we’ve got it down
to where we're pretty good at it, where
it's kind of hands-off. When the whole
pandemic started and people didn’t
want to come into contact with one an-
other, they gave us a call.”

Glyndon Lord Baltimore never
skipped a beat. The business may have
shortened hours and staff size, but it re-
mained open and operating.

“We still worked five days a week,
for the most part. We still had work
coming in,” Mike explained. “I've
found that a lot of people — even if
they weren’t going to work — were
cleaning their house. They were clean-
ing their drapes or they were cleaning
their rugs. They had a lot of time on
their hands.”

Unfortunately, many long-time reli-
able accounts — including some local
professional sports teams and universi-
ties — had to hit the pause button.

“You still talk to people who are still
not going back to the office and are still
working at home for the foreseeable fu-
ture, Mike said.

ven while drycleaning numbers
dipped down, GLB Cleaners
made a bigger effort to market

and communicate with customers.
“T've been amazed at the number of

people who have reached out to us, ei-
ther to offer support or we still have
clients call us on a regular basis just to
talk,” Janet noted. She met Mike in col-
lege, but didn’t come more actively in-
volved in the business until after she
worked many years for companies
such as McCormick & Company, a
global leader in the flavor industry,

Surviving a century

ness Journal. The company has also
worked with the Baltimore Museum of
Arts for over 20 years.

“We are a recognized name in the
community and we do value quality
and relationships very much. We try
very hard to maintain those relation-
ships and keep that longevity,” Janet
said.

John, Janet

and Mike
Harman

which is now a client of GLB Cleaners,
as well as Rubbermaid and The Boyds
Collection, the former known for its
storage containers and the latter known
for its Teddy Bear collectibles.

One customer, in particular, really
wanted to help. “One of our clients of-
fered, ‘Can I give you guys a couple of
thousand dollars even though I'm not
going to use it... so I can help you guys
and write it off as a credit,” Mike re-
called.

Janet offered an alternative sugges-
tion. She knew GLB Cleaners’ delivery
vehicles were currently being underuti-
lized and many local restaurants were
hurting because they did not have their
own vehicles for delivery.

“So, this lady — instead of giving us
the money — bought over 600 meals
for five or six or seven different hospi-
tals and we picked it up and delivered
it to the hospital,” Mike said.

There were a few other creative
ways that GLB Cleaners helped
its community in the past year.

“We worked with the Maryland In-
stitute of Art with repurposing our
plastic poly,” Jan said. “Students
weren’t in school, so we found a local
career and tech center for one of the
counties that we work in. Their design
students were still coming in. They
used the poly and created fashion items
as part of their final runway project, so
we developed a relationship with
them.”

“We’re very environmentally con-
scious,” Mike added. “Every week, I
probably take 100 to 150 pounds worth
of hangers up to the recycling place...
the scrap yard. It’s just too hard to un-
tangle.”

Additionally, he estimates that he
hauls a couple hundred pounds of poly
every three to four months.

All of these efforts have not gone un-
noticed. Recently, GLB was designated
as a 2021 Family-Owned Business
Award honoree from the Baltimore Busi-

ot long before the pandemic hit

N the U.S. hard, Glyndon Lord Bal-
timore added a new POS com-
puter system that proved to be very
smart timing indeed.

“Before we got the computer system,
the [route] driver used to have these big
books in their trucks of every stop.
Now, everything is stored on the
iPhone,” Mike said. “Every night be-
fore we go to visit a customer, we can
send out a text to them and if they don’t
have anything to pick up, they just say
‘no.” It's so much easier now.”

During the past year, they’ve cer-
tainly got to know the system better
and take full advantage of it. After all,
business is not likely to come knocking
on the front door these days.

“I know it’s hard, but you really got
to go out there and get the work,” Mike
emphasized. “You really have to go out
there and knock on doors and be visible
and just network and meet people.”

Fortunately, some positive signs
have been popping up recently at the
drycleaning business.

“Last week we just got 500 to 600
band uniforms,” Mike noted. “I think
people are starting to come back to
school. The colleges are opening.”

Janet has seen other positive indica-
tors, as well. “Just from our friends and
some of our networking things that
we’re involved in... people are ready,
for the most part,” she said. “People are
excited to get back out, pull out the
clothes they haven’t worn in the past
year and enjoy life again.”

Whether business crawls back
down, or spikes for a busy quarter, the
Harmans will approach it in the same
way that the family has done for the
better part of the past century: with a
willingness to change, adapt, adjust,
pivot, evolve... whatever is necessary
whenever it becomes necessary. They
have no intention of closing their doors
anytime soon. “It’s a strange time,”
Janet said. “It's going to be interesting
to see what happens this summer.”
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MORE REVIEWS.

MORE REVENUE.

“The ReviewMyDryCleaner platform is amazing!
We are receiving both 5-star reviews on Google and
Facebook Recommendations every week and almost
all of our new customers say that they find us online
because of the good reviews. It’s made a significant

difference in this time of COVID.”
Toran Brown Rytina Cleaners

“Yash and the rest of the team at BeCreative360
have been a joy to work with. Our new
ReviewMyDryCleaner platform has performed
better in one week than my previous provider
did in one year! I'd give ‘em 6 stars if | could!!”
Jim Gilligan Snedicor’s Cleaners

“With our old web chat software, we were getting 1-2 chats per week. Now we get 5-6
per day and our clients love that we’ll text them rather than sit on the website and wait
for an answer. The best part is, we don’t have to answer 80% of them because Robin
(the A.l. software) does it from the FAQ’s we created on the platform. | can’t say enough
great things about it! We’re going to be signing up on our other businesses too.”

Monika Manter Balfurd Cleaners

“Having BeCreative360 as a
reputation management partner we
went from 40 to 907 reviews at a
4.9 rating in less than 18 months. “
Michael Harris Oceanside Cleaners

ReviewMy
DryvCleaner

“The BeCreative360 team has transformed the
way we speak with our clients. Our messaging is
cleaner, clearer and paced properly. We have raised
awareness of our services with our existing clients,
gathered hundreds of positive public reviews.”
Tim McCann Best Cleaners - NY

ZBe

Creative:

Over 1000 successful locations currently active!

The dry cleaning industry’s only complete reputation management platform.
For more information, visit ReviewMyDryCleaner.com or call us at 949-270-1609

To learn more, visit www.nationalclothesline.com/ads
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Cleaners convene for SpringFest

Continued from page 1

industry has made strides to
improve its ongoing training
for team members with some
of the down time created by
the pandemic. It also gave
owners time to focus more on
business practices. As a re-
sult, the best drycleaners
have improved processes and
now have a chance to turn
that into more growth.

“COVID did escalate all
the things we needed to do.
COVID really did awake us,”
Peuster noted. “Really, what
it did was create an opportu-
nity for us to understand
market share.”

That market share was cre-
ated when many drycleaners
were forced to close their
doors in the past 12 months.
For all of the businesses re-
maining, those customers are
up for grabs. “I think hats off

to the industry because it has
always  regrouped and
dusted itself off and stood
back on its feet. Like Bill said,
instead of surviving, their
mindset is moving forward
and thriving,” Peuster added.

Unfortunately, there could
be a few threats to slow
things down... like dressing
down. “There really is a
Zoom wardrobe. We've all
gotten really comfortable,”
Scalco explained. “I don’t
think it's going to change. I
think people want to be com-
fortable.”

Even if formal wear be-
comes less prominent on a
permanent basis, Scalco be-
lieves the industry can still
give something to customers
that they can’t get enough of:
free time. If the industry can
do that and find ways to at-
tract younger customers, it

stands a better chance to
overcome threats such as the
federal government consider-
ing raising the minimum
wage and competition from
businesses outside the indus-
try. Amazon drycleaning?
Scalco warned it could be a
real possibility in the future.

Whether that happens
someday may be irrelevant if
cleaners don’t find a way to
communicate what they do
with their customers better.
“Our industry has always
had a commodity image be-
cause people don’t under-
stand what we do, how we
doit,” Engh explained. “They
don’t know what goes on be-
hind the wall, so to speak, so
it’s hard for them to have an
appreciation that there might
be 14 people who touch a
shirt before it gets back to the
customer, but it only takes

one barista to push eight but-
tons and you get a cup of cof-
fee... and it costs more.”
Perhaps the  biggest
strength of the industry is
that it simply survived. Dur-
ing SpringFest, Steve Wis-
chmann, a former Captain of
the U.S. Coast Guard and
president of Horizon Per-
formance Solutions, a leader-
ship consultant company,
compared last year’s strug-
gles for drycleaners to Search
and Rescue missions that he
used to conduct in the water.
“I oversaw thousands of
Search and Rescue cases.
Some were mundane and un-
eventful, and some were
shockingly devastating. But,
the one thing I can tell you is
oftentimes after a night-long
search or a day-and-a-half
search, when you find some-
one — a young woman or a
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man clinging to debris — and
we could effect a successful
rescue, one theme emerges
(and this is true in combat, as
well): you can see time and
again a person’s willingness
to survive, their will to live,
their commitment to con-
tinue to breath is oftentimes
the difference between life
and death,” he explained.
Just surviving is not the
goal, though. Fortunately,
SpringFest had  several
speakers that were offering
ways for cleaners to improve
their own businesses. Jen-
nifer Marquardt, a member of
the Route Pros team, offered
ways to simplify operations
and improve consistency.
Dave Coyle of Maverick Mar-
keting, also preached consis-
tency — when it comes to de-
veloping your brand.
Industry consultant Liz
Davies stressed the need to
measure production numbers
and share them with the staff,
and cleaners such as Monica
Manter of Balfurd Cleaners,
Christa Hagearty of Depend-
able Cleaners, Dan Miller of
Mulberrys Garment Care and
others offered tips on how to
stay up in a down market.
Overall, there were almost
ten hours of informative ses-
sions. The event was popular
enough for plans to be in the
mix for a second FallFest
EXPO from Now. 10 to 12.

DLI unveils
Marketing
Lab program

Continued from page 1

Ideas shared in a marketing
labs group are available to all
members of that group.

The cost is included in
DLI's membership. For more
information on any of DLI's
programs, visit DLIonline.org
or call (800) 638-2627.

An odd year
without a
Clean Show

Continued from page 1
tendees and 437 companies
exhibiting 195,400 sq. ft. of
space that year.

Those figures were all
higher than those recorded in
the three previous Clean
shows — two of which were
held in New Orleans, LA,
and one in Las Vegas.

Current conditions in the
country suggest it is starting
to open back up and people
are eager to return to nor-
malcy, but a Clean Show this
year would have likely been
premature and underwhelm-
ing. Fortunately, Atlanta will
have another chance to host
the industry’s comeback next
year.
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AN OUTSIDE PERSPECTIVE @

3y PETER BLAKE

The process of talent acquisition

ationwide, small busi-
nesses are facing the
same obstacle: lack of

help and inability to fully staff
their operations. This is the sin-
gle greatest challenge expressed
by all business owners, and we
are not alone. Restaurants, retail
stores and other service busi-
nesses are competing for the
same labor pool. We were facing
this same problem before the
pandemic, and now it is even
worse. There are a great many
reasons we can point to:
FFMLA, government assistance,
federal unemployment subsi-
dies, lack of childcare services,
remote schooling, fear of
COVID, and the list goes on. It
is a perfect storm of obstacles to
re-energizing the workforce.

At the outset, I thought with
the number of businesses clos-
ing, and non-essential busi-
nesses forced to stop operating
at full capacity, the pre-pan-
demic labor shortage would re-
verse itself. I was confident that
people would be hungry to find
and get back to work, but just
the opposite has happened. It is
becoming harder and harder to
find people, and even more dif-
ficult to hire the right people to
fit into your team. Every busi-
ness owner needs to be in a con-
stant  state  of  “talent
acquisition.” You can never feel
that you are fully staffed, be-
cause at the worst possible mo-
ment, you will lose a key person
and you are back at square one.
If you need one person, try to
hire two. In the long run being a
little overstaffed will always
cost less than being caught un-
derstaffed. If you have extra
personnel, you can always tran-
sition weaker team members to
different jobs, or realize they are
not a right fit and help them
find something better suited for
them. You always have room for
talent and great additions.

Where to find talent

There is no magic bullet. I am
sure you are all using message
boards, Indeed, ZipRecruiter,
Monster.com, Craigslist and
other avenues.

ZipRecruiter

‘indeed
craigslist

I hope it is working for you,
but if you are like most of the
companies out there, the people
you want to hire or look at sel-
dom show up for the interview

or have already joined another
staff. This can get frustrating
and can waste a lot of your time.

There are a lot of things you
can do to make better use of
those tools. If you need help —
reach out and I can share some
ideas for you. If done right,
those tools can be useful. You
have to be quick, attentive, re-
sponsive and decisive. Every-
one is using these tools and the

past year, many great employ-
ees have been kept working, but
their hours have been cut. Do
not be afraid to approach people
with potential and offer them
supplemental hours. Retail
stores and restaurants are great
resources. Let the prospective
hire know that if they need
more hours, you may have
some flexible hours you can
give them if they want to try

reality of today is that job appli-
cants have many choices. With
minimum wage continuing to
rise and corporate pay structures
in restaurants and fast-food busi-
nesses continuing to escalate,
you need to set yourself apart.
The days of posting an ad, get-
ting 30 applicants, and having
your choice of employee is
GONE. Now you are lucky to get
those who apply to even show

and you are responsive. When
working on your social media
pages, highlight your employ-
ees. Stress their longevity. Fea-
ture ones who have been pro-
moted or moved up in the
company. Highlight activities
you have done with your staff,
or any highlights or recognition.
When you demonstrate the
value of your team members
publicly, you are showcasing

If you need one person, try to hire two. In the long run
being a little overstaffed will always cost you less than
being caught understaffed.

competition is fierce. Do not just
rely on putting an ad on those
message services and expect a
great return. You must be the
aggressor. You must search for
candidates who actively update
their information. You need to
go find them. By the time they
see your ad, it may be too late.

“We look for three things
when we hire people:
Intelligence, Initiative,
and Integrity. If they
don’t have the latter, the
first two will kill you.”
— Warren Buffett

I am going to make a confes-
sion here. Many of the ideas that
I am referencing have come
from the DLI peer-to-peer Zoom
calls for members. There is no
better forum to discuss issues,
ask for advice, and to learn new
ways to approach old problems.

To really be successful, how-
ever, you need to step outside
the normal everyday tools and
constantly be a “talent agent.”
You must be on the lookout for
the type of people you want to
build your staff. When you are
out at a restaurant and get ex-
ceptional service, maybe leave a
business card with their tip let-
ting them know if they ever con-
sider a career shift, you are al-
ways looking for team members.
Retail stores, service technicians,
home delivery people are all vi-
able candidates for you to be on
the lookout for. Any place you
encounter the types of people
you wish you had working for
you — it is OK to put a lead out
there. You can have something
printed on the back of your busi-
ness cards like: “Looking for a
new career direction? Join the
XYZ Cleaners Team. We are in-
terested in exceptional people.”

Be prepared to recognize po-
tential everywhere. Over the

something new. It does not al-
ways have to be a career change.

We often talk about network-
ing for sales, but you can also do
it for employees. Maybe you
know another company that is
struggling to give their employ-
ees the hours they need. Let them
know you may be able to help
the employee recover the lost
time. You can work out an em-
ployee sharing program if neither
business needs full-time people.

Do you have some strong
staff members? Ask them for re-
ferrals. Offer to pay referral
bonuses if the employee works
out. Incentivize them to help
you build your staff. Have you
thought of your customers?
They already know and like
your business, or they would
not be customers. It is OK to let
them know through your email
service, texting, or even Face-
book and social media that you
are looking to add assets to your
team. You may be surprised
what you find. Kids graduating
high school looking for options
or stay-at-home moms and dads
whose kids are off to college and
they are thinking about re-en-
tering the workforce. The best
candidates can often come from
unlikely connections.

Also, keep in mind, you will
rarely find the right person with
drycleaning experience and
someone who already knows
the industry. If you do — phe-
nomenal — but for the most
part you need to look for the
types of people you want to
work for you. You can teach
every aspect of this industry, but
it may be harder to teach good
teamwork, customer service in-
stincts, and integrity. Look for
the core values you desire and
you can train for the rest.

The competition for
candidates is fierce

Like I said earlier, everyone is
facing the same challenges. The

up. Things have changed, and
for the employer it is not for the
better. Why aren’t they showing
up for the interviews? There are
probably several answers includ-
ing: really don’t want a job, al-
ready took another position, and
have already decided against
taking your position. I think
these three are the most likely.

If they don’t really want to
work or are only answering job
postings to prove to unemploy-
ment they are looking, you can’t
do anything about that. Trust
me, you will not want them any-
way. Like I said before, you
need to be quick and decisive.
You cannot hesitate or the qual-
ified applicants will be grabbed
up and you will lose the chance.
You must be flexible when
scheduling phone and / or phys-
ical interviews. I hate to break it
to you but working at a
drycleaner is not on everyone’s
priority list. You need to be
proactive with your reputation.
As soon as an applicant is ap-
proached by a company; it is so
easy to check them out on social
media, Yelp, etc. When people
have choices, they will gravitate
to businesses they trust, believe
in, and want to work for. You
have a lot of control over what
they see. Make sure your Yelp
and Google Reviews are good,

your work culture. You are
highlighting reasons to work for
you. When people are trying to
decide to work for a company,
these will all play a factor.
Lastly, keep in mind that
while pay structure is important,
it is also important to highlight
the other added benefits you of-
fer. Flexible hours, paid time off,
401K — any and all of these ben-
efits could sway the decision in
your favor. If you do not have a
401K, now may be the time to
initiate one. There are significant
tax breaks available that makes
it almost pay for itself! Finding
the right fit takes work, but you
must do all the things you can
to make you and your company
something that people want to
work for. As Mark Albrecht of
the Route Pros has told me
countless times: “Everyone
wants to work for the cool boss
and the cool company.” Your job
is to make them understand:
that is you!
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.

S of Flower ound, TX, recently purchased

a new Union HXL-8018-C, sold by Gulf States Laundry Com-
pany. Owners John Nam (left) and Theresa Coward (middle)
are pictured with Matt A. Lipman of Union Drycleaning.
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WRENCH WORKS

BY BRUCE GROSSMAN

Boiler water testing — Part 11

here is a long list of im-
I purities that can be
found in water entering
a boiler. However, in the
drycleaning and laundry in-
dustries, the major ones affect-
ing the operation of boilers are
dissolved solids (known as
TDS, or total solids) and oxy-
gen which is dissolved in the
new city water entering the re-
turn tank.

This oxygen combines with
carbon dioxide to form car-
bonic 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 (or
alkaline) a water-based solu-
tion is.

Measuring TDS and pH lev-
els indicate the condition of the
treated water entering as well
as inside the boiler, which al-
lows us to adjust the blow-
down frequency as well as the
volume and timing of boiler
compound addition to the re-
turn tank to prevent boiler
damage.

Establishing the
Blowdown Procedure

Correct

The two most important
factors in maintaining the
proper boiler water chemistry
is blowdown and compound
addition. No matter how effi-
cient the water treatment pro-
gram, water entering the boiler
(feed water) will contain im-

purities such as salts and sus-
pended and dissolved solids.
The process of boiling water
away to generate steam leaves
these impurities behind, accu-
mulating inside the boiler dur-
ing daily operations. Blow-
down uses gravity and steam
pressure to expel this accumu-
lated debris, detritus and other
impurities before they adhere
to and /or corrode the internal
surfaces of the boiler and
steam system piping. Some-
times it seems like every boiler
manufacturer and / or operator
has their own idea about how
and when to blow down their
boiler. The recommendations I
will be making are based upon
several years’ experience in
troubleshooting and repairing
boilers of many different man-
ufacturers in arguably the

day are sufficient; one in the
morning and the other early
afternoon. (Never leave the
boiler or return tank empty
overnight.) While the boiler is
shut down, much of the par-
ticulate matter, being heavier
than water, will settle to the
bottom of the boiler in an area
where the blowdown is very
effective.

The morning blowdown
would be shortly after the
boiler is started up. Wait until
the steam pressure rises to
about 30-40 PSI then start to
blow down. For the afternoon
blowdowns, shut down the
boiler while you're still using
steam so boiler pressure drops
quickly.

When boiler pressure drops
to about 30-40 PSI, initiate the
blowdown procedure. You will

~ The most effective part of the
blowdown is during the first
several seconds.Therefore, short
blowdowns are recommended.

worst area for boiler water im-
purities in the country and
may be different from those
recommended by the boiler
manufacturer. When in doubt,
follow the manufacturer’s pro-
cedure.

When to Blow Down

Under normal circum-
stances, two blowdowns per

quickly determine the length
of time after a blowdown until
steam pressure rises suffi-
ciently to resume production.

Use this recovery period to
calculate the best timing to
minimize production loss by
timing blowdowns so the re-
covery period occurs during
an employee break or lunch
period would be shortly after
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the boiler is started up. Boilers
used in the drycleaning and
small laundry operations will
usually have two to four blow-
down valve locations. First is
the water column. Second is
the boiler shell (pressure ves-
sel). There may also be a large
slow opening globe valve and
a small valve at the lower end
of the sight glass fixture which
can also be used to drain water
samples for testing.

How to Blow Down

In addition, the most effec-
tive part of the blowdown is
during the first several sec-
onds. Therefore, short blow-
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downs are recommended.
Blowdowns of about 15 sec-
onds for the water column, 25
seconds for the boiler shell
(pressure vessel) and five sec-
onds for the sight glass (if there
is a valve installed for that pur-
pose). Locate the valves shown
on the illustration. Slowly open
the valve and start the timing
after the valve is fully open (if
the boiler is specified at pres-
sures over 80 PSI, there is gen-
erally a slow opening globe
valve that must also be open
during blowdown). Blowing
all the water out of the boiler
and/or draining the return
tank and refilling with city wa-
ter is NOT NECESSARY and a
waste of water softening capac-
ity and boiler compound.
When blowdown is complete
be sure to reset the valves for
normal boiler operation.

Next month, I'll be dis-
cussing how to measure the
level of impurities present in
your boiler water using inex-
pensive TDS and pH meters.

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.
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Federal Funding

Taking advantage of the ERC and EIDL

By Peter Adams

The drycleaning industry
has been one of the hardest hit
industries by the pandemic. I
know that personally, as I have
a drycleaner located in central
Florida and our sales were off
by more than 60% in the sec-
ond quarter of 2020.

If it wasn't for the two loans
from the Payroll Protection
Program (PPP), we would
have gone out of business and
all of our employees would
have lost their jobs.

I know that many of you are
doing everything that you can
to survive COVID, just like we
are. If your business needs
money, I have some really
good news about a program
that very few people have
heard of. It is called the Em-
ployee Retention Credit (ERC).

As part of the second
CARES Act, eligible businesses
that received loans from the
Payroll Protection Program are
now able to access Employee
Retention Credits. Prior to Dec.
27,2020, you could not partici-
pate in both programs.

This is big news as the Em-
ployee Retention Credit pro-
vides a lot more potential
funding for your business. The
way the ERC works is that you
get a percentage of your pay-
roll back from the Internal Rev-
enue Service in the form of a
check from the United States
Treasury.

In fact, if your sales were off
by over 50% during any quar-
ter in 2020 as compared to the
same quarter in 2019, you can
retroactively get back 50% of
your gross payroll from that
quarter and the following
quarters in 2020 up until you
reach the cap of $10,000 per
employee for 2020. To give you
an example, our sales were off
more than 60% in the second

quarter of 2020, as compared to
the second quarter of 2019 —
and yours probably were, too.
Using the ERC, we were able
to retroactively get back 50% of
our payroll up to the cap for
the second, third and fourth
quarters of 2020.

ployee based on their individ-
ual compensation. The maxi-
mum amount of qualifying
wages is $10,000 per employee
so the maximum credit you
can claim is $5,000 per em-
ployee per quarter for 2020.

In 2021, the maximum qual-

penalties. They also fund ex-
tremely fast once you have
submitted your application...
which is probably just what
everyone needs right now.
The terms of the program
have recently changed, as well.
Now you can borrow up to 24

Using the Employee Retention Credit, we
were able to retroactively get back 50% of
our payroll up to the cap for the second,
third and fourth quarters of 2020.

In 2021, the ERC gets even
better, as the amount you claim
as a credit went up to 70% of
your payroll and to qualify,
your quarterly sales only need
to be off by over 20% as com-
pared to the same quarter pre-
COVID.

Once you have the qualify-
ing quarter, you can keep
claiming the credit until your
quarterly sales return to 80% of
your pre-COVID sales.

Another great feature of the
program is that you can sus-
pend making payroll tax de-
posits without penalty while
you are in the program, which
really will help you with your
cash flow.

Not having to make those
weekly tax deposits is really
helping us make our PPP
money last longer. You can also
claim the ERC as an advance
payment while you are in the
current quarter. We filed our
first advance payment request
around ten weeks ago, and we
just received our first check
from the program.

There are some limitations
at present on how much of a
credit you can claim per em-
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ifying wages remains the same
at $10,000, but the maximum
credit goes up to $7,000 per
employee per quarter. Please
note: You cannot claim the
ERC on wages that were paid
for with the Payroll Protection
Program funds.

A very important point to
mention is that the program
guidelines are complicated,
and they continue to change as
different stimulus bills are
being passed.

One of the challenges we
are all running into is that the
forms and returns have to go
through the IRS, which is cur-
rently overwhelmed as tax law
changes are being applied
retroactively. You will get the
money from the ERC, but it
won’t happen as fast as any of
us want it to. As of now, the
program is continuing through
the end of 2021.

SBA’s EIDL program

Another source of funding
that you can get quickly
through the Small Business
Administration (SBA) is an
Economic Injury Disaster Loan
(EIDL). Unlike a PPP loan
which can be forgiven, the
EIDL is not forgivable and
must be repaid.

They come with some
pretty good terms such as 30-
year amortization, a 3.75% in-
terest rate, and no prepayment

months of working capital (not
including payroll if you have
received Payroll Protection
Program loans) up to $500,000.

If you have already received
an EIDL, you can request an
increase on your original loan.

On the SBA’s website, they
are telling business owners es-
sentially “don’t contact us as
we will contact you if you
qualify,” which is not accurate
as we have an existing EIDL,
we qualify for more funding
and nobody has reached out to
us as of yet. We applied
through email for an increase
and we received a response
from the SBA within 18 hours,
which really surprised us.

If you need additional fund-
ing, I would highly suggest
that you don’t wait to hear
from them, but instead contact
them about an increase. Where
there is no pre-payment
penalty, and payments can be
deferred for up to 24 months
after funding, you could use
this as a “bridge loan” and pay
it off with the Employee Reten-
tion Credits.

If you have not already re-
ceived a loan from the PPP,
there is funding available for
both a first and second draw.
The amount of money you can
borrow is based on your aver-
age monthly payroll multi-
plied by 2.5.

The loans are forgivable as
long as you spend at least 60%
of the loan proceeds directly
towards payroll over a period
up to 24 weeks. Loan amounts
of $150,000 are automatically
forgiven through completing a
self-certification questionnaire
as the borrower.

An important thing to note
is that the PPP loan forgiveness
has a direct effect on how
many Employee Retention
Credits you can claim... as you
cannot claim the credit on
wages paid with PPP funds for
the same period.

Many small business own-
ers, for the sake of simplicity,
reported that they used 100%
of the funding for payroll,
whether that was true or not.
Now that has turned around to
bite them in hindsight.

Through successfully ac-
cessing all of these programs,
we as business owners should
all be able to financially
weather the COVID storm and
successfully make it to the
other side. Time is of the
essence. It is recommended
that you apply for a Payroll
Protection Program as soon as
possible since they are only
available until the funds are
exhausted.

The deadlines to apply for
both Economic Injury Disaster
Loans and the Employee Re-
tention Tax Credit is Dec. 31,
2021.

Many people are optimistic
about the Payroll Protection
Program being extended with
another round of funding as
the program has been very
successful, although nothing
official has been announced.

Peter Adams is a drycleaner op-
erator, a business consultant, and
an IRS-registered paid tax return
preparer specializing in helping
small businesses get funding. He
can be reached at (719) 728-
7715 or via email at Financial-
NavigatorPro@gmail.com. To
learn more, please visit www.Fi-
nancialNavigatorPro.com.

Obituary

Richard J. Greco from New J ersey

He spent over 50 years work-
ing in the drycleaning industry in-
cluding many years as a consult-
ant in recent times as president of
MMA Consultants of Fair Lawn,
NJ,, and, previously, as the na-
tional sales manager for Hoffman-
New Yorker for over 34 years
from 1983 to 2017.

Last month, however, Richard
J. Greco passed away at the age
of 69 on May 14.

Greco was born in Pasaic, NJ,
in 1952. During childhood he
grew up in Garfield and was an
active participant at his family’s
business, Cameo Cleaners.

After he completed his certifi-

cation in drycleaning, he flour-
ished in the field for more than
half a century, making numerous
friends with an earnest, infectious
smile.

In his spare time, he worked as
a Mass Coordinator at Our Lady
of Consolation RC Church, and
was also an active member in the
Habitat for Humanity ministry.

Richard is survived by his wife
Karen; son Matthew and fiancé
Tom; daughter Melanie and fiancé
Marco; daughter Alyssa and fi-
ancé Joshua; brother Michael and
his wife Laurette; brother Robert
and his wife Jean; mother-in-law
Margaret; and brother-in-law

Joseph. Relatives and friends cel-
ebrated the life of Richard in a
wake held on May 18. In lieu of
flowers, donations to the Ameri-
can Lung Association were rec-
ommended.
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SiX power ratios to start tracking

Those who know me and
the work we do at Meth-
ods for Management
know I enjoy numbers. Through
MFM we measure nearly 150
KPIs all relating to the dryclean-
ing clients we serve. Today, I
would like to introduce six new
numbers to track for your busi-
ness.

Baseball’s leadoff batters
measure their “on-base percent-
age” — the number of times
they get on base — as a percent-
age of the number of times they
get the chance to try. If you
know the movie “Moneyball”
with Brad Pitt, you've seen this
on the big screen.

Acquirers also like tracking
ratios, and the more ratios you
can provide a potential buyer,
the more comfortable they will
become with the idea of buying
your business. Better than the
blunt measuring stick of an ag-
gregate number, a ratio ex-
presses  the  relationship
between two numbers, which
gives them their power.

If you're planning to sell
your company one day, here’s
the list of six ratios to start track-
ing in your business now:

1) Employees per sq ft

By calculating the number of
square feet of office space you
rent and dividing it by the num-
ber of employees you have, you
can judge how efficiently you
have designed your space.
Commercial real estate agents
use a general rule of 175-250
square feet of usable office
space per employee. I have been
in many plants over the years.

Some use space very effi-
ciently, while others have hired
layout consultants who believe
in spreading everything out to
fill the given space.

In my experience, the result
with the latter is too much walk-
ing around to complete tasks ef-
ficiently and can result in
discomfort and/or frustration
for your employees.

Talk to your team and see if
they have any suggestions to
make their job flow easier and
more enjoyable. It is important
to take time to truly evaluate
your space and how you are
using it.

2) Ratio of promoters and
detractors

Fred Reichheld and his col-
leagues at Bain & Company and
Satmetrix developed the Net
Promoter Score® methodology.
It is based on asking customers
a single question that is predic-
tive of both repurchase and re-
ferral. Here’s how it works.
Survey your customers and ask
them the question, “On a scale
of one to ten, how likely are you
to recommend <insert your
company name> to a friend or
colleague?” There is a follow-up
question to this survey, which is

“Why did you score the way
you did?” Figure out what per-
centage of the people surveyed
give you a nine or ten, and label
that your ratio “promoters.”
Calculate your ratio of detrac-
tors by figuring out the percent-
age of people surveyed who
gave you a score of one to six.
Then, calculate your Net Pro-

ployee of more than one million
dollars in 2015, whereas a more
traditional people-dependent
company may struggle to sur-
pass $100,000 per employee.

5) Customers per account
manager

How many customers do
you ask your account managers
to manage? Finding a balance

too far.

For the drycleaning owner,
this ratio can be applied to route
customers.

A very common question is
always, “When will I know
when to split a route?” or, con-
versely, “Can I combine two
routes and save the cost of a
driver and vehicle?”

By measuring your annual sales per foot, you
can get a sense of how efficiently you are
translating your real estate into sales.

moter Score (NPS) by subtract-
ing your percentage of
detractors from your percentage
of promoters. The average com-
pany in the United States has an
NPS of between 10 and 15%. Re-
ichheld found companies with
an above-average NPS grow
faster than average-scoring
businesses. I did this and found
one of my stores had an NPS of
100% with zero detractors. I
would like to think this is be-
cause of my leadership, but in
truth it is because of our phe-
nomenal store manager, Joan.
Joan is a wonderful person — a
huge asset to our team — and
understands our vision. Her
customers feel welcomed, ap-
preciated and listened to. Calcu-
lating your NPS and seeing
where you have great success as
well as areas for improvement
can exponentially improve both
your customer experience and
the profitability of your busi-
ness.

3) Sales per sq ft

By measuring your annual
sales per square foot, you can
get a sense of how efficiently
you are translating your real es-
tate into sales. Most industry as-
sociations have a benchmark.
For example, annual sales per
square foot for a respectable re-
tailer might be $300. With real
estate usually ranking behind
payroll as a business’s largest
expenses, the more sales you
can generate per square foot of
real estate, the more profitable
you are likely to be.

Use this number to evaluate
your front space or drop stores.
You may find you need much
less space than you thought.
Finding the perfect sized space
may take some time. I have seen
successful drop stores as small
as 500 sq. ft, including the
ADA-compliant bathroom.

4) Revenue per employee

Payroll is the number one ex-
pense for most businesses,
which explains why maximiz-
ing your revenue per employee
can translate quickly to the bot-
tom line. Google, for example,
enjoyed a revenue per em-

can be tricky. Some bankers are
forced to juggle more than 400
accounts, and therefore do not
know each of their customers,
whereas some high-end wealth
managers may have just 50
clients to stay in contact with.
It’s hard to say what the right
ratio is because it is so highly
dependent on your industry.
Slowly increase your ratio of
customers per account manager
until you see the first signs of
deterioration (slowing sales,
drop in customer satisfaction).
That’s when you know you
have probably pushed it a little

6) Prospects per visitor

What proportion of your
website’s visitors “opt in” by
giving you permission to e-mail
them in the future? Dr. Karl
Blake and Ben Jesson are the co-
founders of Conversion Rate Ex-
perts, which advises companies
like Google, Apple and Sony on
how to convert more of their
website traffic into customers.

Dr. Blake and Jesson state
that there is no such thing as a
typical opt-in rate because so
much depends on the source of
traffic. They recommend that,
rather than benchmarking

against yourself by carrying out
tests to beat your site’s current
opt-in rate.

Although we benchmark the
MFM Key Performance Indica-
tors (KPI), I have always felt it
was more valuable to compare
yourself to yourself. Am I get-
ting better in the specific KPI or
falling backwards?

Acquirers have a healthy ap-
petite for data. The more data
you can give them — in the
ratio format they’re used to ex-
amining — the more attractive
your business will be in their
eyes. Until next time, enjoy
building value.

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 or online at
www.mfmi.com or https://mfm-
businesscoaching.com.
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SHIRT TALES
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5Y DON DESROSIERS

The true cost of packaging enhancements

There are dozens, perhaps
hundreds or more, types
of products that will en-
hance your finished product.
You probably use many of them
yourself... coat retainers, gar-
ment covers, sweater bags, plas—
tic butterflies for shirts, cuff
clips, cuff links, bust forms,
shoulder guards and tissue
paper are just a few examples.

Before you begin using a new
one of these items, consider the
true cost of these packaging en-
hancements. The cost goes far
beyond your cost to purchase
them. The labor involved to
affix them can be significant.
Furthermore, there can be a cat-
astrophic backfire. Consider
this: Let’s say you are currently
using coat retainers on sports
coats and blazers and decide
that the sleeves should be
stuffed with tissue. Also, you
are tying the cuffs on your shirts
together with a cuff clip and you
want to enhance your finished
shirt with plastic butterflies.

Someone will need to put
these on. Let’s say it is the in-
spector in their respective de-
partments. Now, you add these
additional duties. Is there time
to do it? Will you need to add an
additional employee? You prob-
ably won’t even consider hiring
an additional person just to affix
or attach packaging. And, as-
suming that you don’t, is the re-
sult a backed-up inspection
area? If so, does it mean that em-
ployees take more time to finish
up after the pressing is done?
The extra labor that you incur
may be attributable to the pack-
aging enhancements that you've
added.

I am not discouraging the in-
troduction of these at all. They
can be a very worthwhile in-
vestment, just be aware of what
that investment costs. But, sup-
pose the inspector still keeps up
to the flow of garments from the
pressing arena. Is there a cost
then? It is possible that the in-
spector no longer has time to in-
spect the shirts because he/she
is too busy stuffing sleeves or
adding butterflies? This is a ca-
tastrophe. You, in effect, have
traded away quality for paper
and plastic. Bad choice. Packag-
ing should not be used to cover
up substandard quality. In fact,
I believe they often are.

Consider the plastic butterfly.
This is a clear plastic device that
is used to prevent the dreaded
“droopy” collar. The droopy col-
lar is usually easily preventable,
but instead often the cause is al-
lowed to continue and the but-
terfly is affixed as if it were a
mask. I recommend them be-
cause they add professionalism.
But be sure that you add them
for the right reason. Any type of
packaging device must be use to
protect and retain a look, not to
make it happen.

In the photo above, we have
the dreaded “droppy collar.”
There are a number of things
that could have caused this. Get-

ting to the bottom of that is what
really needs to be done. If a
cardboard or plastic butterfly is
attached to this shirt, you may
feel better about yourself and

those @# &% plastic butterflies,
what was she previously doing
in those 90 to 100 minutes? It
can only be one of a few things:

a) He/she was talking on her

Is there a place for packaging
enhancements? Absolutely, as
long as it is for the right reason.

your product, but the fact is
when the customer removes
that fluff, they will reveal your
true product which is what you
see pictured. Don't think that
the collar will be standing at at-
tention. It won’t. So, here is
what has happened:

1. You failed to press the col-
lar correctly.

2. You worked around that by
buying plastic collar butterflies
that cost a penny a piece.

3. You asked your inspector
to put them on every shirt.
When he/she got good at put-
ting them on, it took about 15
second to put them on. At $10
an hour, that has a real cost of
four cents per shirts, which is
exactly five times the cost that
you anticipated. Remember, you
bought them for a penny, but
they cost you a nickel.

4. At this point, you scoff at
the thought that they cost you
four cents more per shirt. You
do 2,000 shirts per week and
your payroll did not go up $80.
Touché! The fact is, it cost you
something and it is probably
something you would pay $80 a
week to prevent in a heartbeat.
If Betty now finds an additional
90-100 minutes per day to attach

cell phone during those 90 min-
utes a day. OK. I sure have seen
this. Assuming that he/she is
now never on the phone, you
win; the plastic butterflies cost
you a mere penny a piece, but
you probably should have fired
Betty before all of this.

b) Betty used to occupy her
time touching up shirts. If this is
the case, you lose! The all-im-
portant touch-up of shirts has
been disregarded for the sake of
a packaging enhancement that
distracts from or covers up infe-
rior quality. Once the packaging
is removed — which will surely
happen when the customer
wears the shirt and evaluates
your quality — the sourness of
poor quality will be evident.

c) Betty still does all of the
touch-up that she always did,
plus she adds the butterflies and
whatever else you have man-
dated. That’s OK. Now, at the
end of the day, she has 60 to 90
minutes worth of work to do be-
cause touch-up is backed up.
There is your $80 per week. But
wait, there’s more! I despise
nothing more than a backup at
touch-up. It's Ground Hog's
Day!

5. It is very likely that your
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overall quality has slipped a
notch, but the paradox is that
you think the reverse is true.
Now your collars stand up and
your finished product looks bet-
ter and more professional.
Somehow, minor (or not so
minor) issues that used to get
touched up get ignored now.
Too bad. Placing a cost on that is
far too cosmic. What is the cost
of diminished quality? I don’t
think that anyone knows, but
we all know that it is something.

So now, it costs you more to
do a poorer job. Is there a place
for these enhancements? Ab-
solutely — as long as it s for the
right reason. Don’t cover up a
droopy collar with plastic or
cardboard. Press the collar cor-
rectly so that it stands at atten-
tion and then preserve it with
plastic or cardboard so that the
shirt looks as good when the
customer wears it as it did when
it was hot off the press. That is
worth a nickel per shirt! (Re-
member, not a penny... a nickel.)

You are dying to ask me how
to prevent a droopy collar, aren’t
you? It isn’t that hard. Most
likely, the collar simply is not
completely dry. That could have
a dozen causes:

* Low steam pressure

¢ Low air pressure

e Pads need to be changed

e Flannel that is too thick

* Steel mesh needs replacing

¢ No collar cone

* Improper use of collar cone

* Hangers stored in a collar
cone

* Too short of a press time

* Too high moisture retention
(which can be caused by im-
proper programming, leaky
water inlet valve, slipping v-belt
on the washer extract cycle, etc.)

I think I made my point.
Don’t throw bodies or labor or
money at the problem! Some-
times it takes a real effort to find
out what the real problem is, but
it is always cheaper than labor.
Everything is cheaper than
labor!

“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.
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THE SPOTTING BoARD

By DAN EISEN

Solutions with acids and alkalis

any garments received
by my analysis service

(International  Inde-
pendent Garment Analysis
Service) require use of acids
and alkalis for their correction.
Some examples of problem
solving may be:

1) Restoring color to acetate

2) Correcting shrunken
leather

3) Restoring color change

4) Removing shine

5) Removing ground-in
soils

6) Prevention of bleeding
during wetcleaning

7) Expanded stain removal

8) Aid to bleaching

9) Stretching wool

Most spotters use acids and
alkalis in limited use. They
may use tannin and protein
formulas and rust remover but
they limit their potential for
problem solving. Acids and al-
kalis are different in their
chemical makeup and they
must be used on specific stain-
ing. Spotters must be aware of
their potential to damage fab-
rics and color on fabrics. Acids
and alkalis neutralize each
other. This means if an alkali is
put on the fabric followed by
an acid, the result of the chem-

ical reaction would be water
and salt. This is also true if an
acid is put on the fabric fol-
lowed by an alkali. Acids and
alkalis are water soluble and
not removed by drycleaning
solvents.
Acids

Acid is defined as a chemical
that releases hydrogen ions in
the presence of water. We meas-
ure acids using the pH scale.
Seven is neutral and less than
seven measures the strength of
the acid. The lower number on
the pH scale indicates a stronger
acid.

Acids are safer on bright col-
ors than alkalis and it is for that
reason we use acids to stabilize
dyes in wetcleaning. Strong
acids can affect dyes and the
strength of many fabrics. Pre-
pared tannin formulas are made
up of a mild acid and lubricant.
This is effective for removal of
many tannin stains or veg-
etable-based staining such as
coffee, tea, soda, beer, wine, etc.
The degree of stain removal can
be expanded when the spotter
uses other acids for stain re-
moval.

Acetic Acid

Acetic acid should be added
to the spotters arsenal for stain
removal. Acetic acid is similar

to vinegar. Vinegar is produced
by the action of bacteria on
yeast-fermented brews. Vinegar
can me made out of just about
any plant that can be fermented
to generate alcohol, which is
subsequently generated into
acetic acid. The hero of the fer-
mentation process is acetobac-
ter, a small microorganism that
has the chemical power to trans-
form alcohol into acetic acid.
Acetic acid gives vinegar its
pungent odor. Acetic acid has
properties and advantages not
possessed by other acids.

Acetic acid should be pur-
chased at 28%. Concentrations
over 28% will discolor dyes on
fabrics and even dissolve ac-
etate fabrics. It can be purchased
in concentrations of 56 or 99%,
but it is not recommended since
mixing and diluting with water
may not be accurate. Use 28%
and even dilute it with more
water so it can be used in the
20% range.

Uses of Acetic Acid

1) Use acetic acid after using
a tannin formula. Acetic acid
will have a greater effect on
many tannin stains especially
wine.

2) Delustering of acetate. Ac-
etate fabric damage by heat and
moisture can often be corrected
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by spraying with acetic acid,
hanging to dry and then clean-
ing.

3) Shine. Shine on gabardine
can often be corrected by spray-
ing with acetic acid.

4) Neutralize alkali. All alka-
lis should be neutralized after
use to prevent yellowing.

5) Shrunken leather caused
by heat can often be corrected
by spraying with acetic acid
which will make it soft and pli-
able so it can be shaped. Addi-
tional leather sprays must be
used afterwards.

6) Add acetic acid to wet-
cleaning detergents for setting
dyes on color-sensitive fabrics
during wetcleaning procedures.

7) Use acetic acid to neutral-
ize the following bleaches: per-
oxide and ammonia, sodium
perborate and sodium percar-
bonate. Acetic acid is used to ac-
celerate chlorine bleaches and
all reducing bleaches.

8) Stretching wools. Acetic
acid can be added to a cationic
detergent in soaking a shrunken
wool that has to be made soft
enough to stretch.

9) Acetic acid can be used in
combination with hydrogen
peroxide (peracetic) for bleach-
ing some fabrics.

Oxalic Acid

Oxalic acid comes in crystal
or liquid state. Laidlaw makes a
product called Rustgo which is
oxalic acid in a liquid form. In
crystal form, the oxalic acid
should be mixed 15 parts water
to one part oxalic acid. Oxalic
acid can be used after acetic acid
for tannin stain removal. It will
remove rust staining without
the damage potential of rust re-
mover. Oxalic acid is applied to
a stain and heated with the
steam gun. It must be flushed
after use. Remember, heat accel-
erates all chemicals and oxalic
acid should be tested for safety
prior to its use on fabrics.

Rust Remover

Hydrofluoric acid is the
makeup of rust remover. This is
a very effective acid but requires
skill and knowledge for its use.
Rust remover can be very cor-
rosive if left on a fabric and con-
tact on a customer’s skin can
cause severe burns.

After using rust remover, it
must be flushed thoroughly
with water and a protein for-
mula or a mild alkali must be
added to neutralize any residue
the acid left. Rust remover must
be tested before use and can dis-
color cashmere, gabardine, glass
trimming and metallic trim-
ming.

Tannin Process
1) Flush.
2) Neutral lubricant.
3) Mechanical action.
4) Flush.
5) Tannin formula.
6) Mechanical action.
7) Acetic acid plus neutral

lubricant.

8) Mechanical action.

9) Flush.

10) Oxalic acid (Test).

11) Heat.

12) Flush.

13) Rust remover (Test).

14) Flush.

15) Peroxide plus ammonia
(Test).

16) Flush.

17) Acetic acid.

18) Flush.

Alkali

Alkali releases hydroxyl ions
in the presence of water. Alkali
on the pH scale is above seven.
The higher the number the
stronger the alkali. Alkali is
found in protein formulas and
ammonia. Alkali is effective on
protein stains or stains originat-
ing from the body. This includes
eggs, milk, urine, etc. The wool
and silk are sensitive to alkali.

Protein Formulas

Most commercial protein for-
mulas are made up of a mild al-
kali and lubricant.

Ammonia (26)

Ammonia is a very volatile
alkali and is stronger than the
alkali found in most protein for-
mulas. Ammonia is effective for
neutralizing the effects of dis-
colorations caused by acids.
This usually occurs on cottons,
rayons and linens. Sometimes ti-
tanium sulphate will produce a
discoloration that can be neu-
tralized by using ammonia. For
removing ground-in soil, noth-
ing works better than using am-
monia mixed with a wet side lu-
bricant.

Ammonia is very volatile
and should be kept in a cool
place since it can expand rap-
idly. Ammonia is used to in-
crease the bleaching action of
peroxide, perborate and percar-
bonate. Do not use ammonia
and chlorine bleach since it will
break down and will release
chlorine gas.

Protein Spotting Procedure

1) Flush.

2) Protein formula.

3) Mechanical action.

4) Flush.

5) Ammonia plus neutral

lubricant.

6) Mechanical action.

7) Flush.

8) Peroxide plus ammonia

(Test).

9) Heat.

10) Flush.

11) Acetic acid.

12) Flush.

13) Digest.

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.
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KEEP [T LEGAL

b DY FRANKKOLDMAN

Older workers can present challenges

resident Joe Biden is 78
Pyears old. T met then

Senator Biden in 1992,
and I can tell you that he
seemed more energetic then.
Imagine that Joe Biden
worked for you in some ca-
pacity. Older workers can be
great. I am an older worker
myself. Fifty years ago, I
would have already reached
retirement age, but I still
make money for my firm,
and my skills have not dete-
riorated (in my humble opin-
ion). If I want to work and
can, I should be able to do so.

"L

The Age Discrimination Act
established that as the law
many years ago. With few
exceptions, mandatory re-
tirement is illegal.

Older workers, however,
sometimes lose their enthusi-
asm for their jobs, and they
frequently are confronted
with health issues that can
prevent them from reporting
to work or performing all the
essential functions of the job.
Although the following ob-
servations can also be stereo-
types, older workers can
resist change (like every time

a computer program is
added or gets an update),
adopt an attitude that no one
can tell them how to do their
job, or be oblivious to their
decline in performance.
What do you do with older
workers whose decline is
hurting your business?

The first wrinkle to this
question is presented by the
Americans with Disabilities
Act (ADA). Most ailments re-
lated to aging also qualify as
disabilities under the ADA.
Therefore, to avoid violating
the ADA, you should sit

down and engage in the “in-
teractive  process”  with
workers whose performance
is declining due to physical
or mental problems. That
means exploring in detail
whether the problems can be
resolved with a reasonable
accommodation, and if not,
whether there are other jobs
that the employee may be
qualified to fill. Failure to en-
gage in that process is likely
a violation of the ADA, even
if you are positive that the
interactive process will be
futile.

RENZACCI-Jl5

IS ALL YOU NEED

Dry Cleaning Machines

g

-

CLEANING

mlense.

SYSTEMK4

GREENEARTH®

0000

SENSENE

Hl =
GL®

240

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

Washer Extractors

High Spin Soft Mounted, Extra & Regular

Spin Hard Mounted from 20 up to 264 Lb.

v COMPLETE PARTS INVENTORY
v TECHNICAL SUPPORT

WWW.renzacci-usa.com

Tumbling Dryers

Complete range from 20 up to 264 Lb.,

MACHINES

Contact

With exclusive range of closed circuit - vent-less dryers

v"US SCHOOLING AND TRAINING CENTER
ON DRYCLEANING AND WET CLEANING

Brent Padon: 561-644-5517

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

email: bpadon@renzacci-usa.com - info@renzacci-usa.com

This is good advice for
dealing with younger em-
ployees who develop disabil-
ities, which are broadly
defined under the ADA.
Even when it is apparent that
someone cannot do the job
because of a disability, the
law still requires that “inter-
active process” to try to de-
termine an accommodation
that might change the equa-
tion. Whether 21, 51, or 78,
the ADA applies.

Once you have dealt with
the ADA issues, then it be-
comes a matter of establish-
ing performance standards
applicable to all workers in
that job, regardless of age. If
the older worker meets those
standards, the Age Discrimi-
nation Act says he can stay. If
he does not, you can disci-
pline the employee, up to
and including discharge. In
doing so, do not mention re-
tirement or declining abili-
ties during the disciplinary
process. Treat it as a pure
performance issue.

Many times, an employer’s
instinct to be compassionate
works against them. It is per-
fectly fine for a company to
be sympathetic to an em-
ployee’s age or health, mak-
ing accommodations such as
reduced hours and work-
loads. But if a company in-
tends not to accommodate
declining performance, men-
tioning the cause — namely
age or a health condition —
only makes it appear that age
or the health condition was a
factor in the decision, regard-
less of the performance issue.
It is similar to firing an em-
ployee for misconduct and
saying: “I'm sorry I have to
do this,” or “I feel terrible
that I have to do this.” Apol-
ogizing only makes it appear
that there may be other, im-
proper reasons for the termi-
nation.

Finally, if you need to re-
duce your staff size, choos-
ing the older worker for
layoff must be justified by
objective reasons, such as
seniority, ability, or perform-
ance. Selecting an older
worker because he is the
highest paid due to his
length of service, however, is
a bad idea.

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

20HP Gas Boiler ‘

60LBS Dry Cleaning Machine S
No-Cooking/No-Steam/No-Water ?’?)IEEL |

Single Buck Shirts Unit
Pants Press
Jacket Press (utility)
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Guaranteed Low Price NatlonW|deI

Buy any Brand at the Lowest Price possible

OFRBIVIATIC $ saosna | H20

PRESS AND PROGRESS  Wetcleaning Machine

DryCileaniOl.com 704-281-7185

DryClean 101.com e 705 Long Point Road e Mount Pleasant, SC 29464 e info@dryclean101.com

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

Lapels Dry Cleaning acquires five drycleaning brands

Lapels Dry Cleaning, an en-
vironmentally friendly dryclean-
ing company headquartered in
Hanover, Massachusetts, and its
equity partner, Greybull Stew-
ardship, L.P. (“Greybull”), re-
cently announced the acquisition
of Martinizing Dry Cleaning, 1-
800-DryClean, Pressed4time,
Dry Cleaning Station and
Bizziebox. Lapels and Greybull
have now merged these leading
drycleaning companies into Clean

Franchise Brands, LL.C (“Clean
Franchise Brands”), now the
largest drycleaning company in
the world, with 500+ stores in 40
states and nine countries.

“This  acquisition creates
tremendous synergies among all
of our existing and new fran-
chisees across the country,” said
Kevin Dubois, CEO and presi-
dent of Clean Franchise Brands.
“The merger gives us the collec-
tive purchasing power to signifi-

cantly reduce operational costs for
our franchises in the future.”
“There will definitely be some
coordination between brands to
accommodate the needs of cus-
tomers,” added Dubois, who is
also the co-author of Entrepre-
neurial Insanity in the Dry Clean-
ing Business. “For example, a
Lapels Dry Cleaning Plant may
provide the cleaning service for a
1-800-Dry-Clean operator.”
Clean Franchise Brands is

thrilled to provide multiple offer-
ings for new and existing fran-
chise owners, including: a plant
with retail store, a satellite store,
pickup and delivery, and the
newly created Lapels Laundro-
mat. Clean Franchise Brands also
offers a conversion program to in-
dependent drycleaning business
owners that would like to receive
international marketing and tech-
nology assistance.

“Over the years, we’ve estab-

lished Lapels as a unique franchise
offering with a focus on environ-
mentally friendly, non-toxic clean-
ing practices, as well as stellar cus-
tomer service. That package has
earned us a place in the Franchise
500 year in and year out,” said
Dubois. “With this acquisition, we
can provide a wide range of offer-
ings to prospects all over the
world. We’re excited about the fu-
ture of all our new brands. The sky
is truly the limit.”

Girbau North America re-
cently announced two promotions
within the GNA team. Brennan
Pollnow of Milwaukee, WI, was
named North American business

Brennan Pollnow

manager, Girbau Industrial brand,
and Tyler Willman of Oshkosh,
WI, was named regional business
development manager — Canada
and northwestern U.S.

Tyler Willman

“Brennan and Tyler are impres-
sive young professionals who
have proven their value with our
company,” said Vice President of
Sales Joel Jorgensen. “We are
excited to offer them next steps
toward building high-quality ca-
reers representing the GNA family
of brands and products.”

Pollnow, who got his start with
GNA in 2016 as an inside sales
and customer care associate, was
quickly promoted in 2018 to re-
gional sales manager for
central/southern U.S. commercial
distribution and to provide lead
prospect qualification and man-
agement for the company’s indus-
trial laundry brand, Girbau Indus-
trial (GI). In his newest role as GI

North American business man-
ager, Pollnow works to design and
implement GI strategic sales
plans; support new GI product in-
troductions; develop lasting rela-
tionships with distributors, suppli-
ers and partners; manage ongoing
GI projects; and identify emerging
markets and market shifts; among
many others. A 2016 graduate of
University of Wisconsin Oshkosh,
Pollnow holds a bachelor’s degree
in economics.

Tyler Willman, who joined
GNA in 2020 as a regional sales
manager in training, has greatly
expanded responsibilities in his
new role as regional sales man-
ager. Responsible for sales and
distribution within Canada and the

northwestern U.S., Willman is
charged with developing lasting
distributor and partner relation-
ships, as well as assisting with
new product development, com-
petitive analyses, lead tracking
and follow-up, and much more.
Willman holds a bachelor’s de-
gree in communications from
University of Wisconsin Oshkosh.

GNA provides the world’s
most comprehensive offering of
commercial, industrial and vended
laundry solutions.

To find out more about GNA
laundry products — backed by in-
dustry-leading warranties. For
more information, visit them on-
line at www.gnalaundry.com or
call 800-256-1073.
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PA Workers’ Comp Insurance Since 1915
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Laundry Owners Mutual
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Celeing 100+ years

with a clean new look.

reason to celebrate!

Since 1915 Laundry Owners Mutual has been writing exclusively Pennsylvania Workers’
Compensation insurance...there is no other insurance company that has written it longer.
We are the company created by your industry, for your industry...we are the company
that you trust! For 100+ years we have stayed committed to operating with the highest
levels of honesty and integrity and keeping our policyholder first...and that's even more

www.lom1915.com

tel. (800) 590-4404 - e-mail: support@lom1915.com 701 Rodi Rd Suite 100 - Pittsburgh, PA 15235
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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.
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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

7 Gulf Coast
’\\J Equipment Sales

il

J

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

To learn more, visit www.nationalclothesline.com/ads
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For Contactless Automation
at the Front Counter, Plant
and Routes

« Presses and Solutions for all Budgets

- Best and Free Technical Support Forever

« Proudly Made in the USA

- We are the Only Manufacturer of TUV SUD 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,

cts Internat;
Time and Labor Ongy, n

?;f‘odu

garment labeling experts since 1989

Toll Free 877.906.1818 wWww.ezpi.us

FINANCIAL NAVIGATOR PRO

EMAIL: FINANCIALNAVIGATORPRO@GMAIL.COM
DIRECT: (719) 728-7715

WEBSITE: FINANCIALNAVIGATORPRO.COM

We help our clients navigate the COVID 19
Stimulus programs to get the money they
need now! CALL US TODAY! The sooner you
get started the sooner you will receive much
needed money!

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

Professional

Wet-Cleaning

The Best Choice for Many Fabrics

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

ACTIVATE

A safe-for-color powdered oxygen
bleaching agent blend designed
as a multi-function cleaning and
destaining specialty chemical item.
LS-100

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

HYDROCON

A finishing agent for fabrics
that require a more relaxed and
softer hand.

AQUA VELVET

An acid-based detergent (for

dye loss prevention on dry-clean
fabrics) combined with stain
removers and fabric conditioners.

CITRASOL

A unique blend of surfactants

and solvents for removing heavy
hydrocarbon-based oils and greases
found in a broad range of textiles.

SHOT SPOT

An all-purpose stain remover which
can be used both as a pre-spotting
agent for laundering and as an
additive during cold washing for
removing oil and grease.

Contact Pariser for a better solution for your chemical needs.

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

PARISER
BNDUSTRIES

To learn more, visit www.nationalclothesline.com/ads
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STOP PAYING
TO HAUL SEPARATOR WATER!

ULTRA RELIABLE THE LAST EVAPORATOR/MISTER YOU’LL EVER BUY
3 YEAR TOTAL SO RELIABLE, YOU'lL FORGET IT'S EVEN THERE

WARRANTY
SAHARA DIB-m
MODIFICATIONS TO $1 895 $1 !595
STEAM HEADER ra

all installation Pﬂ!
parts included Dj

EASY INSTALL
NO GOSTLY PIPING

Gomplies with most
Federal, State and
Local
environmental 2,

regulations ¥

ALL SOLVENTS

GREEN)E.

No costly filter
cartridges uses
replaceable
inexpensive
granulated carbon

skims, purifies then
mists outside
skims, purifies then mists outside the plant - fully
the plant - {ully automatic automatic
up to 18 gallons / 8hr. day upto 10 gallons / 8hr.

STOP BOILER DAMAGE AND SCALING BY REPLACING THAT TROUBLESOME BALL FLOAT VALVE
IN YOUR RETURN TANK - ELECTRONICALLY CONTROL RETURN TANK WATER LEVEL

REPLAGE THAT LEAKY STOPS BOILER DAMAGE
BALL FLOAT VALVE
IF YOU'RE FAITHFULLY

TREATING YOUR BOILER WATER |

FZ-LEVEL - {i
AND STILL HAVE EXCESSIVE | IEN, | e

SCALE AND/OR NEED TO s LEVEL 5 0K

REPAIR YOUR BOILERS RED

INDIGATES

;
i
INTERNAL PARTS OR REPLAGE WATER INLET i

YOUR BOILER IN LESS THAN 10 [ff shatsos
E YEARS THE LIKELY PROBLEM IS

THERE ARE HOUER
SRACERRLE PRI SINCER
THS LT

EZ TINMEAS wwweztimers.com
ARG

WA UGS - Bt o0

TINN@RS 4 eagy pALL FLOAT VALVE.

MMANUFACTURING

www.eztimers.com

702-376-6693 *REQURES 24 VAC SOLENOD  BUIE SOLUTIONS IN A LITTLE BOX

To learn more, visit www.nationalclothesline.com/ads
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REDUCE YOUR CREDIT CARD
PROCESSING FEES

Rates as low as .05%*

Accept EMV/NFC Process credit cards on Next Day Funding with
(Apple Pay, ETC.), your smartphone weekend settlement

Checks and more

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

Easy setup (with no setup fees and quick approvals)

Seamless integration with your current POS

$295** towards your early termination fee (if you have one) with your current processor
Access to Payments Hub — our secure, online merchant portal

Free paper**

e FREE NFC &
EMV-Ready Terminal & Pin
Pad or wireless terminal.

e Accept payments in-store,
online, or on-the-go.

OPTIONAL PROGRAMS:

Make the same profit margin with Curbside Ordering

cash and non-cash payments! :
e Cash Discount e Point of Sale Systems

NAB makes it easy to make the same profit from non-cash payments Recommendatlons, Solutions
as you do with cash payments with our cash discount program. & |nteg rations

NorthAmerican’

866.481.4604

WWW.NYNAB.COM

DISCOVER

To learn more, visit www.nationalclothesline.com/ads
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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 M a r ket I I a ce

Business Opportunities Equipment and Supplies

Sell Your Drycleaner o '

W) business or turn your unused equip-
PROSParts Sonozaire’Odor Neutralizer ment into cash. National Cothesline
Your one-stop parts shop = —

classified ads connect sellers with buy-

New Jersey
Pennsylvania
Delaware

Patriot Business Advisors

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

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 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.

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.

Position

Available

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.

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

Dominate Rural Chain

Retiring, but will Train
e $1,800,000 2019 Retail Sales
o Strong Brand in Compact Market
e Family owns all Biz Real estate
o Profitable, Mature, growing Biz
e Upcoming Eastern Ohio City
e Huge Facilities Reinvestments
e Modern Fully automated Plant
e Covid Recovery 30% + Industry
e Contant Profit - Stable Growth
e Financing Avail for Strong Buyer
o 25%+Production Capacity Avail
o Buyer Finder’s Fee Paid on Sale

Contact Richard Ehrenreich, F-CBI
Ehrenreich & Associates, LLC

Richard@Ehrenassoc.com
301-924-9247

To place your classified ad
in the 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

DRYCLEANING, LAUNDRY AND FINISHING EQUIPMENT PARTS
NEXT DAY DELIVERY & a
e RN
e
LOW PRICES

Visit our website: %I\,
www.prosparts.com/nat g

ALL BRANDS ﬁgﬁ

BE= 1.866-821-9259
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

PERMAC

%PARTS DEPOT

“We know your Bowe”
We stock parts for Bowe, Eazy Clean,
Permac EC Dry cleaning machines
and Veit Finishing Equipment
We can be reached at:
Call 1-800-287-0870
Fax — 704-234-2821
Email — bill@permac.com

Same day shipping in most cases

Buy
Sell

cHire

in the
classifieds

Miss an issue? Looking for an article?
Want to connect to the industry?
Point your web browser

Desfi'oys

* SmokeOdors

* Pet Odors

] * Food Odors

| - Mildew

Removes

Odors From:
« Clothes

a2 Rugs

M - Drapes

B - Furniture

Dry Cleaner’s Special!
WWW.sonozaire.com
Call 800-323-2115

for nearest @

distributor
Clotheline Subscribers
Garment Analysis.com
20% discount on garment
analysis, consultations and

manuals for month of June

Call Dan Eisen at 772-579-5044 or
email at cleandan@comcast.net

\

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.

Reweaving
Services

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

For more information, email

info@nationalclothesline.com
or call (215) 830-8467

ers throughout the industry. Just $1.70
per word puts your ad before a nation-

wide industry audience for maximum

results.

Newhouse Specialty
Company, Inc.

High quality products for Drycleaners
and Garment Manufacturers.
Serving our customers since 1946.

Call 877-435-3859 for a
Newhouse Catalog or go to
www.nhewhouseco.com
to download and print a page.

cleaners

SUPPLY

GREAT PRICES.
FAST DELIVERY.

OVER 20,000
PRODUCTS
IN-STOCK.

1-800-568-7768
CLEANERSUPPLY.COM
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SPOT  Welcome Grover 2 Comter @ Duirey  f Minsgement e & o 2| EEILO--;-WW"OM-MH*&-!

SIMPLE

Yet sophisticated.

DESIGNED FOR YOU.
BUILT BY SPOT.

Learn more about Connect from SPOT

SPOT

xXplor

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



HI-STEAM

SAM—451 and

TURBO-JR Plus
Beautifully Finished Garments |

SAM-451 SAM-451
MULTI-GARMENT
FINISHER

e For shirts, blouses,
suit jackets, polo shirts,
lab coats, chef coats

e No broken buttons,
little or no touch-ups

e No shine or discoloration
on dark colored shirts

e All size shirts small to 3XL

e All Fabric types (cotton,
linen,silk, spandex, etc.)

e Soft to heavy starch

e Simple to operate;
No experience needed

TURBO-JR Plus

TURBO-JR Plus
TENSIONING SHIRT -

& BLOUSE FINISHER

NEW, HIGH-SPEED,
HIGH PRODUCTION,
ECONOMICAL

e 60+ shirts per hour
e Affordable CUFF CLAMPS

e No hot metal buck, no broken
buttons, no color loss

e Small blouses to size 3XL shirts & WATCH
e Fine quality finish S Tean]
\"4|»] T
e Easy to operate : ONLINE
e Touch screen control i'\“\\ L , WWW.HISTEAM.COM
e Also Available TURBO-Jr.(E), ﬁ
Electric Shirt Finisher, No Boiler

EUROPEAN FINISHING EQUIPMENT CORP.

1 COUNTY ROAD, UNIT A-10, SECAUCUS, NJ 07094
PHONE: (201) 210-2247  FAX: (201) 210-2549 SALES@HISTEAM.COM
WWW.HISTEAM.COM
TOLL FREE: (888) 460-9292

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





