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FallFest °21: Build tomorrow’s profits

Details for FallFest EXPO
2021 were recently an-
nounced by the South Easern
Fabricare Association (SEFA),
Pennsylvania and Delaware
Cleaners Association (PDCA)
and the North East Fabricare
Association (NEFA).

This year’s virtual event
will focus on the theme of
“Today’s Plans Build Tomor-
row’s Profits.” It will be a
three-day exploration of
ways to help enhance your
business. It is set to take place
from Dec. 1 to 3 from 2 to 5
p.m. EST each day.

This year’s program will
feature a series of virtual
workshops, demonstrations
and presentations designed
to cover a different aspect of
your business each day, and
to provide vital training for
your entire personnel team
without the travel costs.

“Our previous two pro-

Chris Kuehl

Jennifer Marquardt
Whitmarsh

ODAY'’S PLANS BUILD
TOMORROW'S PROFITS
December 1-3, 2021

grams were huge successes
and we are looking at an
even more diverse speaker
platform this time around,”

noted Peter Blake, executive
director of SEFA and NEFA.
“We have some innovative
speakers and thought-pro-

\

voking programs that will
help you shape your future
and answer the biggest chal-
lenges facing your business.”

The FallFest EXPO Devel-
opment Committee released
a partial slate of presenters
for the week, including a few
notable names from within
the industry, as well as from
some outside sources.

A partial list of partici-
pants scheduled to appear in-
clude: Sean Abbas, a business
coach from Threads Culture;
economist Chris Kuehl of Ar-
mada Corporate Intelligence;
Jennifer Marquardt Whit-
marsh of the Route Pros;
Kelby Sankey of Morelli’s
Cleaners and more.

Topics for the sessions will
range from effective market-
ing strategies to team and
staff building and retention
to an economic forecast of the
coming years. During last
year’s FallFest, he warned at-
tendees that 2021 would not
be “the year of rainbows and

Continued on page 12
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of The Clothesline (a.k.a. National Clothesline) debuted in Oc-
tober of 1961 (above). It was painstakingly pieced together by
Sol and Carol Memberg on their kitchen table.

For six decades, the news-
paper originally dubbed The
Clothesline has hung up the
drycleaning and laundry
news for all industry profes-
sionals to see.

October of 1961 was a tu-
multuous time for textile
technicians who were terribly
concerned with the rising
popularity of wash and wear
and self-service coin-op
drycleaning machines. How-
ever, an optimistic Pennsyl-
vania couple — Sol and Carol
Memberg — took a chance
and published about 500 is-
sues of a new four-page
“Newspaper for Dry Clean-
ers and Tailors in the
Delaware Valley.” It was
called The Clothesline and it
was assembled on the
kitchen table of their home.

The seeds for the publica-
tion were first planted during
Sol’s childhood when he
grew up working for his fa-
ther Philip’s cleaning busi-
ness in Philadelphia. In
junior high, his interest in
journalism blossomed, but he
wasn’t sure he wanted to
work for someone else.

“In the back of his mind
was always his father saying,
“You have to own your own

business. You don’t want to
be beholden to anybody,””
Carol said. “He said, ‘Let’s
try a community newspaper
for local drycleaners.” We put
something together in our
house. He wrote most of the
stories. I wrote some. We cre-
ated a couple of dummy ads
of what it would look like.”
Once the mock-up was fin-
ished, they attended a local
convention of the Pennsylva-
nia drycleaning association.
“We took the paper down

to the convention center and
we showed it to the owner of
the biggest supply company
in this area — which was Ster-
ling Supply,” she continued.
“He looked at it and said, ‘I
like this. I'll take the back
page and I want it forever.”
While Sterling Supply
adorned the back cover of the
first issue, the front page fea-
tured a lead story on coin-op-
erated drycleaning, noting:
“Nationally, Business Week

Continued on page 12
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Avoid hiring mistakes

Don't just hire a warm body; now is the time to find the
right people that complement your team members.

18

Front counter encounters
When it comes time to impress a new customer, will you

be ready to impress, or will your service fall flat?

20

Calculating customer loyalty
With a Net Promoter Score, you can measure customer

satisfaction and predict future profitability.

22

Preventing pump problems
Prior to failing, your water pump wil likely give you ample

warning to avoid impending disasters.
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PARKER
LINDUSTRIAL J
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 more 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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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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From the kitchen table to an ongoing legacy

A lot was happening in the world back in October of 1961. Roger Maris hit his
record-breaking 61st home run in the season for the Yankees — winning a game and
simultaneously beating a major milestone held by Babe Ruth for 34 years.
Meanwhile, the Dick Van Dyke show debuted on CBS and West Side Story was
released in theaters. So, it’s quite understandable that there wasn’t much fanfare
when a small, four-page local publication out of Philadelphia called The Clothesline
published its first issue. In fact, the first press run was in the ballpark of 500, so it’s
safe to say that not too many people had heard of it yet.

The concept of a newspaper covering stories of interest for drycleaners and
tailors in the Delaware Valley was an unusual one. It sprung forth from the mind of
Sol Memberg, who had grown up working in the industry for his father, Philip, the
owner of a cleaning shop in Philadelphia. The elder Memberg often stressed how
important it was for his son to own his own business someday. He even had a new
sign made up for his cleaning business that said: “Memberg & Son.”

But, Sol had other plans. They would combine his father’s occupation and
advice with his own passion: journalism. Late into the night at their kitchen table, he
and his wife, Carol, literally pieced together a mock-up newspaper in order to have
something to show potential advertisers at a local industry convention. Upon seeing
the mock-up, the owner of Sterling Supply — the largest supply company in the area
— was impressed. “I like this. I'll take the back page and I want it forever,” he said.

Unfortunately, Sterling Supply is not around anymore, but the Membergs
honored their agreement until the business was sold off about 20 years later — even
though it meant losing money to national advertisers as the publication grew in
popularity. It also grew in size (it doubled its pages for its third issue) and scope.
Soon, editions began popping up in surrounding areas along the East Coast. Thus,
The Clothesline was soon renamed to National Clothesline.

The publication grew out of the kitchen table and into offices with a full staff
of typesetters and artists back in the era of paste-up publishing when story text was
printed out on long strips of paper that would be cut and waxed, then affixed to pages
on a lighted glass table — so everything could be lined up accurately and evenly by
hand. During the early 1980s, however, the Membergs caught an early glimpse of a
technology that wasn’t available on the market yet. It was called a Macintosh and the
couple were ready to trade in their pica poles and exactos for two such computers
and a LaserWriter printer as soon as they were available.

Along the way, the newspaper that started with a press run of about 500, had
grown to include a subscription base of tens of thousands of industry members.

Meanwhile, the couple’s daughter, Leslie, joined the company back in the paste-up
days and her role increased and expanded over the years. For more than 35 years, Sol
was able to see his idea grow into a successful enterprise largely because he and
Carol always made a point to attend trade shows across the country (not just on the
East Coast) so they could get to know the people they wrote about.

In that span of time, a lot of issues were published and many more friends were
made, but, sadly, Sol’s own impressive run came to an end. In May of 1997, the
founder of National Clothesline died of a stroke. Following the tragedy, it was clear
that though Sol had passed away, his incredible impact on National Clothesline
would live on.

In July of 1997, this publication noted: “Both the National Clothesline and the
family business which he created live on as his wife, Carol, and daughter, Leslie,
continue the work he started. So, too, will his spirit live on, embodied by a dedication
to the drycleaning industry which he imprinted not only on the staff here at National
Clothesline, but also upon everyone in the industry who was touched by his life.”

Since then, a lot has happened in the world, including a Great Recession and a
pandemic — but the one-time small Philadelphia drycleaning newspaper has
continued to reach readers during the 21st Century in both print and digital form.
Clothesline continues to evolve with the times. While it may be true that this
publication is still created on Apple computers, the models we use today are a bit
more powerful than their outdated counterparts. Plus, nobody meets at the kitchen
table anymore. Some of us work together from office desks that are situated over
2,900 miles away from each other. It’s a very different production process from the
old days, to be sure.

Still, there is one thing that hasn’t changed about the newspaper in all of its 60
years. As Carol noted, “I think our most important thing was that we tried to make it
more personal for the individual drycleaners, which is why — from the start, — we
always ran a profile of some drycleaner who considered themselves to be an ordinary
drycleaner but we could see that they had really special qualities.”

That tradition continues today. We still like to add a personal touch amidst all
of the columns and news by featuring a profile on different everyday drycleaners
each month. We like to think it’s our way of bringing the drycleaning industry a little
closer together, especially when being close together is so difficult. Over the years,
that has added up to well over 700 such stories... and counting. In such uncertain
times, it’s difficult to say whether Clothesline will hang around for another 60 years,
but we promise to keep writing the stories if you keep reading them.
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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

......................................................... Quote Req“est
Business Name

Mailing Address JIndividual !Corporation
City State Zip Code I Partnership JLLC

Phone ( ) FEIN:

Fax ( )

Contact Name
Email Address

Current Policy Expiration Date
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Today’s Date Location 1 _iDrop Store Location 2 _iDrop Store Location3  LiDrop Store

_ICoin Laundry _ICoin Laundry _ICoin Laundry

Street Address

City State Zip

Building Construction*
Building Value

Personal Property Value
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Long Term Storage Value

Type of Solvent

“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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Sibling solidarity

here is an old photograph featur-

I ing siblings Kit Price and Casey

Smith, who currently serve as

third generation owners of Robinson’s

Cleaners in Columbia, MO, sitting on

top of bags full of dirty cloth diapers —

clearly bored and tired from a long, hot

day of “helping” their father cover his
pickup and delivery route.

The picture is from 1975, to the best
of Kit’s knowledge, back when she and
her brother would ride along, listening
to old St. Louis Cardinals’ baseball
games. Years later, she’d be enlisted
again to work for a drop store, and then
as a pants presser during late summer
in the brutal heat.

“After that, I was like, ‘I am never
coming in again,”” she recalled. “I went
and got my lifeguard license and I man-
aged pools from the time I was 16 until
the time I graduated from college. I did
that forever. I never wanted to work
here in the summer again.”

While Kit would go on to earn an
English degree and teach students from
grade 7 to 12, younger brother Casey
worked construction; neither seemed
destined to follow in footsteps of their
father, Robert “Bucky” Smith.

As a young man, he drove the deliv-
ery route for a cloth diaper laundering
business. Its origins could be traced
back to 1952 when Kit and Casey’s
great grandmother and great uncle
launched it.

“My dad worked for my grand-
mother. He ran the Dandee Dydee Dia-
per route. So, when we were little, we
would go on the route with him,” Kit
explained.

Over time, the name was changed to
St. George Laundry (their grand-
mother’s last name), and when Robert
decided to buy a small drycleaning
business and add uniform rental, he en-
named it George Drycleaners.

In the 1970s, he bought Robinson’s
Cleaners of Columbia, MO, but this
time he decided to keep the name of the
business, which was quite established
with over 50 years of history already.

“They didn’t change the name be-
cause that was my mother’s maiden
name — Robinson,” Kit added.

asey was the first to return. When
Cthe business acquired a big con-

tract with a federal bank, he was
asked to come in to handle it. Mean-
while, Kit began teaching younger stu-
dents (3rd through 5th grade) while she
returned to college for her Master’s de-
gree. It was rewarding to see kids ad-
vance in their education, but frustrating
to watch some trapped in bad environ-
ments at home. One day she had an
epiphany that would have shocked her
younger, pool-managing self.

“Teachers work really hard. I was
like, ‘If I'm going to do this much work,
I think I just want to go work for my-
self,” Kit said.

She met with Casey and they dis-
cussed buying the cleaners from their
father, whose response was fairly suc-
cinct: “You guys are crazy. What do you
want to do that for?”

That was 1996. The business has
changed quite a bit in the last 25 years
or so. “When I came into the business,
I think we had seven locations,” Kit

noted. “We ballooned up to about 18 at
one point and now we’re back down to
three. Our retail has really fluctuated.
CRDN [Certified Restoration Dryclean-
ing Network] — our franchise stuff —
has gotten bigger, and we’ve also got-
ten some federal contracts that made us
bigger. So, I think our identity has
changed every three to five years.”

house packed with stuff that you can-
not see through.”

memorable job that stands out in

Kit's mind is the time Robin-

son’s cleaned 800 Beanie Babies
damaged in a house fire.

“That was when we first started

years ago,” she recalled. “So, anyway,
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ne of those identity changes took
Oplace in 2006 when Robinson’s

secured a laundry account for
the military. It was a great source of
work for 12 years — at that point, a
laundry was built on base.

“That’s the nature of those things,”
Kit emphasized. “We’ve done federal
contracts for years. I mean, my dad did
them. We've pretty much always had a
federal contract of one sort or another.
I also know at some point you can just
get underbid or it can be taken away
from you. They’re profitable, but not
guaranteed.”

While the nature of such contracts
can lead to unpredictable retail num-
bers from year to year, Kit and Casey
have still tried to incorporate consis-
tency on the production side of things.

“We're the highest priced cleaners in
town. We're big on processes and
equipment and efficiency,” Kit said. “If
I can buy a piece of equipment that
makes my efficiency better, or my prof-
its better — that’s what we’re going to
do because equipment doesn’t call in. It
doesn’t get sick. It doesn’t break down
as often as people do.”

Casey and Kit have learned that,
when times are good, it is wise to rein-
vest in the business. When the siblings
secured their first five-year government
contract in 2006, they spent time evalu-
ating business opportunities before
they decided to buy into CRDN in 2008
with the extra money they’d make.

Over the years, restoration work has
been a consistent source of business —
although some jobs can be stranger
than others.

“What I'll tell you about the restora-
tion business is that you can’t tell from
the outside of the house what you're
walking into,” Kit began. “I mean, you
can have a house that’s a pretty mod-
est-sized house and it can have 500
pairs of shoes because the lady loves
shoes. So, you really can’t tell. We go
into these huge houses that have very
few things or you can go into a little

we’re just not going to do it.”

Ultimately, though, the partnership
has worked well because both halves
are willing to work so hard.

“There’s never been a time where I
thought that he wasn’t pulling his
weight,” Kit emphasized. “I think
Casey can run it without me. I'm not
sure I could run it without him.”

Robinson’s Cleaners
Columbia, MO

Beanie Babies are worth nothing — we
know that now. Back then, everybody
thought that was going to be a thing.”

Unfortunately, even a perfect
restoration could not save the most
valuable piece of the stuffed animals
(from the collector’s perspective any-
way) — with the tags burned off, they
are worth virtually nothing.

Then, there was another kind of
stuffed animal that Robinsons also had
to learn to restore.

“I like the variety of it because you
just never know what’s going to come
through your door and what they’re
going to want you to do,” Kit said.
“That’s the thing with restoration —
figuring it out. We do a lot of taxi-
dermy, so I've done elephants and an-
telope, lions and pandas — just all
kinds of stuff like that. You're con-
stantly trying to figure out how to clean
these items. It’s all just skin or leather
or fur, so you can clean it.”

or two siblings who never

planned to return to the family

business, Kit and Casey have
managed to work together seamlessly
for over 25 years.

“We are partners in the business. We
have run the business and family is a
big part. We have both raised our fam-
ilies. We were raised by this business,”
Kit explained. “My dad told me over
and over — if you take care of the busi-
ness, it will take care of you. That has
held true for years and years and
years.”

While they don’t always agree on
everything, Kit and Casey have a sim-
ple system to make sure that they don’t
lose their way when disagreements
arise.

“We have a pretty decent division
about who gets to decide about what,
so if he and I don’t agree on something,
we just don’t do it. That’s kind of been
the key thing,” she added. “If there’s
something we want, we have to con-
vince the other one to want it, too, or

Casey have experienced some

frustrating sales slumps during the
pandemic. Despite that, Robinson’s
cleaned local police officer uniforms for
free from March to May last year.

While she can’t speak for dryclean-
ers in bigger, metropolitan areas sup-
ported by larger populations, Kit feels
more qualified to describe her market
in the middle of the country: “It’s just
not there. I don’t know that it's ever
coming back.”

For now, Kit and Casey plan to fol-
low customer trends. “I think you need
to go where the work is. That work
may not be over your counter,” she
said. “I'm in a lot of these Facebook
groups and there’s a lot of people
adding carpet cleaning as a service, or
adding maid service. I've always said:
The more diversified you are, the better
off you are.”

“If you're going to wait for some-
body to bring pants through your front
door, you're not going to be in business
very long, I'm afraid,” she added.

While most retail sales have suf-
fered, some of Robinson’s services have
faired better of late, including restora-
tion, laundry and uniforms.

“The emphasis on being clean dur-
ing the pandemic has created some
value that wasn’t there before,” Kit ex-
plained.

Perhaps the biggest asset revealed
during the pandemic was the com-
pany’s loyal customer base who kept
coming back. Their consistency as cus-
tomers echoes the company’s long-time
efforts to reinvest, improve and, of
course, remain consistent themselves.

“I wouldn’t tell you we're the best or
the worst, but we’re super consistent,”
Kit said. “We work very hard to give
the best quality product at the price
that we have... and that we’re consis-
tent with that. I hate for things not to be
on time. We work really hard at getting
our stuff out there with a good quality
when it’s supposed to be there.”

I ike most drycleaners, Kit and
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Finding creative h

f you ask drycleaners, along

with almost any other small

business, what their biggest
challenge is, you will find a
common issue: lack of good
help. Even pre-pandemic we
had been experiencing these
issues and the pressures since
have exacerbated the situation.

Employers have clung to the
hope that the labor shortage
was mostly due to generous
economic assistance programs
— like unemployment, in-
creased childcare tax credits
and stimulus money — as main
reasons people weren’t return-
ing to work. The hope was that
as these programs end, the

workforce would return. Un-
fortunately, we are not seeing
that. These issues will be
around much longer than we
have anticipated. The added
pressures of the pandemic,
coupled with new wage and
hour issues and the changing
landscape of proposed govern-
ment reforms (like $15 mini-
mum wage) will continue to
depress the labor market.

The fact is, the labor market
is extremely tight, and I don't
see it changing. You are in an
extremely competitive market
trying to get employees. The
power is now squarely in the
hands of the job seeker and the

qualified candidates will have
a choice in where they go. So,
what can we do about it?

One of the best things you
can do is to resist the tempta-
tion to just “take the warm
body.” Don’t give in to the
false promise that any em-
ployee is better than no em-
ployee. I get it. Work has to
get done, but once you start
sacrificing your company cul-
ture for the sake of filling
spots — your business will
suffer. Your productivity will
stall out or even go down, and
you will keep perpetuating
the cycle of mediocrity.

The first thing to do is iden-

tify the qualities you are look-
ing for in a candidate. What is
your ideal team member?
What attributes would com-
plement your company cul-
ture and your current team
members? You need to iden-
tify these core values and target
your marketing to attract
those people. Spend time fo-
cusing on building chemistry
and a company culture that al-
lows your team members to
grow and prosper. Then, as
you hire new team members
— retention is easier. When
you have the right company
culture, then you will become
a place people want to work.
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iring solutions

When targeting these indi-
viduals, look at your current
employees and what they
value about their job. For
some, it will be recognition of
jobs well done. Public dis-
plays of appreciation in social
media can go a long way in
demonstrating your commit-
ment to team growth. For
some, it will be getting people
involved in helping the deci-
sion making — showing your
staff that they are part of the
solution to the problems.

A great example of this was
demonstrated by Christa
Hagearty of Dependable
Cleaners during SpringFest
Expo. When faced with de-
clining revenues and the need
to ensure staff continuity,
management sat down with
all team members and brain-
stormed for new ways to help
customers and new ways to
bring in volume. Through that
process the employees came
up with innovative sugges-
tions that shaped how the
company navigated through
the pandemic. They all
worked together to find cre-
ative solutions to very chal-
lenging obstacles. The staff
felt valued and committed to
making the programs work.

We are bringing Sean
Abbas, a corporate culture ex-
pert, in as a keynote speaker
for our FallFest EXPO 21 in
December. He is an amazing
speaker with a critical mes-
sage. The company with the
best culture wins. He demon-
strates how you can incorpo-
rate these ideals into your
recruiting policies. Remember
when I advocated to resist hir-
ing “just anyone” to fill a slot?
Sean has discussed a program
where he faced a manufactur-
ing dilemma. He lost two team
members, and he knew it
would take a while to replace
them. Instead, he called in the
manufacturing team and said
he needed to hire two employ-
ees, that would cost him “X”
in dollars, and would achieve
“X” in production. Alterna-
tively, if the staff can show
how he can achieve the same
productivity, he would divide
the cost among the current
team instead. What do you
think happened? There can be
great business ideas generated
when you reverse engineer the
problem. Ask current employ-
ees to help solve staffing prob-
lems. You may be surprised!

There are great employees
out there. You need to make
them understand why they
should come work for you. If
you lay the proper founda-
tion, your company culture
may make the difference. Be-
come the place where people
want to work.

Peter Blake serves as executive
director of the North East Fab-
ricare Association, the South-
eastern Fabricare Association,
and the MidAtlantic Associa-
tion of Cleaners. He can be
reached by email at
peteblke@aol.com or by phone
at (617) 791-0128.
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1901 Landmeier Rd., Elk Grove Village, IL 60007
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http://www.sankosha-inc.com
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removal, we put stains in a

category and use a prescribed
method for their removal. Man-
ufacturers of chemicals also pro-
vide spotting charts for their
chemical usage based on the cat-
egory placement of stains. The
simplicity of this method makes
spotting easier but does not nec-
essarily work on all stains. Some
stains are more complex and the
methods used to remove the
stains must be changed. We are
going to list some stains that do
not fall under the simplified pro-
cedures. The following stains are
more complex and require a
change in their procedures to ob-
tain removal.

Perspiration

Composition: Perspiration
contains chloride salts which are
hazardous to silk and other fab-
rics. The salt remaining in silk
discolors, and also deteriorates,
silk and other fabrics to a lesser
extent. The chloride salts are ac-
celerated by age, moisture and
the heat in drycleaning. Perspi-
ration also contains fats and
acids which contributes to the
rancid odor of perspiration. The
acids, after a period of time, turn
to an alkaline condition.

Removal: The fatty content of
perspiration is removed in

I n teaching spotting and stain

THE SPOTTING BoARD

drycleaning but the alkaline color
change and salt remain. The first
step in removal is flushing with
a water gun or steam gun held
away from the fabric to avoid ex-
cessive heat. Use acetic acid to
neutralize the color change. On
silk fabrics, the safest agent to use
is a powdered enzyme. On other
fabrics, it is OK to use ammonia
and neutral lubricant. Last traces
of yellowing can be removed
with peroxide and ammonia.

Urine

Composition: Urine stains
contain sodium chloride, uric
acid, urea, organic acids and pig-
ment.

Removal: Garments with
urine stains should not be
drycleaned. The drycleaning
process does not remove the
urine stains and it is possible for
the urine to leave an objection-
able odor in the drycleaning ma-
chine. On dryclean only gar-
ments, obtain a customer’s
release for wetcleaning. Use an
alkali such as ammonia and
mild lubricants. After rinsing,
put in a solution of a mild lubri-
cant and an acid such as acetic
to neutralize the effects of the al-
kali. Yellowing on white fabrics
can be removed by soaking in a
mild oxidizing bleach such as
perborate or percarbonate. Be

sure to wear gloves when han-
dling. After wetcleaning, gar-
ments should be drycleaned for
further purification.

Vomit

Composition: An objection-
able stain containing bile, mucus
and albumin.

Removal: The stains do not
come out in drycleaning. Wet-
cleaning procedures are best to
use when the stain covers a large
area. Use an enzyme in warm
water for silks and wools. For
more durable fabrics use ammo-
nia and neutral lubricant during
wetcleaning. Be sure to wear
gloves when handling garments
with body stains. After garment
is dried, it can then be
drycleaned.

Perfume

Composition: Perfume con-
tains oils, musk alcohol, coloring
matter and synthetic com-
pounds. Perfume gives off a
characteristic odor.

Removal: The perfume often
leaves a yellow ring. Sometimes
a ring of color loss occurs in the
center with dye accumulation on
the ring. Sometimes the dis-
turbed dye rings can be redis-
tributed by using a towel with a
little alcohol on it and rubbing
the disturbed dye toward the

center to redistribute it. When
the color loss is severe, there is
no correction. The yellow rings
on white fabrics can often be re-
moved by using hydrogen per-
oxide plus ammonia.

ing hemoglobin. There is some
iron and a liquid portion known
as serum.

Removal: The problem with
removing blood stains is not the
stain itself, but contact with al-

Blood stains should never be
drycleaned without first pre-spotting
since the heat can set the stains.

Jewelry Stains

Composition: Jewelry stains
are caused by oxidation of gold,
silver and metallic trimming.
When oxygen and moisture con-
tact jewelry, it forms an oxide
which produces a dark stain on
the fabric, often mistaken as dye.
It frequently occurs on the top
area and the neckline caused by
a pendant or necklace.

Removal: It is easy to remove
this stain. Test the fabric dye for
safety using either oxalic acid or
hydrofluoric acid, which are rust
removers. When using hydroflu-
oric acid, use a protein formula
after use to make sure the acid
is properly neutralized.

Old Blood Stains

Composition: The solid por-
tion of blood is protein contain-

cohol which can set blood stains
so they cannot be removed. This
can occur when the spotter uses
paint remover with water or
general formula. Blood stains re-
act well with digestive agents,
alkali and lubricants. Hydrogen
peroxide and ammonia work es-
pecially well for the last traces
of the blood stain. Blood stains
should never be drycleaned
without first pre-spotting since
the heat of drycleaning can set
the stains.

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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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
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FallFest °21 building profits

Continued from page 1
unicorns” despite projections
for economic growth.

The per-plant early bird
registration fee is only $199
for members and $249 for
non-members until Nov. 15.
It includes access to the entire
schedule of events and access
to all session recordings for
three months following the
event. After Nov. 15, the reg-
istration fee is $249 for mem-
bers and $299 for
non-members.

“This is an incredible op-
portunity and I can’t wait,”
observed Larry Fish, presi-
dent of NEFA. “I always at-
tended NEFA’s Fall Fest and
would bring three or four
employees. By the time I was
done, I had invested close to
$1,500. Now, for a fraction of
that, I can provide vital train-
ing for my entire staff. This is

Pressed

Continued from page 1
magazine reported that $30
million dropped in coin slots
fo far this year, with $60 mil-
lion expected next year.”

While coin-op drycleaning
didn’t fare well in the long
run, The Clothesline pre-
servered — and expanded. It
doubled in size by its third
issue. Soon, the Membergs
added an edition for the Bal-

amazing. Even if they can’t
attend live, I can still have
employees  watch  the
recorded sessions. Consider-
ing all we are going through,
I know this will better pre-
pare me for the future, and
better prepare my staff for
the challenges and opportu-
nities that lie ahead.”

While many cleaners are
eager to return to in-person
trade shows — CCA’s Fabri-
care 2021 show was set to
take place in Las Vegas at the
start of the month — online
events have proved to be
popular in their absence and
their value suggests they will
continue in the future.

“We are taking all the best
parts of the trade show expe-
rience and brought them into
a virtual platform,” ex-
plained Leslie Schaeffer of
PDCA. “We are taking great

care to provide as much in-
teraction within the forum as
possible. We know how valu-
able that peer-to-peer discus-
suion can have. We are
arranging special breakout
rooms to capture the popular
demonstrations and vendor
showcases that live exhibits
have featured. This is your
opportunity to make mean-
ingful contacts with other
drycleaners, consultants,
equipment manufacturers
and service providers.”

For more information on
FallFest 2021, contact Peter
Blake at Peter@SEFA.org or
(617) 791-0128, or Leslie Scha-
effer at Leslie@pdclean.org or
(215) 830-8495.

Look for updates in the
coming weeks on the spon-
soring associations” websites:
pdclean.org, nefabricare.com
and sefa.org.

The next certification test-
ing period will begin soon for
those seeking to obtain or re-
new their Drycleaning and
Laundry Institute credentials
for Certified Professional
Drycleaner (CPD), Certified
Professional Wetcleaner

DLI certification
testing begins soon

DLI members should log in
with their member number for
special DLI pricing. Allow
three business days to process
the registration form.

Once the application
process is completed and eli-
gibility is verified, DLI will

an operating drycleaning busi-
ness. All certifications are
valid for a term of three years.

Registration is available at
DLIonline.org/Certification.

(CPW) and email infor-
Certified En- mation on
. CERTIFIED
vironmental PROFESSIONAL how to ac-
DRYCLEANER
Drycleaner cess the test
|kl ) bkl ) MHe
Testing is| GRYCTEANER WETCLEANER contains
available to some study
anyone who CERTIFIED materials that
. GARMENT CARE .
owns or is PROFESSIONAL be reviewed
employed in or  down-

loaded prior to the exam,
which will only be adminis-
tered from Oct. 30 to Nov. 7.
For more information, con-
tact DLI at (800) 638-2627.

and folded monthly for 60 years

timore area. Later, more edi-
tions were created for along
the east coast. As this trend
continued, the name of the
newspaper changed to match
its reach: National Clothesline.

The publication offered
plate changes so they could
sell local advertising in each
edition, but they never gave
up Sterling Supply’s spot for
the original editions.

\

METHODS FO MANAGEMENT

“We had given our word
they could have it forever. We
thought we owed him since
he gave us our start,” Carol
said. After advertising on the
back pages for 20 years, the
supply company folded. By
then National Clothesline had
long moved out of the
kitchen and into a full office.

“We went from one em-
ployee who was a typesetter,

Want to Improve
Profits & Operations?

Methods for Management serves the dry cleaning industry through independent consulting
relationships as well as coordinating and facilitating Management Bureaus. MFM Management
Bureaus provide a safe, non-competitive environment where members are comfortable sharing

information, issues, and concerns with peers that they trust and respect

MiM Currently Has A
Limited Number of Available
Memberships in Select Areas!

Contact us to find out how becoming a MfM bureau
member can help you maximize your business.

402-690-0066

MethodsForManagement.com

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

to having a full staff of two to
four typesetters and an art
staff of about five or six people
who could do paste-ups. We
had a dark room and could do
all of our own processing,”
Carol noted. “I did more writ-
ing and some of the paste-up
work. Sol did photography
and would develop the pic-
tures. We were really hands-
on for a whole lot of years.”

Over time, the small paper
with a first run of 500 issues
grew to include a subscrip-
tion base of tens of thousands
of cleaners. Sol and Carol
made a point of attending
conferences all over the coun-
try — not just in the east
where they were headquar-
tered. “It was really reward-
ing for wus because we
actually got to meet the peo-
ple who we were writing
about,” Carol added.

The Membergs also contin-
ued to seek top-of-the-line
technology to improve their
publishing efforts. In the early
1980s, they had an opportu-
nity to test a new computer
that wasn’t on the market yet
— a “Macintosh” — and were
impressed enough to buy two
plus a LaserWriter printer
when they were for sale. “This
was so long ago that the in-
structions printed on top of
the printer box said ‘Direc-
tions for opening: first, bend
your knees” — because it was
heavy,” Carol laughed. “We
always tried to be a little
ahead of the game, but I think
our most important thing was
that we tried to make it more
personal for the individual
drycleaners, which is why —
from the start — we always
ran a profile of some
drycleaner who considered

themselves to be an ordinary
drycleaner, but we could see
that they had really special
qualities.”

A few decades back, a sec-
ond generation of the family
— the couple’s daughter,
Leslie Schaeffer — began as a
delivery driver, but soon ex-
panded her role into every as-
pect of the business. She has
been instrumental in leading
the publication into the digi-
tal age where it can also be
read online. Unfortunately,
Sol did not live long enough
to see his newspaper evolve
in the 21st Century; he passed
away on May 30, 1997. Since
then, Carol and Leslie have
continued helming Clothesline
in his absence, through the
events of 9/11, the Great Re-
cession of 2008 and the recent
pandemic, which has left the
drycleaning industry in a
precarious state much like it
faced six decades ago.

Of course, neither coin-op
drycleaning or wash and
wear clothing have elimi-
nated drycleaning, but the
size of the industry has been
reduced significantly of late
and cleaners must continue
to find ways to adapt and di-
versify in order to stay alive.

For one of the original
founders of The Clothesline,
that means business as usual
for the forseeable future.
“The good old days weren’t
always so good,” Carol re-
called. “In order to put a page
of news together, we worked
liked dogs on it. It took a lot
of people and it was a lot of
effort and expensive. It's
much easier to do now be-
cause life has changed... and
you have to be open to
change.”
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AT SMRT SYSTEMS WE GET IT

At the heart of SMRT, we are a dry cleaner. It's the reason we
created our software in the first place: To solve the everyday prob-

lems we ran into at our own business

We've stood in your shoes. Pressing, cleaning the button trap, filling
in when the driver is sick, making payroll and replacing equipment.

And with a dry cleaner’s perspective, we've built, from the ground

up. the best dry cleaning software in the marketplace.

s R/

Qustomers

N\ & =

CasnBoR

L)
Qewery
Reotucion RNaddng, \ssaeTradest

Recenates
Repotts

SMRT SYSTEMS | 280 PREMIER DR. SUITE 117, HOLLY SPRINGS NC 27540
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“SMRT IS THE COMPLETE PACKAGE. THEIR PEOPLE,
THEIR PRODUCT, THEIR DRIVE AND THEIR FOCUS
MAKE MY BUSINESS BETTER, AND MY LIFE EASIER.”

Kathy Benzinger, Owner

Benzinger’'s Cleaners

9:41

SMRT

SMRT =

Good Morning, John
We like your style...
NEXT STOP: (o] P

Chapman, John
125 MAIN STREET, SAN FRANCISCO ‘

12:00pm - 2:30pm
Last visit: 9/18/19

Order # 23432 Orders
ey N
g ° V [ | | New Customers LY +72%
MAP CHAT NEW DONE Labor Hours 59 |,
DELIVERY SEE DETAILS
Late Orders ERA -17%
12 pieces

Sales
Note: Call 555.0012
PICK-UP
ALERT

If bag is not on doorstep,
please ring bell.

WE UNDERSTAND THAT DRY CLEANERS ARE DYNAMIC, HIGH-
PERFORMING ENTREPRENEURS. It's no small feat to run both the
factory and the dealership every damn day. You deserve a software
partner that knows your business and is there for you 24/7. You de-

serve SMRT.

THERE HAS NEVER BEEN A BETTER TIME TO

GET SMRT

(415) 612-9885 | WWW,SMRTSYSTEMS.COM

To learn more, visit www.nationalclothesline.com/ads
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RICHARD A.
L8 0.8 & ¢

“...SMRT brings dry cleaning and delivering a great
experience to customers into the 21st century. For
decades, our industry was underserved and with
SMRT on the scene, we are equipped with the fin-
est software to run a world-class organization...”

GREG M.
L. 0.0 8 & ¢

“The customer support is hands down the best.

From the demo to the instillation and now use,

the support team at SMRT have been there. This
system compared to my last POS is 1000% better.
Easier to operate, staff and customer friendly.”

SAMI K.
L. 0.8 8 & ¢

“The text program was much better than the com-
petition. The training and introduction offered
was and turned out to be excellent. The software
puts the delivery company in charge. In my eyes
this makes things easier and also helps allow more
profit. SMRT seems to have everything you can
think of for your dry cleaning business.”

JON K.
* & h ok k

“...the software is so user friendly a

that my entire business runs on it. It

plete CRM software, front to back. N

easy for me to manage my business,

even easier for my customers. They c8
scheduling, communication on their own.”

AMANDA
L. 8.6 & ¢

“We are very happy we made th
is a simple easy platform to u
ployees. Assembly has been m
and contacting the customers i
the software. | like that it is browser based so |
can login in whenever and where ever | need to.
Set up is super easy and | am able to install myself
instead of calling support.”

WAYNE E.
L 8. 0.8 & ¢

“l can’'t believe we are running this system for over
4 years. Would be lost without it.”

MICHAEL B.
L 8.0 8 & ¢

“l used a legacy system (the largest in the industry)
for 13 years before switching to this “upstart” back
in 2017. The difference was immediate, obvious,
and impactful for our operation. And that was back
when they were an upstart, and the software was
still in its relative infancy. They are now one of the
dominant players in the market, and for good rea-
son. The absolute best thing about this software,
IMO, is the way customer communications are han-
dled. It's partly an email client, part text interface,
and part slack, all tied into one, flawlessly.”

WILL W.
1 0. 6.6 & ¢

“There isn’t just one feature | like but multiple. To
name a few: user interface, the pickup/delivery
module and notification/communication center.”

THAYNE A.
1 0. 6.6 & ¢

“...from the change over to the delivery for my
business the SMRT Systems is [by far] the best at
teaching employees how to work the system. My
customers swear that the texting to let customers
no the there Dryclean orders are done is [easily]

the best in our
industry! So glad we went with SMRT!”

JOE F.

L 8. 0.8 & ¢

“...SMRT allows you to follow real time the daily ins
and outs of your business. | am able to physically
leave my facility and check in remotely. This was
a huge step in me being able to devote time with

my family, and giving me back control over my
business.”

JORDAN W.
1.8 0.8 & ¢

“SMRT Systems makes our diverse dry cleaning
business simple to manage from one screen. Easy
to setup and implement this is a no brainer for
anyone needing a POS in our industry.”

MAJOR B.
* &k kK

“The extra communciation features for my team
and our customers. The ease of use. The delivery
and route optimization features to help build and
organize our growing Pickup and Delivery system.
Has incoporated into our marketing efforts
beautifully.”

company
es have
I have Im-
nt d products
on a large scale in.my career and | would have to

y s was t
*

“SM Y usel raifilis was h B

iniElstaf he e 4 s

i om old E up d

rolling. We can access customer support very eas-

e a en ti
| in

i e es u

on se e

program is a game-changer. Not only does SMRT
run our A/R, inventory, lot management, delivery
routes, customer promotions, communications,
etc. It quite frankly is the easiest to use and train,
which is priceless in our industry.”

KEVIN L.
L. 0. 0.6 & ¢

“lIt seems in this day and age, most software has
bells and whistles, some of which do the same
thing, only its a step by step process to get to re-
sults. SMRT is quick about it!”

ALONSO C.
L. 0. 0.6 & ¢

“Our internal company communications, automa-

tion with management reporting, billing and cus-

tomer resolutions have been the biggest benefits

with the software implementation. What took sev-

eral emails, manual phone calls and meetings with
our management are now easily reported across

all communicaitons channels and have reduced the

time to resolve day to day processes.”

BRUCE G.
1 0. 0.6 & ¢

“...we love how easy the software is to use, the
route app is terrific, communication through text
and email has significantly cut down on phone
calls, estimates are responded to very quickly and
our customers love it. The reports are endless, we
have hundreds of KPIs to help us with sales and
marketing.”

CHARLES D.
L. 0. 0.6 & ¢

“...we love how easy the software is to use, the
route app is terrific, communication through text
and email has significantly cut down on phone
calls, estimates are responded to very quickly and
our customers love it. The reports are endless, we
have hundreds of KPIs to help us with sales and
marketing.”

JASON Y.
* J & K

“My overall experience with SMRT has been fan-
tastic! They are a great partner to have in the
industry.”

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

JONNI M.
* % & ek

“My overall experience with SMRT has been great.
The customer support and complete openness to
look for and create new functions has made our
everyday use easier. The ability to track garments,
contact customers, track drivers, and option to
make just about any kind of data report we re-
quest has been a life saver.”

BILL W.
1 0. 0.8 & ¢

“The developers are always working to make the

system work better. It already works great , but if

there is something that you would like for it to do

you can request it and it will probably get done. |

also like that it is so easy to use. New associates
can be up to speed in just a few days.”

LAURIE C.
1 6. 0.8 & ¢

“We have improved garment tracking and commu-
nication internally and with customers. We are
able to be really transparent. The customer inter-
face is great. The team is great to work with! Our
systems and processes are getting streamlined in a
we've been dreaming about for years, but had

roadblocks with previous software.”

DENISE T.
L 0. 0.8 & ¢

migration to SMRT was validated and praised
both our multi-generation of employees and
customers. The ease of learning, navigating, and

after the honeymoon stage, the SMRT
m continues to be very responsive with
t attitudes long after conversion.”

ROSS L.
1 0. 0.8 & ¢

Our previous Compassmax software was not ade-

quately addressing our needs and we are overall

quite happy with how well we have been able to

improve the management of our business with a
system that is easier to use .

ERIC D.
8.0 6 & ¢

When we switched to SMRT we didn’t have a route
at all and now it is growing weekly. With the cli-
ents being able to setup a pickup/delivery right

from their cell phone.

MATT F.
8.0 6 & ¢

Brings current tech to the dry cleaning industry
that has had archaic software for decades.

PETER L.
L 0.8 6 & ¢

We have had nothing but a great experience with
SMRT, from the hardware & staff. Support is very
quick to respond. My prior system support was
not as responsive and created frustration when we
needed an issue/question addressed.

JIM G.
* Je & e K

SMRT is intuitive and has a clean look. The devel-
opers are continuously updating the platform and
Support is quick and usually succinct.

ROBERT S.
1 0. 0.8 & ¢

| love the customer communication. Route tracking
is top notch. Assembly conveyor is very reliable,
cost effective and efficient. Customer billing is
very simple to customize.

SCHEDULE A FREE DEMO AT
WWW.SMRTSYSTEMS.COM
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IN-PERSON COURSES

DLI’s School of Drycleaning Technology
(est. 1927) is open for business and taking
registrations for courses this October.

Introduction to Drycleaning, October 4-8

« Sorting loads

« Fibers & fabrics

« Drycleaning machine operation
- Stain removal

« Finishing pants, coats, and skirts
« Tensioning equipment

« More

Advanced Drycleaning, October 11-22

* Bleaches
 Wetcleaning
 Customer service
« Pleated skirts

« Shirt laundry

» Wedding gowns
- Effective plant workflow design
* Solvents

« Filtration

- Distillation

« More

Take hoth courses together and save.

Members receive reduced tuition rates.

REGISTER EARLY TO RESERVE YOUR SPACE

VIRTUAL COURSES

Virtual Stain Removal Course:
October 26 - November 16

DLI’s most popular topic offered in a
convenient virtual format. No travel or
lodging expenses. Topics include:

- Stain removal tools and supplies
* Fibers & fabrics

« Bleaches

« Digesters

« More

Virtual Finishing Course coming 2022

SELF-STUDY
Study on your own time with courses on:

« Customer Service in Drycleaning
« Drycleaning Finishing Procedures
« Drycleaning Fundamentals

« Stain Removal

« Fibers & Fabrics

 Wetcleaning

ON-DEMAND

Recordings of DLI virtual training programs
are archived on our website. Access nearly 100
videos (and counting) covering:

* Finishing

+ Management

- Marketing

* Route services

Social media

Stain removal

Wash-Dry-Fold services

+ More

DRYCLEANING & LAUNDRY
INSTITUTE INTERNATIONAL

Call 800-638-2627 or visit DLIonline.org/Education
for more information and to register.

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



PAGE 18 / NATIONAL CLOTHESLINE / OCTOBER, 2021

SHIRT TALES
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sy DON DESROSIERS

Treating every customer like your best

here are times in this busi-

ness — in fact, in all busi-

nesses — when you
present yourselves at opportune
times to impress new customers.
Sometimes they happen because
we initiate them. Other times,
they happen by chance. We can
put a sign in the window that
reads: This week only: Shirts 4
for $10! (or something like that).
We can promote any aspect of
our business. We can announce
our hours of operation or that
we are open on Sunday or the
upcoming holiday.

The whole idea is to entice a
new customer into trying your
service. The hope is that a new
customer, brought in by a low
price or convenient hours or any-
thing else that you think con-
tributes to your success plan, will
clearly see value in doing busi-
ness with you and that the en-
ticement you have offered to get
them in the first time (Shirts
$1.99!) is hardly necessary to get
them to return. The best plan will
have them think: “This place is a
bargain at twice the price.”

You have under-priced your
product to get them in, probably
pricing shirts below cost “this
week only” — but that’s OK be-
cause you have earned your cus-
tomer’s trust and respect and
now they will return to pay full
price and contribute to company
profit. This is one of the primary
ways to earn new business. Find
any way to get them in the door.
Prove the them that you are
worth doing business with. Earn
a customer for life, in spite of the
price. But, can something go
wrong? Oh, yes!

My wife’s SUV had two flat
tires one day. The right front tire
and the spare tire were both de-
flated, although I could limp
along for a few miles if I put air

in the front tire. My wife and I
headed to my local tire shop first
thing in the morning. I have
been going to Henry’s Tire Shop
for over 45 years. Henry and I
went to high school together. I
have no idea if he costs more or
less than his competitors. I al-
ways get good service. My car is
always done on time. He always
has what I need in stock. My
children have now become cus-
tomers. The fact is that I have
never had any reason to go else-
where... until that day.

When I pulled into Henry’s at
8 a.m., the doors were locked
even though they should have
already been open for 30 min-
utes. When my wife realized
that it was a federal holiday —
President’s Day — we deduced
that Henry would not open.
Desperate, we headed to a com-
petitor’s place nearby. Unknown
to them, they had the picture-
perfect opportunity to impress a
new customer that they other-
wise would have virtually no
chance of ever attracting. Given
a track record of years of good
service and quality, I wasn't
going to drop Henry’s like a hot
potato for a few bucks off on a
tire. But today, by no fault of
Henry’s Tire, I went to Sullivan
Tire instead. Before I tell you this
story, let me say that some new
customers are easier to impress
than others. If Joe Smith comes
to your counter for the first time
because he is fed up with his
regular cleaners after numerous
failures, you don’t have to do a
whole lot to win him over. If he
is used to poor, your mediocre
may be perceived as great. But
this is going to be the exception.

So, I go to the new tire shop. I
am the first customer of the day.
There are two men at the
counter, one drinking coffee and

the other on the phone. I greet
them with “Good morning.”
They do not reciprocate. Strike
one. What, pray tell, is so hard
about returning such a simple
greeting? My guess is that if I
had been a regular customer —
someone they recognized — I
would have received a cordial
welcome. The guy with the cof-
fee ignored me while I waited
for the man on the phone to get
through with what was obvi-
ously far more important than a
customer. (If you argue that per-
haps the coffee man wasn’t
trained to wait on customers
and that the phone man was on
some high-level corporate,
heavy hitter teleconference, I
will counter with this: Every
customer needs to be recognized
at once, even if it’s just an up-
pointing index finger indicating
“Ill be with you in one
minute.”) Pretending not to no-
tice a customer is gross.

The coffee guy left and I fi-
nally reached the top of the
phone guy’s to-do list. He went
to the car to see what kind of tires
they were to “see if he had them
in stock.” I was taken aback.
How does he already know that
I need tires? “Can’t you just fix
them?” I asked. Maybe this guy
was clairvoyant. I got the feeling
he was a crook. I said to install
two new tires because I want my
wife to be safe, but I doubt this
was my only option.

I politely indicated that I was
quite busy and fast service
would be appreciated. I cer-
tainly didn’t feel like I was ask-
ing for much. There were no
other customers. My wife and I
went next door for breakfast
after we were told the car would
be ready in 30 minutes. After
breakfast, we still waited more
than an hour. It took 90 minutes

in all. While waiting, I watched
my car being serviced through
the observation window in the
back. It was annoying. The guy
supposed to be doing the job
wasn’t. He was talking with a
co-worker. My car was on a lift.
His inattentiveness caused him
to mount the spare tire on the
front rather than on the tailgate.
I feared the car would be re-
turned this way but he realized
and fixed it — while I waited. I
had said I was in a hurry. Obvi-
ously, management couldn’t
wave a magic wand to replace
my tires, but you'd think that a
hapless employee who was too
busy with friendly conversation
to work at normal speed would
be within their power to correct.

My wife sat in the seating
area and read a magazine. This
lounge was a failed attempt to
make waiting customers com-
fortable. It cannot replace care-
less employees and incompetent
management. The only time I
got a cordial tone of voice was
when T was asked for $199.25
and then thanked for it. I never
got mad. I never got agitated.
But I left with reasonable cer-
tainty that I wouldn’t return.

This same thing can happen
at your store. Maybe it hap-
pened today. The guys at the tire
shop probably think they did
just fine. I came to their store.
They took care of me right away.
They charged me. I paid them.
My perspective is quite differ-
ent. I never felt comfortable. I
was in unfamiliar surroundings.
I needed help to feel comfort-
able. The phone and coffee guys
ignored me because they didn’t
recognize me.

When someone comes to
your counter with five shirts that
need to be done quickly, you
may do it for the guy who comes

ARHI-STEAM

Out, Out, Damn Spot/!

» Strong self-contained vacuum for

faster drying

* 2 cold spotting guns connect to
solvent tanks on machine

¢ Stainless steel construction

A

ES-2000AR Spotting Board

» Easy to clean design
e Steam/air gun
* Sleeve spotting arm

e Suction hood captures
stray vapors

» Solvent bottle rack + light
built into hood

EUROPEAN FINISHING EQUIPMENT Core.

SECAUCUS, NJ

WWW.HISTEAM.COM + SALES@HISTEAM.COM

(888) 460-9292

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

in every week, but if it's some-
one you don’t know, you're
more likely to scoff at the idea of
bending over backwards for this
guy, when in fact, he could be-
come a “heavy hitter” customer.
It just may be the guy you've
never seen before is exactly who
you should impress. OK, so you
can’t greet him by his first name,
but you can greet him. Making
him feel unimportant will get
you nowhere. Making him feel
important and welcome might
get you somewhere. There is
nothing wrong with “might.”
Since the metaphor here is a tire
shop, it might be especially rele-
vant. How many trucks do you
own? How many vehicles in all?
I'm going to guess that many of
you own 30 or more tires and are
a tire shop’s dream come true!

As a customer, I am never
more offended than when I am
ignored at the counter. If some-
thing will take 90 minutes, say
90 minutes. When I was told 30
minutes by the phone guy, he
knew it wasn’t going to be that
quick. Don't tell a customer his
shirts will be done in an hour
when you mean three. The “one
hour” may sound great at the
time, but you will risk looking
like a liar when the truth comes
out. Conversely, if you say his
shirts will be ready in three
hours and he comes back in two
hours and 45 minutes and they
are ready, he will be impressed.

The tire guys gave me the im-
pression that they were dishon-
est as soon as they began
speaking. If someone brings you
five shirts and you immediately
begin telling them how non-
standard his shirts are and the
related upcharges, he will not
feel comfortable if the wrong
words are used. “We charge $1.90
per shirt, but starch is extra. French
cuffs are extra. Cold-water wash is
extra and same-day service costs a
dollar more per shirt.” A customer
will feel uneasy hearing this in
the wrong context even though
an employee may feel profes-
sional. In the end, realize the im-
portance of treating every
customer as though he or she is
your best customer. Remember
that they become a “best” cus-
tomer when you make them feel
special, not routine, inconse-
quential or inconvenient.

“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 ALL NEW

— - DRY

DRY-TO-DRY SYSTEM
OFRBMATS
“ALL IN ONE”

MULTI-FUNCTION
CONCEPT

50% ENERGY
SAVING

25% WATER
SAVINGS

PATENTED
WORLDWIDE

RAIN ACTION
WASHING

HIGH SPIN
EXTRACTION

MR ME
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(800) 220-0630 - www.firbimaticusa.com - 13802 Washington Street, Unit A, Woodstock, IL 60098

To learn more, visit www.nationalclothesline.com/ads
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BUILDING VALUE &5

3 KERMIT ENGH

The Kkey to calculating customer loyalty

our business value is de-

termined by its future

stream of profitability.
But, how do we predict this?
Let’s disucss the Net Promoter
Score (NPS). Using it, there is
one question you can ask cus-
tomers that is an indicator of
their satisfaction and a predic-
tor of your future string of
profitability. NPS is a metric
for measuring customer loy-
alty. It can help you under-
stand customers better, build
business value and make smart
decisions to create competitive
advantage. I will explain how
it works, why it is important
for business owners and the
benefits of using it. I apologize
for the technical aspect of this
information, but it was neces-
sary to include.

Many companies recognize
loyalty and its impact on fi-
nancial performance. Not only
is the notion of loyalty intu-
itively appealing, but a grow-
ing body of evidence suggests
companies that ignore it may
find themselves on precarious
footing. Given the link be-
tween loyalty and financial
benefits (i.e. increased market
share, higher revenue, lower
costs) companies have been
wisely investing time and re-
sources into developing pro-
grams to measure and improve
loyalty performance. The kings

of loyalty programs have been
the airlines. If you travel like I
do, you have your top two car-
riers and avoid the rest.

Despite their popularity, the
true value of such programs is
not often realized due to am-
biguous or ill-defined meas-
urement. Moreover, it became
obvious that measuring cus-
tomer satisfaction was not
enough. Researchers and prac-
titioners alike were still trying
to identify a customer metric
that consistently linked to a
company’s bottom line. To
begin the path towards stan-
dardization, Satmetrix — in
consultation with Frederick
Reichheld, founder of the Loy-
alty Practice at Bain & Co. —
embarked on a research project
in 2003 to better understand
the micro- and macro-econom-
ics of customer loyalty.

At the micro level, they fo-
cused on finding a loyalty
question that could consis-
tently predict short-term pur-
chase and referral behaviors.
At the macro level, they
sought to link NPS to long-
term corporate financial indi-
cators across industry-specific
companies. The results of this
investigation  were  com-
pelling. Not only did they dis-
cover the most effective
question for accurately meas-
uring customer loyalty, but

they also identified NPS as a
valuable tool for assessing
long-term corporate growth.
Ongoing research has contin-
ued to strengthen its efficacy.
Reichheld’s book, The Ultimate
Question, presents many cases
documenting its power. The
growing acceptance of NPS is
not limited to researchers. Op-
erators in our industry use it.
To evaluate the relation-
ships between loyalty ques-
tions and customer behavior,
they designed survey ques-
tions and response options
based on a 0-to-10 point scale.
The results showed that the
“likelihood to recommend”
question proved to be the first
or second correlate to actual
customer behavior 80% of the
time. More explicitly, if cus-
tomers reported they were
likely to recommend a com-
pany to others, then these
same customers were also
likely to repurchase from the
company and generate busi-
ness by word-of-mouth. Con-
versely, if customers reported
they weren’t likely to recom-
mend a company, they were
also less likely to engage in
actual repurchase or referrals.
Results of this analysis led
to the creation of a customer
classification scheme whereby
customers can be grouped ac-
cording to their joint loyalty

One of the first purchases | made in my
business was the 24-hour drop box from
4 lowa Techniques. Sixteen years later, that
drop box is still working great and has
never needed any kind of repair or service.

- Mike Astorino, Fabricare Cleaners

You closed 3 minutes ago.
Bad for her, worse for you!

Owning an lowa Techniques drop box
means never having to say, “Sorry, we're
closed” If you were your customer, when
would you find time to come to your
If you don't offer a convenient,
24-hour drop off solution for “after hours”
customers, you are driving business to the
competition. Get your drop box today!

shop?

Techn cues”

THE UNIQUE PRODUCTS PEOPLE™

J (800) 727+1592

(800) 727+1592 | www.iowatechniques.com

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

and behavioral profiles. Using
these groupings, customers
can be characterized in terms
of their joint profile of “what
they say” and “what they will
actually do”:

Promoters. Customers who
were highly likely to recom-
mend a company (rating of 9
or 10) and exhibited the high-
est rates of purchase and refer-
ral behaviors.

Passive. Customers who
were somewhat likely to rec-
ommend a company (rating of
7 or 8) and exhibited moder-
ate rates of purchase and re-
ferral behaviors.

Detractors. Customers who
were less likely to recommend
a company (ratings of 0 to 6)
and exhibited the lowest rates
of purchase and referral be-
haviors.

To test if the “recommend”
question would still link to fi-
nancial indicators beyond the
individual customer level,
they aggregated company data
from the benchmarking data-
base to calculate two types of
loyalty percentages:

e Promoter. The percentage
of respondents indicating a
recommend rating of 9 or 10.

* Net Promoter Score. The
percentage of promoters minus
the percentage of detractors.

Using these percentages,
they correlated Promoter and
NPS to each company’s
growth rate for each targeted
industry. They examined 33
correlation coefficients in
terms of absolute magnitude
and level of significance to de-
termine whether either of the
two types of loyalty percent-
ages linked to corporate finan-
cial growth. This macro level
analysis revealed significant
correlations (0.70 or higher)
for a majority of the targeted
industries. This led to the in-
terpretation that the “recom-
mend” question — when
expressed in terms of Pro-
moter or NPS— does suffice as
an aggregate loyalty metric for
companies to track long-term
corporate growth. These re-
sults also indicated that the
NPS of the “recommend” ques-
tion is a stronger link to revenue
growth for most industries than
the Promoter metric. In other
words, companies that main-
tain higher NPS also demon-
strate higher growth rates,
whereas companies that main-
tain lower NPS demonstrate
lower growth rates. The corre-
lation coefficient of 0.89 indi-
cates that firms with higher
NPS enjoy higher long-term
growth rates while firms with
lower NPS have lower long-
term growth rates.

This comprehensive under-
taking revealed that an indi-
vidual’'s propensity to
recommend a company to oth-
ers may be the most direct
gauge of customer loyalty and,
ultimately, financial success.
This also makes intuitive sense.

When customers are truly
loyal, their relationship with a
particular company surpasses
the basic model of economic
exchange, where money is
spent for products acquired or
services rendered. Not only do
these customers remain com-
mitted to the company despite
price increases and occasional
errors, they also actively re-
cruit new customers through
positive word of mouth. This
indicates true loyalty because
they reveal customers who are
willing to risk their character
and reputation with virtually
no reward beyond the positive
regard and thanks of others.
Furthermore, it also makes
sense that the NPS metric
demonstrates the strongest
link to long-term corporate
growth. Results from the
macro level portion of this
study revealed that NPS accu-
rately measures the net effect
of word of mouth. In other
words, the reason why NPS is
such a powerful metric for
gauging long-term growth is
because it takes into account
both the increased growth
achieved through positive re-
ferrals and the lost potential for
growth caused by the effects of
negative word of mouth.

So, how do you improve
your scores? Focus on the
“why” reason your clients re-
sponded to the first question.
Fix these and keep surveying.
Although other factors can in-
fluence growth potential, you
would be well-advised to look
at loyalty through the eyes of
“likely to recommend” cus-
tomers. By tracking this and the
net effect of customers who
promote over those who de-
tract, you can confirm the ap-
propriateness of using NPS in
your own specific circum-
stances. Over time, you can
benchmark and segment your
different customer groups. You
may discover differences be-
tween store and route cus-
tomers.

Next month, we will dive
into the fourth driver of com-
pany value, and I promise it
will not be as technical. Until
then, enjoy building value.

Kermit Engh has been an
owner/operator in the dryclean-
ing industry for over 29 years, a
member of Methods for Man-
agement for more than 25 years,
the president of the Association
of Wedding Gown Specialists for
17 years, a member of DLI and
LCI, and winner of numerous in-
dustry awards including a 2016
CINET Internationale Sustain-
ability Award. MfM is certified as
a Value Builders coach and as a
5 Steps to Freedom coach. These
platforms  provide proven
processes to address the three
primary areas business owners
deal with: Time, Team and
Money. Contact him directly by
email at kengh@mfmi.com.
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DEEP VAPOR CLEANSING

&9 Our newest technology—a
programming change to our
standard GreenEarth Cleaning
process that enables
deep vapor cleansing.

&9 Developed and independently
laboratory tested as a dry
cleaning response to the
Covid pandemic.

&9 Our new deep vapor process is
patent pending for use against the ¢
lipid envelope structure of all
current coronaviruses and
future mutations.

¢ No chemical
additives required.
Environmentally
non-toxic.

i Assessment of Silicone Solution
. and Heat Simulated Fabric Cleaning
Process Against SARS-CoV-2

Final Report

& Sdfe for people,
fabrics, and our planet.

www.greenearthcleaning.com
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WRENCH WORKS

he article for this month
I will be about how to
prevent the failure of the
water pump. This pump sup-
plies coolant to the still and re-
frigeration condensers and, in
many cases, the solvent cooler
of the drycleaning machine. It
is present in some form except
in machines that are cooled by
air or city water. To cool these
components, a liquid called
“coolant” is forced through the
coils of the condensers by a
pump. In systems using a
water tower the coolant is
water; in systems using a
chiller it is either water or a
mixture of water and anti-
freeze called “brine.” In water
tower installations, the pump
is sometimes located on the
roof near the tower or on the
floor near the drycleaning ma-
chine; in chillers, the pump is
generally inside the enclosure
housing the refrigeration com-
ponents.

The following
goes for all
electrical
equipment:
Do not use the
circuit breakers
as switches to
turn equipment
on and off.

These pumps seldom fail
without giving ample warning
of an evolving problem. If the
circuit breaker in the electrical
panel that controls the pump
trips frequently, it’s a sure sign
of looming disaster.

If you are not afraid of elec-
tricity, this would be the time
to set the breaker for the pump
in the off position, remove the
protective electrical plate at the
rear of the pump, then take a
good look at the wire connec-
tions at the pump.

There is precious little room
for the wire connections at the
end of the pump and, pumps
vibrate, causing the screw con-
nections or push-in connectors
to loosen and eventually fail; in
many cases, this is the problem
area. Remove the access plate
covering the power wire con-
nections at the rear of the
pump. Using a flashligh to ob-
serve if there is any melted in-
sulation, bluing or
discoloration of the wires or
connectors. If so, replace them.

NOTE: If you are not expe-
rienced in working with elec-
tricity, hire an electrician for
the following procedures.

Remove the cover to the ap-
propriate breaker panel and
switch off the breaker control-
ling the pump. Make sure
screws holding the wires in
place are securely tightened
down. Using a flashlight, ob-
serve if there is any melted in-
sulation, bluing or
discoloration of the wires or
circuit breaker connections or

@BRUCE GROSSMAN 2018
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‘ﬁss COMPRESSION

FITTINGS

PRESSURE
PORT ON PUMP \

SUCTION SIDE
PUMP INLET /
SUCTION

PORT ON PUMP

WIND AT LEAST 3 TURNS OF 5/16 OR
3/8 COPPER TUBING AROUND THE
END OF THE MOTOR

BE SURE THE COIL 1S WOUND TIGHT
ENOUGH TO TOUCH THE METAL
SURFACE OF THE PUMP

BE SURE THESE LOUVERS
ON THE MOTOR HOUSING
ARE FREE OF LINT

the area where the circuit
breaker attaches to the power
busses in the breaker box.

Another harbinger of doom
is frequent pump motor shut-
down due to motor overheat-
ing, which trips the motor’s
internal protective thermostat.
If this is the case, follow the
sames steps outlined in the
previous paragraphs and, in
addition, make sure the louvers
that allow air to flow through the
motor are free of lint, dust or ob-
structions.

You can drastically shorten
the time this internal thermo-
stat requires to reset by obtain-
ing a bag of ice, placing it

inside another strong plastic
bag, and laying it on the far
end of the pump motor. Re-
member, this is only a tempo-
rary solution.

The following goes for all
electrical equipment: Do not
use the circuit breakers as
switches to turn equipment on
and off! This practice results in
the degrading of the breaker’s
performance and sometimes
will keep the breaker from trip-
ping at the right current levels.
Each machine should have a
disconnect close by; use this
for switching instead of the
breaker.

The next pump killer is ex-

WANT TO IMPROVE
YOUR PLANT’'S
PRODUCTIVITY?

CONTACT DON DESROSIERS

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

508.965.3163 | Tailwind.don@me.com

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

TAIL
S S

a

IND
Y e fany 5

cessive head pressure. Exces-
sive head pressure could be
caused by a number of factors
and will be indicated by a high
reading (45 psi and above) on
the pump outlet pressure
gauge, if you have one in-
stalled. Also, the sound of the
pump will take longer to even
out (sorry, best I could do).
Causes of this problem lie in
the bypass valve being shut or
not sufficiently opened, or the
clogging of strainers going into
the drycleaning machinery.

The illustration for this
month (pictured above) shows
a really simple and inexpen-
sive method to prevent the
pump motor from overheat-
ing. Whether you're currently
experiencing overheating
problems or not, it's well
worth it to install this cooling
device.

Bruce Grossman is the chief of
R&D for EZtimers Manufactur-
ing, the manufacturer of the new
EZ Level return tank water level
control. To prevent boiler scaling
and other damage, the EZ Level
return tank water level control
replaces the troublesome ball
float valve in the condensate re-
turn tank For saving money on
handling waste, the SAHARA
and DROP IN THE BUCKET line
of high purity separator water
mister/evaporators provide a
thrifty, legal method to get rid of
the separator water generated
by your drycleaning machine.
See our ad in this issue and for
further information on the EZ-
timers product line or Vvisit
www.eztimers.com. Address any
questions or comments to
bruce@eztimers.com or call
(702) 376-6693.
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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 |~ .. Ordering

cash and non-cash payments! e
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

NorthAmerTcan®

866.481.4604

WWW.NYNAB.COM

DISCOVER

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,

nt i
Time and Labor 7/?(0(5\,\0’[5 ‘ ematlona/l y

garment labeling experts since 1989

Toll Free 877.906.1818 WwWww.ezpi.us

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.

AQUA VELVET

An acid-based detergent (for

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

CITRASOL

A unique blend of surfactants

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

HYDROCON

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

LS-100

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

SHOT SPOT

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

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

The Future

NEXT EXIT N

]

THE ROUTE PRO

WWW.THERQUTEPRO.COM
(816) 739-2066

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

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

PARISGR
BMNDUSTRIES

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

STOP PAYING
TO HAUL SEPARATOR WATER!

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

WARRANTY
SAHARA DIB-m o
&
MODIFICATIONS TO 51 895 $1 y995 |
STEAM HEADER o

all installation Pﬁ!
parts included Dj

EASY INSTALL
NO COSTLY PIPING

Gomplies with most
Federal, State and
environmental ey,
regulations N

ALL SOLVENTS

No costly filter .
cartridges uses skims, purifies then
replaceable mists outside
inexpensive skims, purifies then mists outside the plant - fully
granulated carbon the plant - fully automatic automatic

up fo 18 gallons / 8hr. day up to 10 gallons / Shr.

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

REPLACE THATLEAKY  ST0PS BOILER DAMAGE *
BALL FLOAT VALVE 95_ .
IF YOU'RE FAITHFULLY - -
TREATING YouR BoILER waTeR |l = EZ- LEVEL
AND STILL HAVE EXCESSIVE 2 o [
q SCALE AND/OR NEED TO s T
G REPAIR YOUR BOILERS e E
g INTERNAL PARTS OR REPLACE |l wireainier A
YOUR BOILER IN LESS THAN 10 [{fif SCioianis i
S—— YEARS THE LIKELY PROBLEM IS —_—— ——
E memonern A LEAKY BALL FLOAT VALVE. s
www.eztimers.com | R LV
702-376-6693 REQUIRES 24 VAC SOLENOD BV SOLUTIONS IN 4 LITTLE BOX

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

' Equipment Sales

formally Equipment Sales Corporation

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

A D) Heemal  ERiton

Union HXL8000K Forenta Water Chiller

Forenta | TFAGOR D KB {jfﬁ;} ®EDRO)

Tlﬂ:wngies

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 t

Gulf Coast | | [

| Equipment Sales \éy y

' j81 3-253-3191 * 863-333-0004
c q-uLipmentsaIes:_com - - ¢ [
LV L

-._-

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

Market Place

Business Opportunities Equipment and Supplies

Sell Your Drycleaner
New Jersey
Pennsylvania
Delaware

Patriot Business Advisors

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

Profitable Full Service Dry Cleaners A e O
For Sale: Located outside Air Force P t

military base in Georgia, full service dry O S I I o n
cleaners, laundry wash & fold, alter- -
ations, all equipment in working condi- A I b I
tion. 1. Full Service location. 2. Drop off va I a e

location. 3. Delivery service wi/van.

Family owned operation since 1953, Ehrenreich & Associates is looking

looking to retire. Serious inquiries only. for retired busmes§ owners or BloB
Call (478) 256-9264 Sales Pros to assist Richard as part-
: time independent project contractors,
For Sale: Owner retiring. Full dryclean-  while learning the business merger,
ing plant, all drycleaning equipmentand  brokerage and consulting professions.
supplies for sale. Local pick up. St.  Write with your history, location and
Petersburg, FL. Call (727) 321-7774, availability: Ehrenassoc@gmail.com.
Mon - Sat., 8 a.m. to 4 p.m.

Dryclean Pressers, Laundered Shirt
Business For Sale Owner retiring, Pressers and Seamstresses in
longtime established drycleaners —  sunny Tampa Bay, Florida. Quality
main plant and drop store. Owner fi-  Plus Cleaners, a leading Tampa Bay,
nancing. Daytona Beach, FL. Call  Florida Dry Cleaners, is looking for ex-
(386) 547-1520. perienced staff at every position.
Wages for experienced drycleaning in-
dustry personnel from $14 to $18 per
hour. Guaranteed 40 weekly hours and
paid weekly. Text (813) 475-6400 to set
up an interview.

For Sale: Dry Cleaners, Shirt Laun-
dry and Alterations - Hydrocarbon
plant and drop store in beautiful central
South Carolina, adjacent to Shaw Air
Base. Established in 1981. Gross
sales in 2019, $380,000. Owner retir-  Independent reps needed for covers
ing. Call (803) 720-1875. No brokers. and pads for laundry and drycleaning
plants. High commissions paid weekly
and no up front investment on rep’s
.B“y oSell Hire part. Large territories are available.

Mechanics, etc., welcome. Zeller-

in the classifieds mayer Corp, 800/431-2244 or zeller-
mayercorp@aol.com. tfc

To place your classified ad, download the pdf
form located at www.natclo.com/adform.
For assistance or more information,

e-mail us at

info@natclo.com

or call

(215) 830-8467

44 N
15 S,
V20206 R

PROSParts

Your one-stop parts shop

DRYCLEANING, LAUNDRY AND FINISHING EﬂuPllE PARTS
7

ALL BRANDS JESEsse”
LOW PRICES \&,
Visit our website: v 9

www.prosparts.com/nat
B 1.866-821-9259 g
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

¥

NEXT DAY DELIVERY _

We can be reached at:
Call 1-800-287-0870
Fax — 704-234-2821

Email — bill@permac.com

Equipment For Sale: Chicago pneu-
matic 15HP rotary screw air compres-
sor; Unipress TD2 Thunder double
buck w/vaccuum; Uinpress ABS cabinet
sleever; Unipress FMT Mashroom hot
head press; Unipress STF paint topper;
Unipress SST spotting board; Unipress
PI-1 & PI-2 puff irons. All in great shape.
Call Fred, (301) 529-4786.

E—— N~
§unuzaira®ﬂdur Nautra!izg"

Destroys

* SmokeOdors
¢ Pet Odors

* Food Odors
* Mildew
Removes
Odors From:
* Clothes

* Rugs

* Drapes

* Furniture

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

for nearest @
distributor

Same day shipping in most cases

Expanding? Consolidating? Reno-
vating? Relocating? Ask us how we
can reduce your operating costs.
Visit www.drycleandesign.com.
Email: billstork@drycleandesign.com.
Phone 618/531-1214.

For more information, email

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

I NDEPENDENT
GARMENT ANALYSIS®

274 NW Toscane Trail
Port Saint Lucie, FL 34986

Tel. 772-340-0909 Cell 772-579-5044

E-mail: cleandan@comcast.net
www.garmentanalysis.com

Purchase my Service Package for $500
and receive the following:
* 5 free garment analyses per year
* 1 Art of Spotting handbook

* 1 Art of Wetcleaning handbook
* 6 personalized online training sessions
for any employee on spotting, bleaching,

wetcleaning, drycleaning and fabrics

¢ On-line classifieds

* National
Clothesline

NATIONAL CLOTHESLINE

Exquisite fashion wetcleaning
- by Dan Eisen

Aaroundto different

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

towww.nationalclothesline.com
e Complete text of the current issue.

e Back issues with search capabilities

e Links to hundreds of industry web sites

Find it fast when you need it at nationalclothesline.com

SERVING THE DRYCLEANING INDUSTRY FOR OVER 60

& xeL Profile Proper cl[emistry for ;“l: votes to keep Care Label
ule

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

Turn your assets into cash! Sell your
business or turn your unused equip-
ment into cash. National Cothesline
classified ads connect sellers with buy-
ers throughout the industry. Just $1.70
per word puts your ad before a nation-
wide industry audience for maximum
results.

Newhouse Specialty
Company, Inc.

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

Yoz

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

A.L. Wilson Chemical......... 8

BeCreative 360 .................. 7
Cleaner Business System..3
Cleaner’s Supply.............. 26
Diamond Compuiter.......... 26
DLI oo 17
European Finishing....18, 28
EZ Timers.....coooccvvvveeeennnn. 24
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Firbimatic ..........cccccoevnen. 19
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Visit these advertisers’ web sites!
Links to all are listed
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SIMPLE

Yet sophisticated.

DESIGNED FOR YOU.
BUILT BY SPOT.

Learn more about Connect from SPOT

SPOT

Xplor

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





