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Industry balancing act to continue in 2022

As cleaners prepare to close
the door on 2021 (and perhaps
throw away the key), the last
11 months have proven to be
another arduous challenge,
harshly punctuated by short-
ages of every imaginable
kind: hangers, plastic, com-

puter chips, steel and other
metals, lumber, packaging
materials, zippers and even
clothing, to name a few.
More troubling than hav-
ing less new garments man-
ufactured (and, thus, less in
need of cleaning in the fu-
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Looking through to ’22

Light always follows darkness

It has been a long, interesting and challenging 18

months, to say the least.

I know I have never worked harder or more hours
than I have during the past year and a half. I also know
I am not alone, and almost everyone reading this article

can probably say the same.

Over the past several weeks I have heard from busi-
ness owners and managers who are working hard in the
trenches — more than I have heard about at any point in
my 35 years in the industry. The pressures of the pan-
demic have given birth to a host of new challenges we
will all need to answer, and a plethora of opportunities

that you can capitalize on.

I talk to people up and down the Eastern Seaboard
and constantly hear how people are tired, frustrated and
overwhelmed. Let me assure you — you are not alone.
Everyone echoes your feelings and we are all dealing
with the same issues. The lack of an available labor pool
has stressed out our entire economy. Rapidly rising pay
scales are driving inflation on everything. The main
cause of the supply chain crisis is the significant lack of
a labor force. There are simply not enough workers to
unload the container ships, transport stock or to finally

deliver the goods.

Continued on page 8

Cleaners stretched too thin to attend

ture), however, has been the
dual-edged sword of cus-
tomers and employees being
in frustratingly short supply.
Those conditions have
lead to a significant reduction
in the number of cleaners in
the country, while many who
still remain open have often
done so by achieving a deli-
cate balancing act of cutting
costs, raising prices, improv-
ing efficiency... while adding
or emphasizing the services
that have been in highest de-
mand in their marketplace.
Shellshocked and ex-
hausted, drycleaners have
still displayed considerable
resilience by working to-
gether over a protracted pe-
riod to eradicate one
shortage, at least: informa-
tion. Industry members and
associations  alike  have

stepped up in a big way dur-
ing times of upheaval, includ-
ing the 138-year-old
Drycleaning and Laundry In-
stitute, which might have had
its busiest year
ever.

DLI has re-
leased over 150
ready-made
social media
designs  for
members; sent

DLI| A

agement and business sales
and acquisitions.
Additionally, the associa-
tion hosted its first three ses-
sions of the new Virtual Stain
Removal  course
plus more than 75
peer-to-peer Zoom
meetings, launched
a Marketing Lab
program allowing
non-competing
members to share

out 50 Monday prycLEANING & LAUNDRY marketing ~ strate-
Morning Mar- INSTITUTE INTERNATIONAL gies, as well as its

keting News articles written by
Dave Coyle of Maverick
Drycleaners; updated its
hanger recycling publicity
materials; and have produced
and archived more than 75
training programs for its
members which cover a wide
variety of topics such as diver-
sification, maintenance, man-

Inner Circle management
group coordinated by Diana
Vollmer.

DLI hopes to build on that
momentum and offer eight
live in-person seminars at
Clean Show 2022 in Atlanta,
GA, from July 30 to Aug. 2.

Continued on page 14

Creatmg a medta circus

FallFest EXPO pushes date back

Even though interest for
FallFest EXPO remains high,
many cleaners are too short-
staffed and overburdened to
spend three days devoted to
it in early December. As a re-
sult, the North East Fabricare
Association, the
South

ation and the
Pennsylvania
and Delaware
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TODAY'’S PLANS BUILD
TOMORROW'S PROFITS

scheduled lineup of speakers

plans to remain the same.
“While we had a strong
registration and interest level,
there was growing concern
for these registrants to fully
participate in the event,” said
Peter Blake,

NEFA and
SEFA. “With
owners and

January 19-21, 2022

Cleaners Associ-

ation have pushed the event
back until Jan. 19-21. Also
changing is the name: Win-
terFest 2022. However, the

managers
stretched so thin in this labor
market — sometimes to the
breaking point — they were
concerned about their ability

to get the maximum value
from the program.”

“We really weighed the
needs of the attendee with
the Return on Investment for
the sponsors and attendees
alike and realized it was in
everyone’s best interests to
move to January when the
holiday pressure will be
less,” added Leslie Schaeffer,
PDCA executive director.

All registrations will trans-
fer automatically to the new
dates and registration links
will not change. For updates,
visit nefabricare.com or con-
tact Leslie@pdclean.org.
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~| Paul Bodin, former
owner of Life Cleaners in
Yonkers, NY, uses a
brush to clean a baby
elephant from the visit-
ing Ringling Brothers
Circus troupe. It was a
PR ploy he used when he
branched out his busi-
ness to include self-ser-
vice car washes in the
1960s. Read how
today’s owner Ross

. Bodin and previous

wariiceays'; family generations
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% over the years — a
battle that seems to
have gotten more diffi-

demic. For the story,
‘: see page 6.
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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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Taking one last look at another very hard year

Sometimes, it’s tempting when it comes time to close the book on a particularly
bad year (like, say, the one about to end), to do so as quickly as possible and then
place it upon the highest, darkest corner of the furthest shelf where it can collect dust
and be forgotten.

The Retail Apocalypse — a flashy phrase coined in the media in the wake of
numerous brick-and-mortar retail stores closing down at an alarming rate during the
past decade — started as a result of the rise in popularity of online shopping.
However, the pandemic has sped up the trend. According to Business Insider earlier
this year, that trend picked up speed, reaching a pace where there could be more than
10,000 retail store closures in 2021, which is higher than they tabulated for the two
previous years: 8,300 U.S. stores closed in 2020, and 9,300 in 2019.

Some of the names of the staple fashion stores that have filed for bankruptcy
in the past 20 months include Brooks Brothers, J.C. Penney, J. Crew, Lord & Taylor,
Nieman Marcus and Tailored Brands. There are many others, of course.

Not only has the coronavirus sent entire industries reeling, but it completely
rewrote customer spending habits and office space culture — emphasis on space, as
a September 2021 survey from Digital.com discovered that 69% of businesses polled
had permanently closed some or all of their office spaces since March of 2020. Of
that, 37% permanently closed all office space. On top of that, another 39% of
businesses anticipated closing some or all office space within six months.

The same survey discovered that 69% of businesses cited the reason for
permanently closing its offices was that the majority of employees wished to
continue working remotely. While there are numerous nefarious reasons for such a
preference, the truth is most people now seek a better work-life balance to spend
more time with family. This is a natural progression from a population that has seen
its stress levels spike month after month after month. Doctors even came up with a
term for severe anxiety linked to the pandemic: coronaphobia.

Nobody is exempt from the repercussions of a global health crisis; however, it
seems that employers are heavily struggling with the pressure. In a global poll
conducted by King’s Business School earlier this year, it was discovered that nearly
40% of entrepreneurs reported high level of uncertainty and unpredictability for their
businesses since March of 2020, and 61% believed the very existence of their
business was under threat since that time.

There are plenty of reasonable arguments to hide that 2021 book away and

move forward into 2022, but that would be a mistake. Gravity tells us that what goes
up must also come down, but it is humanity that continually teaches us that what falls
down, can also climb back up.

This year has been the start of that journey and there were some major strides
forward despite enormously challenging conditions. While it’s easy to fixate on how
many retail stores closed shop in recent times, equal attention should be paid to the
resilient spirit of American entrepreneurship.

In its Economic Average Report for the third quarter of 2021 (published in
October), Yelp reported some inspiring statistics: “Of all the businesses that
temporarily closed in the U.S. since the onset of the pandemic (March 2020) through
Q3 2021, 85% have reopened as of September 30.”

Also during the third quarter of this year, the Yelp report indicated that more
than 140,000 new businesses opened, making for a total of 439,094 during the first
nine months of the year.

That figure is actually greater than the pre-pandemic levels during the same
period in 2019 (433,243).

Yelp also added: “After a surge in COVID cases in Q3, the impact of the delta
variant on business appears to have been less drastic than originally forecasted —
after a slight dip in August, hiring and retail sales picked up in September.”

While this is good news indeed, it is hardly the only sign that American
businesses have made forward strides during the past eleven months. It has become
evident that much of the industry grew closely by connecting online, and cleaners
have been very willing to share much-needed information and assistance unselfishly.
Additionally, industry groups and associations have hosted countless hours of
training programs, webinars, peer discussions, expert roundtables and even virtual
cocktail gatherings to keep close during times of social distancing and lockdowns.
These are all signs of an industry that has a lot of fight left in it.

Then, in October, a packed house full of visiting cleaners attended the
California Cleaners Association’s Fabricare 2021 conference in Las Vegas, and later
that month, DLI reopened in-person classes at its School of Drycleaning Technology.
If that isn’t enough reason to feel a bit of optimism, consider this: Clean 2022 has
sold 90% of its exhibit space and it’s still about half a year away. The industry
continues to strive forward — albeit excruciatingly slow at times — but small steps
in the right direction are better than big steps in the wrong one. Good luck in 2022.
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How Many Dry Cleaners
Has Your Insurance N 1E
Agent Handled?

One or Two? Three?

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

Since 1915

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

Anne Cobb 4 W QT AF, A FAAL,

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

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

cleaning business in Yonkers, NY,

was an opportunity for a clean
slate. Before that, 12-year-old Paul
Bodin and his father, David, had been
forced to flee their native country dur-
ing the Russian Revolution (during
which the family business in Kiev was
confiscated). An old article from the
Herald Statesman noted that the young
man “came to the city in 1923 with $1
in his pocket.”

With no capital, Paul and his father
started a business the following year
called Glenwood Laundry, creatively
operated on a shoestring budget. They
bought shelving and fixtures from a
shoe store that had gone out of busi-
ness, and Paul’s night school teacher
used his connections to get them con-
nected with NY Telephone and Con
Edison without paying deposits.

In order to make extra money on oc-
casion, Paul repaired equipment at
Yonkers Perfect Laundry, a local linen
business. Over time, he became friends
with one of the owners who convinced
him to buy his partner out. Eventually,
Paul bought that friend out and was
sole owner of Yonkers Perfect Laundry.

“This is the folklore,” explained Ross
Bodin, the fourth generation of his fam-
ily to operate the business. “In 1963,
Yonkers Perfect Laundry burned to the
ground. My grandfather was at the
Playboy Club in Manhattan. What I'm
told — I guess normally the insurance
adjusters would always think it was a
fire set by the owner, but my grandfa-
ther had no debt in the business. When
he came back to see the fire and so
forth, his friend Father Anthony Pucci
came up to him and said, “From these
ashes will come life.” So, in 1964 —
when they rebuilt it — they renamed it
Life Cleaners.”

ot one to give up, Paul endlessly
N promoted his business, and he

derived a few fun ways to ex-
pand his cleaning services.

“Way back in the 1960s, my grandfa-
ther started a company where he
would install these self-service car
washes next to gas stations,” Ross re-
called. “My grandfather was a phe-
nomenal marketing guy. Every year
that Ringling Brothers would come into
town — however he would get it done
— he would get a baby elephant to
come to Life Cleaners and they would
give it a car wash. Then, they would
give out tickets to the circus.”

In 1965, Ross’s father Murray joined
the family business and it shifted from
a linen company to drycleaning and
shirt laundry. In fact, each generation of
the family has brought something new
to the business.

“It changed with every owner,” Ross
noted. “With my grandfather, he was
super social and he knew everyone so
he was able to meet and greet, get into
a lot of different businesses into the
cleaning area. My father was a techni-
cian. He was great at running the oper-
ation. I'll say I will look at the industry
and try to pick and choose what I feel
is different than where the masses are
going towards. What's great about that

is there is no right answer.”

or Ross, the right answer was not

Life Cleaners — at least, initially.

After earning a BA in Economics
and an MBA in Finance, he worked as
an importer and exporter of photo-re-
lated items with Photo World Distribu-
tors in 1990.
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porate stores in Winchester inside
major companies such as Texaco, Shop-
Rite and Mastercard. For a year, he
gave them his best sales pitches. Unfor-
tunately, he came up empty.

“If the company has no complaints
from their current supplier, they’re not
looking for a new one,” he said. “So, I
found out who, in my opinion, were

Life goes on

There are some cleaners out there that
are doing OK, but I think most are
struggling, as am L. I think I'm a rela-
tively smart guy, but I don’t think the
answer is going to be in the way that
it’s worked in the past. I haven't fig-
ured out what I need to bring in more
volume from other industries. I don’t
know yet.”

Ross
Bodin

Life Cleaners
Yonkers, NY

“It was just a blast. The business was
constantly changing,” he explained. “It
was a very competitive business. One
of the decisions I made was to expand
our picture frame business. I went off
to the Orient and started purchasing
picture frames from China, Taiwan,
Thailand — and then I'd bring them
back to the U.S. to create a catalog
within our photo industry.”

However, the following year Ross
believed he was ready to run his own
business just as his father happened to
be in the process of retiring. By that
time, much of the equipment had be-
come outdated and Life Cleaners was
in need of some new air being pumped
into it.

“For the first couple of years, I actu-
ally went out and visited other plants
to see what other operators were
doing,” Ross said. “Based on that, we
redid the whole production area and
changed what my father had done, and
made it much more efficient. We ran
with that for a number of years.”

handful of years into his tenure

as owner, Ross had an epiphany.

For years, he had read industry
publications touting delivery routes as
the future, but he didn’t want to do
that. So, he made the routes come to
him instead.

“I figured as regulations were going
to go up, some of these operators were
not going to be able to upgrade their
equipment and pay their rent and so
forth,” he explained. “So, my epiphany
was I created areas within my plant
where these operators could set up
their computer system, pick up orders,
do their own routes — bring it into my
plant and write it up. Then, we would
do all of the production and give it back
to them in a certain area.”

Doing wholesale work without hav-
ing to transport the garments was a
great niche, but Ross also continued to
experiment with the idea of having cor-

the top two companies who offered
that service and I bought one of them.”

A couple of years later, he took over
the other cleaners, as well.

hile the corporate stores pro-
vided a steady stream of high
end attire cleaning, Ross

never stopped looking for rare oppor-
tunities. When a film crew for Seven
Seconds rolled their cameras in Yonkers
about eight years ago, he visited the
production company office, introduced
himself and mentioned his cleaning re-
sume. Again, nothing happened... well,
not until the last day of shooting when
the crew arrived with an order that
needed a quick turnaround.

That first step into the door steam-
rolled into opportunities in Brooklyn,
Manhattan and all over New York.
“Some of the stuff that comes in is just
so out of this world,” Ross laughed.
“It’s very time sensitive and you have
to do it right. If they are going to
reshoot a scene, that garment has to
look exactly as it did the first time.”

The film and television work grew to
include between 10 and 15 productions
a year, including The Greatest Showman,
Homeland, Limitless, Bull, Succession, The
Photograph and White House Plumbers
(an HBO series starring Woody Harrel-
son that hasn’t been released yet).

Before the pandemic, business was
indeed booming and Life Cleaners em-
ployed about 30 people. Then, the two
niches Ross had spent years pursuing
and perfecting literally disappeared
overnight in March of 2020.

hese days, Life Cleaners’ staff has

I been cut in half and the incoming

work has dwindled down. It has

been a struggle and, making matters
worse, there is no visible finish line.

“New York was hit harder than

most, from what I'm told. It's difficult,”

Ross admitted. “There is no answer for

what’s going to make you successful.

fter almost three decades in the
industry, Ross is still looking for
new niches for the business.

“I'm keeping the business going. I'm
looking for opportunities,” he said. “I
couldn’t have done this when I was
younger. I guess as I've gotten older,
maybe I've gotten smarter — but over
the last four or five years, I've become
friends with a lot of the drycleaners in
the area whereas when I was younger,
I was all about competition. Now, this
guy and I have lunch every now and
then and we share what’s going on
with our businesses and it lets us know
that it’s not just us... it is the area. That
is worth so much because it lets me
know that it's not something I'm
doing.”

After a lifetime in business, Ross has
come to the conclusion that there are
only so many things in his control,
which isn’t always easy to accept.

“One of the things I've learned — it’s
finally been beaten into me — is that I
may think I'm smart and so forth but
I'm not going to recreate the world,” he
noted. “The way that I look at my busi-
ness right now is we’re trying to run it
as efficiently as possible using as mini-
mal of staff as possible, because what I
knew to be a great business to me has
been devastated and there’s nothing I
can do to bring back my corporate di-
vision. It’s totally out of my hands.”

With no fifth generation waiting in
the wings and an unstable business cli-
mate, life for Life Cleaners is anything
but rosy. Still, perhaps there is a chance
for Life to rise from the ashes again.

“The future holds so many things.
Drycleaning will be a part of it to a de-
gree,” he noted. “I know it’s a tough
road ahead, but my only message to the
industry is that we really need to help
each other out, more so. We all need to
be sources of information to each other
because you never know what you're
going to gain by being helpful to who
you think of as your competitor.”
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Light always follows the darkness

Continued from page 1

Turn back the clock 15
months ago and we were all
struggling to find out where
we were going to get the vol-
ume to help sustain our busi-
nesses. All my efforts and
columns were on how to get
new business, where to look
for more revenue. The good
news is we have done a pretty
good job at identifying those
areas, and members and
cleaners throughout the coun-
try have expanded their
menu of services to focus on
the needs of today. Wash-dry-
fold, pickup and delivery,
households — all of these
segments of our industry
have seen dramatic growth.

Fast forward to today and
the discussion has changed
from how to get volume to
how to handle the volume
you have. Now, the chal-
lenges are getting the produc-
tion needed to service the
volume you have picked up.

I honestly cannot remem-
ber a time when I have heard
so many businesses turning
away work or referring it to

competitors just because they
know they can’t get the work
done. Plants are working
four-day weeks to maximize
the production of the employ-
ees they do have. Adjust-
ments are being made

Look at where you are. Then,
make a vision of where you
need to be in 2022. Look at
the things you are learning
today — your experiences —
and build on those in a posi-
tive direction.

| believe we can all find solace
in one basic truism: Light
always follows the darkness.

constantly in how we do busi-
ness. I didn’t foresee the issue
being production.

As we look to turn the
page on an eventful 2021, we
can only wonder what 2022
will have in store for us. As I
look ahead, I believe we can
all find solace in one basic
truism: “Light always fol-
lows the darkness.”

The coming year will un-
doubtedly bring us more
challenges that we will need
to face and overcome, but it
will also bring us new oppor-
tunities. Stop. Take a breath.

For those of you battling in
the trenches of production,
think about how your em-
ployees feel knowing that
you are right there with them
working side by side. Under-
standing their workload can
go a long way in mutually
understanding the hardships
you feel. Getting to know
your employees better is a
strength that will undoubt-
edly help you build a
stronger team moving for-
ward.

While our business con-
stantly changes as styles, fab-

Rails to fit your van?
Oh Yes We Can!

No matter what you're driving,
we can hook you up!

« Mini
«Reqgular
« Stretch
«Transit
«Sprinter

Call or go online for details!

Techn cues

THE UNIQUE PRODUCTS PEOPLE

(800) 727+1592

Rail kits that install,
in no time at all!

No Welding!

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

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

rics and fashion trends dic-
tate — the true fundamentals
do not. People will always
wear clothing and will al-
ways need to have that cloth-
ing cared for. Our job is to
help them realize the benefits
of having us do it for them.
Saving time, protecting the
investment in your wardrobe
and making you look good
are still the cornerstones of
what we offer. We just have to
make a shift in how we make
that impression. Years ago,
drycleaning was synony-
mous with fashion. Your
good clothes were brought to
the drycleaner — your church
clothes, business clothes, the
clothes you wear for enter-
taining. That has shifted now.
With the blending of fash-
ion and fabrics and the casu-
alization of society,
drycleaning is more often
seen as unnecessary. We need
to change our message to be
more inclusive. We need to
reeducate our potential cus-
tomers to understand we are
here to care for the fabric of
their lives. We are no longer
just shirts and skirts, dresses
and suits. We are: “If you
wear it, we can clean it.” This
is a popular mantra right
now. We need to go even be-
yond that to include all the
fabrics, including linens,
sheets, comforters, etc.

Join the Discussion

I will say, I am very proud
of the work that DLI and all

of its affiliate associations
have been doing to support
our members to help them
through these challenging
times. I can honestly say there
has never been a better or
more useful time to be an as-
sociation member than now.
If you are a member, join in
the weekly peer-to-peer calls
when we discuss all these is-
sues and much more. It is a
great way to learn what is
happening in the industry
and to talk to people from
around the country and learn
how to take advantage of the
opportunities out there.

If you are not a member,
then join in some of the other
groups out there that have
similar programs, like cham-
bers of commerce, business
networking groups or local
business coalitions. Our chal-
lenges are not unique to our
industry. All small businesses
are feeling it.

As you look forward, the
best thing you can do is to
keep your mind and ears
open.

There are tremendous op-
portunities ahead. Together
we can all learn how to make
them work for all of us.

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.

(Pictured left to right) Cody Delonge from Curtis Cleaners
of Lowell, MI, Zack Wehde from Five Corners Cleaners of
Glen Ellyn, IL, and Angel House from Puritan Cleaners of
Richmond, VA, display their certificates for leadership and
management training which officially make them Route
Pro Leaders. They attended Route Pro University, located
in Kansas City, MO, in October.

———
===
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51 DON DESROSIERS

Don’s wishlist to St. Nick: 2021 edition

have not. With that in mind,
my wishlist this year is a bit
different.

appy December! It is
that time once again for
my annual Christmas
Wishlist. Every year, I send a
plea to the great St. Nick for
products that do not exist yet,
but I believe they should.
These are products of my
imagination that, in my view,
would help plant operators
run more efficiently. These are

I still think we need a better

products that would fill a real
need.

Some of the products that I
have imagined have, indeed,
come to the market; but, most

way to present folded shirts
and a better way to package
them overall. When you un-
fold a shirt that has been “pro-
fessionally”  folded,  the

perfectly folded shirt is hor-
rific. There has got to be a way
to do that better.

I still think that there needs
to be a handheld button-sewer
that isn’t a toy. The industrial
button sewers cost $1,000 to
$2,000 or more. There’s got to
be a better way.

I still think that shirt presses
need to be kinder to buttons.
The pads that are near buttons
should be made of memory
foam or something like that.
Nobody wants smashed but-
tons.

I still think that it would be
very slick to have a shirt press
that makes hangers “to order.”
As the shirt is pressing, a
hanger is being folded from a
spool of wire and ul-
timately “handed” |
to the presser.

I'm told that this
would be an engi-
neering nightmare.

That’s Santa’s problem.
I'm the imagineer.

I still think that shirt
pressing machines
should have built-in

“pace-setters” that would chal-
lenge the presser to keep pace
and improve productivity.

I still think that a shirt body
press should be height-ad-
justable. Operator comfort
is important. When a
presser is short, they
struggle.

Back in 2006, I asked
Santa Claus for a shirt presser
that doesn’t call in sick! I still

long for that.
But, then again, when I was
~a kid, there were a lot of
) things that I asked for that I

l\lorih
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You need to deliver clean, well-finished, spotless garments every time.
Use Wilson stain removers to help drive piece-counts back up!

To learn more, visit
ALWilson.com

or call 800-526-1188

A. L. WILSON CHEMICAL CO.

Since 1922

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

never got. I never got that
minibike. I never got that train
set. I had to buy my own car.

Santa — I know that you're
going to whine about supply
chain issues and about how
20% of your elves didn’t want
to get vaccinated — so, I'm
going to guess that you aren’t
going to cough up any of my
much-coveted goodies this
year.

However, I do only have
one single item on my wishlist
for 2021.

This year, I wish for a return
to normalcy.

We, as citizens of the world,
need to put Covid behind us.
These past two years need to
become the past. The sooner
this plague gets lost in our col-
lective rearview, the better we
all will be.

The economy needs to get
back to normal, our businesses
need to get back to normal and
our lives need to get back to
normal.

So, Santa Claus — you
haven’t exactly been a whiz
kid when it comes to all things
needed for the drycleaning
and laundry industry. Let’s see
if you can pull a rabbit out of
your hat this Christmas and
make it happen.

We all need a break!

“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 phone
(508) 965-3163, or email to:
tailwind.don@me.com.

The Tailwind web site is at
www.tailwindsystems.com.
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3 KERMIT ENGH

Why companies use subscription billing

e have discussed re-
curring and subscrip-
tion revenue in the

past as many operators have
started subscriptions for WDE,
drycleaning, household items,
etc. One could argue route
sales fall into recurring rev-
enue, but our focus is on sub-
scription revenue. Creating
that automatic customer is a
principal factor of developing
value in your business. Could
you offer a subscription plan
to your customers? Here are
six reasons to consider it:

1. Predictability. With sub-
scribers, you can plan what
your business needs in the fu-
ture. For example, the average
flower store in America
throws out more than half of
its inventory monthly because
it becomes rotten. At H.
Bloom, a subscription-based
flower company for hotels
and spas, they say they throw
out less than 2% of their flow-
ers because they can perfectly
predict how many flowers are
needed to fulfill orders.

2. Eliminate Seasonality.
Many  businesses  suffer
through seasonal highs and
lows. Mister Car Wash, which
offers a subscription for unlim-
ited car washes, now receives
revenue in Nov. and April
even though few in the north-
east wash cars in rainy months
(also true in the midwest dur-

ing ice/snow season).

3. Improved Valuation. Re-
curring/subscription revenue
boosts your business’s value.
While most small companies
trade on a multiple of profit,
businesses often trade on a
similar multiple of revenue.

4. Trojan Horse Effect.
Once you subscribe to a serv-
ice, you become much more
likely to buy other things from
that company. That’s one rea-
son Amazon is keen to get you
to buy subscriptions for Prime
or Subscribe & Save. They
know you will be more likely
to buy other products from
them. Not only are we trapped
by the convenience, but they
are hoarding the available
workers in many markets.

5. The Sale That Keeps on
Giving. Unlike the transac-
tion business model where
you stimulate demand with
advertising, a subscription-
based model is sold once and
it keeps giving every month.

6. Data and Market Re-
search. When a customer sub-
scribes, you see their spending
and consumption habits. This
data is the ultimate in market
research. It's how Netflix
knows which new shows to
produce and which to kibosh.

Recurring Revenue Almost
Every Business Can Adopt

A service contract is an

agreement to provide an on-
going level of service in re-
turn for a regular payment. It
can be a way to transform an
ordinary service company
into a predictable subscrip-
tion business. Most small
businesses begin with the
“break/fix” model where a
customer has a problem and
they swoop in with a solution.
This may make you feel val-
ued as a problem solver, but it
comes at a cost. In the
break/fix model, you must
create demand, sell your
product or service, deliver it,
and then start all over again,
which is why acquirers place
a lower value on transactional
businesses compared to sub-
scription-based companies.

A service contract can create
an ongoing income stream
with potential to grow the life-
time value of a customer dra-
matically. When you can
accurately predict how much
money you receive from sub-
scribers, you can invest more
in wooing them. Also, adopt-
ing a recurring revenue model
can impact your company’s
valuation. Recurring revenue
can be worth more than twice
of transactional revenue, de-
pending on industry.

Create a Recurring Revenue
Appealing to Customers

The first step has nothing to

Professional Help without
Breaking the Bank!

---..s.s:.(k"

Get experienced consulting via telephone
or Zoom for a low,

low cost. Get

help

with Shirts, Production,
Cost-cutting, logistics,

garment management
with barcodes and a

host of other issues with one of the most experienced

voices in the industry, Don Desrosiers! All for a low,

low Hourly rate! No travel cost, no other consulting

fees, no hidden costs. Discounts for recurring subscriptions. References
available. This has worked very well for those that have used this service!
Low cost... Big return!

Go to www.tailwindsystems.com for more details

Call 508.965.3163 to book a session or for more details

Tailwind.don@me.com to book a session or for more details
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do with your billing platform
and everything to do with
your target customer. The se-
cret to turn your business into
a recurring revenue jugger-
naut is to niche way down.

At Peloton — the fitness
company that started with a
souped-up stationary bike
and now offers classes on
everything from yoga to run-
ning — they adopted a sub-
scription model. Customers
buy the bike (or the treadmill)
and then subscribe to Pelo-
ton’s content package. To
make their subscription sticky,
they didn’t just target people
who wanted to get fit. In-
stead, they targeted affluent
people too busy to go to the
gym. While the single young
adult sees a spinning class at a
local gym as a chance to con-
nect with like-minded people,
Peloton knew the forty-some-
thing mom with three kids
often doesn’t have the time to
go. So, they defined their tar-
get customer as relatively af-
fluent fitness enthusiasts who
don’t have time for the gym —
a niche of a niche. Year to date
for 2020, Peloton’s share price
has more than tripled. In order
to come up with a model that
works for you, segment your
customers based on what
makes them buy from you.
Then, determine if one of your
niches has a recurring need
for something you sell. For a
recurring revenue model to
retain subscribers, it must pro-
vide an outlandishly attrac-
tive value proposition to
customers who agree to con-
tinue with the service over
time. In other words, you must
find a pain point where a
group of customers feels uni-
form. That only happens
when you niche way down.

The New Measuring Stick

One challenge of building a
subscription business is the
need to relearn the basics of
how to measure progress. Tra-
ditionally, you’ve probably
measured your business using
a profit-and-loss (P&L) state-
ment, which counts the total
money you make after paying
expenses plus the cost to make
what it is you sell. With sub-
scriptions, instead of selling a
finite offering, you are essen-
tially renting access to your
product or service over time.

In a subscription business,
understanding your financial
performance requires new op-
erating statistics. The founda-
tion of your subscription
business is built on your
monthly recurring revenue
(MRR). This is the recurring
revenue listed on your com-
pany’s P&L every month. The
next number you need is the
lifetime value (LTV) of a sub-
scriber. LTV is calculated by
multiplying your MRR by the
number of months your cus-
tomer stays with you, less the
cost of serving them during
that lifespan. If your average
subscriber stays 30 months,
then the LTV of a subscriber is

30 x $99.00 for a W-D-F serv-
ice of $3,000.

The next data point you
need is your customer acquisi-
tion cost (CAC). This is how
much you spend on sales and
marketing to win a new sub-
scriber. If your total expendi-
ture on sales last month was
$2,000 and you acquired 25
subscribers, your CAC would
be $80 during that period
($2,000 divided by 25). Your
true CAC will be revealed
after you pick the low-hanging
fruit. Your friends, family, and
best customers will likely sub-
scribe to new offering out of
loyalty. You need to discount
them in your calculation.

Arguably, the most crucial
factor contributing to your
subscription business viability
is the rate at which customers
quit subscribing; this is known
as your churn rate. To calculate
your MRR churn rate, take
your MRR at the start of the
month and divide it by the
amount of lost MRR that
month. You can calculate your
monthly customer churn rate
by taking the number of cus-
tomers who leave you in a
given month and dividing it by
the total number of customers
you had going into the month.

Another number you need
to know is the cost of serving
each new subscriber. Consid-
ered part of your cost of
goods sold, this varies based
on how many customers you
bring on. For most subscrip-
tion businesses, it includes the
salary and other costs of staff
you hire to get new customers
and serve them over time. A
big decision is how you plan to
win new subscribers. The
more complex your offer, the
more you will need to rely on
humans to sell it. Here’s a few
sales approaches often used
by subscription businesses
(from most to least expensive):

1. Field salespeople. These
are the people who visit cus-
tomers face-to-face.

2. Telesales. Salespeople
who contact customers re-
motely — telephone and e-
mail — work over shorter
sales cycles.

3. Self-serve. Subscribers
don’t need direct access to
salespeople in this system.
Many operators allow cus-
tomers to sign up on their site.

Either way, there is one
more essential ingredient
you’ll need. Cash is to a sub-
scription business as oxygen
is to humans. If you don’t
have it, no matter how
healthy you are on other
measures, you're dead.

Until next time, have a
wonderful holiday season,
and enjoy building value.

Kermit Engh has been an
owner/operator in the dryclean-
ing industry for over 28 years, a
member of Methods for Man-
agement for over 24 years. To re-
ceive your Value Builders Score,
visit: mfmbusinesscoaching.com.
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Industry balancing act
will continue in 2022

Continued from page 1

General  booth  sales
opened up in early April and
the floor space currently
stands already at about 90%
of exhibit space sold.

It is also important to note
that the deadline is July 7 for
the discounted block of
rooms.

Numerous hotel options
are available, including the
Atlanta Marriott Marquis
(which will serve as head-
quarters for DLI), the Omni
Hotel at CNN Center, the
Renaissance Atlanta Mid-
town and a half dozen others
nearby. Rates range from
$175 to $259 nightly, plus
taxes.

THE
BENCHMARK
MACHINES

For more information or to
make hotel reservations, visit
the Planning and Preparation
section at cleanshow.com.

Live Aid

There is no doubt that vir-
tual offerings have im-
mensely aided the industry
— including SpringFest and
FallFest by the North East
Fabricare Association, the
Pennsylvania and Delaware
Cleaners Association and the
South Eastern Fabricare As-
sociation, as well as Amer-
ica’s Best Cleaners’
Leadership Forum series.

However, the Fabricare
2021 conference hosted by
the California Cleaners Asso-
ciation early in October at the

Sahara Las Vegas Hotel, pro-
vided an emotional turning
point for many attendees
who clearly missed convers-
ing in person with their col-
leagues.

It was the first live indus-
try event since late 2019, and
the response was enthusias-
tic. A full house of energized
entrepreneurs all gathered to-
gether to share some business
strategies and stories of how
they combatted the chaotic
economic climate conditions
caused by the aftermath of
COVID-19.

Hopefully, that event’s

success will carry over to the
Clean Show in 2022 as a sign
of better times ahead.

THE TUCHMAN ADVISORY GROUP met in person for the
first time in two years at Reid’s Cleaners of Austin, TX, in
early November. Pictured at the event are: (back row, left
to right) Lee Makepeace (Medlin-Davis/North), Ben Combs
(Judi’s Cleaners), Bob Singer (Flair Cleaners), Richard
Thum (Five Star Cleaners), Erica Billoni (Colvin Cleaners),
(Martinizing-Alameda),
(Sparkle Cleaners), Drew Singer (Flair Cleaners) and Karl
Schulte (Reid’s Cleaners); (front row, left to right) David
Makepeace (Medlin-Davis North), Dana Boudin (Sparkle
Cleaners), Paul Billoni (Colvin Cleaners), Ellen Rothman
(Tuchman Advisory Group), Veronica Cruz (Reid’s Clean-
ers), Jana Janssen (Martinizing GreenEarth) and Mary

Grant Carson

Combs (Judi’s Cleaners).

Heath Bolin

The greener way to clean.

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

25lb. — 70Ib. capacity suits a range of commercial applications
High g-force speeds (500+ g) increase water extraction
Patented Honeycomb Drum® optimizes the wetting process
Fast wash cycles increase productivity

Fast dry cycles reduce electricity consumption
90 standard wash programs and up to 200 custom programs

Soft-mount machines for installation in any location

To learn more about the full line of Miele’s Benchmark

~machines visit mieleusa.com/professional.
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Obituary

Charles Robert
Riggott of DLI

Charles s
Robert
Riggott,
formerly
of Silver
Spring,
MD, and a |
key figure |&
and execu- [i}
tive for the Charles Riggott
Drycleaning and Laundry In-
stitute for more than three
decades, passed away on Oct.
17. He was 94 years old.

During his professional
tenure with the organization,
he served as the head of en-
gineering from 1956 to 1972,
when it was known as the
National Institute of
Drycleaning. He  then
worked a short stint as assis-
tant general manager before
stepping into the role of gen-
eral manager in 1976. By
then, the organization was
called the International Fab-
ricare Institute.

He served in that position
until 1993. The following
year, DLI honored him with
its Distinguished Service
Award. Following his death,
the association posted on its
Facebook page: “DLI mourns
his passing and wishes his
family and many friends
strength and light.”

Riggott is survived by his
wife of 73 years, Loretta Rig-
gott; a son, Tim Riggott (Jane)
and a daughter, Beth Healy
(Rick). He also leaves behind
two grandsons, Chad Riggott
(Beth) and Drew Riggott, as
well as two great-grandsons,
Ryan and Allen. He was pro-
ceeded in death by his par-
ents, Miriam Hardy and
Charles Stephen Riggott; his
sister, Evelyn Egley; and son,
Charles Jeffrey Riggott.
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The Drycleaner’s Toolbox — Part 1

his month’s article is
I the first in the
Drycleaner’s Toolbox

series, which will cover the
qualities and use of com-
monly available repair items
every drycleaner should have
on hand and learn to use. It
may save you big money by
making small repairs — in-
stead of paying for them.
One of the most versatile
repair products in your tool-
box are Teflon products.
Teflon has four wonderful
qualities that are especially
suited to our industry. First,
its temperature range is from
-50° F to around 400° F, thus
allowing its use on the steam
piping in a normal dryclean-
ing/laundry operation. Sec-
ond, it is chemically resistant
to just about anything you can
slop on or over it, including
any of the solvents you may
be using, in either a liquid or
vapor form. Third, it has self-
sealing and self-lubricating
qualities which seal leaks and
allow for easy future disas-
sembly of whatever it’s being
used on. Last, but not least, it
comes in several forms —
each well suited to a particu-
lar leak stopping and/or as-
sembly application. I'll give a
quick list of the types of
Teflon, then their uses.
Teflon tape. By now, you
are all familiar with Teflon in
the form of a tape. Teflon tape
comes in various widths and

AHI-STEAM

thicknesses. I use 1/2” wide,
dense, white-colored tape for
wrapping pipe threads, mak-
ing valve packing, and wrap-
ping screws and bolts to keep
them from locking up from
dirt or corrosion. These tapes
not only act as sealants; addi-
tionally, Teflon’s self-lubricat-
ing qualities allow the pipe to
screw into the fitting without
galling — meaning friction
grinding metal chips off the
pipe and fittings, freezing up
the assembly before a good
seal is accomplished (also,
galling makes it impossible to
disassemble the pipe and fit-
tings without damage).
Teflon pipe dope. This
paste-like material comesin a
can with a brush built into
the lid. It is used to coat the
threads in on pipe and in fit-
ting before assembling these

parts.
Teflon string or round
packaging. Resembling

spaghetti, this round form of
Teflon is used to pack valves
and to form seals and gaskets
between flanges or other flat
surfaces.

Starting with the Use of
Teflon Tape
1. For sealing pipe

threads. Wind at least three
turns of tape around the cir-
cumference of the pipe; it is
important to wind the tape in
the correct direction, which is
clockwise when facing the
end of the pipe. This distrib-

utes the tape evenly and
pulls it into the threads when
a fitting is screwed onto the
pipe (wound in the wrong di-
rection, the tape will be
pushed out of the threads
and bunch up on the outside
of the fitting). For extra seal-
ing reliability, use Teflon pipe
dope over the tape on the
male end of the fitting and in
the treads on the female fit-
ting.

2. For preventing nuts,
screws and bolt from freez-
ing together or locking up.
Wind two turns around the
threads in a clockwise direc-
tion, same as with the pipe
threads, and pull the tape
tight.

3. Creating thin string
packing. You will often find
small valves leaking at the
stems. The shut-off valves at
the top and bottom of boiler
sight glass fixtures are a per-
fect example of this kind of
leak. After completing the
packing procedure and tight-
ening down the packing nut,
remember this type of valve
will seat with the valve com-
pletely open. (Do not do any
maintenance on a pressur-
ized or hot boiler.)

Compression fittings leak-
ing steam past the compres-
sion nut is another common
leak of this type. An unusu-
ally effective method to stop
these leaks is to install extra
Teflon packing behind the

¢ Strong self-contained vacuum for

faster drying

* 2 cold spotting guns connect to
solvent tanks on machine

ES-2000AR Spoftting Board

¢ Stainless steel construction

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

¢ Suction hood captures
stray vapors

* Solvent bottle rack + light
built into hood
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WHEN PURCHASING TEFLON TAPE BE SURE IT IS MARKED AS HIGH DENSITY.
SOMETIMES IT’S DIFFICULT TO FIND IN BIG BOX STORES BUT PLUMBING
SUPPLY AND INDUSTRIAL HARDWARE STORES WILL USUALLY CARRY IT

WHEN PURCHASING TAPE OR PIPE DOPE (THREAD SEALANT)
BE SURE IT CONTAINS TEFLON OR THE ABBREVIATION PTFE
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packing nut on valves, or the
compression nut on fittings.
You can quickly make this
packing by taking a 12-inch
length of Teflon tape and,
holding one end while :spin-
ning” the other end between
the thumb and forefinger of
the other hand until it forms
a soft round string. Then, un-
screw the leaking nut and
slide it up the valve stem, or
down the copper tubing in
the case of a compression fit-

Out, Out, Damn Spot/

EUROPEAN FINISHING EQUIPMENT Core.

SECAUCUS, NJ
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(888) 460-9292
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ting nut. Hold one end of the
string and wind several turns
around the valve stem or
copper tubing, pulling it taut.
Now, while holding tension
on the string, push the pack-
ing nut or compression nut
onto the valve or fitting body
and screw it down. The
beauty of using Teflon like
this is that the nut will cut
through the soft Teflon so
you needn’t try to cut the
ends of the string, losing the
tension on the packing in the
process.

Well, that's all I've got time
for this month. Next, we will
continue to build your tool-
box in articles in the follow-
ing months.

Bruce Grossman is the chief of
R&D for EZtimers Manufactur-
ing, the manufacturer of the new
EZ DOSE boiler compound man-
ager and return tank level con-
trol which replaces that
troublesome ball float in the
condensate return tank and au-
tomatically adds the correct
amount of boiler compound to
the return tank preventing oxy-
gen corrosion and scaling. Our
SAHARA and DIB-M high purity
separator water mister/evapora-
tors provide a thrifty, legal
method to get rid of the separa-
tor water generated by your
drycleaning machine. See our ad
in this issue and for further infor-
mation on the EZtimers products
visit www.eztimers.com. Ad-
dress any questions or com-
ments to bruce@eztimers.com
or call (702) 376-6693.
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A Tribute to James Peuster

Kudos to 20 years of consulting cleaners

By Mark Albrecht and Jennifer Whitmarsh

As we round out 2021, let’s recognize an achievement of a familiar personalitiy in our industry...
James Peuster. JP (as many know him) begins his 20th year consulting teams across America (and
internationally) and is in his 14th year as a National Clothesline columnist.

Under the guidance of Al Robson of Biz Builders, James found his niche early on. So many
drycleaners have leaned on him for guidance, not just in route development, but also staff devel-
opment. Early during his travels, JP earned another nickname: The Knockfather. He’s worked with
thousands of route drivers, and many of them will tell you how fond they are of his face-to-face
sales and retention training.

In time, James took his Route Pros’ Member Group to the next level, establishing task-focussed
peer groups from within. As our industry has recognized, leadership is more critical than ever.
James has run with this, and to this day the Route Pros have a dedicated leadership group of over
75 members strong.

Often the life of the party, JP has often been spotted spearheading great times whether at a Clean
Show booth, Route Pros’ Member Conference dinner, or a DLI zoom chat. He usually gets people
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to laugh and lightens the mood. So James... enjoy some fond words and stories from your peers.

“Never judge a book by its
cover. Even though he was
not from the industry and he
wore a green sweater vest,
he was (and still is) a fresh
set of eyes always looking
for new ideas and opinions
to make this industry great
again. Working side by side
with James for 10 years was
an honor. Our thoughts and
values were aligned, and I
still learned so much and
greatly valued my time with
him. I consider both James
and Peggy (she is the beauty
and the brains of the duo) to
be good friends. I also con-
sider James a pillar in the in-
dustry and a personal
mentor in my development
as a person.”
— Randy Mearkle
BJC Consulting

“In the spring of 2010, I was
the epitome of the term “just
a driver.” I thought my cus-
tomers couldn’t live without
me. More importantly, I was
terrified of knocking on a
stranger’s door to talk about
anything, much less try and
‘sell” them on something. You
told me you believed in me.
You and I have butted heads
over the years. After 11 years
of not only being mentored
by you — but also be-
friended — I cannot say
where I would be without
your guidance. I went from
being the ‘blue route’ driver
at Art Cleaners to being the
GM of four locations, two
production facilities and ten
routes here in Austin, TX,
with Tide Cleaners.”
— Jason St. Pierre
Tide Cleaners

“JTames, where do we
begin??? Having never met
you — with only the stories
and reputation that preceded
— I flew out to Kansas City
for Route Pros University.
From the moment I met you,
I knew I was in for a good
time. Ileft RPU with a whole
new set of skills to bring
back to our routes and —
aside from the killer route
training — had an awesome
time exploring KC, too!
You're an incredible asset to
the industry and have been a
great teaacher to me!”
— Rob Parker
Dependable Cleaners

“I met James in Providence,
RI, after Al Robson passed.
We had coffee together and I
asked him if I could join his
group. He knew I was fired
from the Biz Builders group
after I participated in a
group led by Rex Carrigan
— but he still accepted me to
participate. Since I met
James about 16 years ago, he
has helped us grow our
route business and stay fo-
cussed in moving forward.
Happy 20th Anniversary!”
— Carl Sahady
Diamond Cleaners

“James, congratulations on
20 years! You have the
unique ability to see the po-
tential that lies within each
of us and find a way to bring
it to the surface. You've al-
ways called it the way you
see it. You've been support-
ive in my business and with
my personal life. You've
taught me where to put the
right people on the bus and
so much more. I've learned
and grown thanks to you.”
— Debbie Wilson
J. Anton’s Cleaners

“What can I say about the
‘Knockfather” Peuster? You
will not find a more knowl-
edgeable person when it
comes to route development.
You give him any challenge
aroute has and, not only will
he eliminate it, he will turn
that route and driver into a
top tier operator in record
time. James, you will give us
the sweater vest off of your
back, tell us where to have it
cleaned and sign us up for
Free Pick Up and Delivery!”
— Brian Sternheim
Embassy Cleaners

“Congratulations on 20
years! During my time I've
certainly learned a lot from
you and it was a pleasure
and honor working and
learning from you. Remem-
ber, when pitching at the
door — if a spouse says I
have to check with my sign-
ficant other, just tell them it’s
hard to get a great
drycleaner but you can al-
ways get a new spouse. Keep
up the great work!”
— Mark Torch
DO Summers Cleaners

“James, we are so apprecia-
tive of you and your Route
Pros’ teammates. Your con-
sulting, guidance and sup-
port of the industry has
helped Edit TX become one
of the country’s most suc-
cessful home pickup and de-
livery  companies. We
couldn’t have done it with-
out you. We’ve been blessed
to be partners for nearly two
decades and the best is yet to
come. Thank your for an
amazing 20 years. Let’s keep
building new memories and
breaking new records!”
— Kyle Nesbit
Edit TX

“In an industry always fo-
cussed on cost, James is a
breath of fresh air with a pos-
itive message and is always
an injection of energy for our
team. James, beyond busi-
ness, I've grown as a person
because of what I've learned
from you. My approach and
mindset to managing people
both in and out of our com-
pany has changed and has
helped me to succeed. Thank
you for all that you've taught
us to date and for many
great memories along the
way. I look forward to many
more years of memories and
learning to come!””

— Brian Fish

Pier Cleaners

“James, I recall my first time
hearing you speak. Your en-
ergy and passion immedi-
ately caught my attention.
Over the years, you've be-
come a friend and a trusted
advisor. As you've added
staff and multiplied talents,
you haven’t been afraid to
share the spotlight. In our in-
dustry, it is good to have a
friend who has personal and
experiental knowledge from
the very best operations
around the country. And, the
awesome thing is, you've
shared this knowledge and
experience with vendors and
associations freely so that
our entire staff can benefit.
We appreciate you friend.
We congratulate you on 20
great years in the dryclean-
ing industry!”

— Norman Way

Puritan Cleaners

“I'tend to look at thing a little
differently sometimes, and
while what James does for
his clients is terrific, it is often
his unselfishness that really
inspires me. He is always
first in line to help us when-
ever we need him. He is giv-
ing with his expertise, his
experiences and his vision.
James, I am proud to call you
a colleague, a resource and
an industry icon. More so, I
am honored and privileged
to call you my friend, and I
am better for it!”
— Peter Blake
Executive Director of
SEFA, NEFA and MAC

“James, Crest Cleaners
wishes to congratulate you
on your 20th anniversary.
Being a part of the Route
Pros family has brought us
many great memories. From
meetings to trainings to sales
team blitzes, we find great
value in having your team
pour into ours. You lead by
example with a passion to
genuinely help each of us be-
come better in all areas. We
truly appreciate the time we
spent with you. We look for-
ward to another 20 years.”
— Marlena Calobong
Crest Cleaners

“Tames, I was new to the in-
dustry when we first met in
2013 and was not sure what
to expect. I wasn’t expecting
the passion you have for
route development, but it
helped me buy-in quickly. I
appreciate your commitment
to the industry and the way
you always look to the fu-
ture for new ideas and ways
we can improve and build a
better relationship with em-
ployees and customers. Keep
up the great work!”
— Ron Carver
Rogers Cleaners

“About 7 or 8 years ago, I at-
tended Route Pros University
in Kansas City. During one of
our sessions (with James,
Esme & Leon), we were dis-
rupted by a siren. James pro-
claimed: ‘It's a tornado!
Esme and I immediately
headed to the basement and
hunkered down. While we
were busy texting our loved
ones, we realized that James
and Leon were nowhere to be
found. After an hour, we
emerged from the basement
and — behold, James and
Leon pull into the parking lot
in the van after chasing the
tornado! Congrats on 20
years from our team; keep
chasing tornados.”
— Paula Kostick
Classic Drycleaners &
Laundromats

“James, congratulations on
20 years of outstanding serv-
ice to our industry! You have
coached hundreds of own-
ers, route managers and
drivers who owe you a debt
of gratitude. You are the per-
sonification of determination
and a can-do attitude, which
we all have benefitted from.
Looking forward to the next
20 years!”
— Chuck Anton
J. Anton’s Cleaners

“James, you've been a fantas-
tic resource when it comes to
route development and im-
plementation. I appreciate
your thoughtful guidance
and commitment to route de-
velopment and to excellence.
You’ve helped make my com-
pany better and more di-
verse. You're a super guy and
a great friend, as well. I'm
sure Randy Unruh is smiling
down and riding shotgun
with you!”
— Kurt Lucero
The Cleanery
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THE SPOTTING BoARD

By DAN EISEN

Applying bleaches to remove stains

leaching is removing
Bstains by camouflaging.

The stain is made invisi-
ble by adding or removing
oxygen. Bleaches can be accel-
erated by heat and concentra-
tion. Chemical acceleration is
used when the normal bleach-
ing process does not work.
Chemical acceleration is very
effective because the activating
chemical enters into the chem-
ical reaction, making the
bleach more effective. It will
often be noticed that the accel-
erated chemical may change
the color of the stain. This is an
indication that the chemical re-
action is working. It must also
be remembered that the accel-
erating chemical can also affect
the dye on a fabric. For exam-
ple, when peroxide is applied
to a colored silk, no discol-
oration may occur. When am-
monia  is added  for
acceleration, the color of the
silk will be affected. When
bleaches are accelerated, it also
removes the existing bleach
from the fabric.

Lubricants added to a
bleach have been found to im-
prove the performances of the
bleach. The lubricant softens
the fabric and stain and pro-

vides better penetration for the
bleach. When spot bleaching,
the bleach should be applied
when the garment is on a
towel to keep the area local-
ized. The bleach should be ap-
plied with a g-tip, or it can be
applied with the tip of a spat-
ula. We are also adding lubri-
cant for its ability to provide a
better flushing action of the
chemicals.
Hydrogen Peroxide

This is a common oxidizing
agent for spot bleaching. It
should be used in 3% or 6%
concentration. It is effective for
last traces of tannin, protein,
ink, dye and scorch. It is acti-
vated by alkali. The best alkali
to use is ammonia, but protein
formulas can also be used.

Procedure
1) Wet area.
2) Apply lubricant.
3) Apply peroxide.
4) Apply ammonia.
5) Heat.
6) Flush.

7) Neutralize with acetic
acid or tannin formula.

8) Flush.
Caution: Test colors.

Sodium Perborate and
Sodium Percarbonate

These bleaches come in
powder form. The bleaching
action is similar to hydrogen
peroxide. They are bath
bleaches but many experi-
enced spotters like the concen-
trated bleaching effect on
stains. They are alkaline by na-
ture but still accelerated by
more alkali. They are effective
on the same types of stains as
hydrogen peroxide.

Procedure

1) Flush.

2) Apply lubricant.

3) Apply bleach.

4) Apply protein formula or
ammonia.

5) Heat.

6) Flush.

7) Neutralize with acid.

8) Flush.

Sodium Hypochlorite

This is a strong oxidizing
agent and is effective for re-
moving mildew, ink, tannin,
protein and dye. It can not be
used on wool or silk. It should
be diluted first by making a
5.25 concentration of bleach
into a 1% concentration. Then,
mix 10 parts water with the 1%

concentration. I tell my stu-
dents to purchase a bleach
stick at the supermarket for
easier usage. Chlorine bleach is
accelerated by acid.

Procedure
1) Wet area.
2) Apply lubricant.
3) Apply bleach.

4) Apply acetic acid or tan-
nin formula.

5) Heat.
6) Flush.

Note: The acid applied not
only accelerates the bleach but
it causes the bleach to be used
up, which effectively removes
it from the fabric.

Sodium Hydrosulphite

This is a reducing bleach. It
is effective for removing dye. It
is also effective for last traces
of ink stains and some tannin.
It is acid by nature, and also ac-
celerated by acid. It comes in
powder form.

Procedure
1) Flush area.
2) Apply lubricant.

3) Apply bleach in powder
or liquid form.

4) Apply acid.
5) Heat.

6) Flush.
Titanium Sulfate

This is purchased as a pur-
ple liquid. It is reducing bleach
that is very effective for remov-
ing dye, fugitive dye, ink and
last traces of some tannin. It
may cause some discolorations
when used in combination
with other bleaches or alkakli.
The discoloration can be re-
moved by using rust remover
(hydrofluoric acid). The hydro-
fluoric acid is also used to ac-
celerate the bleach.

Procedure

1) Wet area.

2) Apply lubricant.

3) Apply stripper.

4) Apply rust remover.

5) Heat.

6) Flush.

7) Apply protein formula
for neutralizing rust remover.

8) Flush.

Dan Eisen, former chief garment
analyst for the National Cleaners
Association, can be reached at
(772) 340-0909 or (772) 579-
5044, by e-mail at
cleandan@comcast.net or
through his website at www.gar-
mentanalysis.com.
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KEEP [T LEGAL

BY FRANK KOLLMAN

When unions create chaos at your plant

resident Biden has said
P he is the most pro-union

president in U.S. history.
While efforts to make it easier
for employees to unionize
have stalled in Congress — for
now — it might be a good time
to see if your business is vul-
nerable to unionization.

Before I begin, let me state
that I understand many people
are pro-union because of back-
ground and family. If you are
one of those people, by all
means, embrace unions.

If you do, however, keep in
mind that George Meany —
one of the great labor union
leaders of the 20th century —
was livid when the employees
who worked for the union
tried to unionize.

He viewed that as a betrayal
of the trust he expected.

Reasons Why Employees

Unionize

The first thing to under-
stand is that even though
wages are important, they are
rareley the biggest reason why
employees unionize.

For starters, unionization
does not automatically mean
making more money. Instead,
the biggest causes of unioniza-

tion are lack of communication
from management, dignity is-
sues like those stemming from
abusive supervisors or man-
agers, employee insecurity
over their job security, chronic
(and wunsolved) workplace
problems and hostile relation-
ships between employees and
the management.

detail, employees must sign
authorization cards or a peti-
tion to force a government-
conducted election on
unionization, and, then, at
least half of the employees
who vote in that election must
select the union.

If half the employees vote
“no,” unionization must wait

reason; and employees spend-
ing more time together in the
bathroom.

A really good sign is when
employees start using words
like “seniority,” “grievance,”
“due process,” “arbitration,”
“entitle” and “job description.”

They probably have heard
those terms from a union or-

Most unions will admit that there are
companies where they have no chance of
organizing the employees because they are
treated well. Be that company.

Some companies are tar-
geted for unionization because
of their prominence in the in-
dustry, and others get union-
ized Dbecause they hire
employees specifically sent by
the union to infiltrate their
workforce.

How Unions Form in the
Workplace

No union can organize a
workforce without help from
the employees themselves.
Without going into too much

M
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ganizer.

One thing you can do is let
your employees know that you
are not in favor of unions at the
business.

While I am not necessarily
suggesting you make a big
deal of it, you should be pre-
pared to answer the question:
“What do you think about a
union coming in here?”

After you say you are not in
favor of it, be prepared to fol-
low up with a question on
”Why.”

Reasons You Can Give for
Not Favoring Unions

If the why question is posed,
you might respond by saying
that better employees are
treated like everybody else in a
union shop, employees have to
rely on the effectiveness of the
union to get things they want
from the company, and most
individual discussions with
employees are prohibited.

Other reasons include that
wages and benefits will then
be based on union negotia-
tions, not by indivdiual merit.
Strikes happen in union shops
and employees on strike do
not get paid and they cannot
collect unemployment.

Seniority can be more im-
portant than merit in a union
shop, union rules could wind
up hurting the business, and
employees and their unions
frequently disagree on what
should happen at the work-
place.

Unions do not like employ-
ers to grant exceptions to indi-
vidual employees, so
exceptions for good employees
are less likely to take place.
Everyone gets treated the
same.

If an employee says that
unionization will lead to better
wages, you can explain that

nothing is automatic when a
union organizes a company.
The company will have to bar-
gain, but there is no require-
ment that the company agree
to anything.

Unionization means the
union speaks for employees,
not that the company is subject
to a contract that it has not ne-
gotiated.

Other Factors to Consider

Your supervisors should
know some of the do’s and
dont’s of talking to employees
about unions.

Essentially, they can tell em-
ployees the truth and their
opinions, provided they do not
do any of the following: make
promises or threats, spy on the
union activities of employees,
or interrogate them about their
feelings on unionization.

There are a few other restric-
tions, but these are the main
ones.

Most importantly, you can-
not fire or refuse to hire some-
one because of their union
sentiments or activities.

You can, however, you
make hiring and firing deci-
sions in line with your normal
practices, whether the employ-
ees are pro-union or not.

If you want to remain union
free, provide an employee
handbook and talk to your em-
ployees.

Do what you can to make
sure employees are loyal to the
company and believe that they
are treated with respect, com-
pensated fairly and kept
abreast of developments.

Communicate, communi-
cate and communicate.

Your supervisors also need
to know that problems need to
be addressed, and if there is
any hint of employee discord,
it should be reported immedi-
ately and addressed.

That would include infor-
mation that a union is nosing
around the company.

Most unions will admit that
there are companies where
they have no chance of organ-
izing the employees because
they are treated well.

Be that company.

Frank Kollman is a partner in the
law firm of Kollman & Saucier,
PA, in Baltimore, MD. He can be
reached by phone at (410) 727-
4300 or fax (410) 727-4391. His
firm’s web site can be found at
www.kollmanlaw.com. It has ar-
ticles, sample policies, news and
other information on em-
ployee/employer relations.
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America’s #1 selling and trusted brand
machine designed for SENSENE
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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
o Certified Presses; Includes OSHA and UL Safety
Standards
« Low Cost of Ownership — Very Reliable,
Easy to Fix and Upgradeable
« Pre-printed Sequentially Numbered Heat Seal
Barcode Labels in One Day

Call Toll Free
877.906.1818

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

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

Saves You Money,

Time and Labor ?;L?Voduds lnternati0064 y

garment labeling experts since 1989

Toll Free 877.906.1818 WwWw.ezpi.us

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

Professional

Wet-Cleaning

The Best Choice for Many Eabrics

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.

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.

AQUA VELVET

An acid-based detergent (for

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

CITRASOL

A unique blend of surfactants

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

SHOT SPOT

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

Contact Pariser for a better solution for your chemical needs.

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

PARISER
BNDUSTRIES

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

THE ROUTE PRO

WWW.THERQUTEPRO.COM
(816) 739-2066

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

FILTER USES CHEAP GRANULATED CARBON
WHICH WILL ALWAYS BE AVAILABLE

THE LAST EVAPORATOR/MISTER YOU’LL EVER BUY
SO RELIABLE, YOU'LL FORGET IT'S EVEN THERE

2 YEAR TOTAL
WARRANTY

No costly filter
cartridges uses
replaceable
inexpensive
granulated carbon

SAHARA
$1,995

Easy installation all
parts included

Gomplies with 1l
Federal, State and
Local environmental

regulations
ALL&)LV%NTS

No messy water
handling

STOP SCALE AND ACID FORMATION - REDUCE WATER & SEWAGE COSTS

REPLACEYOUR —————y
RETURN TANK’S || EZ-LEVEL |}
TROUBLESOME By |
BALL FLOAT ol | “wom
VALVE BY LR
INSTALLING RED E @ SWITEH 0 RESET
ELECTRONIC EZ mwsns wenmener Y
LEVEL SENSING =
AND CONTROL

] \ : v
$595 *REQUIRES 24 VAC
SOLENOID

To learn more, visit www.nationalclothesline.com/ads
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THIS MONTH SPECIAL

20HP Gas Boiler ‘

60LBS Dry Cleaning Machine S
No-Cooking/No-Steam/No-Water ?:l:)l;il- |

Single Buck Shirts Unit
Pants Press
Jacket Press (utility)

F- W- W~ oo W We W WL W
¥ - W W Wm_ ¥ _ X X X%

Guaranteed Vol NatlonW|deI

Buy any Brand at the Lowest Price possible

OFRBIVIATIC $ sakosna | H20

PRESS AND PROGRESS  Wetcleaning Machine

DryCleani101.com 704-281-7185

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

To learn more, visit www.nationalclothesline.com/ads
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Rates: $1.70 per Word.

Deadline 10th of the Month
To place an ad, call (215) 830 8467
or download the form at
www.nationalclothesline.com/adform

$35 minimum

Market Place

Business Opportunities

Eqmpment and Supplies

Sell Your Drycleaner
New Jersey

PROSquts

Your one-stop parts shop

DRYCLEANING, LAUNDRY AND FINISHING EQUIPMENT PARTS

NEXT DAY DELIVERY
ALL BRANDS "%':

e W W W~

Sonozaire’Odor Neutralizer

Desfi‘oys

* SmokeOdors
* Pet Odors

* Food Odors
* Mildew
Removes

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.

Pennsylvania
Delaware
Patriot Business Advisors

LOW PRICES '1:
Visit our website:
www.prosparts.com/nat

B 1_566-821-9259

Odors From:
* Clothes

* Rugs

* Drapes

* Furniture

cleaners

Dry Cleaner’s Special!

Phone: 267-391-7642 » Fax: 800-903-0613 QUALITY REBUILT WWW.sonozaire.com Ay
broker@patriotbusinessadvisors.com EQUIPMENT Call 800-323-2115
patriotbusinessadvisors.com BUILT TO THE HIGHEST for nearest ; GREAT PRICES.
STANDARD AT distributor @ FA ST DELIVERK
Drycleaning Business For Sale: In-
cludes building. Established in . —dLE AFFORDABLE PRICES
Blui(ljdingb inlglugesE Iitviglg Zuirter;gl‘};- P O S I t I o n INDEPENDENT

Phone: 757/562-7033.
Mosena Enterprises Inc.

stairs. Staff is well trained with a spe-
cialized clientele, located in
Philadelphia, PA. Call (609) 605-7552

GARMENT ANALYSIS"‘“
274 NW Toscane Trail

Available

for more information. ) o : PO Box 175 Port Saint Lucie, FL 34986
Plant for Sale: Daytona Beach, FL Ehrenreich & Associates is looking .
i~ : ' ... for retired business owners or B to B 26460 Smith’s Ferry Rd. Tel. 772-340-0909 Cell 772-579-5044
area, Io_ng time established drycl_e_an Sales Pros to assist Richard as part- E-mail: cleandan@ t.net
ing business for sale. Owner retiring. independent project contractors Franklin, VA 23851 Tal: ¢ eancat C?m«cas ne
Business and building available. Staff while learning the business merger, ’ www.garmentanalysis.com y
well .tralned. Call (386) 547-1520 for brokerage and consulting professions. richardm@mosena.com Purchase my S;rwce Packag.e for $500
detais. Write with your history, location and and receive the following: PR D“ T
f www.mosena.com * 5 free garment analyses per year

For Sale: Owner retiring. Longtime es-  availability: Ehrenassoc@gmail.com.
tablished plant, over 62 years, 2 drop
stores plus routes. East Tennessee.
Monday-Friday, 8 a.m. to 8 p.m. Call

(865) 806-8815.

Business for Sale: Owner retiring.
Longtime established drycleaners —
main plant and drop store. Orlando, FL.
(407) 963-3234.

e 1 Art of Spotting handbook
o 1 Art of Wetcleaning handbook
* 6 personalized online training sessions
for any employee on spotting, bleaching,
wetcleaning, drycleaning and fabrics

IN-STOCK.

1-800-568-7768
CLEANERSUPPLY.COM

Newhouse Specialty
Company, Inc.

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

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

PERMAC
PARTS DEPOT

it

“We know your Bowe”

We stock parts for Bowe, Eazy Clean,

Permac EC Dry cleaning machines
and Veit Finishing Equipment

To place your classified ad,
download the pdf form at

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.

Reweaving

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

Email — bill@permac.com

Same day shipping in most cases

www.nhationalclothesline.com/adform
or call (215) 830-8467

Miss an issue? Looking for an article?
Want to connect to the industry?
Point your browser to: www.nationalclothesline.com

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

Complete text of the current issue * On-Line classifieds
Back issues with search capabilities
Links to hundres of industry web site

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

web site: www.withoutatrace.com.
3344 West Bryn Mawr, Chicago, IL,
60659. 1-800-475-4922

Find it fast when you need it at nationalclothesline.com
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SPOT  Welcome Grover A Comer 2 0uery i Munsgunast [ & ¢ 2| [@0 compsmwton | [ ©remces | [ smachine |

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



HI-STEAM

SAM—451 and

TURBO-JR Plus
Beautifully Finished Garments |

SAM-451 SAM-451
MULTI-GARMENT
FINISHER

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

e No broken buttons,
little or no touch-ups

e No shine or discoloration
on dark colored shirts

e All size shirts small to 3XL

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

e Soft to heavy starch

e Simple to operate;
No experience needed

TURBO-JR Plus

TURBO-JR Plus
TENSIONING SHIRT -

& BLOUSE FINISHER

NEW, HIGH-SPEED,
HIGH PRODUCTION,
ECONOMICAL

e 60+ shirts per hour
e Affordable CUFF CLAMPS

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

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

EUROPEAN FINISHING EQUIPMENT CORP.

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

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



