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WinterFest EXPO goes live this month

Last month, it was an-
nounced that FallFest EXPO
2021 would become Winter-
Fest EXPO 2022 by moving
its dates back to Jan. 19-21 of
this year to accommodate re-
quests by busy drycleaners
during the holiday season.
Otherwise, the virtual educa-
tional conference plans to
keep the same daily schedule
and programs — with one
exception — Sean Abbas is
not available.

The North East Fabricare
Association, Pennsylvania
and Delaware Cleaners Asso-
ciation and the South Eastern
Fabricare Association have
designed the event to offer at-
tending cleaners live work-
shops, presentations and
interactive discussions that
focus on several aspects of
their business.

The event will host pro-

grams from 2 to 5 p.m. EST
from Wednesday, Jan. 19
through Friday, Jan. 21.

Day one of WinterFest
EXPO will start with Chris

TODAY'S PLANS BUILD

TOMORROW'S PROFITS
January 19-21, 2022

Kuehl of Armada Business
Intelligence who will present
“Looking at the Economic

Brown of SPOT Business Sys-
tems who will examine how

ing; Brian Fish of Pier

Whitmarsh of The Route Pros
will cover “Attracting and

ation of Workforce” to

the industry is rebound- % ig Managing the New Gener-

Cleaners will focus on

Jennifer
Whitmarsh

Chris
Kuehl

KPI's (Key Performance Indi-
cators); James Peuster, owner
of 21st Century Dry

Landscape of Today and .‘.i.(‘)g&:, Cleaners, will discuss how

Forecasting Tomorrow.”
Following will be a
panel discussion of “The In-
dustry’s Response to a Once
in a Generation Challenge”
which will include: Toran

A" many industry leaders

have adapted; and Mike
Ross of AristoCraft/Minda
Supply will speak on manag-
ing supply chain disruptions.
On Thursday, Jennifer

begin the day.

Later on, Peter Blake, exec-
utive director of NEFA, and
Kelby Sankey of Morellos
Cleaners will discuss “Taking
Advantage of High Yield
Marketing Approaches.”

The final day will include

programs on “How to
Analyze Your
Strategy” and “Under-

standing the Opportunities
the Future Holds.”

There will also be a a clos-
ing session and recap near
the end of the day so atten-
dees can get the most of their
various WinterFest EXPO re-
sources. Other highlights in-
clude vendor breakout rooms
Thursday night from 5 to 7
p-m. so attendees can ask

questions about products.
The conference will wrap up
on Friday evening with an
online cocktail reception be-
ginning at 5 p.m.

The cost to attend is $199
per member plant (unlimited
attendees from the plant) and
$249 for non-members up
until Jan. 7. After that date,
the registration cost goes up
to $249 for members and $299

5! for non-members.
Pricing g‘;{ In addition to participa-

tion, the fee also includes ac-
cess to video recordings of all
sessions and added content
for a minimum of three
months.

For information, contact
Peter Blake at (617) 791-0128
or Leslie Schaeffer at (215)
830-8495. Register at any of
the host’s sites: www.nefabri-
care.com, www.sefa.org or
www.pdclean.org.

Clean °22 attendee registration opens soon

With a new year comes
new possibilities, including
signing up to attend Clean
2022, which is scheduled to
take place from July 30 to
Aug. 2 later this year at the
Georgia World Congress
Center in Atlanta.

It will be the first time the
drycleaning industry has ex-
perienced a Clean Show since
June of 2019 when it was
hosted in New Orleans.

Last year’s scheduled
show was postponed due to
the pandemic, but exhibitors
have not postponed signing

up for this year’s show. So
far, over 90% of exhibit space
has been sold aready with
anticipation of a sellout.

Overall, hundreds of di-
verse companies have
made plans to display
their products, supplies
and services to the laun-
dering and drycleaning in-
dustry this summer.

Messe Frankfurt, the
company who organizes
the event, anticipates that this
year’s Clean Show will wel-
come a record number of ex-
hibitors to the show floor.

A new perspective in New Mexico

After spending his life in the drycleaning industry, Kurt Lucero (owner of The Cleanery in

Now, it is almost time to
open up registration for the

clean

thousands of visitors expected
to attend. At this time, Messe
Frankfurt plans to open regis-
tration later this month.

Albuquerque, NM) gained a deeper understanding of it after his long-time Route Specialist
Randy Unruh passed away and the impact he had on his customers became clear. “How he
could touch so many people blew my mind,” Kurt recalled. “I just want to be like him.
It’s going to take the rest of my life to be like him and to show up for people like he did.”

See page 6 for the full story.

While the precise date reg-
istration begins is potentially
fluid, attendance pricing
has been set.

The cost to attend the
event is $119 for associa-
tion members and $149
for non-members for
those who register by
June 29. After that date,
the cost to register onsite
during the event is $169
per person.

Those who attend
will have the opportunity to
experience live demonstra-
tions and attend educational

sessions developed and pre-
sented by leading industry
associations — the same ones
that help collaborate on the
show. Those associations in-
clude: the Drycleaning and
Laundry Institute, the Coin
Laundry Association, the As-
sociation for Linen Manage-
ment, the Textile Rental Serv-
ices Association of America
and the Textile Care Allied
Trades Association.

For more information on
Clean 2022 including hotel
accommodations, visit online
at: www.cleanshow.com.

EPA seeks to amend NESHAP

EPA's proposed changes should only affect drycleaners
who still use older dry-to-dry perc machines.

1 0 How’s your handbook?

This handy list will help you make sure your employee
handbook has everything it should.

1 4 A moat around your plant

Achieving market differentiation can make it exceedingly
difficult for your competition to keep up.

20 TCATA sets conference plans

The association’s board recently met in person and
made plans to head to South Carolina in April.
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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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To learn more, visit www.nationalclothesline.com/ads
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We Speak Cleaner

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

Solutions

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

and effectively. su ppo rt

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

route services, prepay and more.

Contact Us
for a FREE DEMO!

b
|

Workstatins Microsoft Surface POS

Visit our website: www.cleanerbusiness.com

Cleaner Business Systems ® 414 Gateway Boulevard

Cleaner | 5004069649

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

To learn more, visit www.nationalclothesline.com/ads
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Making the most of the opportunities in 2022

Finally, 2021 is over and — wow — it was a... well, it’s hard to find just the
right words to describe it, really. The Oxford Dictionary (cited as the biggest English
dictionary in existence) has over 171,000 of them in current use. I suppose out of all
those options, one word does spring to mind to sum up the ongoing journey of
adapting to adversity: resilience. There may have been a shortage of just about
everything imaginable in 2021, but there was certainly no shortage of resilience.

At times, 2021 felt like a searing inferno of endless frustration; at others, a font
of inspiration and relief. There was pure pandemonium and consistent chaos, yet
there was also profound enlightenment and unexpected hope. Perhaps the best way
to describe the year is to use the “word of the year” as designated by the oldest
dictionary publisher in the U.S., Merriam-Webster. In 2020, the company chose
“pandemic” as its word of the year based on how frequently it had been looked up
on their website. For 2021, they chose the word “vaccine,” which certainly seems a
lot more positive than pandemic, though that didn’t prevent the year from being
incredibly strange and difficult.

While 2021 was many things, the most important thing it is, however, is over.
Perhaps the word for the drycleaning industry in 2022 should be “opportunity.” After
fighting all these months for survival, many of the drycleaners still standing have
worked long and hard to shore up their strengths and fortify their weaknesses,
positioning their business in the best place it can be to handle whatever bewildering
business climate the future may hold.

Thankfully, there are signs in the drycleaning industry that some recovery has
taken place throughout the country and many economic experts have forecasted
gradual economic growth over the next 12 months, building on the momentum of the
end of last year when the holiday season provided a boost for retailers.

In fact, many drycleaners were so busy during that time of year that the North
East Fabricare Association, the South Eastern Fabricare Association and the
Pennsylvania and Delaware Cleaners Association chose to push back its virtual
WinterFest EXPO date until this month (Jan. 19-21). Busy or not, cleaners would be
well-advised to attend this time around. The amount of helpful information shared in
the past two virtual “Fest” events was incredible — and necessary — to keep pace
with a world that has sped up considerably and has no intention of ever slowing back
down. It is now more important than ever to keep informed as much as possible —
and it’s never a bad idea to embrace the best technology available.

As Bill Gates noted in his year-end blog review of 2021, “Even after this
pandemic ends, it’s clear that much of the digitization it brought on is here to stay.
The last two years have led to monumental leaps forward in how we use technology,
accelerating changes that would’ve taken years — if not a decade or longer —
otherwise. We’ve seen rapid, widespread adoption of services that already existed,
like ordering groceries online or having meetings over video chat. And we’ve seen
the creation of new innovations that I think only represent the tip of the iceberg of
what’s to come in the years ahead.”

Another good sign of the drycleaning industry recovering is that DLI’s school
will be back in session full time and in numerous formats in 2022. The association
will offer classes both virtually online and in person at its School of Drycleaning
Technology in Laurel, MD. New this year is a hybrid offering — a blended course
that combines virtual sessions and in-school class. It is a welcome sight to see
industry education open back up to full time again and continue to emphasize both
online and in-person platforms as both can provide invaluable benefits. After all,
there is no substitute for the convenience and cost of the former, and there is no
substitute for the clear communication and close comaraderie of the latter.

Of course, the biggest barometer for the industry is the state of the Clean Show,
which has targeted this month as its goal for when attendee registration will open up.
The show has already sold over 90% of its exhibit space, and, on top of that, show
organizer Messe Frankfurt is expecting there to be a record number of exhibitors on
the convention floor in Atlanta from July 30 to Aug. 2.

The only piece of the puzzle left is to see if cleaners will sign up when
registration opens soon. That seems to be a forgone conclusion, though, since it has
been a three-year hiatus (as opposed to the customary two-year interval) since the
last Clean Show in 2019. Also, it seems reasonable to expect that an industry hungry
for ways to improve their production quality and efficiency will possibly show up in
record numbers, as well.

Finally, here’s hoping that the 2022 word of the year from Merriam-Webster
will be “endemic” — a word used when a disease is relegated to being found among
particular people or in a certain area. Many experts have predicted that Covid will
likely downgrade its pandemic status sometimes in 2022. So, now is the time to be
hopeful, but remain resilient. Also, never stop looking for opportunities. Good luck
out there.
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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

IPlant ~JPlant Pt
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

Gross Annual Sales

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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EXCEPTIONAL CARE. DELIVERED.

s strange as it sounds, Kurt

Lucero — the second generation

owner of The Cleanery in Albu-
querque, NM — actually worked in the
drycleaning industry before his par-
ents, Joe and Joy, started the family
business in 1984.

As a kid, Kurt often was engaged in
one money-making venture or another,
including selling cinnamon oil-soaked
toothpicks to other children at school.

“I think in high school, me and my
friend made some flyers for — what-
ever people wanted or we thought that
they wanted, like their deck painted —
and we would add it to the list and
drop off flyers,” he said. “We were al-
ways trying to hustle that way.”

That strong work ethic caught the at-
tention of the Lucero’s neighbor — Jack
Tipps who opened Tipps Equipment in
New Mexico, which primarily installed
and repaired equipment in drycleaning
and laundry facilities. He also had a
side business making soap.

“At 12 and 13 years old, I was work-
ing in their tiny little soap plant making
dry powder soap,” Kurt recalled. “I
would get recipes of soap and put them
in this hopper upstairs and mix it in
this big mixer. In the meantime, it was
packaged in boxes with plastic liners at
the time and I would package up the
soap and it would get shipped out.
They would sell it to drycleaners.”

At 16, he worked for Tipps Equip-
ment painting refurbished equipment,
unclogging drains on service calls and
helping install laundromat equipment.

“Then, my parents got into the
drycleaning industry soon after that,”
he said. In 1984, Joe and Joy started The
Cleanery, which originally focussed on
laundry. Two years later, though, the
couple expanded by purchasing a retail
drycleaning plant across town in a very
desirable location (so desirable, the
business still stands there today).

Early on, Joe demanded a high stan-
dard of clothing care, which stemmed
from the meticulous attention to detail
he cultivated as a former Marine.

“There was always some sort of in-
spection process,” Kurt said. “Back in
the days when we had a lot of tags, all
the tags were removed. Collar stays
were always removed and put back in
— making sure it's ready to wear, mak-
ing sure it’s lint free, making sure no
thread is hanging free.”

rom the start, Kurt worked at the

family company, but after high

school he pursued studies at the
University of New Mexico when his
parents asked him to come work full
time in the early 1990s. They believed
he could grow the delivery routes.

First, though, Kurt sought a better
understanding of the industry from the
likes of Stan Caplan inside the class-
room and Ed Delicio, founder of Amer-
ica’s Best Cleaners, outside.

The more he learned, the more he
wanted to keep learning. “I became
frustrated at certain people in the busi-
ness telling me that this is how it has to
be done and this is as good as it’s going to
get — there was something inside me
that said, ‘There is more to this.”” Kurt

noted. “So, we put the routes on hold
and I started learning all aspects of the
business from the front end to the back
end. Then, we began to do route sales.
I hired a guy named Bill Fletcher and
he has been with me ever since. We've
grown it into a substantial route busi-
ness,” he added. “It's about 65% of our
business now.”

seasons to get in with Breaking Bad and
we got in during their final season,” he
laughed. “I could not get into it to save
my life. There was another drycleaner
or two that had the business and I
could not break in, even with my rela-
tively dang-good reputation in town.”

His relentless efforts finally wore
them down. Once he was given a shot,
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Up for the challenge

do I want to change and where do I
need to apply the funds for that while I
survive and cut corners? I didn’t just
want to sit on my hands.”

erhaps one of the biggest factors
Pfor The Cleanery’s ongoing suc-
cess is that Kurt doesn’t sit on his
hands — or cover his ears. He never

Kurt
Lucero

The Cleanery
Albuquerque, NM

he routes did not grow overnight,
I and a large reason for their suc-
cess was route specialist Randy
Unruh. “T hired him when he was 19
years old and I think I was 31,” Kurt re-
called. “He was with me 20 years. At 40
years old, a year ago on Dec. 3, he died
of pancreatic cancer.”

After his longtime employee and
friend passed, Kurt gained a different
perspective on the industry when he re-
alized how much of an effort Randy
had put into taking care of customers.

“Randy loved his job and he loved
The Cleanery and he loved his clients
and co-workers. He just showed up
every day as present and human as I've
ever seen anybody be,” he said. “And,
the way he touched our clients — his
clients — on the routes for the past 20
years — I didn’t know that we, as a
company, or he, as an individual, could
touch people like that, especially pick-
ing up dirty clothes and delivering
them drycleaned to your front door.”

“How he could touch so many peo-
ple blew my mind. I miss him even
more, but it's so inspiring. I just want
to be like him. It’s going to take me the
rest of my life to be like him and to
show up for people like he did,” Kurt
added. “It just changed my whole out-
look on what we I do, how we touch
our clients, how we solve their prob-
lems. We're not just cleaning dirty
clothes. It's much more than that. I'm
so proud to be part of this business and
part of this industry and I am so excited
about the future, too.”

nother area of the business that

Kurt has tried to develop over

the years is work for the enter-

tainment industry. As he points out, it

can be almost impossible to break into,

and if you somehow manage to get in,
you may decide it’s just not worth it.

“Boy, did we have to work hard for

the movie business. We're now work-

ing with several movies. It took me five

he made the most of it. The Cleanery
has worked with the likes of NBC Stu-
dios, Santa Fe Studios and Netflix on
projects ranging from television shows
like Stranger Things and Better Call Saul
to films like The Lone Ranger with
Johnny Depp and News of the World
with Tom Hanks. While it sounds
glamorous, Kurt advised other
drycleaners to be sure they can handle
the difficult demands of the work.

“It’s feast or famine in the movie in-
dustry. You might not see business for
several weeks, and then you might get
one in,” he explained. “It is very hard
work sometimes, and a lot of dryclean-
ers may not know what they’re getting
into. I have literally been waiting for
them at midnight with them showing
up at 2:30 a.m. with three or four hun-
dred pounds of wet, soggy wash-n-fold
to get back by 7 a.m. The turnaround —
we just did Cry Macho with Clint East-
wood during Covid — boy, we had to
be on our toes. We had to pick up every
night at 10 p.m. and it was back by 5
a.m. every single day, six days a week.
It's not for the faint of heart. Sometimes
I wonder if I'm making any money, to
be honest with you.”

ike much of the rest of the
Ldrycleaning industry, The Clean-
ery was hit hard by the pandemic.

“I was down probably about 45% in
the worst part of Covid. I ended up ac-
tually closing one store,” Kurt noted.
“It's changed the way I view my staff,
my team members. I just really come to
appreciate their hard work. I have often
had to throw myself in the mix many,
many times running routes to dryclean-
ing/spotting to working weekends to
cleaning comforters to working 70-
hour weeks — to it all.”

“l started to cut costs, but I also
started to spend money,” he empha-
sized. “I developed my website. I redid
it. I said, “‘How do I want to come out
of this whole pandemic — what things

hesitates for an opportunity to listen to
industry leaders. “I'm kind of like a
groupie group guy,” he said. “I'm in a
couple of different groups.”

Some of those groups include, Mav-
erick Drycleaners, the Association of
Wedding Gown Specialists, the Green
Business Bureau, The Route Pros and
America’s Best Cleaners.

“I think one of the best things I've
ever done — I'm not the smartest guy
in the drycleaning industry — but I'm
very good at aligning myself with the
best people in the industry,” Kurt said.
“Fortunately, I've been good at that.”

Despite almost two years of chal-
lenges — and more to come — the en-
trepreneur in Kurt has stirred to life.

“My life has changed so much in the
last several years. I'm more excited
about the industry than I've ever been,”
Kurt explained. “The only thing I'm
missing right now is I'm trying to carve
out time for creativity — for thinking
and writing all of these ideas that spin
out of my head that don’t really gather
much steam — no pun intended. I just
need time to do that. That's when I'm
happiest... when I'm being creative and
writing out ideas. It's been really tough
because of the labor shortage where I
might have to fill in here or there, that
sort of thing.”

Fortunately, Kurt believes The
Cleanery is on strong footage for the fu-
ture, and he plans to continue trying to
pinpoint precisely what the ever-
changing consumer currently craves.

“I think the industry has to go
through some sort of consolidation, but
I think if you align yourself right and
you do what Randy did for our client
base — knowing who the customers
are and how we're getting to those peo-
ple,” he said, “and you continue to look
for ways to be a solution to problems
they have in their lives (thank you,
David Coyle)... those drycleaners are
going to be the ones to make it through
this, in my opinion.”
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Your New Year
Business Resolutions

Make a commitment to increase revenue and transform your company’s marketing!

Digital Screens
- Promote Monthly Specials

- More Impulse Purchases
- Educate Your Customers

Social Media www.bescreened360.io

- Create More Engagement
- Share Your Expertise
- Increase Brand Loyalty ’/

www.besocial360.io

Email Marketing Website

- Deliver Targeted Messages
- Drive Coupon Redemption
- On The Spot Marketing
(for hosted SPOT clients)

7 e B e 24/7
- Refresh Your Site
- Drive Revenue

Reputation
Management

- Boost Reviews Online
- Increase Google Presence
- Solidify Customer Communication
With Webchat

Creatives;

We’re a team of marketing experts focused on elevating small businesses worldwide.

BeCreative360.com | (949) 270.1609 | create@becreative360.com

To learn more, visit www.nationalclothesline.com/ads
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DLI plans live, virtual and “blended” classes

After reopening its School
of Drycleaning Technology
for students in October fol-
lowing a long hiatus, the
Drycleaning and Laundry In-
stitute have forged a busy
schedule for 2022 that con-
sists of virtual and on-site
classes, as well as “blended”
courses of the two.

“We are excited to offer
our courses in
these formats
to allow stu- o}
dents better ac- \gﬁ
cess to DLI’s
educational op-
portunities,”
noted DLI Di-
rector of Education Brian
Johnson. “We understand
that taking time to travel and
attend courses isn’t for every-
one, particularly in the cur-
rent travel environment. Our
new virtual courses allow
students to learn without
having to travel at all.”

Those who want to attend
DLI's on-site introductory
and advanced drycleaning
courses will have three op-
portunities this year. The one-
week Introduction to
Drycleaning course will be
held at the DLI School of
Technology from 9 a.m. to
4:30 p.m. daily on March 7-
11, Aug. 8-12 and Oct. 17-21,
while the two-week Ad-
vanced Drycleaning course is
scheduled from March 14-25,
Aug. 15-26, and Oct. 24- Nov.
4,2022.

TRAINING

=

CLASSROOM LEARNING E-LEARNING

Tuition for the introduc-
tory course, which is suitable
for those newer to the indus-
try or with less experience,
costs $1,595 for non-members
while members receive dis-
counts ranging from 20% off
to free, depending on mem-
bership level. The two-week
advanced course is for grad-
uates of the first course or
those with
more experi-
ence. Tuition
is $2,195 for
non-mem-

bers and
varies  be-
tween 20%

off and free for members.
Anybody who takes both the
classes together enjoy a re-
duced tuition rate of $2,895
for non-members.

New this year will be
“blended” courses, which
will be composed of seven
days of virtual training and
two days of on-site training
at DLI’s School of Dryclean-
ing Technology. The class will
cover the same material as
the live introductory course.
Meeting dates include: June 7
and 9 (virtual), June 14 and
16 (virtual), June 21 and 23
(virtual), June 28 (virtual)
and July 14 and 15 (on-site).

For those reticent to attend
live, DLI will present two ses-
sions of its virtual stain re-
moval course, which will
cover everything from fiber
identification and character-

istics to stain removal chem-
istry and procedures. Each
course meets over seven
days. Class dates for the
spring offering include: April
26 and 28, May 3 and 5, May
10 and 12, and May 17.

The fall offering is schedule
to meet on Sept. 13-15, Sept.

working opportunities. We
are still 100% focussed on
helping members communi-
cate and grow.”

DLI’s next webinar is at 1
p-m. EST on Jan. 26 and will
feature Dave Coyle of Maver-
ick Drycleaners who will help
attendees learn how to deter-

20-22, Sept. 27 and
29, and Oct. 4.

budgets.

DRYCLEANING & LAUNDRY

mine  marketing

INSTITUTE INTERNATIONAL

2022 Educational Schedule

Introduction to Drycleaning (On Site):
March 7-11; Aug. 8-12; and Oct. 17-21

Advanced Drycleaning (On Site):
March 14-25; Aug. 15-26; and Oct. 24-Nov. 4

Stain Removal (Virtual)
Spring: April 26,28, May 3, 5, 10, 12 and 17
Fall: Sept. 13-15, 20, 22,27, 29 and Oct. 4
Introduction to Drycleaning (Blended):

Virtual: June 7,9, 14, 16,21, 23 and 28
On Site: July 14-15

Tuition is $695 for the
course for non-members and
20% less to free for members.

Additionally, DLI plans to
continue its webinars and
peer-to-peer meetings to as-
sist cleaners who seem to
have less free time of late.
Thus, the numbers of webi-
nars will be cut back.

“Due to increases members
are reporting in business, DLI
will change our educational
webinar schedule to two ses-
sions each month,” said DLI
CEO Mary Scalco. “DLI will
continue sharing weekly net-

(‘mmmNﬂAnﬁ‘ I
sunatlRY - o |
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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?

s

)
|

~ |
|

Techn <ues”

THE UNIQUE PRODUCTS PEOPLE™

J (800) 727+1592

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

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

Membership Savings

DLI has also put together a
savings package from allied
trades members, industry
service providers, suppliers
and manufacturers worth
more than $2,000 with its new
Membership Pays Package.

“This group of industry
leaders believe in the indus-
try and the association so
much they are willing to
share direct discounts on
their products and services
with DLI members,” ex-
plained DLI President Bobby
Patel. “This is a significant

amount of savings.”

The package includes sav-
ings on everyday purchases,
service subscriptions and cap-
ital investments such as finish-
ing equipment and
drycleaning machines. Gift
certificates from participating
allied trades companies are
valid for one year after the
start date of membership.

Bill Odorizzi, DLI allied
trades director, believes the
initiative will help build a
stronger industry. “Allied
trades companies are stepping
up to help DLI's members
through these challenging
times. By doing this, we're
helping to unite the industry
so we may all enjoy a more
prosperous future together.”

The list of participants of-
fering gift certificates through
2023 already includes: BeCre-
ative360, $200; Cleaner’s Sup-
ply, $100; EZ Products, $150;
FabriClean Supply, 10% off
next order; Fabritec Interna-
tional, $150; GreenEarth
Cleaning LLC, $200; Luetzow
Industries, $100; Kleerwite,
$100; Memories Gown Preser-
vation, $270; NIE Insurance,
6% off insurance; The Route
Pros, free Route Guide ($159
value) and quarterly consulta-
tions; Sankosha USA, 40% off
covers and pads; SPOT Busi-
ness Systems, $240; Unipress
Corporation, $200; and United
Fabricare Supply, Inc., $100.

For more information, visit
www.DLIonline.org.

Public comment period begins

EPA proposes to
amend NESHAP

Last month, the Environ-
mental Protection Agency
proposed slight amendments
to the National Emission
Standards for Hazardous Air
Pollutants (NESHAP) for
drycleaning facilities utilizing
perchloroethylene (PCE) as a
cleaning solvent.

Following its recent tech-
nological review for the PCE
drycleaning NESHAP, EPA
proposed to add provisions
to the rule which will require
all dry-to-dry machines at ex-
isting major and area sources
to have both refrigerated con-
densers and carbon absorbers
as secondary controls.

The changes are only ex-
pected to affect a small num-
ber of drycleaners who own
much older equipment. By
the third generation,
drycleaning machines began
incorporating the first “closed
loop” machines, which were
then upgraded to include
both refrigerator condensers
and carbon adsborbers by the
fourth generation.

EPA will be accepting pub-
lic comments on the matter
for a period of 45 days after
its date of publication in the
Federal Register.

To read the proposed rules:
go online to this address:
www.epa.gov /system/ files/
documents /2021 -
12/frn_dry_cleaning_tech-
nology_review_proposal.pdf.

Those who wish to submit
public comments by email
should identify the Docket ID
number (No. EPA-HQ-OAR-
2005-0155) in the subject line
and addressed to: a-and-r-
docket@epa.gov.

It can also be faxed to (202)
566-9744 or mailed to the U.S.
EPA, EPA Docket Center,
Docket ID No. EPA-HQ-
OAR-2005-0155, Mail Code
28221T, 1200 Pennsylvania
Ave., NW, Washington, DC
20460.

Comments may also be
submitted online by visiting
the federal eRulemaking Por-
tal at www.regulations.gov
and submitting them there.
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Bill, you're not truly retired - golfing is a full-time job!

Wishing you

Peace of Mind

in this new chapter of your life.

TOLL FREE: (888) 427-9120 » TEL: (847) 427-9120

To learn more, visit www.nationalclothesline.com/ads
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KEEP [T LEGAL

BY FRANK KOLLMAN

A checklist for an employee handbook

hould you have an em-
Sployee handbook? Yes.

Many jurisdictions re-
quire you to have written poli-
cies on leave, harassment,
discrimination and the like.
Governmental agencies and
courts reviewing employee ter-
minations want to know what
policy the employee violated
to get fired, and where that
policy is documented. In some
states, like my home state of
Maryland, a written vacation
policy controls whether an em-
ployee can forfeit unused vaca-
tion time after termination.

Here’s a list of what an em-
ployee handbook should con-
tain:

1. Title page with the date
the handbook was issued.

2. Welcoming remarks.
Let’s be nice.

3. Company history. Em-
ployees should know how the
company has progressed. This
section should include any in-
teresting facts that would en-
able an employee to identify
with the company.

4. Disclaimer. Although a
handbook is similar to a writ-
ten employment agreement,
we lawyers like to say “No, it
is not.”

5. Equal employment pol-

icy — including a statement of
reasonable accommodation of
disabilities.

6. Reporting concerns of
harassment or discrimination.
Employees should be told of
their rights and obligations
under anti-discrimination
laws. There should be more
than one avenue for notifying
management of such concerns,
and employees should be told

agement.

8. Problem resolution pro-
cedure. This tells employees
how to bring any concerns,
problems and grievances to
management’s attention. This
section is separate from the
section on reporting perceived
discrimination or harassment.

9. Employee categories. This
section describes full-time,
part-time and temporary em-

14. Payroll information.
Employees should be told
when to expect their pay-
checks. Procedures for obtain-
ing replacement checks should
be set forth. Employees should
also be advised about how to
seek any pay corrections that
may need to occur in a partic-
ular paycheck.

15. Fringe benefits. Some-
times referred to as “your hid-

With increasing frequency, use and abuse of
social media sites at and away from work can
cause workplace problems.

that they will not be retaliated
against for good faith reports
about perceived discrimina-
tion or harassment.

7. Description of communi-
cations program. Employees
need to know “what’s going
on” in the company. This sec-
tion should highlight some of
the following communication
techniques: company newslet-
ters, open door programs, em-
ployee sounding boards,
quality circles, bulletin boards,
suggestion boxes, and regular
employee meetings with man-

M

METHODS FO MANAGEMENT

ployees and how their working
conditions might differ.

10. Evaluation period. This
section is used in lieu of a pro-
bationary period.

11. Working hours. Employ-
ees should be told the regular
starting and quitting times.

12. Overtime. This section
should describe the circum-
stances under which overtime
is paid. If overtime is a regular
occurrence, it should be stated
that employees are expected to
work overtime.

13. Timekeeping.

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 MM bureau
member can help you maximize your business.

402-690-0066

MethodsForManagement.com

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

den paycheck,” the company
should set forth all fringe ben-
efits received by employees.

16. Vacation. Employees
should be advised of vacation
eligibility.

17. Sick leave. There should
be a policy for all leaves of ab-
sence involving illness or tem-

porary disability.

18. Personal leave. Some
employers offer “personal
days” off.

19. Holidays. This section
should set forth the holidays
observed and when that oc-
curs. A standard provision is
that an employee must work
(or be on approved vacation
leave) the last scheduled work-
day before and after the holi-
day to receive holiday pay.

20. Family and Medical
Leave Act leave. If an em-
ployer has more than 50 em-
ployees within a 75-mile
radius of a company location,
the handbook should include a
specific FMLA policy.

21. Unpaid leave of ab-
sence. Every company should
have provisions regarding un-
paid leaves of absence. This is
to prevent an employee from
going on an indefinite personal
leave.

22. Bereavement leave.
Most companies have a policy
on bereavement or funeral
leave. This section should set
forth the terms of that leave,
including a definition of “im-
mediate family.”

23. Jury duty and witness
leave. Check your local re-
quirements.

24. Voting leave.

25. Workforce reductions.
Commonly known as layoffs,
there should be a policy setting
forth the way layoffs take
place.

26. Military leave. A general
statement that says the com-
pany will adhere to all military
leave requirements under the

law is sufficient here.

27. Standards of conduct.
Every handbook should set
forth rules of conduct, as well
as a system of generally pro-
gressive discipline. This sec-
tion should reserve to the
employer the right to forgo
progressive discipline based
upon the nature of the offense.

28. Attendance guidelines.
Absenteeism and lateness are
typically the biggest discipli-
nary problems facing employ-
ers. There should be a policy
concerning absenteeism and
lateness which is strictly en-
forced. If attendance records are
maintained, say so and do so.

29. Drug and alcohol-free

workplace.
30. Dress code and groom-
ing standards. Reasonable

standards of grooming and
dress that are uniformly ap-
plied are legal.

31.  Computer/Electronic
communication policy. Set
forth the rules regarding appro-
priate and inappropriate use of
the company’s computers,
email server and other elec-
tronic communication devices.

32. Social media policy.
With increasing frequency, use
and abuse of social media sites
such as Facebook, Twitter and
Instagram at and away from
work can cause workplace
problems. This section should
set forth the company’s rules
regarding the use of social
media and comply with the
standards for acceptable re-
strictions on social media set
forth by the National Labor Re-
lations Board.

33. Ending the employment
relationship. This section
should address the notice em-
ployees are expected to pro-
vide if they are resigning
employment and the repercus-
sions, if any, for failure to pro-
vide sufficient notice (such as
foregoing unused vacation).

In addition to the above, the
company can add any specific
policies it has unique to it.

Once your handbook is
done, it should be reviewed by
a labor and employment attor-
ney. Most attorneys will re-
view the handbook for a flat
rate. Know what the charges
will be before you proceed.

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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TuE SpoTTING BoAR

By DAN EISEN

Preventions and cures for bleeding dyes

he laboratory analysis
department of a
drycleaning association

has reported problems with
spandex-blended fabrics con-
sisting of rayon and polyester.
Spandex is an elastic yarn sim-
ilar to rubber but consists of
polyurethane.

It is used to give fabrics bet-
ter fit and wearability. Span-
dex-blended fabrics may
consist of rayon or polyester,
or both.

The dyes on polyester and
rayon are usually stable to
both drycleaning and wet-

.

cleaning when not blended
with spandex.

When polyester and rayon
yarns are blended with span-
dex, the fabric can be fugitive
to drycleaning solvent or
water, or both.

I do not know the reason
why the spandex blend pro-
duces a less serviceable fabric.

The spandex-blended fab-
rics are often used in expensive
women'’s designer garments.

The garments may consist
of mostly black dresses or
women’s suits with white trim,
or mostly white garments with

black trim.
Testing to Drycleaning

The serviceability of the
dyes on these fabrics can easily
be tested. Wipe an unexposed
area with a g-tip damp with
solvent or oily type paint re-
mover. Check if the dye trans-
ferred to the g-tip. Note: If the
drycleaner uses hot solvent in
their cleaning machine, the test
is not accurate and bleeding
can occur.

Drycleaning Using Hot

Solvent
The biggest source of bleed-

WINTER:/
EXPO

TODAY'S PLANS BUILD
TOMORROW'S PROFITS
January 19-21, 2022

A Virtual Educational Conference Sponsored by Northeast Fabricare Association, Pennsylvania
& Delaware Cleaners Association, and South Eastern Fabricare Association in cooperation with DLI

ﬁ Pennsylvania

& Delawer
Cleaners Assaciation

DRYCLEANING & LAUNDRY
NSIHUTE INTERNATONA]

ing problems occur with those
drycleaners using hot solvent.
This was documented by the
problem garments sent to my
garment analysis laboratory.
Many manufacturers advocate
heating up solvent to increase
the KB value of less aggressive
solvents such as GreenEarth
and hydrocarbon.

Although the drycleaner
may obtain a more aggressive
solvent, they run a greater risk
of dye bleeding and the possi-
bility of a damaged garment. It
should be noted that dryclean-
ers using cooler solvents have

A series of live virtual workshops, discussions, and presentations designed to focus on
a different aspect of your business each day, and to provide vital training for your entire personnel team

-

2:00 - 3:30pm

3:45 - 5:00pm

2:00 - 3:15pm

3:30 - 5:00pm

5:00 - 7:00pm

2:00 - 3:15pm
3:30 - 4:30pm
4:30 - 5:00pm
5:00pm

\.

Schedule of Events

Wednesday, January 19

Looking at the Economic Landscape of Today and Forecasting Tomorrow
featuring Chris Kuehl (Armada Business Intelligence)

The industry’s Response to “Once in a Generation” Challenges
Panel Discussion featuring: Toran Brown (SPOT Business Systems) on how the

industry is rebounding, Brian Fish (Pier Cleaners) on KPl's, James Peuster (21DC) on
how industry leaders have adapted, Mike Ross (AristoCraft/Minda Supply)
on managing supply chain disruptions

Thursday, January 20

Vendor breakout Rooms
Meet the Vendors - attendees will choose the rooms they want to visit

“Attracting & Managing the New Generation of Workforce”
(What are they looking for? What do they Value?)

featuring Jennifer Whitmarsh (The Route Pros)

Taking Advantage of High Yield Marketing Approaches
featuring Peter Blake & Kelby Sankey (Morellis Cleaners)

Friday, January 21

How to Analyze Your Pricing Strategy

Cocktail Reception

Understanding the Opportunities the Future Holds
Winter Expo Recap and Closing Session - Using Your Winter Expo Resources

e Topics subject to change.

~\

Jennifer Whitemarsh

»%Cost: Member: $199/per Member (unlimited attendees from member plant) Non-Member: $249 until
January 7. After January 7, registration fee is $249 for Members and $299 for Non-Members.

Participation includes video recordings of sessions & added content for a minimum of 3 months.

Registration is open: https://my.conexsys.com/EventRegistration/Website?regld=1141&eCode=FALLFEST21

For more information, contact Peter Blake at Peter@nefabricare, 617-791-0128
or Leslie Schaeffer at Leslie@pdclean.org, 215-830-8495

»%Sponsorships Available

Watch Association webpages: nefabricare.com, pdclean.org, and SEFA.org for updates and new additions.

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

not encountered as many
problems.

Correction

I'had a problem with these gar-
ments in a recent consultation.
Five spandex-blended dresses
with white trim bled in the
drycleaning process.

The spotter tried batching
the garment and wetcleaning
with no results. We then tried
running each one in the
drycleaning machine, sepa-
rately. The result was that they
were corrected.

The high solvent level in ag-
itation prevented dye transfer.
The rule is, if something bleeds
in drycleaning, it should be
drycleaned again.

Wetcleaning

The fabrics can also bleed in
wetcleaning even if labeled
washable. Many drycleaners
may run these garments on a
gentle cycle for fabric safety. A
gentle cycle or soaking creates
more bleeding.

The more time a fabric
soaks and is not flushed, the
more chance it has of transfer-
ring dye. Dye setting agents
usually do not stabilize poor
dye.

Testing

The easiest way to test is to
place a clean cloth under the
garment and then flush with
the steam gun, noting dye
transfer.

Correction

The easiest way to attempt
correction is to run the fabric
over again in a regular run.
The constant agitation and
flushing with warm water pre-
vents dye transfer from occur-
ring.

Bleaching

On dye transfer, a titanium
sulphate bath may work well.
Testing is necessary to ascer-
tain how readily the rayon is
affected by the bleach.

Sometimes if the testing
shows the dyes are affected by
stripping agents, it can often
still be stripped by immersing
the garment in the bleach bath
for a few seconds.

This immersion process can
be repeated several times until
correction is obtained. When
making up the bleach bath,
make sure you follow manu-
facturer’s instructions.

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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Happy New Year!

"The best way to predict the future is to create it"
~ Abraham Livcoln
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FORENTA, LP
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Morristown, TN 37814
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BUILDING VALUE

3 KERMIT ENGH

Creating a deep and wide competitive moat

hen it comes to peo-
ple who value busi-
nesses, there is,

arguably, no better evaluator
than Warren Buffett (who
happens to be a client). As
the most famous investor of
all time, there are things he
looks for when making an in-
vestment. He looks for com-
panies with what he calls a
“deep and wide competitive
moat” around them. Why
does Warren Buffett care
about this? It comes down to
market differentiation, where
customers believe what you
have is truly differentiated.
The reason? It gives you pric-
ing authority. When you
have pricing authority, it
means you can set the price
for what you sell, and when
you have control over your
pricing it gives you better
margins. With better margins
you have more marketing
dollars, and more marketing
dollars allows you to invest
more in sales and marketing,
which then allows you to dif-
ferentiate your product or
service even further. This
triggers the whole domino ef-
fect, which gives you more
pricing authority, and it
starts to build upon itself.

Now, back to Warren Buf-
fett and the deep and wide
competitive moat. It is ex-
ceedingly difficult for a com-
petitor to compete with you
when you have remarkable
differentiation. We see that
play out in terms of the value
of the businesses we work
with through the Value
Builders program. When we
look at the average multiple
offered to our clients, it is 3.76
times their pre-tax profit, yet
when we isolate the business
owners who say they have a
virtual monopoly on the prod-
uct they sell, they get a much
higher multiple. The reason
for that is a buyer cannot eas-
ily replicate the product or
service. Buyers will look at
your business and say there is
some secret sauce that has cre-
ated a competitive moat that
they need to cross to compete
with your company. That's
when they get interested in ac-
quiring your business. You
have something that they can-
not easily replicate.

Differentiating Yourself

So, you know the value of
your company is going to be
impacted by how well you
differentiate your business.
Acquirers do not buy things

they can easily replicate; they
buy things that are truly dif-
ferentiated in the marketplace

So, how do you go about
differentiating your com-
pany? There are two ways to
differentiate your product or
service. First, you can pro-
duce a better mousetrap

to give you monopoly con-
trol. One company that has
gone through this process is
Tesla. Tesla brought out the S
Model — the four-door sedan
that competed with the big
car companies from Europe
and Japan. Now they are
competing with brands like

Not everybody has a better
mousetrap, but you can still
differentiate your company.

through technology so that
you truly have a differentia-
tor that sets you apart from
the competitors. Now, not
everybody has a Detter
mousetrap, but you can still
differentiate your company.
Second is to have better
marketing. For a marketing
strategy to have teeth to truly
differentiate your product or
service, it needs to have two
factors. Number one, it must
be something that makes you
unique. Number two, it must
be something customers care
about. This way of thinking is
about a marketing point of
differentiation that contains
something with the potential

Professional Help without
Breaking the Bank!
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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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Mercedes and BMW, and if
you look at the sedans those
companies create, they have
incredible performance. They
knew they would be compet-
ing head to head with these
expensive, very established
brands where the customers
care about high-performance.
Tesla chose to make their
marketing approach as some-
thing customers care about,
but it certainly would not
have made them unique
when you compare the Tesla
model S with the BMW M5 or
Mercedes AMG. You could
argue that the performance of
those is on par, but still some-
thing customers care about.
With performance not mak-
ing Tesla different, you could
say that Teslas are made and
designed in California — that
could be a point of differenti-
ation because Mercedes and
BMW are made in Germany.
You could argue that that
would make them different,
and I think it does make Tesla
different to those customers
who care where the cars are
designed. And then you stum-
ble on zero emissions, and
you realize that zero emis-
sions are something that
makes them totally unique,
and there are customers who
truly care about zero emis-
sions. If Tesla had just gone
with the high-performance
message or just zero emis-
sions, that would not have
differentiated  themselves
from others. But it was the
fact they had the combination
of zero emissions, zero com-
promises as their one point of
differentiation in the market-
place. You don’t have to be
Tesla to come up with some-
thing that makes you unique.
A related exercise for you
to conduct within your busi-
ness is to determine your
USP, or unique selling propo-
sition. Create a matrix in-
cluding yourself and all your
competitors. In each box list
all the services or unique
characteristics of each com-
pany. The goal is to find up to
three areas which make you
different. With the list of

three, no other company can
claim the same three. This
will make up your USP.

So, you know having a dif-
ferentiated product or service
will drive up the value of
your company, and you know
the differentiation can be ei-
ther a better mousetrap or a
better marketing strategy, and
for a marketing strategy to
have teeth you know that it’s
got to differentiate you as
well as be something the cus-
tomers care about. Customer
service is a tremendous point
of differentiation for many
smaller companies. The prob-
lem with using it as a market-
ing strategy is the customer
must actually experience your
customer service in order to
deem it as superior. This
could be a great way to keep
customers, but not to win new
customers. There is a second,
arguably bigger reason that
customer service is not a good
point of differentiation for
your business — tremendous
customer service is usually
driven by the owner.

The owner is the front-line
person that sets a culture en-
suring that employees de-
liver tremendous customer
experience. The problem is
that once the owner leaves or
takes a vacation or does not
show up one day, that culture
may lack the inspiration to
deliver that tremendous cus-
tomer service and it goes
away. This may lead to a
company that is too depend-
ent on the owner who created
that sense of culture. If you
want to create a truly unique
and truly differentiated com-
pany that’s not dependent on
you, the owner. In other
words: a valuable company.
You've got a find something
that makes your business
unique beyond just offering
great customer service.

Here’s to a successful 2022,
and until next time, enjoy
building value.

Kermit Engh has been an
owner/operator in the dryclean-
ing industry for over 28 years
and has been a Methods for
Management member for over
24 years. His position as manag-
ing partner of MfM and as a Cer-
tified Value Builders Coach allow
him to share his extensive back-
ground in strategic planning, fi-
nance, process improvement,
packaging and branding, em-
ployee training programs, prof-
itability, cost analysis,
acquisition analysis and succes-
sion planning. To find out more
about how Kermit can help you
maximize the value of your busi-
ness, contact him at
kengh@mfmi.com and get your
free Value Builders Score at
mfmbusinesscoaching.com.
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Garment Management Systems

QUICKSORY 470 KPRESS

automated assembly system Dry Clean at Your Convenience

! l. Q
‘ A ous or —hano’eo’7 %

Dur Automatlon Systems will help you

do more - with less!

Reliable yANifelge F=lell= Availlable

Simple design Provides the Made in the
along with best return on USA. Delivery
great customer investment. available in as
service. Keep it little as 2 weeks.
simple!

P
P bia
g 4 ol WW v
e ((E 501-420-1682

garmentmanagement.com
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WRENCH WORKS

Drycleaning machine processes — Part 1

will be explaining the

processes incorporated in
the modern drycleaning ma-
chine, including distillation,
washing and extraction, drying
and the control system. Also in-
cluded will be the components
used in these processes and
how these components are
combined and coordinated to
clean garments.

Distillation

Distillation is a process used
to purify a liquid — in our case
— solvent. Solvent both dis-
solves impurities it removed
from the garments like grease,
oil and wax, and detergent.
These impurities are called
non-volatiles.

In addition, solvent sus-
pends solid impurities like lint,
dust and soil. These impurities

I n the next several issues, I

changing from a liquid state
into a vapor much like steam
exiting a teapot.

2. Condensing the solvent
vapor. Solvent vapor is cooled
on some surface (generally a
water-cooled coil), much like
steam condensing on a bath-
room mirror, changing from
solvent vapor into a liquid sol-
vent.

Evaporating the Solvent

Solvent in the still is va-
porized using heat (usually
supplied by steam) and in
some machines, heat is com-
bined with a vacuum. The
addition of a vacuum is used
to lower the temperature at
which the solvent boils,
maintaining the solvent at a
temperature below the sol-
vent’s flashpoint (the lowest
temperature at which a sub-

Proper distillation will return the
distilled solvent to its original
condition leaving impurities
behind in the still bottom.

are called particulates. Proper
distillation will, in most cases,
return the distilled solvent to
its original condition, leaving
these impurities behind in the
still bottom.

Two steps that comprise the
distillation process are:

1. Evaporating the solvent.
Liquid solvent is heated in the
still until it boils and vaporizes

stance can ignite). For this ar-
ticle, we will use steam as the
heating medium.

Anytime you use steam for
heating, a steam trap is re-
quired to remove the conden-
sate from the heated vessel —
in this case — the still steam
jacket (a separate chamber
surrounding the still bottom
which contains the steam iso-

lating it from the inside of the
still which heats the still sim-
ilar to a flame under a kettle).
In addition, there is a steam
valve that turns the steam
supply on and off. Steam
heating also has another very
positive attribute, tempera-
ture control.

Since steam temperature is
a function of steam pressure,
it's easy to set the heating
temperature of the still by
setting the steam pressure
using a steam pressure regu-
lator.

Condensing the Solvent
Vapor

As the solvent is heated
and vaporized, the vapor ex-
pands and flows up through
a large pipe called a still riser
and then enters the still con-
denser.

Inside the condenser is a
coil of tubing which has cold
water flowing through it.
When the hot solvent vapor
contacts the cold coil, it con-
denses (changes from a vapor
to a liquid). Since there is
also water present in the sol-
vent when it is added to the
still, the water also con-
denses along with the solvent
and must be removed before
the solvent can be reused.
This is accomplished by the
water separator, a device that
uses the difference in the spe-
cific gravity of the solvent
and water to separate the two
liquids. The separated sol-
vent flows into a separate
tank called the distilled sol-

TYPICAL DRY CLEANING MACHINE DISTILLATION SYSTEM

*This illustration is a composite of several machine brands and may not represent your exact still configuration
WATER MODULATING  COOLANTIN  COOLANT OUT STEAM
VALVE / IN
STEAM
PRESSURE
REGULATOR
SAFETY DEVICE e
HOT SOLVENTVAPOR = = = _
CONDENSED  ....vveees IS
WATER AND SOLVENT Yo\ STILL STEAM
SEPARATED SOLVENT ~—— —— > A - C(\)/X[\F/‘EL
IR @‘ﬁ
.................... STILL
1 STILL
CONDENSER | |  s7eAM PRESSUR
! RELIEF, VALVE
Vs L e
BOIL OVER ' RISER |,
SENSOR PIPE
DISTILLATE TEMPERATURE 1 STEAM
SENSING PROBE ——» 1 | STILL PRESSURE SWEEP
SII:)(JISH-'IFIGL&—SES , R EL|Ei VALVE Ll VALVE
S~k Ny HIGHLEVEL ||| / STILL
WATER SR SIGHT GLASS
SEPARATOR — W/
SEPARATOR WATER \- i STILL
DISCHARGE VALVE —> <_|
7 CONDENSATE
BACK TO
RETURN TANK
v
U
' \
v \ DISTILLED SOLVENT TANK
SELECTOR VALVES STEAM
BASE TANKS TRAP
©BRUCE GROSSMAN 2021
ALL RIGHTS RESERVED

vent or rinse tank while the
water is collected in a sepa-
rate area to be drained off
and disposed of as hazardous
waste.

Still Bottoms (Non-Volatile

Residues and Particulates)
After the solvent in the
still has been boiled away,
what is left is a residue which
is a combination of haz-
ardous waste by-products
which must eventually be re-
moved from the still. These
waste by-products are called

AHI-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

it

ES-2000AR Spotting Board

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

¢ 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

still bottoms.

To minimize the amount of
costly solvent left in these
waste by-products, in some
stills there is a valve called
the steam sweep valve.

This valve is used at the
very end of the distillation
process to conduct steam into
the still, purging the remain-
ing solvent vapor from the
still bottom.

In machines using the sol-
vent perchloroethylene,
water content contained in
the steam forms what is
known as an azeotrope,
which boils at a much lower
temperature than the pure
solvent, driving out the last
remanents of solvent from
the still bottoms.

Next month I'll be contin-
uing on the distillation
process, explaining the func-
tions of the control and safety
devices associated with stills
and common problems en-
countered during distillation.

Bruce Grossman is the chief of
R&D for EZtimers Manufactur-
ing. EZtimers is the manufac-
turer of SAHARA high purity
separator water mister/evapora-
tor providing a thrifty, legal
method to get rid of the separa-
tor water generated by your
drycleaning machine. See our
add in this issue and for further
information on EZtimers prod-
ucts, visit www.eztimers.com.
Please address any questions or
comments for Bruce at
bruce@eztimers.com or call
(702) 376-6693.
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£15%

Start your DLI membership in 2022 and receive combined discounts of
more than $2,000 from these industry manufacturers and suppliers:

BeCreative360 Memories Gown Preservation
Cleaner’s Supply NIE Insurance
EZ Press The Route Pros
FabriClean Supply Sankosha USA
Fabritec International SPOT Business Systems
GreenEarth Cleaning Unipress Corporation
Kleerwite United Fabricare Supply

Luetzow Industries

DRYCLEANING & LAUNDRY
INSTITUTE INTERNATIONAL

Join now at DLIonline.org/Membership or call 800-638-2627

To learn more, visit www.nationalclothesline.com/ads
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Show Georgia World Congress €enter
Atlanta, Georgia USA

presented by Texcare

THE CLEAN SHOW [ &
IS THE #1 PLACE TO BE THIS SUMMER! .?i-,j":,fi;?

If you attend one industry event this

year, The Clean Show should be

it! Discover new products, exciting
technology, and ground-breaking 4
research in commercial laundering, dry==
cleaning, and the textile service industry
as exhibitors from around the world™ ™
showcase their latest innovations.

Registration opens soon.
Start making your plans to attend!

LEARN MORE _
4
K R

www.cleanshow.com B messe frankfurt

ASSOCIATION DRYCLEANING & LAUNDRY TC
INSTITUTE INTERNATIONAL ket

@‘/l}‘ o tr o Coin Laundry’ A =

To learn more, visit www.nationalclothesline.com/ads
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May the hand of a friend always be near;
May God fill your heart with gratitude and cheer.

/74% New Year, we wish evehyohe a /Lw% and prosperous 2022/

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

UNIPRESS @ %Ecan

Union HXL8000K Unipress Hurricane Series

-

——————— e ——— )
KR - B6G

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.

Fulton
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N il Equipment Sales “* . 1 O

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

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

« Presses and Solutions for all Budgets

- Best and Free Technical Support Forever

« Proudly Made in the USA

- We are the Only Manufacturer of TUV SUD Safety
Certified Presses; Includes OSHA and UL Safety
Standards

« Low Cost of Ownership — Very Reliable,

Easy to Fix and Upgradeable

« Pre-printed Sequentially Numbered Heat Seal
Barcode Labels in One Day

RO

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 ?‘Oduds : ematlona/, n

garment labeling experts since 1989

Toll Free 877.906.1818 Www.ezpi.us

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

The Future

NEXT EXIT N

i | ¥

THE ROUTE PRO
WWW.THERQUTEPRO.COM
(816) 739-2066

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

TCATA board meets in TX,
plans conference in April

After 18 months, the Textile Care
Allied Trades Association held its first
in-person board meeting on Nov.7 and  for 2022.

8 at the Omni Barton Creek in Austin, During the meeting, the TCATA
TX. Board voted to hold its 2022 Annual

While the TCATA Board still met Management and Educational Confer-
regularly via Zoom during the pan- ence at the Wild Dunes Resort by Hyatt
demic, the association was thrilled to Isle of Palms, SC, from April 3 to 6.
gather in person at long last. Conference details and registration in-

While in Austin, the Board hosted formation will be available in the near
a reception with roundtable industry future.
discussions and a full board meeting. As TCATA CEO Leslie Schaeffer

During the meeting, new board noted, “We will finally be able to cele-
members were introduced: Canessa brate TCATA’s 100th anniversary and
Hericks of FabriClean Supply, Ty Acton look forward to seeing many of our in-
of Tingue, Ben Henke of Intex Distrib- ~ dustry friends at the conference.”
uting and Kyle Zabrin of Equipment For more information, visit
International.

Additionally, a more member-
friendly dues structure was adopted

www.tcata.org.

TCATA’s Board met in person recently and made plans to host its 2022 Annual
Management and Educational Conference from April 3 to 6 at the Wild Dunes
Resort by Hyatt in Isle of Palms in South Carolina.

STOP PAYING
TO HAUL SEPARATOR WATER!

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

W s AHARA  DIB-m _“
som  $1,895  g1,505 §

STEAM HEADER v
@\/

EASY INSTALL

all installation
parts included

Complies with most
Federal, State and
Local

environmental 2,
regulations W |
ALL SOLVENTS
No costly filter 3
cartridges uses
replaceahle
inexpensive
granulated carbon

skims, purifies then
mists outside
the plant - fully
automatic
upto 10 gallons / 8hr.

skims, purifies then mists outside
fhe plant - fully automatic
up to 18 gallons / 8hr. day

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

REPLACE THAT LEAKY  50PS BOILER DAMAGE $495*

BALL FLOAT VALVE
IF YOU'RE FAITHFULLY - -
TREATING YOUR BOILER WATER IZ - LEVEL
AND STILL HAVE EXCESSIVE o | BLNGHO

i ' GREEN INDIGATES

SCALE AND/OR NEED TO B | Lok
REPAIR YOUR BOILERS om ;
INTERNAL PARTS OR REPLACE |{B wareriner i A

THEREAFE D LEER
SR E pARTS LHDER
THS FLTE

YOUR BOILER IN LESS THAN 10 [(ff So400is
YEARS THE LIKELY PROBLEM 1S [Ill £ - iere whvecimrcen -
A LEAKY BALL FLOAT VALVE. =

RIS - e

E TINMRRS
MALNUSACTURING
www.eztimers.com

702-376-6693 “REQURES 24 VAC SOLENOD B SOLUTIONS IN A LITTLE BOY

To learn more, visit www.nationalclothesline.com/ads
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'SAVEIMORE{ON:LINE

THIS MONTH SPECIAL

20HP Gas Boiler ‘

60LBS Dry Cleaning Machine S
No-Cooking/No-Steam/No-Water i%';:— |

Single Buck Shirts Unit
Pants Press
Jacket Press (utility)
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r- - [ SR Bl ‘M 2 A § “‘

Guaranteed Low Pr|ce NatlonW|deI

Buy any Brand at the Lowest Price possible

OFRBIVIATIC S sankosna | H20

PRESS AND PROGRESS  Wetcleaning Machine

DryvCileaniOlcom 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. $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

Drycleaning Business for Sale: Es-
tablished in 1971 and family owned for
50 years. Staff well trained. All equip-
ment paid for. Located in Jacksonville,
FL. Perfect business for a young family
to run. Call for additional details: (904)
993-4898 (cell).

Drycleaning Business For Sale: In-
cludes building. Established in 1947.
Building includes living quarters up-
stairs. Staff is well trained with a spe-
cialized  clientele, located in
Philadelphia, PA. Call (609) 605-7552
for more information.

Retiring BIG $$$ Cleaners For Sale

Maine Atlantic Coast,East Ohio River Valley

- 2021 Sales approx. $1MM to $1.3 MM

- Retiring Owners will train and support

- Client-owned real estate & Laundromats
- Unique Markets that have rebounded fast
- Strong Brands in Compact Markets

- Long-term: profitable, mature & growing
- Located in Excellent Family Communities
- Qualified Buyer financing by SBA or Banks

- Additional Production Capacity for Growth
- Semi-Rural Areas w/o Office Bldgs

- Asking Pricing from $800,000 to $1.3MM

- Referral Fee of $5000 max upon sale

Contact Richard for details & NDA

Ehrenreich & Associates, LLC
301-924-9247e Richard@Ehrenassoc.com

For Sale: 4,150 sq. ft. drycleaning and
laundry business located on a corner lot
of the reemerging Hull Street corridor in
the Manchester District. Minutes away
from the water front (James River).
State of Virginia and Federal Historic
Rehabilitation Tax credits are available.
Call or email Colby Kay, Sr., ICON
Commercial, (804) 475-3283 or Col-
byKay @ICONCommercialRVA.com.

Owner Retiring: 2019 sales $800K.
Plant and 3 drops and route. Lakeland,
TN. Call Kathy (901) 258-0352.

Plant for Sale: Daytona Beach, FL
area, long-time established dryclean-
ing business for sale. Owner retiring.
Business and building available. Staff
well trained. Call (386) 547-1520 for
details.

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

Buy
Sell

in the
classifieds

PROSParts

Your one-stop parts shop

DRYCLEANING, LAUNDRY AND FINISHING EQUIPMENT PARTS

<9
W

NEXT DAY DELIVERY

ALL BRANDS 5?;‘
LOW PRICES 3

Visit our website:
www.prosparts.com/nat

BE= 1 866-821-9259

QUALITY REBUILT
EQUIPMENT
BUILT TO THE HIGHEST
STANDARD AT
AFFORDABLE PRICES
Phone: 757/562-7033.
Mosena Enterprises Inc.
PO Box 175
26460 Smith’s Ferry Rd.
Franklin, VA 23851
richardm@mosena.com

www.mosena.com

Position

Available

Dryclean Plant Manager in sunny
Tampa Bay, Florida. Quality Plus
Cleaners, a leading Tampa Bay, Retail
Dry Cleaners, is looking for an experi-
enced and self-driven individual that
has motivational ability to bring a team
of staff together to conquer one mis-
sion. Excellent pay and benefits, $64K
to $72K a year. Please send resume to
gpc.1@icloud.com or text (813) 475-
6400.

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

To place your classified ad, download the pdf form at
www.nationalclothesline.com/adform

or call (215) 830-8467

o W W~
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Desfi‘oys

* SmokeOdors
* Pet Odors

* Food Odors
* Mildew
Removes
Odors From:
* Clothes

* Rugs

* Drapes

* Furniture

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

for nearest @
distributor
INDEPENDENT
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
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

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

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

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.

cleaners

SUPPLY

GREAT PRICES.
FAST DELIVERY.

OVER 20,000
PRODUCTS
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.

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

Miss an issue? Looking for an article? .
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Light always follows darkness ~ Don's wishlist to St. Nick: 2021 A Tribute to James Peuster

L Y
%\ I'send a plea tothe great St.
,\.J Nick for products that do not

e . L]
by Peter Blake edition by Mark Albrecht and Jennifer L 1 nks tO all a re l l ste d
It has been a long, interesting by Don Derosiers Whitmeesh
ﬁ and challenging 18 months, to BH appy December! It is that
- - - - -- P -
sythe tsot 1 know I have O irooressan oyt - -
oo, @ s at www.nationaiciothesline.com/ads

hours than | have during the
past year and a half. | also
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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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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



