
    After a long drought from 
in-person industry events that 
only recently ended last Fall, 
drycleaners now face a steady 
stream of upcoming events in 
the next few months. 
    First up on the horizon will 
be the Southwest Drycleaners 
Association’s annual meeting 
set to take place March 4 and 5 
at the Menger Hotel in San An-
tonio, TX. In addition to fea-
turing the election of its new 
board members, the weekend 
will include a tour of Culpep-
per Cleaners with their new 
automation technology and an 
opportunity to network and 
socialize with other cleaners.  
    Also, there will be golf on 
Friday morning. The meeting 

is free for SDA members and 
costs $100 for non-members. 
    SDA has secured a dis-
counted rate of $159/night at 
the Menger Hotel. The link to 
make reservations is available 
at the association’s website at 
www.sda-dryclean.com. 
    During the following 
month, the Textile Care Allied 
Trades Association will host its 
2022 Educational and Manage-
ment Conference from April 3 
to 6 at the Wild Dunes Resort 
in Isle of Palms, SC. 
    While the theme of the con-
ference is “Creating a Path to 
the Future,” the association 
also will honor its past by cel-
ebrating its 100th anniversary, 
albeit two years too late due to 

the pandemic. Another high-
light will be keynote speaker 
John R. DiJulius, III, president 
of the DiJulius Group. 
    Conference registration has 
been reduced to $700 for the 
first attendee and $650 for ad-
ditional attendees from the 
same company. For more in-
formation or to register, visit 
www.tcata.org. 
    Most notably, of course, will 
be Clean 2022 that is scheduled 
from July 30 until Aug. 2 later 
this year in Atlanta, GA. Show 
organizer Messe Frankfurt an-
nounced that exhibit space at 
the Georgia World Congress 
Center is over 90% sold and 
should sell out. 
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Better late than never, the Textile Care Allied Trades Associ-
ation will finally be able to celebrate its 100th anniversary in 
April as the association will host its 2022 Educational and 
Management Conference at the Wild Dunes Resort (above) in 
Isle of Palms, SC.

Tidying up garments in Green Bay

In-person events set to make a comeback

For over 75 years, the 
Mohr family has cared 

for Green Bay gar-
ments, beginning in 

1946 when Ray Mohr 
and Bill Neverman 

started Tidy Didy Dia-
per service until today 

when the business is 
known to customers as 

Tidy Cleaners and 
Laundry. It’s owned 

and operated by Jim 
Mohr (pictured right), 

who, along with his 
brother, Dennis, have 
both logged in over 50 
years at the company. 
For the full story, see 

page 6. 
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    Industry experts and mem-
bers recently gathered virtu-
ally for WinterFest EXPO 2022 
to discuss a more positive fu-
ture with business opportuni-
ties ahead. 
    Most notably, economist 
Chris Kuehl of Armada Busi-
ness Intelligence predicted the 
Gross Domestic Product this 
year should steadily rise 3 to 
3.5%, a significant step for-
ward. “Three to three-and-a-
half percent growth two, three 
or four years ago would have 
been looked at as good. Our 
normal 20-year pattern of 
growth annually is around 
2.5%, so anything above 2.5% 
would have been seen as 
pretty good,” he said. “Now, 
however, we are comparing it 
to the blistering pace that we 
set in 2021, so it feels slow.” 
    While high energy costs and 
labor shortages have sparked a 

surge in wages and a rise in in-
flation, those figures should 
flatten later this year. 
    Perhaps the best signs of 
economic life came from the 
American consumer who, after 

spending mostly on goods in 
2020, spent more on services 
again last year, leading to a 
better balanced and stronger 
economy.  
    “The experience of 2021 

showed that once consumers 
were allowed to get back to 
their old ways, they went back 
quickly and the assumption is 
they’re going to do it again,” 
Kuehl emphasized. 

    With demand for services 
rising, Kuehl noted that the 
labor shortage will likely con-
tinue creating chaos, depend-
ing on a variety of factors. 
    “There are 6.3 million un-
employed formally, and almost 
12 million job openings at the 
same time — twice as many as 
there are people unemployed,” 
he explained. “A lot of those 
6.3 million are just not rele-
vant. They don’t have the skills 
that are in demand.” 
    Additionally, Baby Boomers 
— a generation known for its 
reticence to retire — are now in 
their high 70s and low 80s and 
have been leaving the work-
force at a rate of 10,000 a day 
for the last several years. 
“That’s taking about 3 million 
people out of the workforce 
every year,” Kuehl said. “Then, 
there’s the women. It’s hard for 
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For almost two years now, drycleaners have had to overcome shortages of 
customers, employees and a variety of supplies, all while trying to improve their 
operations amidst a harsh, unstable business climate. At one point, much of the 
industry lost over 80% of sales in 2020, only to see them climb mostly back up last 
year — even as plants became short-staffed, making it difficult to handle the 
increasing volume. While we would love to say all the shortages will soon end, that 
is simply not the reality. However, for the first time in what feels like forever, factors 
have aligned to indicate a stronger economy with opportunities ahead. 

Recently, the industry virtually gathered for WinterFest EXPO (WFE) 2022 to 
examine how it handled the once-in-a-lifetime challenges the pandemic presented, as 
well as offer a forecast of what 2022 may have in store for everybody and what they 
can do to best improve their chances for success. As Toran Brown of SPOT Business 
Systems noted during the EXPO, today the industry remains, on average, about 20% 
down in terms of overall sales. However, that percentage would likely be much 
higher if many had not raised prices in order to offset their sales volume deficit. 
While many such cleaners have testified that it proved to be a wise move, much of 
the industry remains hesitant to do the same. 

“At the end of the day, if you are having trouble finding people, one solution 
is to start paying them more and the only way you’re going to afford to do that is by 
raising prices,” Brown emphasized. “I think that has been a challenge in our industry, 
given our pay scale, but I think’s it’s something we have to address and it’s going to 
come in the form of price increasing.” 

At this time, American consumers have come to expect some price increases 
without too much pushback during the pandemic, so the opportunity is there. As 
economist Chris Kuehl explained at WFE, the Gross Domestic Product of the U.S. 
is projected to continue to grow (he believes it will go up 3 to 3.5%, which is higher 
than the U.S. 20-year average), and inflation is expected to cap this year (4% core 
and 6% real). With the pandemic expected to be downgraded to endemic status later 
in 2022, that could also provide a big boost to the thinning labor pool. 

Kuehl logged several reasons why the employee shortage has been so severe 
— currently, there are now almost 12 million job openings for the 6.3 million who 
are “formally” unemployed, he noted. However, many of those unemployed lack the 

necessary skills needed in jobs that are available, plus about 8 million women have 
not been able to return to the workforce because of frequent home schooling and 
childcare issues. Baby Boomers are also leaving the workforce in big numbers 
(retiring at higher ages) and millions have flocked to the “gig economy” where they 
offer goods and services through the internet, including new competition in the 
wash-dry-fold arena with companies such as Sudshare, which utilizes a network of 
freelance workers for laundry services in Uber-like fashion.  

Fortunately, the drycleaning industry is primed and ready for that rising 
challenge. “I think that we’re going to start seeing this industry become more 
sophisticated that it’s been in the past,” Brown added. “We’re transitioning from 
being operators to being business people as an industry.” 

Another WFE speaker, James Peuster, was tasked with sharing what some of 
his clients have been doing to keep their businesses profitable, which he did while 
voicing one concern: “Leaders have been working so hard they’ve taken the foot off 
of the accelerator to run the business and it’s running you,” he said. 

Those who are too busy working in their business have no time to stay on top 
of its key performance numbers, which he compared to driving a car without a 
dashboard. Ultimately, doing so leads to speeding tickets and running out of gas (in 
this case, perhaps it leads to claim tickets and running out of profit). Peuster’s advice 
is to develop systems that help you work smarter, not harder — a strategy he’s not 
alone in advocating. Several speakers at WFE noted that staying on top of key 
business metrics have helped them become more profitable because it allows them 
to determine precise production costs, which, in turn, helps them price appropriately 
to ensure profit on every piece. Tracking numbers is the key to the future for the 
industry, but even so, perhaps it should be done with a clean slate.  

As WFE moderator Peter Blake noted: “At some point, we have to make a 
decision to stop comparing things to the past and just start taking a look ahead. We 
need to focus our energies — rather than on pre-pandemic/post-pandemic — to the 
fact that we’re going to have to live with this now and this is the reality that we are 
in and we’ve got to start forecasting the future and build our businesses up from this 
point forward, rather than going back to what life used to be like, or what things used 
to be.”
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A laundry legacy
T imes were a lot different when 

Ray Mohr first started the Tidy 
Didy Diaper Service with his 

childhood friend, Bill Neverman, in 
1946, in Green Bay, WI. Prior to that, 
Mohr was a merchant marine, had 
worked as a CNW Railroad station 
agent, and served during World War II 
as a radio officer — none of which sug-
gested a future cleaning cloth diapers. 

    

“I don’t know where they got the 
idea to open a diaper cleaning service,” 
said Jim Mohr, Ray’s son and the cur-
rent owner of the business today. “Back 
then, most of the wives stayed home. 
The washing machine wasn’t really in-
vented back then. So, at the time, it was 
good.” 

    

In the early 1960s, Mohr and Never-
man paid for the construction of a new 
building that still houses the business, 
not long before the business had to un-
dergo quite a few changes  to keep up 
with changing trends. 

    

“Between the washing machine 
coming out and people doing diapers 
on their own and more and more wives 
working — and then the disposable di-
apers — that just shut everything down 
slowly, but surely,” Jim explained. 

    

Fortunately, Ray had seen the writ-
ing on the wall and converted his dia-
per-cleaning business to a full service 
drycleaning and laundry facility by the 
end of the 1970s. Then, Ray and his 
wife, Patricia, bought out Neverman in 
the mid-1980s. 

    

“My mom worked here about 20 
years. She mainly took care of the of-
fice, checking in garments and dealing 
with customers. My dad basically took 
care of everything else,” Jim recalled. 
Then, the business added more Mohrs: 
Jim and his brother Dennis began work 
during their teenage years.  

    

“He’s three years older than me and 
we’ve both been here for over 50 years 
— I didn’t get my watch yet,” Jim 
laughed. “We were more geared for 
laundry then. Back in those days, you 
had small nursing homes and small 
hospitals. Now, all of that work is often 
done in-house and it’s a whole different 
ballgame.” 
 

Both Jim and Dennis began ac-
quiring stock in the family busi-
ness as early as 1985. Over the 

years, their responsibilities increased 
until the business made the transition 
to the second generation. 

    

“When my dad retired at the end of 
1993, we [Jim and Dennis] both had 
15% interest in it, so he said to us, ‘You 
guys buy me out and that’s it.’” 

    

For 47 years, Ray Mohr had guided 
the business along, converting from di-
aper cleaning to drycleaning and was 
always on the lookout for new ways to 
keep the business going. 

    

“For a while, most of the cleaners in 
town did not do their own shirts back 
in the 1980s, so we did shirts for pretty 
much all of the cleaners in Green Bay 
back then,” Jim recalled. “But, they got 
smart. They put their own equipment 
in and did it themselves. I don’t blame 
them. So, then you move on. If you 
don’t change, you’re done.” 

    

These days, Jim prefers avoiding the 

instability of relying on big accounts all 
the time.  

    

“Back in the day, we had a lot of 
huge accounts and when you lose one 
of them, that really hurts,” he said. “I’d 
rather have 100 medium accounts be-
cause if you lose one or two of the huge 
accounts you’re hurting, but if you’ve 
got 100 of them — not that you want to 

lose any — but if you lose a couple of 
them, you can fill that back in.” 
 

The Mohr brothers owned Tidy 
Cleaners together for just over a 
decade, but it became clear that 

things were too slow for both to remain 
owners. A decision had to be made. 

    

“I was a little more gung-ho than he 
was so when the time came when we 
were slow, I said, ‘Look, we’ve got to do 
something,’” Jim explained. “It worked 
out well for him, too. He still works 
here. He’s a very good worker. He 
doesn’t have any of the pressure of any-
thing. He’s my older brother, so just be-
cause he works for me doesn’t mean 
he’ll listen to me, right?” 

    

Fortunately, Dennis has listened 
very well to customers, haven taken 
care of the business’s delivery routes 
for much of his life. For Jim, there’s no 
substitute for having someone he can 
trust out in the field. 

    

“You’ve got to realize, that truck 
driver out there represents my com-
pany. If he’s having a bad day and he 
tells the customer to take their laundry 
and you know what — it reflects on my 
business,” Jim emphasized. “So, it’s 
very important to me that he does such 
a nice job and takes good care of the 
customers. He’s just been here such a 
long time and he has pride in this place, 
too.” 

    

As for Jim, he still typically arrives 
at 6 a.m. and later locks up at about 4:30 
in the afternoon. It can make for a long 
day, but there’s nowhere he’d rather be 
at this time. 

    

“I don’t mind coming in. So many 
people just hate their jobs,” he said. “I’ll 
keep going as long as I can. I’m in no 
hurry to retire.” 

    

With no prospect of a third genera-
tion to take over, Jim plans to keep the 
business open as long as he can. 

    

“I’m here. This is all I’ve known all 
of my life,” he said. “I’m not going any-
where else.” 

After struggling to keep afloat for 
almost two years during the 
pandemic, Jim hopes the worse 

is behind him.  

    

“We had to cut back and buckle up 
— I can’t lie,” he explained. “We were 
able to get some of the PPP loans from 
the government. I don’t want to leech 
off of the government, but they kind of 

shut me down so I didn’t have a prob-
lem with that. That pretty much kept us 
going.” 

    

“What hurt us the most was when 
the pandemic came through, we were 
allowed to stay open but everybody we 
did business with was closed, so basi-
cally we were shut down ourselves,” he 
continued. “If you’re working from 
home, you’re not going to put on a 
dress shirt to sit in front of your com-
puter screen.” 

    

One factor that helped the company, 
however, was the collective experience 
of its employees. Not only have Jim and 
Dennis logged in over 50 years at the 
drycleaning plant, Tidy has had one 
employee for over 40 years and another 
two for over 30 years each. 

    

“I must be doing something right,” 
Jim laughed. You’d think we’d all get 
along better. We’re a family but some-
times we’re a little dysfunctional. But, 
they’re here every day.” 

    

At this time, the company isn’t look-
ing to hire during the labor shortage, 
but Jim is quite aware that it will be dif-
ficult to replace those who have be-
come so invaluable. 

    

“The worst thing is, we’re all getting 
older. I don’t know how to replace 
them,” he explained. “I don’t know 
how it is where you are, but I’m in 
Green Bay here and live about a mile 
and a half away and I can see about 15 
“Help Wanted” signs on the way. 
There’s just nobody who wants to 
work.” 
 

T imes are a lot different than when 
Jim first began working at Tidy 
Cleaners. 

    

“When I was young, we used to go 
through 100 gallons of perc a month. 
That was just what you did,” he re-
called. “Now, I go through maybe 50 
gallons a year.” 

    

Last year, the company logged its 
75th anniversary — although Jim ad-
mitted he didn’t even realize that fact 

until a newspaper reporter writing a 
story on the company pointed the mile-
stone out. 

    

While drycleaning volume remains 
difficult to keep up these days, Jim is 
overall encouraged by recent signs. 

    

“We’re not quite where we were, but 
we’re going in the right direction,” he 
said, noting that it’s nice to see cus-

tomers again. “They’re apologizing be-
cause they haven’t been here in a year. 
That makes you feel good anyway.” 

    

It is that loyalty that Tidy Cleaners 
depends on as Jim estimates that easily 
80% of their customers are repeat ones. 
“We don’t advertise a lot,” he admitted. 
“Word of mouth has been the way it’s 
worked for us.” 

    

“Right now, it’s a good balance. 
We’re geared for laundry, shirts, com-
forters and stuff like that — because we 
have the equipment for that,” he noted. 
“We do drycleaning. It’s just not as 
much as I’d like it to be. But, we do 
whatever we can get our hands on. We 
do a little bit of everything.” 
 

Despite a business climate harsher 
than a fabled Green Bay winter, 
Jim noted that the most reward-

ing aspect and potentially biggest frus-
tration of his occupation remains one 
and the same: It’s still all about cleaning 
the clothes. 

    

“I really like it when a customer 
comes in and says, ‘Boy, you guys to do 
good work.’ I appreciate it. It means a 
lot,” he said. 

    

The job is never easy and every gar-
ment can represent a unique challenge. 

    

“You know how stuff is made in this 
day and age — and what people spill 
on them. It’s a different world as far as 
cleaning a garment,” Jim added. 
“When a customer comes in and sees 
their favorite — whatever — and they 
say, ‘Oh man. You’re a savior!’ It makes 
you feel something.” 

    

Times may prove to be different in 
the future, but Jim plans to face difficult 
times like his father, Ray, did before 
him... by fostering an impeccable work 
ethic. “I know he’s my father, obvi-
ously, but that guy was very well liked 
and — back in the day when he was the 
boss — I don’t know of anyone who 
ever said a bad word about him,” Jim 
said. “So, I think he’d be proud that 
we’re still keeping it going.”
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F irst off, let me say that it is 
not my intention to write 
a political article (nor is it 

the purpose provided to me by 
National Clothesline). We all 
know that last year might 
have been as challenging as 
the year before, but what 
does 2022 present to us? 

    

It looks like we’ll have an-
other year of debates for 
masks, vaccines, and what 
side of the fence you tend to 
lean toward. But, there’s one 
thing that we need to keep in 
mind, and that’s finding 

your sweet spot in your own 
business. 

    

For the past 20 years, we 
have always preached profit 
and growth, but one of the 
hidden elements is finding 
that sweet spot where you 
experience profit but it does-
n’t destroy your daily rou-

tine as an owner. I know that, 
during the past two years, 
many owners felt like they 
worked harder and longer 
than ever before, but saw no 
improvement in their bank 
account at the end of the day.  

    

This is why the decisions 
you make from this day for-

ward will dictate whether or 
not you’re in business, while 
avoiding not being buried in 
your business. 

    

So, enough with the ser-
mon and let’s get to the 
point. As a business owner, 
you need to determine what 
that ideal situation is where 
you are making a profit, 
maintaining your sanity, 
going home at a decent hour 
— all the while providing a 
positive work culture for 
your staff. This is where I 
bring the spotlight back onto 

the routes and the simplicity 
it provides in our chaotic in-
dustry. You can pick the 
neighborhoods, the cus-
tomers, the days to operate 
— while maintaining a profit 
and easily finding that sweet 
spot that has eluded many 
for the past few years. 

    

The number one reason 
why I fell in love with routes 
20 years ago was that I could 
organize and orchestrate my 
day while providing cus-
tomers an exceptional cus-
tomer service they had never 
experienced before in 
drycleaning. Wash-dry-fold 
has thrown a wrench into 
this sweet spot for many, but 
you can see by the testimoni-
als on the forums and other 
conference calls that many 
cleaners are succeeding at 
this while developing a sys-
tem/routine that works with 
the bottom line in mind. 

    

So, 2022 is going to throw 
us more curveballs, as well 
as a chance to utilize lessons 
learned from the past two 
years. As Al Robson told me 
a long time ago: “If every 
cleaner thought like a busi-
ness owner, our industry 
would be rock solid.” 

    

The bottom line is check 
your politics at the door and 
focus on what lies ahead.  

    

If the past two years 
didn’t introduce the impor-
tance of routes to you by 
now, I am not sure anyone 
can help you from this day 
forward. Those may be pretty 
harsh words for some to 
hear, but I’m quoting others 
and not ourselves from The 
Route Pros.

PAGE 8 /  NATIONAL CLOTHESLINE / FEBRUARY, 2022

THE ROUTE PRO
Will 2022 be another year like 2020, too?

BY JAMES PEUSTER

James Peuster is a consultant 
who specializes in route devel-
opment, management and main-
tenance. He offers onsite 
consulting as well as ongoing 
coaching across the country. He 
also has cost groups to monitor 
route efficiency. For informa-
tion, call (816) 739-2066 or visit   
www.theroutepro.com.

As Al Robson told 
me a long time 
ago: “If every 

cleaner thought 
like a business 

owner, our 
industry would be 

rock solid.”
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KEEP IT LEGAL
When labor laws defy common sense

BY FRANK KOLLMAN

I t has been more than 30 
years since Congress passed 
the Americans with Disabil-

ities Act. As originally envi-
sioned, the ADA was to 
provide employment and pub-
lic accommodations to individ-
uals with disabilities affecting 
major life activities, such as 
walking, seeing and hearing. 
Even early on, the ADA cre-
ated some situations that de-
fied common sense. 

    

In fact, in his book The Death 
of Commonsense, the author 
Philip K. Howard leads with a 
story about how an order of 
nuns in New York City wanted 
to remove an abandoned 
building to operate as a home-
less shelter. Unfortunately, 
they did not have enough 
money to install elevators, 
which was a public accommo-
dation requirement of the 
ADA for building renovations. 
The homeless shelter did not 
open, people continued to live 
on the streets and the building 
remained abandoned because 
the ADA required elevators in 
circumstances where common 
sense might have suggested 

otherwise. 

    

Over the years — like with 
many good-intentioned laws 
— the ADA was expanded and 
refined in ways that no one 
considered in 1990 when it was 
originally enacted. Without 
going into detail, the definition 
of “disability” has been ex-
panded to include most med-
ical conditions, whether 
temporary or permanent. Great 
pains have been taken to pre-
vent employers from asking 
about disabilities prior to mak-
ing a job offer, even if the dis-
ability cannot be accomodated. 
The ADA, along with the Ge-
netic Information Nondiscrim-
ination Act (GINA), has turned 
most medical information an 
employer has about an em-
ployee “confidential” to the 
point of silliness. 

    

Recently, the Equal Employ-
ment Opportunity Commis-
sion (EEOC) said in a 
“guidance” that the ADA 
would require an employer to 
treat Covid vaccination status 
as confidential “medical infor-
mation” that the employer 
could disclose only at its peril.  

    

Given vaccine mandates 
and demands for “trans-
parency” of information, the 
EEOC guidance makes no 
sense whatsoever. There are 
some lawyers who advise that, 
under GINA, employers 
should not ask questions of 
employees about the health of 
their relatives (like a mother re-
ceiving chemotherapy) be-
cause it could run afoul of the 
law. 

    

Another relatively recent de-
velopment under the ADA is 
the requirement that employers 
engage in an “interactive 
process” with employees to de-
termine possible accommoda-
tions to the expanded list of 
disabilities. In a nutshell, the 
interactive process requirement 
means that whenever any em-
ployee identifies a disability or 
the employer independently 
becomes aware of a disability, 
the company must sit down 
with the employee and discuss 
possible accommodations to 
the disability, other jobs that 
the employee may be qualified 
to fill if the disability cannot be 
accomodated, and any other 

factors that might allow the 
employee to continue working 
for the company. 

    

Employees must engage in 
this interactive process even if 
it would be a futile exercise. 
The process itself — even if it 
is clear that the employee must 
leave employment from the 
start — must take place, or the 
employer has violated the 
ADA. The penalty for not en-
gaging in the interactive 
process is just as bad as the 
penalty for refusing a reason-
able accommodation. 

    

A few weeks ago, a con-
struction company client called 
to say that an older safety in-
spector reported that she could 
no longer climb stairs, an es-
sential requirement of her job 
to inspect upper floors of 
buildings under construction. 
Fortunately, the client just 
wanted to “confirm it was OK” 
to fire her. I said “yes” but only 
after he engaged in the interac-
tive process to see if the stair 
climbing disability could be ac-
comodated, or if there was an-
other job she was qualified to 
fill. I may have saved the com-

pany thousands of dollars. 

    

Given the current Covid in-
sanity, as well as expansion of 
the ADA and other employ-
ment laws, it is a good idea to 
treat medical information as 
confidentially as you can. Re-
member the “interactive 
process,” as well as the re-
quirement not to consider dis-
abilities in the hiring decision.  

    

Once the hiring decision is 
made, it is fine to discuss dis-
abilities in an interactive 
process. If the disability cannot 
be reasonably accomodated, 
keep looking. If it can, continue 
to process the hire. Treat what-
ever information you have as 
confidential, disclosing it only 
to people who need to know in 
connection with their jobs.

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

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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them to get back to the work-
force when childcare and 
schools are in complete disar-
ray. You’ve got an estimate of 
eight million women who have 
not been able to get back into 
the workforce.” 
    Also during the pandemic, 
there’s been a big jump in the 
“gig economy” sector where 
millions make money market-
ing services or selling items 
through the Internet. Even as 
the labor pool thins, new com-
petition is popping up in the 
form of home laundry app 
services such as SudShare that 
have taken an Uber approach 
to picking up, cleaning and de-
livering clothes utilizing a net-
work of gig economy workers. 

State of the Industry 
    One early EXPO highlight 
was an opening day panel of 
experts who discussed how 
the industry pivoted during 
the pandemic and where it 
stands today. According to 
Toran Brown of SPOT Business 
Systems — it remains, on aver-
age, 20% down according to 
their software sales-tracking 
metrics. That is quite a climb 
back from when sales plum-
meted for many by more than 
80% in 2020, but cleaners are 
making other advances, too. 
    “What is interesting about 
piece counts is you notice that 
the growth, technically in 2021 
and even in 2022, is not nearly 
as big as the sales part,” Brown 
continued. “So, that tells us 
that we still have customers 

coming to us. They’re bringing 
in fewer pieces, and we are 
charging more for them to try 
to make up for that sales vol-
ume.” 
    Many businesses, such as 
Pier Cleaners of Rhode Island, 
spent time during the pan-
demic tracking key production 
numbers in order to measure 
precise labor costs and be able 
to price every piece profitably. 

    “As our costs continue to in-
crease — because our labor 
costs are going up and it’s so 
hard to find and keep our staff 
— it’s more important than 
ever to know exactly what our 
costs are so we are pricing ap-
propriately,” noted Brian Fish 
of Pier. “You should get paid 
what you’re worth and our 
staff is looking to get paid 
more. Costs for everything are 
up. People understand that. 
It’s not just our industry.” 
    A large reason for those ris-
ing costs has been ongoing 
supply shortages, a problem 
that should continue for the 
forseeable future. Mike Ross of 
AristoCraft/Minda Supply 
likened the life of a distributor 
to playing a game of “whack-
a-mole” where once one short-
age problem is solved, like, say 
hangers, then another arises in 
the form of comforter bags or 

plastic shoulder guards, etc. 
    His best advice for cleaners 
is to stay in close communica-
tion with their suppliers, avoid 
stockpiling and try to be un-
derstanding if only substitute 
items are available. 
    The final panelist, James 
Peuster of 21st Century Dry 
Cleaners, shared strategies em-
ployed by clients from all 
across the country, from 
closely monitoring their Key 
Performance Indicators to say-
ing “no” to unprofitable items 
to developing employee reten-
tion programs. 
    “I think we need to be pre-
pared and stay proactive by 
making sure you communicate 
with your staff and have 
strong leadership in place,” he 
advised. 
    That leadership will be 
tested as the pandemic contin-
ues to wreak havoc in the 
workplace. Attorney Frank 
Kollman outlined several 
Covid-related complications, 
including the fact that having 
Covid is essentially considered 
a disability under the Ameri-
cans with Disabilities Act 
(ADA). So, if an employee re-
quests a Covid accommoda-
tion, according to Kollman, 
“Under the ADA, you are ab-
solutely required to engage in 
what they call the interactive 
process to discuss the possibil-
ity of an accommodation.” 
    He also noted it was legal 
for employers to ask if an em-
ployee is vaccinated (or even 
require them to be). On the 

other hand, employees can 
push back claiming medical or 
religious exemptions. Ulti-
mately, employers should 
make sure all Covid informa-
tion is kept confidential and 
separate from personnel files. 
    When in doubt, cleaners 

should visit the official govern-
ment sites for OSHA, the CDC, 
the EEOC and the Department 
of Labor, among others, as they 
contain excellent information. 
    Coverage of WinterFest 
EXPO 2022 will continue next 
month.
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    On Dec. 27, industry lifer 
and leader John H. Kelleher 
passed away. He was the for-
mer president and owner of 
Kelleher Equipment Supply 
(now called Kelleher/Casares 
Equipment, LLC), a business 
he started in California in 1970. 
    Prior to that, the New Jersey 
native got his start in the 
drycleaning industry repairing 
laundromat washers for Cos-
mopolitan Equipment in Flat-
bush, NY, before he later went 
to work for Forenta pressing 
company, known then as 
Forse. He worked as a repair-
man and installer and eventu-
ally demonstrated pressing 
and finishing at trade shows 
before branching out into sales 
on the West Coast. His terri-
tory grew to include nearly the 
entire U.S. and all of Canada. 
    He received several sales 
awards from Forenta over the 
years; however, the company 
was hit hard during the 1970s 
when the advent of permanent 
press and the company had to 
let its best salesman go. 
    With three young children 
at home, Kelleher opted to 
strike out on his own in a 
struggling industry and 
founded Kelleher Equipment 
Supply in California. Soon af-
ter, he became the first to im-
port a drycleaning machine 
from Italy to the U.S. — a 
move considered controversial 
at the time. However, it also 
proved prescient as a large 

number of cleaners still prefer 
to use ground-breaking Italian 
equipment today. 
    “My dad was an innovator 
and looked for and imple-
mented solutions for a variety 
of industry issues throughout 
the years,” noted daughter 
Kelly Kelleher Casares. “This 
stemmed from changes in 
equipment design, the willing-
ness to learn to adapt to clean-
ing fluids imposed upon 
drycleaners by regulatory 
agencies, and uses of technolo-
gies outside of the box.” 
    Even as his health declined, 
Kelleher enjoyed assisting oth-
ers fix their equipment over 
the phone), he was an avid Los 
Angeles Lakers’ fan and a dog 
lover, especially his late 
Schnoodle named Kobe. 
    John Kelleher is survived by 
his wife Diane; his four chil-
dren, Deborah Gesualdo, Kelly 
Kelleher Casares, Kim White 
and John H. Kelleher, Jr.; seven 
grandchildren; and one great-
grandson.

Obituary 
John H. Kelleher, innovator

John Kelleher

In-person events 
make comeback

Cleaners prepare for opportunities in 2022
Continued from page 1
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    The cost for attendees is 
$119 for association members 
and $149 for non-members 
who register by June 29. After 
that date, onsite registration 
will be $169 per person. 
    The cost includes access to 
the exhibit hall, as well as all 
live demonstrations and edu-
cational sessions presented by 
the six associations who help 
collaborate on the show: the 
Drycleaning and Laundry In-
stitute, the Coin Laundry As-
sociation, the Association for 
Linen Management, the Textile 
Rental Services Association of 
America and the Textile Care 
Allied Trades Association. 
    For more information on 
Clean 2022, visit online at 
www.cleanshow.com. 
    One more positive sign for 

the drycleaning industry has 
been the return to in-person 
classes at the Drycleaning and 
Laundry Institute’s School of 
Drycleaning Technology in 
Laurel, MD — something set to 
continue throughout 2022. 
    DLI will host multiple in-
stallments of its signature 
courses on the premises, in-
cluding its one-week Introduc-
tion to Drycleaning class 
(March 7-11, Aug. 8-12, and 
Oct. 17-21) and its two-week 
Advanced Drycleaning course 
(March 14-25, Aug. 15-26, and 
Oct. 24 to Nov. 4). 
    For more information, or a 
full list of DLI’s courses, in-
cluding its virtual offerings 
and “blended” classes that 
combine virtual and in-person 
learning, visit them online at 
www.dli.online.com.

Continued from page 1
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O  ver the years, it has 
been fun bringing to-
gether some photos of 

pressing defects on shirts, 
showing them to you, and ex-
plaining why they happen and 
how to prevent them in your 
plant. 

    

It can be a challenge to con-
vey shirt pressing equipment 
operating techniques and cor-
rective measures via this 
medium.  

    

The journey begins in my 
mind, slides down my arms 
and then travels to my finger-

tips, to this keyboard and 
through the barely comprehen-
sible spider web called the in-
ternet.  

    

Then, those instructions find 
temporary home on the com-
puters of my editors and 
proofreaders and are somehow 
converted to the precisely laid, 
microscopic blotches of ink 
that you are reading now.  

    

I pray that my instructions 
are ultimately as helpful as I 
hope them to be. 

    

For this month, I thought 
that a twist on that theme was 
in order. I have photographed 
a good number of pressing de-
fects over the years, but I have 
also shot some great looking 
shirts.  

    

I have caught many pressers 
in the act of doing something 
right. So, I thought that I’d 
show you some of these great 
shirts and examine why they 
look so good. 

    

Take a look at the shirt in 
Photo 1 (top left). This shirt 
looks great!  

    

Notice how round and per-
fect the collar is! This requires 
at least two things: a com-
pletely dry collar and the 

proper use of a collar cone. To 
get a dry collar, you need some 
key components.  

    

For that matter, you need a 
similar recipe to dry any part 

of the shirt.  

    

I learned a long time ago 
that in order to get a truly great 
looking shirt, it needs to be 
100% dry.  

    

This is not the same thing as 
“pretty dry” or “just about 
dry.”  

    

It isn’t easy to accomplish 
this, but if you want a great 
looking shirt, it is going to start 
with this. You will find your-
self replacing pads and covers 
more often than you used to, 
but that is a very small price to 
pay.  

    

You will probably pay more 
attention to moisture retention 
than you have in the past.  

    

You won’t be able to defer 
maintenance on your washing 
machine or pressing equip-
ment.  

    

Before this shirt was hang-
ered, it spent at least 30 sec-
onds on the heated collar cone 
as you can see in Photo 2.  

    

Notice that the collar is in 
direct, uniform contact with 
the cone.  

    

Also notice that the front of 
the collar doesn’t droop. This 
is no accident. This is the 
byproduct of a meticulous 
presser. 

    

Now, compare Photo 2 (top 
right) with Photo 3 (bottom 
left). The shirt in Photo 3 will 
not look as good as the one in 
Photo 2.  

    

However, all that needed to 
be done with the shirt in Photo 
3 was to lower the shirt so that 
it contacted the collar cone. It’s 
not that difficult! 

    

The attention to detail is 

everything. After all, the press-
ing machine does a tremen-
dous majority of the work. The 
presser’s job is to contribute 
the details. 

    

I wish that my drycleaner 
pressed the pleats on the 
sleeves of my shirts. It’s so 
easy to tell when the presser 
was careful and when the 
presser was careless.  

    

When you look at the press 
job in Photo 4 (lower right), it 
is clear than an extra second of 
time was spent and it is easy to 
see that this shirt will look 
great!  

    

The details — the extra at-
tention — is really how you 
can make your good shirts 
great. 

 

    

“If you do what you've always 
done, you'll get what you always 
got.”     

Don Desrosiers has been in the 
drycleaning and shirt launder-
ing business since 1978. He is 
a work-flow engineer and a 
management consultant who 
provides services to shirt laun-
derers and drycleaners through 
Tailwind Systems. He is a mem-
ber of the Society of Profes-
sional Consultants and winner 
of DLI’s Commitment to Profes-
sionalism 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.tailwind systems.com.

SHIRT TALES BY DON DESROSIERS                    
How to make good shirts look great

You will   
probably pay 

more attention 
to moisture 

retention that 
you have in the 

past.                   
You won’t  be 
able to defer 
maintenance.

Want to Improve 
Profits & Operations?

402-690-0066
MethodsForManagement.com

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

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

MfM Currently Has A 
Limited Number of Available 

Memberships in Select Areas!

To learn more, visit www.nationalclothesline.com/ads
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WRENCH WORKS
Last month, I explained the 

basic processes of the 
most common type of dis-

tillation system found in 
drycleaning machinery. In this 
issue, I’ll be describing in more 
detail the components associ-
ated with the distillation 
process.  

    

There are many variations 
in the distillation systems used 
in drycleaning; therefore, all of 
the items that will be dis-
cussed, and those shown in the 
illustrations, may not be pres-
ent on your machinery. 

    

The steam heating section of 
the still contains the following 
components which correlate to 
the numbers shown in the cir-
cles on the accompanying il-
lustration (right). The numbers 
assigned to the paragraphs in-
dicate the numbers attached to 
the components shown in the 
illustration: 

    

1. Steam Pressure Regula-
tor — Controls  the pressure of 
the steam in the still heating 
system. Steam temperature di-
rectly correlates to steam pres-
sure so what you are doing 
when you are adjusting the 
steam pressure is varying the 
temperature of the still heat. 
The correct steam pressure set-
ting is usually between 40-60 
lbs/sq. in. 

    

This will vary depending on 
the machine manufacturer and 
the solvent being used so be 
sure to follow the suggested 
manufacturer’s setting. 

    

Common problems encoun-
tered with this device are: 

    

A. Regulator set too high or 
not regulating. If the pressure 
in the still is excessively high, 
it’s possible to overheat the sol-
vent and cause it to boil too vi-
olently. This forces the raw still 
content up the still riser pipe 
into the still condenser, con-
taminating the condensed sol-
vent (condensate) in the 
condenser, the condensate flow 
path throughout the machine 
and in the water separator. 

    

This contamination will 
usually contain drycleaning 
detergent, which, when mixed 
with the water present in the 
condensate, prevents the 
proper separation of water and 
solvent in the water separator. 
A milky white mixture of sol-
vent or water can usually be 
observed when this condition 
is present. 

    

B. Regulator too low or 
stuck shut. Should the regula-

tor provide no, or insufficient 
steam pressure, solvent will 
not evaporate at the expected 
rate. This results in very slow 
or no distillation at all. Over-
filling of the still will result if, 
during the drycleaning ma-
chine cycle, solvent is automat-
ically pumped to the still. 

    

2. Steam Control valve — 
This valve starts and stops the 
flow of steam to the still. Its op-
eration is usually selectable 
from a button on the control 
panel and is also controlled by 
safety devices which I will be 
explaining later in the article. 

    

Common problems encoun-
tered with this device are: 

    

A. valve not opening. Most 
of the time, this is a pneumatic 
(air system) problem. Either 
the air pressure to open the 
valve is too low, which is likely 
an incoming air pressure regu-
lator problem, or the air is 
blowing by the valve’s piston 
which used to open the valve. 
A symptom of this valve not 
opening would be no, or very 
slow, distillation. 

    

B. valve not shutting. Usu-
ally a steam control valve stick-
ing open is caused by a 
buildup of scale on the shaft 
connecting the valve disk to 
the piston, causing friction 
which exceeds the force ex-
erted by the spring which 
shuts the valve.  

    

Symptoms of this problem 
during normal distillation 
would be a continuously 
heated still which may result 
in higher utility costs. During 

a failure of some other compo-
nent in the distillation system, 
this valve sticking open may 
result in a still boil-over. 

    

3. Steam Pressure Relief 
valve — This valve is used to 
relieve steam pressure in the 
still heating system if it ex-
ceeds safe design limits.  

    

It’s important to understand 
that this is the pressure in the 
steam jacket which surrounds 
the lower portion of the still, 
not to be confused with the 
area of the still which contains 

solvent. 

    

Common problems with 
this device are: 

    

A. valve not opening. If the 
steam pressure should exceed 
the limits of the still steam 
jacket, there could be steam 
leaks or a rupture of some 
component. I have found no 
way of realistically testing this 
valve and have never seen one 
fail, so this paragraph may be 
an academic exercise. 

    

B. valve leaking. If this 
valve leaks, the escaping steam 
would be obvious and likely 
require the replacement of the 
valve. 

    

That’s it for now. I’ll be car-
rying on from here in the next 
issue.

Bruce Grossman is the chief of 
R&D for EZtimers Manufactur-
ing. EZtimers is the manufac-
turer of the new EZ DOSE boiler 
compound manager and return 
tank level control which re-
places that troublesome ball 
float valve in the condensate re-
turn tank and automatically adds 
the correct amount of boiler 
compound to the return tank, 
preventing oxygen corrosion and 
scaling. Our SAHARA and DIB-
M high purity separator water 
mister/evaporators provide a 
thrifty, legal method to get rid of 
the separator water generated 
by your drycleaning machine. 
See our ad in this issue. For more 
information visit online at 
www.eztimers.com. Please ad-
dress any questions or com-
ments to bruce@eztimers.com 
or call (702) 376-6693.

Evaporating the cleaning solvent

Should the 
regulator provide 
no or insufficient 
steam pressure, 
solvent will not 

evaporate at the 
expected rate, 

resulting in no, or 
very slow, 

distillation.

To learn more, visit www.nationalclothesline.com/ads
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THE SPOTTING BOARD BY DAN EISEN

White fabrics produced 
in manufacture will 
usually have a gray 

or yellowish tint. To offset the 
discolored look, fabrics are 
bleached in manufacture to cre-
ate a white fabric.  

     

Fluorescent dyes or optical 
brightness are then added to 
the fabric to increase the white-
ness of the fabric. Fluorescent 
dyes increase the brightness by 
converting invisible ultraviolet 
light to visible light. Although 
fluorescent dyes are often 
added to colored fabrics, the 
problems that drycleaners en-
counter are usually confined to 
white fabrics. 

Fabrics Causing Fluorescent 
dye Breakdown 

    A fluorescent dye break-
down can occur from many fac-
tors. These include sunlight, 
drycleaning solvents, staining 
substances and chemicals used 
for stain removal. Strong 
bleaches and strong chemicals 
will also break down the fluo-
rescent dye on most fabrics. 

detecting Fluorescent dyes 

    When observed under black 
light, a fluorescent dye will 
glow. When the fluorescent dye 
is removed, the area will not 
show any degree of fluores-
cence. Many drycleaners are 

using the portable Spectralight, 
which I invented to be used to 
examine fabrics for staining, 
and for fluorescent dye. 

Correction Procedures 
    It is important when correct-
ing a fluorescent dye break-
down that the fabric is taken 
into consideration. Different 
fabrics require different proce-
dures for restoration. Correc-
tion of fluorescent dye 
problems is accomplished by 
wetcleaning and bleaching, but 
not in drycleaning. 
Remove Staining Substances 
    You cannot correct a fluores-
cent dye if staining substances 

or residue is still left in the fab-
ric. If you have a tannin or pro-
tein stain, the staining 
substance must be removed 
first. If the fabric is gray with 
redeposition of soil, the fabric 
cannot be made lighter unless 
the redeposition of soil is cor-
rected. Fluorescent dyes cannot 
camouflage staining. 
Correcting Fluorescent dyes 

on Silks and Wools 
    The fluorescent dyes on silks 
and wools are effected by alka-
lis found in protein formulas 
and ammonia. It is important to 
avoid using these chemicals for 
stain removal. To correct a flu-
orescent dye breakdown, alka-

line-based bleaches such as 
sodium perborate and sodium 
percarbonate should be 
avoided. The best bleaches to 

use for correction are acid-
based agents. This includes 
sodium bisulphate and sodium 
hydrosulphate. 
    1. Soak garment in a plastic 
pail with one to two ounces of 
bleach per gallon of water. 
    2. Add a few ounces of mild 
detergent for better penetration 
when soaking. 
    3. Soak garment for approx-
imately 10 to 15 minutes. 
    4. Rinse garment thoroughly 
and add a little detergent to the 
rinse water. A small amount of 
detergent in the rinse water will 
aid in increasing the brightness 
of the fabric. 

Correcting Fluorescent dyes 
on Cottons, Rayons and Linens 
    These fabrics require an al-
kaline-based bleach. These 
bleaches include sodium perbo-
rate and sodium percarbonate. 
    1. Soak garment in a plastic 
pail with warm water adding 
one to two ounces of bleach per 
gallon. 
    2. Add a mild detergent to 
the bleach bath. 
    3. Soak garment overnight 
and rinse thoroughly. 
    4. Use a mild acid to neutral-
ize the bleaching action. 
    5. Rinse again and add a 
mild detergent to increase the 
brightness. 

Bluing 
    Bluing can be an important 
asset for whitening a white fab-
ric. The brightest white fabrics 
have a slight blue hue. When 
manufacturers bleach fabrics, 
they add fluorescent dyes and 
a slight blue color.  
    Bluing has the ability to 
mask a yellow tint and gives 
the fabric an additional white-
ness. A popular bluing agent 
that is very effective can be 
found in most supermarkets. 
It’s called Mrs. Stuarts Liquid 
Bluing.

Correcting fluorescent dye problems

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

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.

You cannot 
correct a 

fluorescent dye   
if staining 

substances or 
residue is still left 

in the fabric.
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Our Automation Systems will help you
do more - with less!

Are you short-handed?

Reliable Affordable Available
Simple design 

along with 
great customer 
service. Keep it 

simple!

Provides the 
best return on 

investment.

Made in the 
USA. Delivery 
available in as 

little as 2 weeks.

501-420-1682
garmentmanagement.com

24 7EXPRESS
Dry Clean at Your Convenience
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BUILDING VALUE
BY KERMIT ENGH               

How well does your 
company run when 
you do not show up? 

The answer has a significant 
impact on the value of your 
business. Suppose your com-
pany could survive your ab-
sence for a while. In that case, 
you will score well on some-
thing called “Hub and 
Spoke,” the next driver to in-
crease your company’s value. 
Visualize a big airport like 
Chicago’s O’Hare or Lon-
don’s Heathrow. They func-
tion as a centralized routing 
location for the airlines that 
rely on them. The system 
works efficiently enough 
until a snowstorm shuts 
down a hub and the entire 
transportation system grinds 
to a halt. I assume I am not 
the only one who has been 
stuck in an airport due to 
weather, computer issues, 
personnel shortage, or any 
other issue you can imagine. 

    

Now, imagine you are the 
hub, and you run your busi-
ness with critical issues com-
ing through you. It is efficient 
right up until the point you 
are no longer there, which is 
why anyone valuing your 
business will levy a steep dis-
count. Acquirers generally 
avoid such businesses be-

cause they understand the 
dangers of buying a company 
too dependent on the owner. 
Nine Warning Signs of Hub 

and Spoke Ownership 
     If you drew a picture that 
represented your role in your 
business, what would it look 
like? Are you at the top of a 
traditional Christmas-tree-like 
organizational chart, or are 
you stuck in the middle like a 
hub in a bicycle wheel? The 
moment the hub is over-
whelmed, the entire system 
fails. Here’s nine warning 
signs you are a Hub and Spoke 
owner and suggestions how to 
pull yourself out of the middle: 
    1. You sign all the checks. 
Most business owners sign 
the checks, but what happens 
if you are away and an im-
portant supplier needs to be 
paid? Consider giving an em-
ployee signing authority for 
checks up to an amount you 
are comfortable with, and 
then change the mailing ad-
dress on your bank state-
ments to your home (not the 
office) so you can review all 
signed checks and make sure 
the privilege is not abused. 
    2. Your mobile phone bill 
is over $200 a month. If your 
employees are consistently 

out of their depth, it will 
show up in your mobile 
phone bill because staff will 
be calling you to coach them 
through problems. I was 
guilty of this until I started 
asking the same question 
every time: If I was there, 
what would you do? This pro-
vides a great teaching/coach-
ing moment to verify their 
thinking process. In time, 
they will soon stop asking 
and start making decisions on 
their own. This is liberating. 
You may be hiring too many 
junior employees. Sometimes 
people with experience will 
be more self-sufficient and 
only slightly more expensive. 
Also, consider getting a vir-
tual assistant (VA) that can 
function as defense in pro-
tecting your time. You can 
find one at www.ivaa.org or 
www.upwork.com. 
    3. Your revenue is flat 
compared to last year’s. Flat 
revenue from one year to the 
next can be a sign you are a 
hub. Like forcing water 
through a hose, you have 
only so much capacity. No 
matter how efficient you are, 
every business dependent on 
its owner reaches capacity at 
some point. Consider nar-
rowing your product and ser-

vice line by eliminating techni-
cally complex offers that re-
quire your involvement, and 
instead focus on selling fewer 
things to more people. Or, del-
egate revenue opportunities to 
those you trust and see how 
they do. We assigned a lead 
CSR to be responsible for our 
New Mover program. Sherry 
does everything from identify-
ing the prospect, creating the 
mailer, and tracking the re-
sults. If I had to do this, it 
would not get done as often. 
    4. Your vacations suck. If 
you spend your vacations 
dispatching orders from your 
cell phone, it’s time to cut the 
tether. Start by taking one 
day off and see how your 
company does without you. 
Build systems for failure 
points. Work up to a point 
where you can take a few 
weeks off without affecting 
your business. The ultimate 
goal would be three months 
without going to the office 
and having restricted contact. 
    5. You spend more time 
negotiating than a union 
boss. If you constantly have to 
get involved in approving 
discount requests from your 
customers, you are a hub. 
Consider giving front-line, 
customer-facing employees  
your approval to negotiate. 
We have an MFM member 
who hired a CSR Manager to 
manage all customer interac-
tions. You may also want to 
tie salespeople’s bonuses to 
gross margin for sales they 
generate so you are reward-
ing their contribution to 
profit, not just chasing skinny 
margin deals. 
    6. You close up every 
night. If you are the only one 
who knows the closing rou-
tine in your business (count 
the cash, lock the doors, set 
the alarm), then you are very 
much a hub, more closely de-
fined as a hostage. Write an 
employee manual of basic 
procedures (closing routine, 
e-mail footer to use, voice 
mail protocol) for your busi-
ness and give it to new em-
ployees on their first day. 
    7. You know all your cus-
tomers by first name. It is 
good to have the pulse of 
your market but knowing 
every single customer by first 
name can be a sign you’re re-
lying too heavily on your per-
sonal relationships being the 
glue that holds your business 
together. Consider replacing 
yourself as a rainmaker by 
hiring a sales team, and — as 
inefficient as it seems — have 
a trusted employee shadow 
you when you meet cus-
tomers so over time they get 
used to dealing with someone 
else. 

    8. You get the tickets. Sup-
pliers wooing you with free 
tickets to sports events can be 
a sign they see you as the key 
decision-maker in your busi-
ness. If you are the key con-
tact, you will find yourself in 
the hub of your business 
when it comes time to negoti-
ate terms. Consider appoint-
ing one of your trusted 
employees as the key contact 
for a major supplier and give 
that employee spending au-
thority up to a limit you are 
comfortable with. 
    9. You get cc’d on more 
than five e-mails a day. Em-
ployees, customers and sup-
pliers constantly cc’ing you 
on e-mails can be a sign that 
they are looking for your tacit 
approval, or that you have 
not made clear when you 
want to be involved in their 
work. Ask your employees to 
stop using the cc line in an e-
mail; have them add you to 
the “to” line if you really 
must be made aware of some-
thing — and only if they need 
a specific action from you. 
      Getting Your Company to 

Run Without You 
    Start by breaking down 
your job into tasks. Then pre-
pare instructions for your 
team so they can follow your 
standard operating proce-
dures when you are not there. 
    Assess your team’s knowl-
edge by taking a couple of va-
cation days to see where your 
processes have holes. Plug 
the gaps with more details, 
and then take a more ex-
tended vacation. Keep 
lengthening your time away 
from work and tweaking 
things upon your return so 
that by the time you are done, 
your company can manage 
your extended absence. 
    If you are curious how well 
your company is performing 
in the Value Drivers we have 
been discussing, go online to 
https://mfmbusinesscoach-
ing.com to get your free Value 
Builders Score.

Nine warning signs that you are a hub

To learn more, visit www.nationalclothesline.com/ads
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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 positions as man-
aging partner of MfM and as a 
Certified Value Builders Coach 
allow him to share his extensive 
background in strategic plan-
ning, finance, process improve-
ment, packaging and branding, 
employee training programs, 
profitability, cost analysis, acqui-
sition analysis and succession 
planning. To find out more about 
how Kermit can help you maxi-
mize the value of your business, 
contact him at 
kengh@mfmi.com at mfmbusi-
nesscoaching.com.
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For Contactless Automation 
at the Front Counter, Plant 

and Routes

Toll Free 877.906.1818  www.ezpi.us

• Presses and Solutions for all Budgets

• Best and Free Technical Support Forever 

• Proudly Made in the USA  

• We are the Only Manufacturer of TÜV SÜD Safety 

Certified Presses; Includes OSHA and UL Safety 

 Standards

• Low Cost of Ownership – Very Reliable, 

 Easy to Fix and Upgradeable

• Pre-printed Sequentially Numbered Heat Seal 

 Barcode Labels in One Day

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

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

Saves You Money, 
Time and Labor  

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

(816)  739-2066
To learn more, visit www.nationalclothesline.com/ads
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Join now at DLIonline.org/Membership or call 800-638-2627 

 DLI Membership Pays

A Gift to You

...from us

BeCreative360
Cleaner’s Supply

EnviroForensics and PolicyFind
EzProducts International

FabriClean Supply
Fabritec International
GreenEarth Cleaning

Kleerwite

Luetzow Industries
Memories Gown Preservation

NIE Insurance
The Route Pros
Sankosha USA

SPOT Business Systems 
Unipress Corporation

United Fabricare Supply

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

Save more than$2,000

JOIN NOW:

To learn more, visit www.nationalclothesline.com/ads
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OPTIONAL PROGRAMS:

• Curbside Ordering

• Point of Sale Systems

Recommendations, Solutions 
& Integrations

Make the same profi t margin with 
cash and non-cash payments!

• Cash Discount
NAB makes it easy to make the same profi t from non-cash payments 
as you do with cash payments with our cash discount program.

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

Easy setup (with no setup fees and quick approvals)

Seamless integration with your current POS

$295** towards your early termination fee (if you have one) with your current processor

Access to Payments Hub – our secure, online merchant portal

Free paper**

©2020 North American Bancard is a registered ISO of Wells Fargo Bank, N.A., Concord, CA, and The Bancorp Bank, Philadelphia, PA. 
American Express may require separate approval. *Durbin regulated Check Card percentage rate. A per transaction fee will also apply. 
**Some restrictions apply. This advertisement is sponsored by an ISO of North American Bancard. Apple Pay is a trademark of Apple Inc.

GROW YOUR BUSINESS. PARTNER WITH NAB TODAY!

866.481.4604    
   WWW. NYNAB.COM

Accept EMV/NFC

(Apple Pay, ETC.), 

Checks and more

Process credit cards on 

your smartphone

Next Day Funding with 

weekend settlement

Rates as low as .05%*

REDUCE YOUR CREDIT CARD 
PROCESSING FEES

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

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

with
4G / Wifi 

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



Miss an issue? Looking for an article? 
Want to connect to the industry? 

Point your browser to: www.nationalclothesline.com 
• Complete text of the current issue. 
• Back issues with search capabilities 
• Links to hundreds of industry web sites 
• On-line classifieds
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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

1-800-568-7768 
CLEANERSUPPLY.COM 

OVER 20,000 
PRODUCTS 
 IN-STOCK.

GREAT PRICES.  
FAST DELIVERY.

Newhouse Specialty
Company, Inc.

Call 877-435-3859 for a
Newhouse Catalog or go to

www.newhouseco.com
to download and print a page.

High quality products for Drycleaners
and Garment Manufacturers.

Serving our customers since 1946.

Equipment and Supplies 

Market Place
Destroys
• SmokeOdors
• Pet Odors
• Food Odors
• Mildew
Removes
Odors From:
• Clothes
• Rugs
• Drapes
• Furniture

Dry Cleaner’s Special!
www.sonozaire.com
Call 800-323-2115
for nearest
distributor

Business Opportunities

Sell Your Drycleaner 
New Jersey 

Pennsylvania 
Delaware 

Patriot Business Advisors 
Phone: 267-391-7642 • Fax: 800-903-0613 

broker@patriotbusinessadvisors.com 
patriotbusinessadvisors.com

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.

Catalogs

Plant 
Design

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.

Position 
Available

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

at www.nationalclothesline.com/ads
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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 
• 1 Art of Spotting handbook 

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

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

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.

Without-A-Trace: Chosen the best in 
the U.S. by the Robb Report. Over 50 
years experience. Experts in silk, knits, 
French weaving and piece weaving. 
For more information, please view our 
web site: www.withoutatrace.com. 
3344 West Bryn Mawr, Chicago, IL, 
60659. 1-800-475-4922                      

Reweaving 
Services

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

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

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

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).

To place your classified ad, download the pdf form at 

www.nationalclothesline.com/adform  

or call (215) 830-8467

  •Buy   •Sell  •Hire 

in the 
classifieds

For Sale: 4,150 sq. ft. drycleaning and 
laundry business located on a corner lot 
of the re-emerging 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 
www.ColbyKay@ICONCommercial-
RVA.com.

Plant for Sale: Small town with big city 
customers, East Central Texas, 4,000 
sq. ft. freestanding building, updated 
equipment, well established for 28 
years, 2 sub stations. Owner ready to 
retire. Call (903) 388-1942.

Equity Partner (in-training) Ehrenre-
ich & Associates is looking for a retired 
business owner or B to B sales pro to 
join E&A as an equity partner (in-train-
ing) while you learn the business 
merger, brokerage, expert witness and 
consulting professions. Reply with your 
history, location. Contact information & 
availability: Ehrenassoc@gmail.com.

Find the right person for the job. 
Don’t limit yourself to the “usual sus-
pects.” National Clothesline classified 
ads are read by thousands of industry 
professionals and reach a nationwide 
audience for just $1.70 per word.
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