
    While some programs from 
WinterFest EXPO 2022 in Jan-
uary predicted better economic 
opportunities for the year 
ahead (see our coverage in our 
February 2022 issue), others in-
dicated that the path for suc-
cess will require connecting 
with Generation Y as both em-
ployees and customers. 
    Jennifer Whitmarsh of the 
Route Pros (read her profile on 
page 6) tackled one of the 
toughest problems facing the 
industry today: keeping fully 
staffed. She offered several 
ideas on how to attract and 
manage a whole new genera-
tion of workforce.  
    Since 2016, Generation Y 
(those born between 1981 and 
1996) have become the largest 
generation in the U.S. work-
force, comprising 56 million or 
about 35% of the labor force 

then, and it continues to grow. 
    Generation Y — who Whit-
marsh emphatically noted do 
not enjoy the loaded term Mil-
lennial — have been saddled 

with a number of negative 
stereotypes like being entitled, 
distracted and lacking in com-
munication skills, among oth-
ers. However, her experience 

with the generation is that they 
actively seek personal improve-
ment in all facets of their lives. 
    “They will rise to the stan-
dards of your company,” she 

said. “They will end up suc-
ceeding and doing what you 
need them to do if you are en-
couraging them and treating 
them the same. If you put that 
spotlight on them, they tend to 
burn out.” 
    That same generation is also 
tech savvy, well educated 
(about 40% have bachelor’s de-
grees or more) and are big 
communicators, she explained. 
“Our younger generation want 
to share their ideas. They want 
to tell you what’s wrong — 
sometimes a little too much, I 
get that — but, it’s still not a 
bad thing. I’d rather get too 
much than nothing.” 
    Whitmarsh also gave tips on 
how to entice Generation Y to 
come work for you, including 
being very creative with bene-
fits by offering some of the fol-

    Even with its School of 
Drycleaning Technology back 
open for in-person classes in 
Laurel, MD, the Drycleaning 
and Laundry Institute remains 
committed to continue offering 
its virtual educational pro-
gramming as an added con-
venience for its members. 
    “Our goal, as always, is to 
give members more value than 
the cost of membership,” ex-
plained DLI CEO Mary Scalco. 
“DLI will continue sharing ed-
ucational and networking op-
portunities on a weekly basis. 
We are focussed on helping 
members communicate and 
grow.” 
    This month, DLI will host 
educational sessions at 1 p.m. 
on March 13 and 30, each will 

focus on different topics of in-
terest. 
    The first will feature Dave 
Coyle of Maverick Drycleaners 
who will advise at-
tendees on “How to 
Use BizLeads to Ac-
quire Target Profes-
sionals.”  
    For those not in 
the know, BizLeads 
is a cloud-based em-
ployee prospecting 
service designed 
specifically to help 
small or mid-sized businesses. 
    Later in the month, DLI has 
enlisted the aid of Frank 
Briercheck of Seitz, The 
Fresher Company, to deliver a 
presentation on wash-dry-fold. 
    Additionally, DLI will con-

tinue hosting its weekly peer-
to-peer Zoom meetings, which 
take place at 11:30 a.m. on 
Tuesdays. 

“ M e m b e r s 
learn how 
other cleaning 
business own-
ers and opera-
tors are adapt-
ing to the 
changing busi-
ness climate, 
share ideas, 
get answers to 

questions, and even just vent,” 
Scalco said. “DLI’s doors are 
always open. All drycleaning 
business owners and operators 
are invited to participate in our 
programs and events by join-
ing DLI.” 
    Members are also given 
complete access to DLI’s grow-
ing library of on-demand 
videos, which currently has 
archived over 100 programs on 
its website covering a wide 
range of topics, including: di-
versification, maintenance, 
management, marketing, pro-
duction, finishing, stain re-
moval and business sales and 
acquisitions. 

Comprehensive Classes    
Online, In-Person or Both 

    Throughout 2022, DLI will 
be hosting more in-person 
classes at its school, including 
its comprehensive one-week 
introductory and two-week 

advanced courses for 
drycleaning which will meet 
three times each this year (for 
specific dates, see graphic). 
    Next month, DLI will host 
the first session of its Virtual 
Stain Removal class, which 
meets on Tuesdays and Thurs-
days from April 26 through 
May 17. The class will also run 
later this year from Sept. 13 
through Oct. 4. 
    Later this summer, the asso-
ciation will host a new kind of 
course — one that is blended 
between virtual and in-person 
training sessions for the associ-
ation’s Introduction to 
Drycleaning course.  

    There will be seven virtual 
visits throughout June and an 
on-site visit scheduled to take 
place from July 14 to 15. 
    Tuition for the blended in-
troductory course is the same 
as its completely in-person 
counterpart: $1,595, which is 
prior to factoring membership 
discounts that reduce the cost 
to $1,195 for Budget members 
all the way to free for Premier 
members. Tuition for the ad-
vanced class is $2,195, prior to 
membership discounts. 
    For details of all of DLI’s ed-
ucational offerings, including 
course curriculum, visit them 
online at dlionline.org.
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Killing with kindness 
Whether working as a CSR, plant owner or consultant, 
Jennifer Whitmarsh tries to spread positivity. 

Employment Law 101 
From the Equal Pay Act of 1963 to GINA in 2008, there 
are numerous labor laws that you need to know. 
Finding better balance 
Drycleaners need to find that sweet spot where they can 
achieve happiness and profit with their business. 
Sharing the wealth 
Knowledge is the foundation of strength, and the indus-
try has many excellent sources available right now.

Exploring the why behind Generation Y
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DLI plans March slate of virtual programs

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

Advanced Drycleaning (On Site): 
March 14-25 
Aug. 15-26 

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

Drycleaning & Laundry Institute 
2022 Educational Schedule

Jennifer Whitmarsh

EXPO
TODAY’S PLANS BUILD

TOMORROW’S PROFITS

WINTER
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Kelby Sankey

Maintaining a Full Staff 
The labor shortage lingers on, but so does the good 
advice from WinterFest EXPO 2022 on how to approach the 
issue. During her presentation, Jennifer Whitmarsh cited 
the top reasons employees leave today (graphic left), reveal-
ing poor communication is a much bigger problem than 
money, no recognition and lack of trust in most cases, as is 
“employee culture” which, essentially, encompasses the 
other four reasons together. 
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Fortunately, there is some surprising good news this month as the U.S. Bureau 
of Labor Statistics reported that payroll employment rose by almost half a million in 
January (467,000), which surpassed most economists’ estimates. The bad news is 
that the labor shortage — i.e. the Great Resignation, the Great Reshuffle, etc. — 
continues to linger no matter what you decide to call it. With no forseeable end to 
the crisis, entrepreneurs are looking for ways to get a leg up on the employee hiring 
and retention process. Fortunately, that was a major focus at WinterFest EXPO 2022 
in January, as many of the expert speakers made it clear that drycleaners will have 
to learn to connect with Generation Y — those born between 1981 and 1996 who 
comprise the largest generation of employees in the U.S. workforce (as well as 
consumers in the marketplace). 

As speaker Jennifer Whitmarsh noted during the EXPO, the number one thing 
that you should do in regards to this younger generation is to stop calling them 
Millennials — it has become a loaded term often perceived as critical, saddling them 
with stereotypes of being entitled, constantly distracted, fostering unreal 
expectations and possessing poor communication skills. 

As a business owner/manager, it falls on you to find a way to communicate 
with them in a way that they are comfortable to make sure that they comprehend 
what you mean. In fact, Whitmarsh cited poor communication as one of the two 
biggest reasons (along with company culture) why people (including Gen Y) leave 
their jobs now. “Give them a clear vision,” she emphasized. “We don’t need to 
babysit them, but we certainly don’t want to treat them like they’re on an island by 
themselves.” 

Less advertised about this generation are some of the better qualities often 
found in them. They tend to be avid readers and, on average, are very well educated 
(40% have bachelor’s degrees or better). They also tend to be forward thinkers as 
Whitmarsh asked, “Did you know 82% of your younger generations contribute to 
retirement when it’s offered?” 

Perhaps the most interesting quality of Generation Y is that they really want to 
improve. A survey from 2015 indicated that an astonishing 94% of them were 
committed to making personal improvements, an excellent quality to have in a 
potential employee, to be sure. The trick is to find a way to engage them — which 
means listening to what they have to say. 

Ultimately, though, Generation Y is looking for a compatible company culture, 

and they are more than a little skeptical about companies. According to the Deloitte 
Global 2021 Millennial and Gen Z Survey, slightly less than half of Generation Y 
believe that business has a positive impact on society and 62% agreed with the 
statement that businesses “have no ambition beyond wanting to make money.” 

Once you hire a member of Generation Y, they are more difficult to retain than 
any other generation. In 2016, Gallup reported that only 29% of those employed in 
Generation Y were “engaged” by their jobs. In the same survey, it was discovered 
that 44% of Generation Y were more likely to be engaged when their manager held 
a regular meeting with them; however, only 21% of Generation Y employees met 
with managers on a weekly basis. It always seems to go back to communication, 
whether you’re looking for employees to hire or customers to help. Of course, in 
terms of where you look to initially communicate with Gen Y, that is simple: online. 
According to Pew Research Center findings published in 2019, nearly 100% of 
Generation Y used the Internet and the vast majority (86%) used social media. Most 
notably, 93% owned smartphones, which means if you are looking to grab the 
attention of the biggest generation of potential employees and customers, you have 
to know the right key words they use in search engines. 

For hiring, the key words seem to be “flexibility” and “work-life balance.” As 
LinkedIn noted recently in its Global Talent Trends 2022 report, 63% of 
professionals selected the latter phrase as a top priority when picking a new job. As 
for the former, LinkedIn noted that there has been an 83% increase in job posts 
mentioning “flexibility” from 2019 to 2021. There were also 343% more mentions 
of “flexibility” in company posts in that time frame, as well as 35% more 
engagements when a company mentioned the word. 

In terms of customers, the key words are a lot more complicated. As Kelby 
Sankey noted during WinterFest EXPO, many factors determine your ranking in 
online organic searches. For starters, Google will rank your website higher if you 
update content frequently. When you consider that 75% of organic searches end up 
clicking through on one of the first three results, this is an area many drycleaners 
could stand to do better. Understandably, discussions of things such as search engine 
optimization, meta tags and URL inspection tools may sound like another language 
to you, but that is the point. That is the language the highest number of potential 
employees and customers speak fluently and, like it or not, your company has to find 
a way to communicate it on their terms.
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Spreading positivity
For Jennifer Whitmarsh, the former 

co-owner of Executive Cleaners in 
Buffalo, NY, who recently joined 

The Route Pros as an industry consult-
ant, taking a break from the chaos of 
life to go fishing in Florida helps her 
recharge her batteries. Unfortunately, 
life tends to follow her there. While on 
a trip two years ago, she’d heard rum-
blings about Covid spreading but was-
n’t prepared for what she learned next. 

    

“When I got back into the office — I 
think it was Monday, March 16 — and 
I looked at our sales from the week-
end... I had never seen sales drop so 
drastically so quickly,” she recalled. “I 
grabbed my assistant manager at the 
time and I said, ‘Hey, let’s make a 
video.’ I don’t even know what I was 
thinking.” 

    

Her instincts were just to stay posi-
tive, especially as time passed and the 
pandemic worsened. “Like, when we 
were in the thick of Covid — nobody 
was coming to work, everybody was 
staying home, people were very, very 
scared — I wanted to put a smile on 
everybody’s faces,” she explained. 

    

Topics of the videos typically aimed 
to educate customers about laundry 
lessons, but mostly Jennifer tried to off-
set all of the bad news and anxiety pro-
liferating at the time by focussing on 
more optimistic messages, even includ-
ing her blooper reels to give people 
more reasons to smile. She also proac-
tively began filming training videos at 
the end of each day, strengthening her 
company’s resources in slower times. 

    

In fact, it seemed like the perfect 
time for Jennifer and her business part-
ner — Arthur Fuerst, who started Exec-
utive Cleaners — to make a deal for her 
to be sole owner. “We just couldn’t 
come to an agreement,” she said. “I ul-
timately left.” 

    

The decision to leave came in 2020, 
though Jennifer stuck around with the 
company until February of 2021, log-
ging in about 17 years there altogether. 
 

Growing up in Buffalo, Jennifer 
was eager to work, but she 
didn’t like her first job at a pizza 

place because of a mean manager. So, 
she applied at Executive Cleaners 
knowing it had a convenient location. 

    

“I had a car but I could have walked 
to the plant from my high school,” she 
recalled. “But then I had to work at a lo-
cation that was like, say, about 20 miles 
away. I just find it comical that I had my 
choice. It was either there or I don’t get 
to work there. It’s comical because, 
very often in my adult role hiring peo-
ple, if they couldn’t work at a certain 
store, they were like, ‘Oh no. I’m not in-
terested.’ I never understood that.” 

    

Jennifer started at the front counter 
and immediately realized it was a per-
fect fit for her. Her mother, who had al-
ways encouraged her to smile, taught 
her how to “kill people with kindness.” 

    

“It’s quiet when no one’s around. All 
of a sudden, a customer comes in and 
you can engage with them,” she ex-
plained. “I can tell multiple stories of 
being a 16-, 17-, 18-year-old listening to 
what a customer was sharing with me, 
and I would think, ‘This is crazy that 

you’re sharing this with me,’ — but 
sometimes that’s what a customer 
needs.” 

    

While Jennifer studied human be-
havior closely at the front counter of the 
plant, she also studied social science at 
the University at Buffalo with the inten-
tion of counseling youth in some capac-
ity in the future. 

    

However, her plans changed when 
she was offered a bigger role at Execu-
tive in 2009, managing the office and 
overseeing finances, employee produc-
tivity and customer satisfaction. Three 
years later, she also became a partner in 
the company. 

    

“What was great about my old part-
ner — one of the things — was that he 
was fair. He was able to see through the 
lens of family,” Jennifer noted. “Now, 
don’t get me wrong. He valued family 
very, very much, but he was also able 
to see that even though I’m not family 
I could still add value to the team.” 
 

When Jennifer became the gen-
eral manager of the business 
(now called Arthur’s Execu-

tive Cleaners) in 2018, her duties in-
cluded overseeing production. 

    

In order to advance her knowledge 
on the subject, she attended the 
Drycleaning and Laundry Institute’s 
one-week introductory course and its 
two-week advanced offering. 

    

“I’m not saying I want to do it or 
have to do it, but I’ve got to be able to 
understand how everything works if I 
want to run a successful cleaners,” she 
explained. “I went to school so I could 
learn it the right way, understand it and 
know the why, and then I can teach it.” 

    

She finished the advanced course 
right before Covid exploded during her 
fishing excursion. One year later, she 
had said goodbye to Executive Clean-
ers and went fishing in Florida again.  

    

Once again, life followed her there, 
this time in the form of James Peuster 
and Mark Albrecht of The Route Pros 
calling to persuade her to join their con-
sulting team. While she still wants to 
own her own plant again someday, Jen-
nifer has no regrets of saying “yes” to 
the offer during last year’s fishing trip 
— and, yes, she said as much from the 
beach in Florida during her most recent 
fishing trip last month. 

    

“It worked out pretty well because, 

in a couple of months, I’ll be a year in 
and it’s been amazing being part of The 
Route Pros’ team, meeting our mem-
bers, seeing other people’s plants, help-
ing them grow their front counters,” 
she noted. “I’m certainly learning every 
day, whether it’s because I’ve see a new 
operation or a new piece of equipment 
or a new process that somebody does... 

if you’re not learning, you’re not grow-
ing — and if you’re not growing, you’re 
shrinking. I learn from members all the 
time.” 
 

Whether it’s her first day in the 
industry behind the front 
counter back in 2004 or it’s 

her most recent day on the job as a con-
sultant, Jennifer believes every moment 
can be a learning moment — and that 
applies to everybody from employees 
to leaders and managers. “You learn 
from everything around you as long as 
you’re open to learning,” she said. 

    

More importantly, though, leaders 
must remain proactive even in the most 
difficult of times, she emphasized. “It 
really helps to be proactive all the time 
because real life gets in the way, real 
fires happen, real people quit, real is-
sues happen,” she said. “That’s why it 
is so important to have a leadership 
plan — with yourself, with your lead-
ers, with other team members.” 

    

“That’s why I encourage people — 
no matter if you have a full staff or not 
— to always be looking to hire up, pro-
mote within or hire,” she continued. 
“You’re putting processes in place so 
whether you’re short-handed or you’ve 
got you’re full team, you’re OK.” 

    

Even with a full team, it’s going to be 
hard to keep them in the future. Jen-
nifer hopes the industry will work hard 
to improve its employee culture. 

    

“We have to invest in our people,” 
she said. “I’m not saying I haven’t 
heard some great stories from some 

great cleaners who do invest in their 
people — but, just as a whole — we 
need to invest in our people.” 

    

Perhaps the most crucial quality a 
leader can possess, however, is to be 
positive as much as they can. When 
that isn’t possible, perhaps it’s time to 
lock yourself in the office. After all, neg-
ativity won’t improve the situation. 

    

“I just try to spread positivity be-
cause life isn’t always rainbows and 
butterflies,” she said. “Just because I’m 
positive all the time doesn’t mean I’m 
walking around with a smile plastered 
on my face. It’s just that I know there’s 
better things ahead.” 
 

In addition to consulting for the bet-
ter part of the last year, Jennifer has 
also appeared at various industry 

events delivering presentations on 
finding, hiring, training, engaging, 
managing and keeping employees — 
popular topics, to be sure. 

    

As Jennifer sees it, cleaners would be 
wise to be at full strength in the future, 
especially if historical economic pat-
terns repeat. 

    

“I’ve been saying this for a couple of 
years now... I believe we are in the 
1970s, so to speak. Our 2020 was the 
polyester 1980s. Now, I’m hoping it’s 
sooner than later, but in the 1980s, we 
got our rollback. I’m hoping our next 
three, four, five years — hopefully 
sooner — we start to get our rollback,” 
she said. “It’s a cycle. It’s a roller 
coaster. You can look at it in fashion. 
You can look at it in any factory.” 

    

One thing, however, that will not roll 
back, is the consumer craving for con-
venience, which is good news for 
drycleaners.  

    

“People want convenience and that’s 
one thing that we can always provide,” 
Jennifer said. 

    

With a brighter future forecasted 
ahead, Jennifer currently plans to keep 
consulting cleaners with kindness, pre-
ferring the positive approach even 
when things don’t go as planned. 

    

“Companies have to rise to the occa-
sion when we get thrown a curveball,” 
she said. “Rise above and don’t lose 
faith. Reinvest where we need to rein-
vest and fine-tune the really great 
things that you know you’ve got going 
in your company... because you lasted 
this long. Don’t give up now.”
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“I just try to spread 
positivity because 

life isn’t always 
rainbows and 
butterflies.”
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A  few months ago I was 
working with a produc-
tion manager in the 

Midwest. There was an urgent 
need to cut labor at this plant. 
Everyone was in agreement: 
the owner, the general man-
ager as well as my student, the 
production manager. After 
three days of experimenting 
with various ways to cut labor, 
the plant was spinning like a 
top and was truly lean and 
mean. At the start of the next 
day, it was clear to the man-
ager that the plant could run 
better with fewer people. Mis-
sion accomplished, I thought. 

    

However, what happened 
next that day was extraordi-
narily peculiar. On this last 
day, I gave the manager carte 
blanche to use everything that 
he’s learned, and to make his 
own mistakes and to make the 
successes of the day his own. 
In an attempt to cut labor, the 
manager actually increased it! 
Is it polite or politically correct 
to say that he made a very stu-
pid mistake? When I think 
about what he did, I can hardly 
believe it. When I think about 
sharing it with you in this col-

umn, I fear that you’ll read it 
and either think that I am mak-
ing this up or that you recog-
nize what was done as 
something that you’ve done 
and you realize that I have, in 
a roundabout way, called you 
stupid! I am walking on thin 
ice here, but I believe that if 
one person benefits from this, 
it will be well worth this risk. 

    

During these days of declin-
ing piece counts, cutting labor 
is of paramount importance. 
But, if one attempts it and it 
proves futile, then you can eas-
ily become gun-shy. Then, you 
leave your labor cost where it 
is and miss the opportunity to 
save lots of money. 

    

The entire business world 
revolves around your cost per 
piece — or, at least, your labor 
cost per piece. Ninety-nine out 
of 100 drycleaners couldn’t tell 
you either one, but I am going 
to help you with that — not by 
telling you what your cost is 
(only you can do that), but by 
showing you how to tell when 
it goes up and when it goes 
down. That’s almost better 
than knowing your actual cost. 

    

Forget about how much you 

pay somebody. Forget about 
how much you pay a particu-
lar person. Come up with a 
math formula called Pieces Per 
Labor Hour (PPLH). You’ve 
probably heard me talk about 
this before. The way to cut 
labor at this particular plant — 
and this happens to be true at 
many plants — is to attain and 
retain maximum productivity 
and make sure that all of the 

non-pressing personnel finish 
work promptly when the 
pressers finish. This is how we 
cut labor at this plant during 
the first three days. We had 
three pressers pressing a total 
of 95 pieces per hour. In addi-
tion, we had a 
drycleaner/spotter and two 
people in the inspection area to 
do assembly and bagging. 
That is a total of six employees 
in order to produce — start to 
finish — 95 pieces of dryclean-
ing. This is 15.8 PPLH. Very re-
spectable. 

    

So, what did the manager 
do? He saw that there were 
only about 100 pieces left to 
press so he sent two of the 
pressers home. This evidently 
sounded like substantial labor 
savings to him because there 
were two less people to pay. 
The fact is, the labor cost went 
up, and it went up HUGE. 
Would you believe, it doubled? 
It took the remaining presser 
three hours to press 100 pieces.  

    

The drycleaner hung 
around to do post-spotting, 
and (believe it or not) two peo-
ple remained in the inspec-
tion/assembly area. The 
presser was only pressing 33 
pieces per hour and there were 
four people on staff! PPLH = 
8.25. In case you’re interested 
(or haven’t fainted yet), the 
cost per piece for labor (assum-
ing an average hourly rate of 
$10) skyrocketed to $1.20 from 
$.60. It’s no wonder that 
drycleaners are gun-shy and 
skeptical about cutting labor. 
Perhaps they have tried it in 
the past and it didn’t work out 
in their favor? 

    

As I was in the process of 
writing this column, I shared 
this story with another client. I 
told him what this manager 
did. When I said, ‘He thought 

that he cut labor because there 
were two less people to pay,” I 
got a very interesting reaction. 
He believed that there was 
labor savings here, too. He 
was, in fact, stunned at the 
point that I was making and 
simply dying to get an expla-
nation. It’s really quite simple, 
but it seems to be a revelation 
to some people, maybe many. 

    

Pictured above are two ex-
ample pages from the PPLH 
monitoring spreadsheets that I 
custom design for Tailwind 
System clients. This is the only 
way to learn how to monitor 
labor to make sure that you 
don’t accidentally increase 
labor while, at the same exact 
time, fully believing that 
you’re cutting labor. It can save 
your life and your business. I 
cannot stress this enough.  

    

They display the example I 
described earlier. Remember 
the manager that sent two 
pressers home because there 
wasn’t much work? You know 
what I tell you month after 
month... “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.
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A Tale of Two Tailwind Spreadsheets: The spreadsheet on the left shows an efficient-running 
production plant with a respectable 95 PPLH. However, when the manager tried to cut labor 
costs further by sending two pressers home early one day, his strategy backfired badly and his 
labor cost doubled, as shown in the spreadsheet on the right.
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lowing: rollover vacation time, 
retirement contribution, stu-
dent loan payback assistance, 
gym memberships, fur baby 
insurance, daycare contribu-
tion and specialty time off to 
volunteer. Keep in mind, this 
generation is motivated by 
much more than money. 
    “Money is a short-term fix. 
The dollars are a band-aid,” 
Whitmarsh said. “Don’t get 
wrapped up in thinking money 
is a motivator. Advancement is 
a motivator. They will rise to 
the occasion when you moti-
vate them.” 

Optimizing Online for      
Organic Searching 

    In addition to offering a 
work culture that appeals to 
Generation Y, drycleaners are 
increasingly trying to find 
ways for the younger genera-
tion to find them online. The 
days of simply putting up a 
website and waiting for visi-
tors are long gone.  
    Today, it’s all about search 
engine optimization (SEO), ex-
plained Kelby Sankey of 
Morellis Cleaners in Indi-
anapolis during her session on 
“Taking Advantage of High 
Yield Marketing Approaches.”  
    “You can spend every 
penny you have on a website, 
but it will be for nothing if no-
body knows it’s there,” she 
said as she outlined numerous 
free methods cleaners can em-
ploy to improve their rankings 
in organic online searches. 
After all, she noted that 75% of 
people using Google searches 
end up clicking through one of 
the first three listed results. 
But, what determines that 
order? 
    “This is how Google sees 
your website... the algorithm 
tells its spiders to go out and 
crawl different websites. It also 
tells how often they should be 
going to these websites and 
they’re specifically looking for 
links and pages,” she said. 

“Updated content on those 
pages regularly encourages 
them to come back and crawl 
your website more frequently.” 
    In other words, if you do not 
update content often, it nega-
tively affecs your ranking 
placement in organic searches. 
Sankey also provided numer-
ous free tips to improve other 
factors that appeal to Google’s 
search algorithm, from URL in-
spection tools to help you be-
come aware of SEO issues on 
your site to modifying your site 
elements for better ranking. 

Panel discussion Ponders 
Pricing Strategies 

    On the final day of Winter-
Fest EXPO, Dave Coyle of 
Maverick Drycleaners invited 
several drycleaners to speak 
with him during a panel dis-
cussion on “How to Analyze 
Your Pricing Strategy.” With 
the labor and supply shortages 
creating financial hardships for 
drycleaners, Coyle believes the 
answer is to remain aggressive 
with price increases. 
    “Over the past two years, 
I’ve seen that people really fall 

into one of two camps. One is 
those who crawl into a bit of a 
turtle shell and do a bit of wait 
and see — waiting for things 
togo back to normal, waiting 
for things to get better,” he ex-
plained. “Then, there are other 
people out there who are con-
stantly learning, constantly 
trying to learn those new skills 
so they can take their business 
and themselves personally to 
the next level.” 

    “If you are very nervous, 
very trepid about the idea of 
raising your prices, it would 
probably be very helpful for 
you to hear from someone who 
is in that same exact position.” 
    Instead of one, Coyle 
brought along three: Ron Sa-
cino of Sacino’s Cleaners in St. 
Petersburg, FL; Jonathan Bence 
of Troy Cleaners in Port 

Huron, MI; and David Edricks 
of Edrick’s Fine Drycleaning in 
Farmington, CT. 
    Edricks has worked to take 
his company and pricing to 
new levels by offering his com-
pany’s Total Client Satisfaction 
program. “Our approach to 
premium pricing and specialty 
items is more than just charg-
ing more money for an item,” 
he explained. “For us, what 
we’re trying to do with pre-

mium pricing is to create that 
client relationship and a pro-
gram for our clients to earn 
their trust so that we can con-
sider them a partner.” 
    “When they trust us and 
they experience what we’re 
able to do with their shirts and 
blouses and their regular day-
to-day stuff, it makes it a lot 
easier for them to automati-

cally think of us when they 
want to do the specialty 
items,” he added. 
    In Florida, Sacino’s Cleaners 
had historically set their prices 
based on the competition’s — 
a common method by cleaners. 
“That wasn’t a good strategy 
at all,” laughed owner Ron Sa-
cino. What has been a good 
strategy for him — starting last 
July — is raising prices across 
the board one percent every 
month until the top 20% of 
their customers complain too 
much. However, the cost does 
come with extra effort. “We try 
to do things to make them love 
us,” Sacino added. 
    For the final panelist — 
Jonathan Bence — the idea of 
raising prices was the last re-
sort, even when it was clear 
that the business needed to do 
so to become profitable. Bence 
was convinced if he raised 
prices he would lose his cus-
tomers to his competition. 
    When Coyle told him to 
raise his prices 36%, Bence was 
terrified. “I almost fainted,” he 
confided. “I couldn’t sleep for 
days — my wife could tell you. 
I didn’t want to gouge cus-
tomers. I didn’t want to come 
across as some mean, rich guy.” 
    Most of all, though, he 
didn’t want to close his doors, 
so he finally relented. “To the 
best of my knowledge, we did-
n’t lose any of our top 20% 
clients,” he recalled, and even 
when some of the bottom 80% 
left, the business still became 
profitable due to the price in-
creases. “Volume went down, 
but money went up,” he 
added. 
    “I still remember those 
nights of that sick feeling to 
your stomach, but it was the 
right thing to do, and since 
then, we’ve raised prices twice 
just because of supplies and 
wages in our area,” he contin-
ued. “Our team member pay 
has gone up about 30%, as 
well. So, you just have to do it.”
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Exploring the why behind Generation Y

    When the Textile Care Al-
lied Trades Association meets 
at the Wild Dunes Resort at the 
Isle of Palms next month, it 
will officially be 102 years old; 

however, that will not stop the 
association from finally cele-
brating its 100th anniversary 
after Covid cancelled original 
plans in 2020. 

    The celebration will now 
take place at the association’s 
2022 Educational & Manage-
ment Conference, scheduled 
from April 3 to 6. 
    The keynote speaker for the 
event will be John R. DiJulius, 
III, president of the DiJulius 
Group, a customer service con-
sulting firm that has worked 
with companies like Starbucks, 
Chik-fil-A and Nestle. 
    He is also co-founder of 
John Robert’s Spa, which has 
been named as one of the top 
20 salons in America. 
    He is the author of several 
books relating to the customer 
service industry, including The 
Customer Service Revolution: 
Overthrow Conventional Busi-
ness, Inspire Employees and 
Change the World. 

    Other speakers scheduled to 
speak at the event include Ian 
Heller  and Nancye Combs. 
    Heller is a founder and sen-
ior partner at Distribution 
Strategy Group and has gath-
ered more than 30 years of ex-
perience executing marketing 
and e-business strategy in the 
wholesale distribution indus-
try. 
    Combs is a trusted adviser, 
remarkable educator and a 
voice of authority on Human 
Resources and Organizational 
Management.  
    In addition to being a 
speaker, she consults, writes 
and offers witness testimony 
on workplace issues. 
    Prior to the business ses-
sions on Monday and Tuesday 
morning, TCATA will host a 

board meeting from 4 to 5 p.m. 
on Sunday, followed by a wel-
come reception and dinner that 
evening. 
    Registration costs are re-
duced for those who sign up 
prior to March 25. The cost is 
$700 for members and $300 for 
spouses. After the March 25 
deadline, however, the cost 
goes up to $775 for members 
and $400 for spouses. 
    To sign up, visit tcata.org 
and click on the “2022 Annual 
Conference” link from the top 
of the page.  
    Also on the site is a link to 
make reservations at the host 
hotel, the Wild Dunes Resort 
in Isle of Palms, SC. TCATA 
has reserved a rate of $249 per 
night for those who make 
reservations from there.

TCATA conference to move forward next month

During WinterFest EXPO 2022, Dave Coyle (top left) hosted a panel discussion on pricing 
strategies where drycleaners Ron Sacino (top right), David Edricks (bottom left) and 
Jonathan Bence (bottom right) relayed how their ideas of pricing drycleaning items have 
evolved over the years — but only after they overcame their reluctance to raise prices.

Continued from page 1

When told he needed to raise his 
prices 36%, Jonathan Bence was 

terrified. “I almost fainted. I couldn’t 
sleep for days,” he recalled.

John DiJulius Nancye Combs Ian Heller
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BUILDING VALUE
BY KERMIT ENGH               

This month we are going 
to look at another driver 
of value for your com-

pany. This one is called the 
Switzerland Structure. You 
may be asking yourself why. 
Let’s look at the history of 
Switzerland — a little country 
deep in the heart of Europe — 
and you’ll find there’s an inter-
esting background.  

     

Switzerland did not join ei-
ther of the world wars despite 
being in the epicenter of the 
fighting. They decided not to 
cozy up to any of the geopolit-
ical factions that were forming 
and decided to remain inde-
pendent.  

     

They did not send troops to 
Iraq during the Iraq War; they 
wanted to remain independ-
ent. When the Eurozone 
started to use the euro cur-
rency, they opted out and kept 
their own currency. In fact, 
they did not even join the 
United Nations before having 
an entire countrywide referen-
dum on whether to join.  

     

They are obsessed with re-
maining independent, and so 
we use the name of the 
Switzerland Structure to define 
how dependent your company 

is on anyone... customer, em-
ployee or supplier.  

     

Those who become the best 
at the Switzerland Structure at-
tribute find a way to remain in-
dependent like the country of 
Switzerland from any one of 
those so they do not have a re-
liance on one customer, are too 
dependent on a single em-
ployee and are not too depend-
ent on a single supplier. 

More Customers Means 
More value  

     

The most valuable compa-
nies that we see are the ones 
where the owners have no per-
sonal relationship with the cus-
tomers because they have 
good customer diversification. 
They have hundreds of cus-
tomers, not dozens of them. 

    

To go back to the statistics, 
as we have discussed in previ-
ous months, we know the av-
erage multiple offered the 
businesses that have gone 
through our scoring assess-
ment in Value Builders is 3.76 
times their pre-tax profit. 

    

This is from thousands of 
cases researched. However, 
when we isolate those that 
know each of their customers 

by first name, those companies 
are seeing a significant dis-
count — less than three times 
pre-tax profit. 

    

Again, if you know each of 
the customers by first name, it 
is going to be difficult to ex-
tract that business out of your 
hands and acquirers are going 
to look at that and say, “...but 
it’s too dependent on this one 
employee, the owner and just 
a handful of customers.”  

    

There is too much customer 
concentration and too much 
employee dependence, so it 
will perform low. If you look at 
those businesses where the 
owner rarely gets involved in 
dealing with a single customer 
— in other words, there is a lot 
of customer diversification — 
those businesses are getting 
much higher values. 

    

In my early days nearly 30 

years ago, I worked extremely 
hard to learn my customers’ 
names, especially those over 
the counter.  

    

Then, we opened our sec-
ond physical location and I 
could not be at both places all 
the time. It was then that 
knowing every customer was 
no longer possible or needed. I 
would have scored extremely 
low in this value area back 
then, but not now. Today, I 
only know legacy customers 
(those over 30 years) or those 
our CSRs introduce to me. This 
is also easier if your family 
name is not included in the 
company name. 

Reducing Key Employee   
dependence 

    

The second area to increase 
your Switzerland Structure 
score deals with dependency 
on key employees. This is an 
area I had huge struggles with 
for many years. I was truly a 
hostage in my own business. I 
know many reading this have 
felt the same way or feel that 
way now... but no more. So, 
how do we do that?  

    

First, let’s focus on the 
short-term ideas and then a 
longer-term solution. 

    

In the short term, make sure 
you are doing everything you 
possibly can in order to retain 
your key employees. As I show 
you this laundry list of ideas, 
I’m not suggesting you apply 
all of them today or adopt 
them all — more to just get 
your mind spinning on the dif-
ferent ways you can retain key 
employees in the short term... 
stock options, stay bonuses, 
flex hours, extra vacation, 
training opportunities, ad-
vancement opportunities. All 
of these are standard ways that 
you can keep your hands 
wrapped around your key em-
ployees today. Of course, what 
you want to do overall is re-
duce your reliance on these 
key people.  

    

Cross-train other employees 
to make sure that key jobs have 
at least two people who can ac-
tually execute them. Even bet-
ter than training is automating. 
I have a huge desire to auto-
mate anything that can be au-
tomated, whether it is 

payments, ordering, payroll, 
HR functions, bank reconcilia-
tions or marketing functions.  

    

Can you document your 
standard operating procedures 
so there is an employee man-
ual that people can follow? 
This would allow a “plug and 
play” guide for employees so 
that they could follow your 
procedures. Think of McDon-
ald’s as the ultimate procedure 
maker. 

diversifying Your Suppliers 
Reduces vulnerability 

    

Lastly, suppliers are the 
third area where you may be-
come overly dependent. Hav-
ing only one key supplier 
could have a major impact for 
your company.  

    

What we want to do is di-
versify the suppliers to the 
point where no one supplier is 
dominating your supply chain. 
Different parts of the country 
struggle with this very situa-
tion. You may have only one 
viable supplier for your core 
supplies. This puts you in a 
very vulnerable position.  

    

At least two of our Methods 
for Management members ex-
perienced this in the past year 
because the one vendor closed 
their doors.  

    

Now, what is your backup? 
What would a potential buyer 
think of that situation? 

    

We have looked at numer-
ous factors in the value of your 
business over the past number 
of months. If you are curious 
as to how you would score, I 
encourage you to take the 
Value Builders Score to see 
where you stand currently. 
There is no cost or obligation. 
Please go to the link below and 
engage.  

    

Until then, enjoy building 
value. 

    

For your free Value Builders 
Score, visit our site online at: 
mfmbusinesscoaching.com.

How the Switzerland Structure drives value

Those who become the best at the 
Switzerland Structure attribute 

have found a way to remain 
independent like Switzerland.
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Kermit Engh has been an 
owner/operator in the dryclean-
ing industry for over 29 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 by email at 
kengh@mfmi.com.
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KEEP IT LEGAL
Employment Law 101 is now in session

BY FRANK KOLLMAN

I
 am doing a training session 
tomorrow for an employer 
on Equal Employment Op-

portunity laws. I wish I could 
say that the company willingly 
engaged me to do the training, 
but the employer was ordered 
by the Equal Employment Op-
portunity Commission (EEOC) 
— as part of a settlement — to 
conduct supervisor training on 
EEO compliance. 

    

I thought I would share 
some of the presentation in this 
month’s column. 

    

Here are the laws adminis-
tered by th EEOC in order of 
their enactment by Congress: 
Equal Pay Act of 1963, Title 
vII of the Civil Rights Act of 
1964, Age discrimination in 
Employment Act of 1967, 
Pregnancy discrimination 
Act of 1978, Americans with 
disabilities Act (ADA) of 
1990, Title vII of the Civil 
Rights Act of 1991, the Genetic 
Information Non-discrimina-
tion Act of 2008, and the AdA 
amendments Act of 2008. I 
know. You are exhausted al-
ready, but read on. 

    

Before I summarize each 
law, keep in mind that each has 
anti-retaliation provisions. 

Even if you are not violating 
any of these laws, you cannot 
retaliate against any employee 
who raises questions about 
employment practices under 
these laws. It is the rare em-
ployee complaint made in bad 
faith that can result in discipli-
nary action. Otherwise, com-
plaints of discrimination 
should be addressed, even if 
untrue, without retaliation. 

    

The Equal Pay Act says that 
employees must be paid equal 
pay for substantially equal 
work without regard to their 
sex. Exceptions unrelated to 
the employee’s sex, such as 
seniority, skill, effort and re-
sponsibility, are permitted. 
But, if the wage is based on 
sex, it is illegal. 

    

The Civil Rights Act pro-
hibits discrimination based on 
race, color, sex, national origin 
and religion. Eventually, it was 
amended to include preg-
nancy-based discrimination. 

    

The Age discrimination in 
Employment Act (ADEA) pro-
hibits discrimination against 
persons 40 years or older. 
Some state laws make age dis-
crimination at any age im-
proper. 

    

The Americans with dis-
abilities Act (ADA) requires 
reasonable accommodation to 
qualified individuals who are 
employees or applicants for 
employment, unless to do so 
would cause undue hardship. 
In general, an accommodation 
is any change in the work en-
vironment or in the way things 

are customarily done that en-
ables an individual with a dis-
ability to enjoy equal 
employment opportunities. 
Amended in 2008, the ADA 
now covers virtually every 
physical or mental health con-
dition that could affect an em-
ployee’s life activities, 
including temporary condi-
tions. 

    

The 1991 changes to the civil 
rights’ laws added compensa-
tory and punitive damages for 

successful claimants, provided 
for attorney’s fees, and made 
jury trials possible. Prior to 
1991, only judges could de-
cides these discrimination law-
suits. 

    

The Genetic Information 
non-discrimination Act, a.k.a. 
GINA, made it illegal to dis-
criminate against employees or 

applications because of genetic 
information. Genetic informa-
tion is basically any informa-
tion relating to DNA, but it has 
been interpreted to mean infor-
mation about relatives that 
could show, for example, that 
an employee’s family is prone 
to particular diseases. GINA 
prohibits the use of genetic in-
formation in making employ-
ment decisions, restricts 
employers from requesting, re-
quiring or purchasing genetic 
information, and strictly limits 
the disclosure of genetic infor-
mation. 

    

These laws have resulted in 
numerous interpretations by 
regulation or court decision. 
For example, decisions made 
on racial stereotypes or deci-
sions based on who a non-mi-
nority employee associates 
with can be illegal (such as 
white employee with a non-
white spouse). Racial and eth-
nic slurs, in addition to being 
evidence of discrimination, can 
themselves be challenged as 
creating an intimidating, hos-
tile or offensive working envi-
ronment. Even where there is 
no conscious effort to treat an 
African American or woman 
differently in the workplace, if 
there is no legitimate business 
reason for the disparate treat-
ment, that is evidence of dis-
crimination (in these cases, 
race or sex). 

    

Religious beliefs must be ac-
commodated unless the ac-
commodation would create 
undue hardship. While dress 
codes can be enforced, those 
dress codes must be modified 
to deal with religious require-
ments unless it can be shown 
that it would create an undue 
hardship for the employer. 

    

The laws against sex dis-
crimination also prohibit sex-
ual harassment. In fact, sexual 
harassment laws have been ex-

panded to include same sex 
harassment, which was not the 
case when the anti-harassment 
regulations were issued. 
Words matter in the work-
place. 

    

Under the ADA, employees 
with disabilities are entitled to 
what is called the “interactive 
process” to discuss with their 

employer or prospective em-
ployer if there is an accommo-
dation that will permit them to 
do the job. Even if an employer 
is convinced that there is no ac-
commodation and the effort 
would be a waste of time, there 
must be an interactive process 
to discuss the problem. The 
theory is that perhaps the em-
ployee will come up with a 
reasonable accommodation the 
employer has not considered. 

    

Under the ADA, health 
questions prior to hire are gen-
erally prohibited. In addition, 
medical information must be 
kept separate from personnel 
files, and it must be treated as 
confidential. The EEOC, for ex-
ample, takes the position that a 
positive Covid test is confiden-
tial medical information. 

    

Finally, employers have to 
understand that they are re-
sponsible for training their su-
pervisors on these laws 
because they are responsible 
for the conduct of their super-
visors. As I have said at count-
less seminars, companies will 
require a supervisor to get per-
mission to spend $25, but per-
mit them to make employment 
decisions — without training 
— that could cost the company 
hundreds of thousands of dol-
lars. Many cases turn on 
whether the person who en-
gaged in the potentially dis-
criminatory conduct was, in 
fact, a supervisor. Know who 
your “legal” supervisors are 
and train them.

Employers have to understand that they are 
responsible for training their supervisors on 
these laws because they are responsible for 

the conduct of their supervisors.

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.

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

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!
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In this issue, we conclude the 
series on solvent heating 
covering different compo-

nents of your drycleaning ma-
chine’s distillation system (see 
LEGEND in graphic for color 
indications and illustration for 
corresponding numbers). 

    

1a Steam Trap. Similar to 
any other steam-heated device, 
there is a steam trap installed at 
the outlet of the steam jacket on 
the bottom of the still. 

Common Problems 

    

• Trap Stuck Shut. If the 
trap is partially stuck shut, the 
still will prevent proper heat-
ing. This will stop or greatly 
slow the rate of distillation, 
even preventing any distillation 
from taking place at all. 

    

• Trap Stuck Open. This 
condition is harder to diagnose 
since, in most cases, there will 
be no change in distillation per-
formance. However, in situa-
tions where the boiler power is 
limited, the extra steam load 
caused by a trap stuck open 
may drop the steam pressure, 
reducing or greatly slowing the 
rate of distillation. 

    

4 Steam Sweep valve. 
Found on perc machines, this 
valve is used to admit live 
steam into the still at the end of 
the distillation cycle. The steam 
mixes with the solvent being 
still in the still bottom and 
forms what is known as an 
azeotropic mixture. This mix-
ture boils at a lower tempera-
ture than perc, thereby boiling 
off (evaporating) most of the 
solvent left in the still bottom. 

Common Problems 

    

•valve Open Too Much or 
Left Open. Normally, there is a 
restrictor in series with this valve 

which limits the flow of steam 
into the still. However, on some 
machines this is absent, and the 
flow of steam needs to be con-
trolled by adjusting the valve 
opening manually. If the valve 
admits too much steam into the 
still, it may overly pressurize the 
condensing system resulting in 
extreme surging. This forces con-
taminated and/or unseparated 
water (more to follow about 
water separation in this series) 
into the distilled solvent storage 
tank. Also, if excess steam enters 
the still, it is possible to over-
whelm the water separation 
process and overheat the sol-
vent/water mixture. The result 
of this is inefficient 
solvent/water separation. 

    

• valve Leaking. If the steam 
sweep valve leaks, the result is 
usually an overheated still con-
denser, a tendency for the still to 
boil over and excess water dis-
charging from the water separa-
tor’s discharge valve. The 
presence of water droplets on 
the still sight glass, throughout 
the distillation cycle — even 
after several minutes of the ad-
dition of the new solvent to the 
still — is a very accurate indica-
tor of this condition. 

    

5  Still Pressure valve. This 
valve is designed to open if a 
pre-set pressure is exceeded. In 
this application it prevents ex-
ceeding the proper pressure re-
quired to assist in forcing 
solvent vapors up and into the 
still condenser. When the distil-
lation system is operating prop-
erly, you will not even know 
this valve is there. 

Common Problems 

    

• valve Stuck Open. You 
will know if this valve is stuck 

open as soon as the still heats 
up enough to evaporate sol-
vent. Large quantities of sol-
vent vapor will exit from the 
still area and you’ll be able to 
smell solvent odor as well as 
see solvent vapor condensing 
around the outside of the still. 

    

• valve Stuck Shut. If this 
valve sticks shut and the still is 
operating correctly, there will 
be no indication at all. Should 
the still overheat or a blockage 
develops at the inlet or outlet of 
the still riser, there will be a 
very strong solvent odor and 
likely vapor or liquid solvent 
leaks at flanges and/or unions 
in the vapor path from the still 
as well as around any access to 
the still, like clean-out door 
and/or sight glass gaskets. 

    

6  Boil-Over Sensor. This de-
vice is found mostly on the 
stills of newer machines that 
distill under a vacuum. It de-
tects the height of the foam 
and/or solvent level inside the 
still, shutting off the steam sup-
ply and/or opening a solenoid 
valve connecting inside of the 
still to the atmosphere. On ma-
chines using vacuum and heat 
to evaporate the solvent, this 
will instantly increase the pres-
sure inside the still, interrupt-
ing the distillation process and 
reducing the foam on top of the 
solvent. Usually, there is some 
error indication when this sen-
sor is activated. 

Common Problems 

    

• Sensor Continuously Acti-
vated. If this condition is pres-
ent, you will be unable to pull a 
vacuum in the still. The vacuum 
pump will operate continuously 
without the distillation process 
starting. An error condition will 

usually be indicated. 

    

• Sensor Fails to Activate. If 
the still is working properly, 
there will be no indication of 
this device failing. However, if 
a still condition results in exces-
sive foaming, there will likely 
be still boil-overs with the re-
sultant contamination of the 
water separator(s) and distilled 
solvent storage tank. 

    

7  High-Level Safety Switch. 
This is a float-operated switch 
monitoring the level of the sol-
vent in the still. Inside the still 
is a ball float which is linked to 

an electric switch on the out-
side of the still. If the level of 
solvent in the still exceeds a 
pre-set safety point, this device 
typically shuts off the solvent 
pump preventing any further 
filling of the still, as well as 
shutting off the still steam con-
trol valve, preventing any fur-
ther heating of the still. There is 
typically some form of error in-
dication when this switch is ac-
tivated. The most obvious 
symptom will be the solvent 
pump will not operate, as well 
as an error message. Also, the 
still steam control valve will not 
open unless there is an over-
ride. This presents the problem 
of how to boil off the excess sol-
vent in the still. I’ll cover that 
procedure in another article. 
That’s it for now. Next month 
I’ll focus on the system that 
condenses the hot solvent into 
pure distilled solvent to be 
reused over and over again.

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 auto-
matically adds the correct 
amount of boiler compound to 
the return tank, preventing oxy-
gen corrosion and scaling, as 
well as replacing that trouble-
some ball float valve in the con-
densate return tank. Our 
SAHARA, high purity separator 
water mister/evaporators supply 
a thrifty, legal method to get rid 
of the separator water generated 
by your drycleaning machine. 
See our add 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 — Part II
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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:



F irst of all — before we go 
any further — I want to 
eliminate any rumors that 

I am retiring, dying, divorcing 
my wife, looking for my lost 
cat, and all the other questions 
I’ve had to answer since an-
nouncing selling The Route 
Pros to Mark Albrecht re-
cently. 

    

Truly, it was a move de-
signed to make things better 
for all of us involved, includ-
ing our clients. However, I will 
continue staying on as a con-
sultant, just like I did before. I 
appreciate all of the calls and 
concerns. 

    

With that said, let us turn 
our attention to an underlying 
message that we often over-
look when we run a business 
— and that is finding our 
sweet spot. 

    

I personally define it as 
growing to a point where 
you’re making money, but not 
working harder and ultimately 
putting yourself in a position 
to implode. 

    

Too often, businesses grow 
too fast and they’re not pre-
pared or even have enough 

staff. As an owner, you end up 
working 90 hours a week only 
to experience burnout — a loss 
of focus and energy which 
eventually leads the business 
back to an attrition of cus-
tomers, which only places you 
where you were before the 
growth. 

    

This does not mean you 
shouldn’t grow, just that you 
must find that spot where you 
can handle the growth, take 
care of the customers, raise 
your prices and continue to 
operate and run the business 
so that it doesn’t run you. 

    

It’s probably one target that 
nobody looks at until they’ve 
actually experienced it. 

    

The biggest concern I usu-
ally have is between your 
sweet spot and becoming com-
placent.  

    

Too often, owners become 
too comfortable and take their 
feet off the gas pedal only to 
experience a loss in the busi-
ness before it’s too late to re-
bound. The sweet 
spot can be differ-
ent for every 
owner, as well. 
Some are more 
hands-on than 
others and 
truly enjoy it.  

    

Others like to 
delegate, especially 
the things they don’t 
do well or might put 
them in the posi-
tion of getting in the way. The 
bottom line when you run a 
business is that your bottom 
line is the bottom line! 

    

Do you want to make 
enough profit for a comfort-

able living and/or put yourself 
in a position to sell? Wealth 
does not always equal profit.  

    

Remember, you can only 
handle so much of the business 
before you have too much on 

your plate.  
Find your sweet spot 
and you will find hap-
piness and profit.  
You will also have a 
better chance of sur-

vival over the next few 
years.
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THE ROUTE PRO
Finding better balance in your business

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.

The biggest 
concern I usually 

have is the 
difference 

between your 
sweet spot and 

becoming 
complacent.

2022 
March 7-11 Drycleaning and 

Laundry Institute’s “Introduc-
tion to Drycleaning” class, 
DLI’s School of Drycleaning 
Technology, Laurel, MD. For 
more information, visit DLIon-
line.org. 

March 13 Drycleaning and Laun-
dry Institute’s webinar with 
Dave Coyle on “How to Use 
BizLeads to Acquire Target 
Professionals.” For more infor-
mation, visit DLIonline.org. 

March 14-25 Drycleaning and 
Laundry Institute’s “Advanced 
Drycleaning” class, DLI’s 
School of Drycleaning Technol-
ogy, Laurel, MD. For more in-
formation, visit DLIonline.org. 

March 30 Drycleaning and Laun-
dry Institute’s webinar with 
Frank Briercheck on “Wash-
Dry-Fold.” For more informa-
tion, visit DLIonline.org. 

April 3-6 Textile Care Allied 
Trades Association’s 2022 Edu-
cational & Management Con-
ference, Wild Dunes Resort in 
Isle of Palms, SC. For more in-
formation, visit tcata.org. 

April 4 Wisconsin Fabricare In-
stitute’s Milwaukee Brewers 
MLB Game 2022, Johnsonville 
Party Deck. For more informa-
tion, visit wiscleaners.com. 

April 24 National Cleaners Asso-
ciation’s “Advanced Stain Re-
moval” class, 9 a.m. to 5 p.m. 
EST. For more information, 
visit nca-i.com. 

April 25-29 National Cleaners 
Association’s “Five-Day 
Drycleaning and Stain Re-
moval” course, 11 a.m. to 7 
p.m. EST daily. For informa-
tion, visit nca-i.com. 

April 26, 28, May 3, 5, 10, 12, 17 
Drycleaning and Laundry Insti-
tute’s “Stain Removal” class 
(virtual). For more information, 
visit DLIonline.org. 

April 29 - May 1 North Carolina 
Association of Launderers & 
Cleaners 2022 Spring Meeting, 
Blockade Runner Beach Resort, 
Wrightsville Beach, NC. For 
more information, visit 
ncalc.org. 

May 15 National Cleaners Asso-
ciation’s “Technical Training at 
the Counter for CSRs” class, 9 
a.m. to 5 p.m. EST. For more 
information, visit nca-i.com. 

May 21-22 National Cleaners As-
sociation’s “Two-Day Pressing 
and Finishing” course, 9 a.m. to 
7 p.m. EST. For more informa-
tion, visit nca-i.com. 

 
 
 

May 17-19 Excellence in Laun-
dry Conference, sponsored by 
the Coin Laundry Association. 
Rancho Bernardo Inn, San 
Diego, CA. Call (800) 570-
5629. 

June 7, 9, 14, 16, 21, 23, 28 (vir-
tual) July 14-15 (on-site) 
Drycleaning and Laundry Insti-
tute’s “Introduction to 
Drycleaning” class (blended 
virtual and live), DLI’s School 
of Drycleaning Technology, 
Laurel, MD. For information, 
visit DLIonline.org. 

June 21 Wisconsin Fabricare In-
stitute’s Fitzgerald Classic Golf 
Outing, River Club of Mequon. 
For more information, visit 
wiscleaners.com. 

July 29-30 Michigan Institute of 
Laundering and Drycleaning 
summer convention, Crystal 
Mountain, Thompsonville MI. 
Call (870) 390-6453. 

July 30-August 2 Clean Show 
2022. Georgia World Congress 
Center, Atlanta, GA. Call (770) 
984-8023. 

August 8-12 Drycleaning and 
Laundry Institute’s “Introduc-
tion to Drycleaning” class, 
DLI’s School of Drycleaning 
Technology, Laurel, MD. For in-
formation, visit DLIonline.org. 

 

August 11-13 TexCare Asia & 
China Laundry Expo, Shanghai 
New International Expo Centre 
in China. For more informa-
tion, visit texcare.com/brand. 

August 15-26 Drycleaning and 
Laundry Institute’s “Advanced 
Drycleaning” class, DLI’s 
School of Drycleaning Technol-
ogy, Laurel, MD. For more in-
formation, visit DLIonline.org. 

September 13-16 Textile Rental 
Services Association annual 
conference and exchange, 
Nashville, TN. Call (703) 519-
0029. 

September 13-15, 20, 22, 27, 29, 
Oct. 4 Drycleaning and Laun-
dry Institute’s “Stain Removal” 
class (virtual). For more infor-
mation, visit DLIonline.org. 

September 30 - October 1 
Southwest Drycleaners Associ-
ation’s annual Membership & 
Board meeting, Albuquerque 
Marriott Pyramid North, Albu-
querque, NM. For more infor-
mation, visit sda-dryclean.com. 

October 14-16 North Carolina 
Association of Launderers & 
Cleaners 2022 Annual Conven-
tion, Cambria Downtown, 
Asheville, NC. For more infor-
mation, visit ncalc.org. 

 
 

October 17-21 Drycleaning and 
Laundry Institute’s “Introduc-
tion to Drycleaning” class, 
DLI’s School of Drycleaning 
Technology, Laurel, MD. For 
more information, visit DLIon-
line.org. 

October 21-24 EXPOdetergo In-
ternational, Fiera Milano con-
vention center, Milan, Italy. For 
more information, visit expode-
tergo.com. 

October 24 - November 4 
Drycleaning and Laundry Insti-
tute’s Advanced Drycleaning 
class, DLI’s School of 
Drycleaning Technology, Lau-
rel, MD. For more information, 
visit DLIonline.org. 

 
2023 

April 28-30 SDA’s Cleaners 
Showcase, Irving Convention 
Center, Irving, TX. Call (512) 
873-8195. 

 
2024 

November 9-13 Texcare Interna-
tional trade show, Frankfurt Ex-
hibition Centre, Germany. For 
more information, visit tex-
care.com/brand.

D
Be sure to send us your upcoming events to be added to our calendar of  events. 

E-mail them to: info@nationalclothesline.com.

A T E L I N E



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

MARCH, 2022 / NATIONAL CLOTHESLINE / PAGE 19



One of the things that has 
impressed me the most 
over the past few years 

is just how resilient our indus-
try is. We have seen challenges 
and obstacles like never before, 
but we have risen to meet 
those challenges, looked for-
ward and found ways to over-
come those obstacles and are 
poised to take advantage of the 
opportunities that lie ahead. 

    

To recognize those opportu-
nities and challenges, first you 
need to understand what busi-
ness you are in. If you are a 
DLI member and have par-
taken in the DLI peer-to-peer 
calls lately, this topic has been 
discussed a few times. Com-
mon answers include: cleaning 
garments, cleaning textiles, 
keeping customers looking 
good, providing service, taking 
care of customers’ needs and 
more. One of my favorites was 
“providing a positive experi-
ence for those who use our 
services.” 

    

This question is not a new 
one. One member recently sent 
me an excerpt from the DLI 
Fabricare from 2012:  

    

“Business is not merely about 

making money or beating the 
competition or being your own 
boss, though those are nice bene-
fits. Business means serving cus-
tomers. Serving customers means 
making people happy, and when 
you make people happy they have 
a tendency to like you. People buy 
from people they like!” 

    

In my opinion, the people 
who look beyond the technical 
aspect of our services — the 
cleaning of fabrics and textiles 
— and look more at the need to 
service our customers and 
make a positive impact in their 
lives are the ones who have 
adapted the quickest and have 
set themselves up for success. 
I don’t think there is any better 
statement to sum up the con-
sumer attitude that prevails 
today. You need to be a busi-
ness that people like to buy 
from and use. That means 

great service, great quality, a 
social conscious, and a busi-
ness that is a part of your cus-
tomers’ community. 

    

By recognizing that your 
main business is providing the 
services your customers and 
potential customers need and 
want is paramount to adapting 

to the changes we have all 
faced. It is not just about clean-
ing shirts/blouses and 
skirts/suits; it is about helping 
them understand the benefits 
of the service you can provide. 
You are selling a good experi-
ence. It is a “people” business 
and how you make them feel is 
the pivotal attribute to your 
success. If they feel good, then 
your service will be successful 
regardless of the cost. 

    

We have seen tremendous 
growth in the wash-dry-fold 
(or even the new wash-dry-

hang) programs many cleaners 
have tried. We have seen a 
growth in pickup and delivery 
routes as people have looked 
to adapt to their customers’ 
need for convenience and con-
tact-less service. While many 
of these things were brought 
about by Covid, most of these 
changes were already heading 
our way and the pressures just 
accelerated the changes. 

How do you recognize the 
challenges? 

    If you are reading this, you 
are already ahead of the game. 
Publications like National 
Clothesline provide a tremen-
dous service. They bring you 
free information on the latest 
happenings, news and colum-
nists that help you understand 
the implications of that infor-
mation. There are other free in-
dustry publications, as well, 
and they all bring a little differ-
ent perspective. You should 
subscribe to them all. 
    One of the critical reasons 
our industry has been able to 
adapt so well has been the 
wealth of information that was 
made readily available. DLI 
and its local partners — like 
my groups, NEFA, SEFA and 
MAC — have all excelled at 
proving timely information 
and valuable insight for its 
members and the industry. 
Like the drycleaning industry, 
I, too, had to adapt to the new 
realities and change my focus 
on what we provided. We had 
to do more, not less. We 
needed to be out in front of the 
issues so people like our mem-
bers, the trade press and con-
sultants knew where to look 
for answers. 
    There is no better time to be 
a member. We are continuing 
these efforts and even 
strengthening them as we look 
beyond Covid and to new 
fashions and trends. Our pro-
grams will only grow stronger 
as we focus on the news, mar-
keting, social media and tech-
nical information. We will 
provide you with all of the lat-
est information on government 
and human resources pro-
grams. Trust me, there are still 
a lot of changes to come, and 
you will need resources to un-
derstand the implications. 

Use all of the tools in your 
toolbox 

    Don’t just rely on the free 
printed publications I men-
tioned, but use the other tools 
that are out there. DLI has a 
terrific Facebook Group de-
signed to answer all of your 

questions and concerns. The 
Route Pros and Maverick Market-
ing have great groups, and 
there are many more. Search 
out these social media groups 
so you can be kept up-to-date 
on the latest trends and infor-
mation. Look to your vendors 
to keep you up-to-date on crit-
ical supply chain issues and 
timelines. Use their knowledge 
and expertise. They are valu-
able resources and provide 
great insight into the market-
place. 
    Now is not the time to pull 
back and wait out the changes; 
now is the time to take a step 
forward and position yourself 
in a place of strength. Knowl-
edge is the foundation of that 
strength. 
    DLI has weekly peer-to-peer 
calls that are an open forum. 
Recent calls have featured top-
ics like pricing strategies, mar-
keting, hours of operation, 
drop boxes, POS companies, 
credit card fees and the biggest 
issue facing all small busi-
nesses — staffing.  
    If you are reading this and 
would like to sit in on one of 
these calls as my guest, let me 
know and I will personally 
send you a link and invite you 
to participate. Just call or email 
me. 

Now is the time! 
    If you are not a member of 
DLI and its partners, now is 
the perfect time to join. Indus-
try vendors understand the 
benefits of membership so 
much that they have joined to-
gether to reward people who 
join and renew their member-
ship. You will see from the ad 
in this issue (page 17) that a 
new membership pays for it-
self just by these incentives 
alone. Act now. Try it for a year 
and learn how you can 
strengthen your business. 
    I am committed to your suc-
cess. I firmly believe that if you 
succeed and I can play some 
role in that success, then I have 
done my job. I invite all indus-
try members to reach out and 
let me know where your 
biggest challenges are coming 
from and I will see how we can 
work together to provide ways 
to conquer them.

How have you adapted to today’s reality?

Now is the time to take a step 
forward and position yourself 

in a place of strength.
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Peter Blake serves as executive 
director of the North East Fab-
ricare Association, the South-
eastern Fabricare Association, 
and the MidAtlantic Associa-
tion of Cleaners. He can be 
reached by email at 
peteblke@aol.com or by phone 
at (617) 791-0128.

 

AN OUTSIDE PERSPECTIVE
BY PETER BLAKE         

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

If you attend one industry event this 
year, The Clean Show should be 
it! Discover new products, exciting 
technology, and ground-breaking 
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!

THE CLEAN SHOW  
IS THE #1 PLACE TO BE THIS SUMMER! 

July 30 – August 2, 2022 

Georgia World Congress Center
Atlanta, Georgia USA

LEARN MORE
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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
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THE SPOTTING BOARD BY DAN EISEN

During the course of my 
consultations and train-
ings I come across 

drycleaners using a large vari-
ety of different chemicals from 
different manufacturers. The 
chemical formulations offered 
by different manufacturers are 
not necessarily similar, and the 
drycleaner has to choose what 
works best for them. There is 
not just one manufacturer who 
has a monopoly providing all 
the best chemicals.  

    

The drycleaner may use dif-
ferent products from different 
manufacturers. Drycleaners 
should jump at the opportu-
nity of obtaining samples and 
trying different products in 
order to find out which one 
works best for them. Using 
products properly is a must for 
obtaining the best results. 

Neutral Lubricant 

    

This is one of the most im-
portant aids for successful wet 
side stain removal. The 
drycleaner who does not use 
neutral lubricant misses out on 
the opportunity to remove wet 
side staining without using 
tannin or protein formulas. 

The quality of the neutral lu-
bricant that you use and the 
way it is use are important fac-
tors. Neutral lubricant is used 
after the stain is flushed with 
proper mechanical action. The 
neutral lubricant not only pro-
tects the fabric from damage, it 
helps break up the stain, lifting 
the stain, so it can be easily 
flushed from the fabric. 

Protein Formulas 

    

The safest protein formulas 
are the ones that have the low-
est alkalinity. The formulation 
is effective on protein stains 
and provides safety to most 
fabrics, including silk. The 
more dangerous protein for-
mulas are the ones with a high 
alkaline content, and those 
containing ammonia. 

Tannin Formulas 

    

An effective and safe tannin 
formula has a mild acid con-
tent. Tannin formulas with a 
higher acid content and those 
containing acetic acid may not 
have the same safety proper-
ties. 
Ability to Combine Products 

    

Check with your chemical 

company or sales representa-
tive whether you can combine 
tannin and protein formulas. I 
work with a chemical com-
pany who has shown me how 
a protein and tannin formula 
combination can be effective in 
removing some difficult stains. 
Although combining acid- and 
alkaline-based chemicals is not 
recommended, the results of 
combining some products can 
be beneficial. 

digesters 

    

Digesters are enzyme-based 
products that convert protein 
into soluble sugar. Different 
manufacturers have different 
enzyme-based products with 
different properties and safety. 
You should understand the 
properties of the enzyme-
based products and choose the 
one that is best for you. 

    

High Temperature En-
zymes. These enzymes are 
usually liquid and can be used 
at high temperatures up to 
140°F and do not break down 
with other chemicals. They are 
used with mechanical action 
and have a relative degree of 
safety, but not entirely. 

    

High Temperature Alka-
line-Based Enzymes. These 
enzyme-based products can be 
used with soaking or mechan-
ical action. These are not de-
signed for safety on fabrics 
such as silk, or those with poor 
color fastness. 

    

Low Temperature Powder 
Enzymes. These enzymes are 
the safest enzymes to use and 
are designed for use on silks 
and those garments with poor 
color fastness. They have the 
same degree of safety as using 
water. They can be used in a 
bath or for spotting board use. 
They must be used with tem-
peratures no higher than 120°F, 
have no contact with chemicals 
and be allowed to work on a 
fabric for at least 20 minutes. 
These enzyme-based products 
require no mechanical action. 

Ink Removers 

    

There are several products 
manufactured for ink removal. 
Some have the capability of re-
moving ink and are safe to the 
fiber and color. There are some 
ink removers produced that 
are more aggressive and may 
affect fabrics such as acetate 

and tri-acetate.  

    

It should also be noted that 
some ink removers have the 
capability of removing plastic-
based stains, which has the 
benefit of eliminating amyl ac-
etate which is prohibited in 
some states. 

Oxygen Bleaches 

    

Sodium perborate and 
sodium percarbonate. Both 
bleaches are alkaline by nature 
and I use for whitening fabrics 
in a bath. Sodium percarbon-
ate offers a higher degree of 
safety since it dissolves easier 
in cool water. 

Rust Removers 

    

Hydrofluoric acid and ox-
alic acid. Both products are 
used as rust removers. Oxalic 
acid provides a higher degree 
of safety, especially on glass 
and metallic trimmings.

Choosing the best stain removal agents

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.

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

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  
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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

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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