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Industry continues to convene post-Clean

Even with the biggest
drycleaning industry event
now in its rear view, a pair of
associations plan to build on
that momentum with impor-
tant meetings scheduled in the
coming months.

On the heels of Clean 2022
in Atlanta, the Southwest
Drycleaners Association (SDA)
and the North Carolina Asso-
ciation of Launderers and
Cleaners (NCALC) will both
host events.

First up, will be the SDA an-
nual meeting, which will take
place from Sept. 30 to Oct. 1 in
Albuquerque, NM.

It will coincide with the 50th
Anniversary of the famous Bal-
loon Fiesta, held locally, which
includes close to 600 hot air
balloon participants annually
during a nine-day event which
attracts nearly one million vis-
itors to the city.

It is one of the most pho-
tographed events in the world
and it attracts balloon enthusi-
asts from over 50 countries.

SDA plans for attendees to

gather on Saturday morning,
Oct. 1, to depart early for the
balloon park.

Later that afternoon, atten-
dees will return to the hotel for
lunch and a noon Board of Di-
rectors meeting.

Then, at 1 p.m., SDA will
present a seminar on “The Dis-
ruption Cycle” by Steve Mc-
Kee of McKee Wallwork.

Disruption is certainly one
word that quite a few cleaners
can probably relate to having
dealt with an often tumultuous
business climate during the
past couple
of years.
However,
growth ex-
pert Steve
McKee has
s pent
about four
years wad-

Steve Mckee  ing through
the waters of research findings
regarding the forces of disrup-
tion. He has quite a few
thoughts to share on the sub-
ject that will help attendees

—_—

TRl =

T
i  ; 5 / i

BLUE SKIES ON THE HORIZON? This fall, there are already events scheduled in the wake
of Clean 2022, including an SDA meeting that will coincide with the Balloon Fiesta’s 50th An-
niversary in Albuquerque, NM. Photo by MarbleStreetStudio.com
recognize trouble signs in the conduct its Executive Commit-
future and how to incorporate tee Meeting on Friday, Sept. 30
best practices principles that

will help you cope with such
changes better.

The association will also Continued on page 8

Greybull Stewardship acquires GreenEarth

Last month, equity firm
Greybull Stewardship in Jack-
son, WY, announced that it had
purchased GreenEarth Clean-
ing, the Kansas City, MO-
based company that produces
the popular alternative solvent
of the same name.

It was the latest in a series
of garment care company ac-
quisitions that the firm has
made through its Clean Brands
company, including The

DLI summer signature
classes start this month

There are only two oppor-
tunities remaining this year to
enroll in a Drycleaning and
Laundry Institute signature
drycleaning course, and one is
about to pass by.

Those who don’t sign up in
time to take part in the associ-
ation’s summer introductory
and/or advanced classes at its
School of Drycleaning Technol-
ogy in Maryland will have to
wait until the Fall sessions for
another chance.

The one-week Introduction
to Drycleaning course will

Clothes Bin textile recycling

Cleaning Station and drycleaning franchisor in the tions. No brand in the industry

franchisor last year, as well as  Bizziebox. Now, all of those world. has a better reputation for en-
Martinizing P “For those in the vironmental stewardship than
Cleaners ) & = professional ~ gar- GreenEarth,” said Mason My-
and Lapels GREYBULL g b'|zz'|e ment industry, there  ers, founder and CEO of Grey-
Cleaners STEWARDSHIP GREENEARTH POX s full acknowledg- bull,

(who  re- CLEANING ment that the indus- “This acquisition is a natural
cently try embraces the extension of our commitment

changed its
name from
Lapels Dry Cleaning). Lapels
previously purchased 1-800-
DryClean, Pressed4time, Dry

CLEANERS

meet from Aug. 8 to 12, and
the two-week Advanced
Drycleaning course will run
from Aug. 15 to 26.

DRYCLEANING & LAUNDRY
INSTITUTE INTERNATIONAL

The next installments will
be Oct. 17 to 21 for the intro-
ductory course and Oct. 24 to
Nov. 4 for the advanced class.

The Introduction to
Drycleaning course, geared for
new individuals to the industry

(epels  morrimzme

DRY CLEANING )

evolving realities of
environmental reg-
ulations as well as both land-
lord and consumer demand for
environmentally friendly solu-
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= Inside

4 () The pitfalls of new purchases

You bought new equipment at Clean but you're not
getting the results you expected. What went wrong?

to the garment care space, and
we're excited to partner with
GreenEarth as they expand
their presence in the industry,”
Continued on page 8

garment care companies fall
under Greybull Stewardship’s
umbrella, making it the largest

<d

or with less than a year experi-
ence, examines some of the
drycleaning basics: sorting
loads; cleaning silk, satin and
other fabrics; operating a ma-
chine; removing coffee, ink,
grease and other stains from
clothing; pressing pants, coats
and skirts; and using tension-
ing equipment to improve fin-
ishing quality.

The Advanced course is for
graduates of the introductory
class or who have some hands-
on experience and knowledge

Continued on page 8
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Secret agent activations
Hydrogen peroxide is a very useful spotting agent that
most cleaners do not use to its full potential.
Flatwork is good work

All'you need is 100 to 250 sq. ft. of available space for a
flatwork ironer that could turn out to be a big earner.

This issue went to press prior to the
Clean Show. Look for our full coverage of

the event in our September issue.
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America’s #1 selling
and trusted brand machine

designed for SENSENE

©0 00
SENSENE

DRYCLEANING MACHINES

COLUMBIA

Compact Models Standard Models
(800)446-5634 - In NY (631)293-7571 - www.columbiailsa.com

To learn more, visit www.nationalclothesline.com/ads
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THilet's go!

Complete Software Solutions

Your All in one Solution for
Dry-Cleaning Management

Point-of-Sale

Manager Updates
Customer Order Updates
Detailed Reporting

Comprehensive Route
Management

Easy Invoicing

Racking Solutions

COMPLETE SOLUTIONS

Anti-Theft Features

Employee Management

Credit Cards on File

Ask us how we can help you save money
across your dry-cleaning business.

C BS c I ea n e r Toll Free: 800.406.9649
Local: 952.641.3000

Business SYStems sales@cleanerbusiness.com
www.cleanerbusiness.com

To learn more, visit www.nationalclothesline.com/ads
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Look for Clean 2022 coverage in September issue

This month, time is not on our side, unlike the Rolling Stones, as the biggest
industry event of the last three years was set to take place one week after this issue was
sent off to the presses. While we pride ourselves in doing our best to present the news in
a timely fashion, we lack the technology to subvert the space-time continuum to bend to
our own schedule.

Thus, our comprehensive Clean coverage will be coming your way in our
September issue. This might be a good time to remind you that good things will come to
those who wait.

Hopefully, after hearing all of the gathered experts and guest speakers at Clean
2022, there will be more of an estimated guess at what the garment care industry can
expect during the final quarter of the year. We plan on attending as many programs as we
can and sharing with you the best ideas, strategies and information we hear.

Of course, with well over 30 hours of educational sessions and hundreds of exhibit
booths to peruse, we can only cover so much — which is why there is no substitute for
actually being there.

Still, even if you did attend, odds are you could not be everywhere at once, so we
may have some coverage you missed. In fact, it is highly recommended that you read
every industry publication on the subject and willingly share that information with your
peers. In the current cleaning industry climate, there is no greater currency than
information.

So, with that in mind, we hope to add to your metaphorical wallet. We have an
excellent Clean Show-related column this month from Don Desrosiers (see page 10) that
should help you once you return home from the show. After all, even if you made a
perfect plan for purchasing new equipment at Clean 2022 and you thoroughly engaged
in all of the research, there are pitfalls you must avoid when it comes to training
employees on properly using it.

As Don notes, “The results that you get from equipment always depends upon the
quality of training that the employees receive for that equipment.” He recommends steps
that cleaners can take to ensure that the training process goes more smoothly, as well as
ways to ensure it won’t all fall back apart if that equipment operator decided to leave the
company one day.

While our Clean coverage next month will certainly cover various new services

that cleaners can offer, from automated self-service kiosks to entering into the
commercial laundry industry, this month we have a column on a way that takes up a small
amount of space, but could lead to a big amount of revenue.

Guest writer Michael “Stucky” Szczotka, owner of Eagle Star Equipment in Troy,
MI, explains “Why Every Dry Cleaner Needs a Flatwork Ironer” (see page 22). He
makes a compelling argument for devoting as little as 100 to 250 sq. ft. of plant area in
order to pursue commercial opportunities with restaurants, catering companies and
vacation rentals.

Of course, drycleaners may be looking to get more from what they already have.
As our spotting expert Dan Eisen notes, “One of the most useful spotting agents around
is hydrogen peroxide. Most cleaners do not use it to its full potential.” The truth is, in
order to obtain advanced spotting results with hydrogen peroxide, cleaners must use just
the right amount of concentration in order to activate it properly. The class is in session
on page 14.

Meanwhile, many drycleaning company owners are quick to focus on growing
profits and reaching sales goals, but your business’s value is greatly increased the better
it can run without you. As columnist Kermit Engh points out, “A business not dependent
on its owner is the ultimate asset to own. It allows you complete control over your time
so that you can choose the projects you get involved in and the vacations you take. When
it comes to getting out, a business that is independent of its owner is worth a lot more
than an owner-dependent company.” He discusses five ways to set your business up so
that it can succeed without you.

We also have a very interesting column from our resident law expert Frank
Kollman, who writes about how a major U.S. city (and a windy one at that) will include
“bystander” training for employees in an attempt to prevent sexual harassment.
Bystander complaints will inevitably lead to a “deterioration of workplace morale,” notes
Frank, who explores the issue and offers his usual helpful advice (see page 20).

Finally, we have one more timely column from Bruce Grossman that is available
online now that deals with the much-dreaded water pump failure in your drycleaning
machine. Better yet, he also shows readers how to inexpensively install a cooling coil to
prevent the pump motor from overheating before you even begin to have problems with
your circulating pump. Go to www.nationalclothesline.com and check it out!

Contents

News & Features

6 Planting roots Family owned for three generations,
Plantenga’s Cleaners of MI nears its 60th anniversary

8 Newsmakers

Flat business One space-saving way to generate new
revenue is by installing a flatwork ironer in your plant
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Don Desrosiers Avoid the pitfalls that can accompany
your new Clean Show purchase

10
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Dan Eisen Hydrogen peroxide can remove many
different types of staining that other bleaches cannot

Kermit Engh Here are five ways to set up your
business so that it can succeed without you

Frank Kollman A bystander training module (used by
one U.S. city) may complicate sexual harrassment claims

Visit us at www.nationalclothesline.com for additional coverage of the drycleaning industry including access to
industry resources and links, and archives of National Clothesline going back to January of 2018.
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How Many Dry Cleaners
Has Your Insurance N I1E
Agent Handled?

One or Two? Three?

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

Since 1915

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

Anne Cobb 4 W QT AF, A FAAL,

Customer Service and Sales Director of Korean Operations
Cobb@NIEinsurance.com Kang@NIEinsurance.com

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

Mailing Address JIndividual !Corporation
City State Zip Code ~JPartnership  LILLC

Phone ( ) FEIN:

Fax ( )

Contact Name
Email Address

Current Policy Expiration Date

IPlant ~JPlant Pt
Today’s Date Location 1 _iDrop Store Location 2 _iDrop Store Location3  LiDrop Store

_ICoin Laundry _ICoin Laundry _ICoin Laundry

Street Address

City State Zip

Building Construction*
Building Value

Personal Property Value

Gross Annual Sales

Long Term Storage Value

Type of Solvent

“Devoted 100% to Insuring Small Business Since 1915

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

To learn more, visit www.nationalclothesline.com/ads
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Plantenga's

CLEANERS

t was close to 60 years ago when
Iroute driver Henry Plantenga de-

cided to take a different route.

“He worked for Jim Robbins, who
owned Robbins Cleaners, and he
worked for him two or three years,” ex-
plained LeAnn Plantenga-Glasser,
Henry’s daughter and the second gen-
eration of the family to own and oper-
ate the business. “Then, Jim wanted to
get out of the business, so my dad de-
cided to buy it and — it’s kind of a
funny story — he was going to name it
Quality Cleaners, but there was another
cleaners that wasn’t even in the state of
Michigan — they were somewhere in
the midwest — and they were going to
sue him for taking that name. So, he
said, “Nobody can take my name.” That's
how it became Plantenga’s Cleaners —
not the easiest name to pronounce (it's
Dutch) — but that's what he went
with.”

“You can’t even imagine how many
versions I've heard over the course of
my lifetime, my favorite being the
French version... Plantagenét,” laughed
Al Plantenga, LeAnn’s nephew,
Henry’s grandson and the third gener-
ation of the family to own and operate
the business.

He and LeAnn have been business
partners for 15 years together, plus var-
ious family members have worked at
the company since Henry bought the
business in 1962.

“I know that before I was even born,
when he started the business, my mom
worked there. My grandma worked
there. My grandpa worked there. My
aunt worked there. My other aunt
worked there,” LeAnn noted. “It was
definitely a family affair and that’s
what made it so special.”

Though Henry (pictured below)

» - never added
“Quality” to
his business
name, peo-
ple soon dis-
covered that
| | aspect of the
_|business
anyway
along with
Plantenga’s

stellar personal service.
“You would find him often at the

counter waiting on customers and he
knew everybody by name,” LeAnn
added. “As I was growing up in high
school, I had to work on the counter,
and it was mandatory that we had to
do the best we possibly could to know
everybody’s name before they walked
in the door.”

fter high school, LeAnn gradu-

ated from college and worked in

marketing for the office furni-
ture industry for a long stint.

“Idid that for eight years, and then I
had babies and I was going to stay
home,” she recalled. That plan changed
in 1996 as the family business needed
her help. Suddenly, she found herself
becoming a drycleaner.

With people in place who knew the
nuts and bolts of operating the equip-
ment properly, LeAnn could turn her

Handle with care

attention to managing cash flow, im-
proving processes, reducing expenses
and, most importantly, marketing.

As the business grew stronger, it also
continued to grow geographically.

“The other thing, as far as what
helped us grow, is that we were just in
the Tri-Cities [Spring Lake, Grand
Haven and Ferrysburg, MI], but then

that part of the business as well.”

Having enough space means the
business can adjust as it needs to in
order to be able to serve its customers
best. Currently, drycleaning demand is
down and wash-dry-fold and home
services continue growing.

“That’'s where we're trying to put
our efforts because we believe that’s

£
O
Q
)
®
=)
c
“
c
®
Q
S
S
S

we expanded with a store in Allen-
dale... and now two in the Muskegon
market. So, we did have a total of six.
We're down to five,” she explained.
“The other thing that really helped us
with name recognition throughout the
lake shore is that we’ve expanded our
route signficantly, even into areas that
we don’t have stores.”

company, although he was a bit re-

luctant to do so. LeAnn explained,
“He told me, ‘I'm really not interested
in coming onboard unless you're will-
ing to sell to me in five years.” Well,
then the five-year mark came around
and then he’s like, ‘No. Stick around,
stick around.””

Fortunately, she stuck around and
soon applied her marketing magic to-
ward growing the company’s restora-
tion division.

“So, ten years ago, LeAnn started
formalizing marketing for that, and we
started to reach out to insurance agents
and getting a lot more business because
we were focussing on it,” Al noted.
“Then we hired a salesman in 2017.
That's when it really started taking off.”

While marketing had certainly
helped to bring in much more volume,
it could not do anything to create more
space in the building, which was al-
ready maxed out at about 4,200 sq. ft.

“Since then, LeAnn has purchased a
16,000 sq. ft. facility that we are now ex-
panding to,” Al continued. “We in-
vested heavily over the last six months
on equipment and installation and this
building, and I think it's going to reap
some pretty large rewards.”

“A portion of that 16,000 sq. ft. will be
the contents side of it,” LeAnn added.
“This just enables Al to do something to
develop the wash-dry-fold tremen-
dously. There’s a lot of VRBO and
AirBnB vacation rentals in this area be-
cause of the lake and everything, so he’s
really going to work hard to develop

In November of 2007, Al joined the

decade secret of success has been creat-
ing a culture of caring.

“In general, I think we are where we
are today because we care about our
clients. We care about our employees,”
LeAnn emphasized. “I think one key el-
ement that sets us apart from the
largest drycleaners in West Michigan is
that when there’s an issue with the gar-

Al Plantenga

and LeAnn

Plantenga-

Glasser

Plantenga’s Cleaners
West Michigan Lakeshore

more the future of the business,”
LeAnn pointed out. “Basically, we're in
the business of serving people to make
their lives easier.”

As Al noted, the local demographics
of the area mean that quality will mat-
ter no matter what needs to be cleaned.

“People who wear casual wear at
work — they’re still going to want it
pressed and looking nice because
they’re bigwigs and higher ups for
large companies. They have to play a
part,” he said. “No matter what they’re
wearing — if it’s just a Polo button-up
— they still need to bring those in to me
to be cleaned and pressed.”

hese days, LeAnn focusses on the

I restoration division, frequently

from a home office, while Al

dives into his leadership role. Unfortu-

nately, that means they don’t have as
many opportunities to talk anymore.

“As I navigate my first six months of
ownership, I realize how much I miss
her organizational skills. She’s just really
intelligent and really capable,” he said.
“It’s hard to explain all of the little sub-
tleties that she brings to the table, but it's
alot. She’s just talented beyond words.”

Meanwhile, LeAnn has noticed the
positive effect her nephew has had on
the company.

“Al has always got a smile on his
face, so I think his attitude is huge. He’s
always willing to go in there and he just
brightens the room when he walks in,”
she explained. “He has this I can do at-
titude and he’s a very hard worker, so
he has no problem stepping in and
working right alongside the employees
when things fall behind schedule or
whatever.”

“He’s engaging with all of the differ-
ent aspects of the business and embrac-
ing a willingness and attitude to learn
every aspect of it,” she added. “It has
been really awesome.”

Al seems to be the perfect third-gen-
eration fit for a business whose six-

ment, we stand behind it 100%. My dad
always said, ‘If you don’t stand behind
your work, it's going to get out, espe-
cially in a small community like we live
in.” We just stand behind our work and
I think it speaks volumes to the in-
tegrity of our business.”

hen the company surpasses
the 60-year mark next month,
it will remain poised for suc-

cess in the future despite the complica-
tions of the current labor crisis.

“Let’s face it, they have factories that
are starting at $18 an hour and our
starting pay is $12,” Al explained. “We
try to have a culture of caring. I'm a
super love-dovey kind of person and
that’s the environment that we have
everywhere — at all of our stores and
our plant. I think that helps with hiring,
even though our wages are lower, be-
cause we're super flexible. I want to en-
courage people to enjoy life and work
at the same time. So, that flexibility sets
us apart from a lot of other employers.”

LeAnn agreed. “We consider them
family as well,” she said. “We do what
we can to help them in whatever their
situations are — which they’re super
grateful for — and it just issues alle-
giance from them.”

Al will rely on that allegiance if his
plans to grow the business pay off.
Lately, he’s been polishing his own
marketing skills by working with Mav-
erick Drycleaners to direct his strategies
towards the top 5 to 20% of clients.

Now that the business has solved its
production space limitations, he wants
to turn his attention next to having cus-
tomers come seek them out — with
mailing options available, they don’t
have to be limited to local work.

“] envision us being more like a bou-
tique cleaners because we're starting to
realize the constraints of space,” Al
said. “I think people will flock to us
eventually because our quality is so
good.”
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Creative

CELEBRATING

Steve Arnold, Owner, Classic Cleaners
ClassicCleaners.com | Indianapolis, IN

“BeCreative360 has been our go-to reputation management partner for nearly 10
years and we couldn’t be happier! When our service intersected with theirs, our ratings
soared! We frequently have new customers come to us specifically because they see
our 4.7 rating, with well over 12,000 reviews, and know Classic Cleaners is the right
cleaner to trust with their garments. Their guidance with our social media presence,
website, and email marketing has been invaluable; and to top it all off Dave and his
crew are a pleasure to work with. | can’t recommend BeCreative360’s services enough
and look forward to our continued partnership.”

- Steve Arnold

Now is the time to let every customer
become your secret shopper. Social Media

- Create More Engagement
- Share Your Expertise

ReviewMyDryCleaner is an all-in-one experience - Increase Brand Loyalty
marketing platform for businesses with single or LLes
multiple locations. More than 1,000 businesses of all

sizes use BeCreative360’s reputation platform every Email Marketing
day to be found online and chosen through listings, B Lelmet esaoes

- Drive Coupon Redemption
0 9 - On The Spot Marketin
reviews & Webchat; connect with leads and customers s

Reputation

on the channels of their choice, and deliver the best AERER S
- Boost Reviews Online

customer experience with surveys, ticketing and - Increase Google Presence

- Customer Communication

insights tools. A EREaE

P
7

BeCreative360.com 949.270.1609 create@becreative360.com

To learn more, visit www.nationalclothesline.com/ads
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Industry continues to convene post-Clean

Continued from page 1
at 3:30 p.m. at the Albuquerque
Marriott Pyramid North.

It should be noted, the block
of rooms SDA reserved at the
host hotel are already booked
up, so those registering now
will have to find alternate hotel
accommodations.

The meeting and Saturday

lunch is free for attendees.

The Balloon Fiesta ticket for
Oct. 1 costs $77, which in-
cludes entrance to the park, a
direct route round-trip bus
ride and a grab and go break-
fast.

For more information, or to
register, contact SDA by calling
(512) 873-8195 or visit them on-

line at ww.sda-dryclean.com.

Assembling in Asheville

Not long after SDA’s event,
NCALC has plans for its an-
nual convention from Oct. 14
to 16 at the Cambria Down-
town Asheville in NC.

The association has sched-
uled its board of directors and
committee meetings to begin

at 3 p.m. on Friday, Oct. 14.

Exhibits will open at 5 p.m.
that evening, which will con-
clude with a welcome recep-
tion and dinner with exhibitors
at 6 p.m.

On the following morning,
there will be a networking
breakfast at 7:30 a.m. and the
Annual Membership Meeting

will start at 8 a.m.

The event’s schedule also
includes time for educational
sessions that will be an-
nounced at a later date.

To register for the event, or
find out more information,
contact the association by call-
ing (919) 313-4542 or visit them
at ncalc.org.

Greybull Stewardship acquires GreenEarth

Continued from page 1
he added.

Under the ownership of
Greybull, GreenEarth's current
management team, led by
President Tim Maxwell, will
seek to build upon the com-
pany’s impressive track record
of revenue growth with a con-
tinued emphasis on customer
service, product innovation

and geographic expansion.
“This entire expansion
process has confirmed to me
that ownership of the Green-
Earth brand is moving from
multiple pairs of guiding
hands that founded the com-
pany more than two decades
ago to a group that under-
stands the potential opportu-
nities available through so

many avenues in the profes-
sional fabric care space,”
Maxwell said. “The entire team
here at GreenEarth is excited
for the opportunity to continue
to bring environmentally non-
toxic cleaning to our affiliates
around the globe.”

It was almost 24 years ago
when GreenEarth Cleaning
was first formed by Jim Barry,

DLI summer signature
classes start this month

Continued from page 1

of basic stain removal and fin-
ishing. Some of the in-depth
topics that will be covered in-
clude: identifying fabrics; using
bleaches; troubleshooting ma-
chine problems; wetcleaning;
pressing; customer service tech-
niques; cleaning wedding
gowns; and understanding the
differences between various
cleaning solvents.

Tuition for DLI's signature
courses is $1,595 for the intro-

ductory course and $2,195 for
the advanced; however, dis-
counts are available based on
DLI membership level. Addi-
tionally, students who take both
classes concurrently pay a re-
duced rate of tuition — $2,895
— prior to DLI membership
discounts being applied.

In addition to its live school
sessions, DLI will host a virtual
stain removal course that
meets seven times between the
dates of Sept. 13 and Oct. 4.

Classes will be held live on
Tuesdays and Thursdays from
1 to 3 p.m. EST using ZOOM
video conferencing. Course
dates wil include: Sept. 13, 15,
20, 22,27, 29 and Oct. 4.

The cost is $695 for non-
members and the regular
member price is $495, prior to
additional membership level
discounts.

For more information or to
register, visit them online at
dlionline.org.

Getting Steamed?

When your water heater dies, DON'T replace it!
Get a DynaFluid 2000 from lowa Techniques!

owa Techniques is a manufacturer and distributor
of unique products that work in a wide variety of
industries and applications, and currently focuses
on helping dry cleaners make smart choices that
impact the bottom line in their plant operations.

With steam from your boiler and a cold water source, this little valve
makes an infinite supply of hot water. It outperforms water heaters
by every measure, cutting costs and increasing productivity.

ik Call lowa Techniques today and learn how the DynaFluid Valve
will help your business!

(800) 727+1592

Techn cues”

THE UNIQUE PRODUCTS PEOPLE™

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

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

Ron Benjamin and Jim Dou-
glas, three drycleaners seeking
a safer alternative to perc.
Since 1999, the company has
provided its technology to
thousands of cleaners across
the globe who have cleaned
some 600 million pounds of
clothing in that duration.
Maxwell emphasized that
the company will continue to

operate as it has in the past.
“The most important thing to
note about this acquisition for
our customers and affiliates is
that GreenEarth will continue
to be GreenEarth,” he said.
“The ownership may be differ-
ent, but the direction and vi-
sion of the company and
commitment to our business
partners remains the same.”

NEWSMAKERS

America’s Best Cleaners
(ABQ) recently announced the
addition of ;
Sarah
Guilott-y
Mclnnis to &
its  team.
Guilott-
McInnis is
a third gen-
eration
drycleaner
who has spent most of her life
in a drycleaning shop. Her
family owned and operated
AAA Drive-In Cleaners for
decades. It's been recognized
as the Best Cleaner in Lake
Charles, LA, for over 20 years.

With a strong passion for
fashion, she has developed a
keen eye for vintage fashions
and a talent for textile restora-
tion. She applies that passion
to her professional career, be-
coming a DLI-certified gar-
ment care specialist and open-
ing her own Etsy store,
Geodesica Vintage Fashions.

Now, she is excited about
her next chapter and looks for-
ward to sharing her textile
restoration expertise, training
and implementation skills
with ABC affiliates. ABC Ex-
ecutive Director Chris White
believes Sarah will make a
great addition to the team and
is excited for her to share her
love of fashion, experience
working in all aspects of an
award-winning operation, and
her background in education.

She’ll be available for remote
and on-site engagement for
cleaners and affiliates to provide
customized written systems de-
velopment and implementation
programs to include all aspects
of washroom processes, bridal,
vintage and specialty garment
restoration training, key person
relief services and client rela-
tions training.

Guilott-McInnis

Also joining the ABC team
recently is Michael Erstad who
will be the organization’s new
production management and
mechanical consultant. He has
extensive experience pertain-
ing to all facets of the dry
cleaning industry.

From the boiler room to the
board room, he has developed
extensive knowledge through-
out his career. A graduate of
North Seattle College, he has
held various leadership posi-
tions including general man-
ager of Blue Sky Cleaners and

B owner /op-
' erator  of
National
Drycleaners
which  he
led for over
25  years.
Specializing
in high-end
garment
care, he developed a strong rep-
utation for his attention to detail
and has transitioned his focus
to bridal care. He owns Seattle
Wedding Dress Specialist,
Seattle's premier bridal gown
service, which he operates with
his two sons.

Michael’s expertise in the
drycleaning industry expands
into the equipment sales and
distribution space. He is a cer-
tified Miele technician, Sys-
temK4 deployment specialist,
and has been a start-up and
systems trainer for the King
County and state of Washing-
ton wetcleaning grant program
deploying the Kreussler /Miele
Lanadol wetcleaning system.

“I'm excited to be part of the
ABC team,” he said. “I have al-
ways had much respect for the
way ABC supports and edu-
cates its clients. It truly is enjoy-
able working with people that
have such a passion for seeing
hard-working people succeed!”

Erstad
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SHIRT TALES

n A

51 DON DESROSIERS

Avoiding pitfalls in new equipment purchases

The plan looks like this:

Week # PPH Hours Used Labor Cost Labor Savings

he results that you get

I from equipment al-
ways depends upon

the quality of the training
that the employees receive
for that equipment. This is a
very relevant point today
because you may have just
made a major purchase at
the Clean Show and are
eager to get it into your
plant so that it may begin
earning its keep. That makes
perfect sense to me, but there
is a potential pitfall and,
worse, a killer path that can
doom the best laid plans.
Let’s lay out a couple of ex-
amples, what usually hap-

pens and how to avoid a
deadly situation.

Your Cissel topper and
Hoffman legger have been
around since Spiro Agnew,
and although Alice can still
bang out 35 pants per hour
when the machines are run-
ning correctly, the time has
come to say goodbye. You
are going to buy a double-
legger at the Clean Show in
Atlanta. You have done all
your homework. You have
called other people that own
one. You have visited other
plants that have one. You
have gone so far as to have
had conversations with the

pressers that actually use the
equipment. Everything has
been favorable. You talked
to your dealer and his me-
chanic. They give a green
light, too. It comes down to
dollars and cents, but even
that isn’t going to be a deal-
breaker. It's just a matter of
making sure you get the best
deal. Truth be told, the labor
savings will pay for this ma-
chine. Your research shows
that most people are getting
between 55-60 pants per
hour. Since you consider
yourself to be a good opera-
tor, you believe you will be
in that group.

Present 35 38
1 38 34.2
2 42 31.7
3 45 29.6
4 49 27.1
5 52 25.6
6 55 24

$940.50 -

$846.45 $94.05
$784.58 $155.92
$732.60 $207.90
$670.73 $269.77
$633.60 $306.90
$594.00 $346.50

You have broken down
the labor cost and labor sav-
ings. At 35 pants per hour,
Alice now works 38 hours
per week to press pants at
your plant. You average 1,330
pants per week. Alice makes
$20 per hour. With payroll
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Since 1922

Stain Removers

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

tax, payroll expense and
worker’s comp, etc.,, she costs
you $24.75 per hour. With the
new equipment, Alice will
only need to work 24 when
she gets 55 pants per hour.
This is a savings of (a whop-
ping) $346.50 per week or
(4.3 weeks per month)
$1489.95 per month — plenty
to cover any lease payment
or amortize any loan. That’s
the plan and it is an excellent
one. I would submit that plan
to anyone that cared to ask
me for such.

In the interest of being
thorough, you can create a
sliding scale plan so that
Alice can acclimate to the
new equipment. At first, she
will only attain a modest im-
provement in productivity,
but then will steadily im-
prove and attain the goal of
55 PPH in 6 weeks.

Even with this plan, you
begin saving enough money
immediately to make pay-
ments on your new press. So,
what is wrong with this
plan? Or any plan? Equip-
ment does not come with a
built-in manager, a cattle
prod, or a penalty for non-
compliance. Without trying
to sound like the grim reaper,
here’s what really happens:

“Alice, T bought you a
brand new pants press in At-
lanta. It is amazing!”

You hand her the
brochure. “Wow! That’s
great boss! This clunker (she
motions to her old and worn
pants press) has seen better
days. When is it coming in?”

“It'll be a couple of weeks.
One of the keys to success
with this new machine is
going to be better productiv-
ity. We are going to be look-
ing for 55 pants per hour —
no more late days. And, in
the heat of the summer, you
know how you want to get
out of here ASAP.”

“That’ll be great. I can
hardly wait!”

The big day comes and
the equipment is installed.
I'll go with the best-case sce-
nario and presume your
dealer has not thrown you to
the wolves and you have a
factory representative or
someone equally qualified to
train your presser to a cer-
tain extent. It is the plant
manager’s job to learn to use
the new equipment and be an

Continued on page 12
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Don Desrosiers

Avoiding pitfalls in new equipment purchases

Continued from page 10

expert at it. In fact, it is the
manager that should be trained,
not the presser.

This is where the best laid
plans all go to hell in a hand-
basket. The harsh reality is
that there is no one in the
plant really very good at
running the new equipment
and there is no one to or-
chestrate the excellent train-
ing plans that have been
designed. In real life, this is
what is likely to happen:

* The manager doesn’t get
training. How can the man-
ager supervise, correct, criti-
cize, commend, oversee,
reprimand or retrain an em-
ployee at a job station at
which he/she has zero
knowledge and zero experi-
ence? It is not possible.

It makes much more sense
for the presser to be on a two-
hour smoke break while the
plant manager learns the job
inside out than for the presser
to learn the job while the
manager remains oblivious.

* The manager does not
supervise. This is almost the
same thing. The presser for-
gets key steps and is never
corrected.

Skipping these steps ad-
versely affects the quality of
the finished product and/or
the pieces per hour produc-
tivity. If productivity is af-
fected, then the savings
you're relying on go out the
window.

* Alice confides that the
new machine is nice, but “if
you go fast, it doesn’t do a
good quality job.” Ping!
She has just plunked your
vulnerable nerve! You never
considered quality was at
stake. You did your home-

the same is true, only worse.
The learning curve can be
steep and a presser can easily
get poorer productivity than
what they achieved with the
old equipment. Ideally, the
new unit sits alongside the
old one while the manager

What is wrong with this plan or any
plan? Equipment does not come with
a built-in manager, a cattle prod or a

penalty for non-compliance.

work, but maybe those other
cleaners don’t care about
quality like you do!

We may not really know
what is going on here. Per-
haps Alice did some math
and realized that you are
going to save a bunch of
labor dollars, but they are
going to come out of her
pocket. Is there a quality
issue? If your manager can-
not press perfect pants on
the machine, was he/she
trained? Was the manager
trained by the presser? Yikes!
This has become very ugly,
very quickly. The short of it
is this: Make 100% sure that
your new equipment has
qualified operators, right
from the start, and make sure
that the person in charge
knows how to use the equip-
ment better than anyone.

If you buy a new shirt unit,

spends a week or two getting
very good at it. Then, and
only then, the manager trains
the shirt presser on the new
shirt unit. Since this is often
out of the question, utilizing
a weekend to learn the unit
may be the only alternative.

What is not an alternative
is throwing shirt pressers
that have used an Ajax Clas-
sic since gasoline cost less
than a dollar a gallon and
throwing them on a new-fan-
gled blown-sleeve unit and
expecting them to love it.
They will hate the machine,
they will hate you and they
will hate their job.

I base this last paragraph
on real-life experience. A
manager I greatly respected
was suddenly in a situation
where all his shirt equipment
was replaced with units he
had zero experience with. The

pressers were thrown to the
wolves and left to figure out
the equipment. The manager
was too embarrassed to try to
operate a new-fangled shirt
press himself for fear of look-
ing like a fool. His solution?
Retreat to his office and curl
up like a cocktail shrimp hop-
ing the employees will “figure
it out.” What, pray tell,
would they figure out? How
to work faster so they could
work fewer hours and get
paid less? Press a better shirt
so that their absent, tucked-
away-in-his-office manager
would not even notice?

The pressers went through
the motions and filled in the
time between weekends. To
add insult to injury, the pur-
chase of this equipment was
made with the sole intention
of saving $100,000 per year
in labor and it never hap-
pened because the employ-
ees were never trained
properly. The manager never
learned the job.

If I somehow have failed
to convince you that the
manager must be trained,
and trained first, consider
this: We can presume that
the manager is more likely to
be a long-term employee
than your average shirt
presser. Yes, I know. You all
have lifers in the plant, but
generally speaking, the re-
volving door is in the press
room. Even if you train the
pressers properly and they do

well, if and when they leave,
who will train their replace-
ment? This is the manager’s
responsibility. By sheer rep-
etition, the manager may
have been a good supervisor
when the new equipment
was in place, but it is time to
move on. The manager must
be qualified to supervise,
correct, criticize, commend,
oversee, reprimand or re-
train an employee and they
can only do that if they
know the job.

Next month, I'll begin
coverage of the Clean Show
in Atlanta. I plan to bring the
show to you with movies of
the shirt units, as well as
new and exciting products
for shirt launderers and
drycleaners. Stay tuned.

“If you do what youve 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 13131 Elissa Lane,
Central, LA, 70818, by cell
phone (508) 965-3163, or email
to: tailwind.don@me.com. The
Tailwind web site is at
www.tailwindsystems.com.
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Celebrting“100+ ers

with a clean new look.

reason to celebrate!

Since 1915 Laundry Owners Mutual has been writing exclusively Pennsylvania Workers’
Compensation insurance...there is no other insurance company that has written it longer.
We are the company created by your industry, for your industry...we are the company
that you trust! For 100+ years we have stayed committed to operating with the highest
levels of honesty and integrity and keeping our policyholder first...and that's even more

www.lom1915.com

tel. (800) 590-4404 - e-mail: support@lom1915.com 701 Rodi Rd Suite 100 - Pittsburgh, PA 15235

To learn more, visit www.nationalclothesline.com/ads
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Forenta - your partner in excellence since 1937
In a world filled with so many choices and possibilities,
we thank you for trusting us as your garment finishing partner.
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THE SPOTTING BoARD
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By DAN EISEN

Using hydrogen peroxide for spotting

ne of the most useful
0 spotting agents
around is hydrogen

peroxide.

Most cleaners do not use
it to its full potential.

One of the problems that
they encounter is that they
do not activate it properly,
or they use concentrations
not suitable for the stain re-
moval process that they are
doing.

Hydrogen peroxide is
simply water with an extra
oxygen (H202). The extra
oxygen is capable of com-
bining with staining matter
or fabric producing a
chemical change.

The fact that oxygen is
added to the fabric makes
hydrogen peroxide an oxi-
dizing agent. Hydrogen
peroxide can be obtained in
various strengths:

(1) 3%, 10 volume (med-

icine);

(2) 6%, 20 volume (hair
bleach);

(3) 30%, 100 volume

(commercial use).

The
strength for bleaching is
3% or 6%.

Hydrogen peroxide can
be used to remove many
different types of staining,
which is not possible with
other bleaches. It is effec-
tive in removing oxidized
tannin, protein, blood, dye
and mustard stains.

Peroxide is also effective
in neutralizing some dis-
colorations caused by tita-
nium sulphate. The
advantages over chlorine-
based bleaches is that it can

recommended

be used on wool and silk.

Remember to test dyes
and fabrics before using
peroxide since peroxide is
a bleach and can produce
discolorations.

Activation

There are different ways
of using peroxide and each
way produces a different
effectiveness.

For example, I can heat
peroxide with ammonia
and not obtain the same
stain removal as when I ex-

pose it to light and air. Trial
by error will determine the
success.

(A) Heat. Every 10 de-
grees rise in temperature
can double the chemical ac-
tion. A light feather of
steam activates and accel-
erates  the  bleaching
process.

nia cannot be used on. Hy-
drogen peroxide plus acetic
acid is also used to reduce
the discoloration formed
when potassium perman-
ganate bleach is used.

(D) Hydrogen peroxide
plus sunlight. When water
is combined with the ultra-
violet rays of sunlight, it

Hydrogen peroxide can be used to
remove many different types of
staining, which is not possible with
other bleaches.

(B) Alkali. Hydrogen
peroxide is accelerated by
alkali. Ammonia or addi-
tion of protein formula in-
creases the chemical action.
This must be used with
caution on wool and silk.

(C) Peracetic acid. Hy-
drogen peroxide — when
combined with acetic acid
— forms peracetic acid.
This can be used to bleach
certain fabrics that ammo-

Do You Want to Make

Your Business More
Successful and Valuable?

But Not Sure How...

Mi{M Business Coaching can help!

Certified Value Builder Coach and successful entrepreneur Kermit Engh and his team,
will work with you to develop a plan tailored specifically for your business that will
help you reach your goals and grow the value in your company.

METHODS FOR MANAGEMENT

Get Your FREE Value Builder Score Today!

www.M{MBusinessCoaching.com

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

forms hydrogen peroxide.

When peroxide is ex-
posed to sunlight, a high
degree of oxidation can be
obtained, making stain re-
moval more effective. Hy-
drogen peroxide — when
exposed to sunlight —
should be applied in a 3%
strength and the time pe-
riod should be carefully
controlled. Overexposure
by peroxide to sunlight can
result in oxidation, yellow-
ing and loss of fluorescent
dyes. This method has been
used in my analysis lab for
many years in order to re-
move many difficult stains.

(E) Hydrogen peroxide
plus enzymes. Hydrogen
peroxide is decomposed by
enzymes and will decom-
pose enzyme-related stain-
ing. We know that the
enzymes in blood will
cause peroxide to foam,
and the blood, as well as
the peroxide, decomposes.

When brushing your
teeth, the enzymes in saliva
will foam peroxide-based
toothpaste. We also know
that strong peroxide on
your skin turns white from
combining with the en-
zymes on your body. When
peroxide is added to some
enzyme-based spotting
agents, it is a highly effec-
tive way of removing many
protein based staining.

(F) Sodium percarbonate
and sodium perborate.
They are powder bleaches
and both release hydrogen
peroxide. The advantage of
using this for spot bleach-
ing is that they are concen-
trated and will provide
more localized bleaching

and remain in the fabric
longer. The area is damp-
ened and the powder is ap-
plied with moisture using a
paste. When heated, the
bleaching is more concen-
trated and often more ef-
fective.

(G) Air and light. Perox-
ide is highly effective when
applied and left exposed to
air and light for a period of
time. This method is used
with a 6% concentration of
peroxide. Apply the perox-
ide and re-apply every half
hour. Flush after use.

Bath Bleaching

Hydrogen peroxide can
be used for bath bleaching
in a form of sodium perbo-
rate, sodium percarbonate
or just liquid hydrogen
peroxide.

Six percent hydrogen
peroxide can be added to
warm water in a bucket or
tub in the ratio of two
ounces per gallon of
water.

Peroxide bleaching is ef-
fective when a near neutral
water solution is desired
such as for wools and silks.
Peroxide bleaching is used
for a short time period (one
hour). Sodium perborate or
percarbonate can be added
to warm water in the ratio
of two ounces per gallon
of water. This is used as an
overnight bleaching. When
bath bleaching, a neutral
detergent should be added
so better penetration of the
bleach can be obtained.

Testing for Peroxide

When peroxide remains
on the spotting board, it
decomposes from exposure
to light and heat.

To test if your peroxide
is effective, apply a few
drops on a towel and add
titanium sulphate or strip-
per to a sample.

If the sample turns or-
ange, the peroxide is strong
and effective. Yellow
means it is weaker and no
change in color means your
peroxide is spent.

Dan Eisen, former chief gar-
ment 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.garmentanalysis.com.
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Making your business succeed without you

ome owners focus on
S growing their profits,

while others are obsessed
with sales goals. Have you ever
considered making it your pri-
mary goal to set up your busi-
ness so that it can thrive and
grow without you? These are
some of the principles we have
discussed in the past twelve ar-
ticles regarding Value Building.
The goals have been to increase
the value of the business if you
decide you are not ready to exit
or have a more valuable busi-
ness to exit from.

A business that is not de-
pendent on its owner is the ul-
timate asset to own. It allows
you complete control over
your time so that you can
choose the projects you get in-
volved in and the vacations
you take. When it comes to get-
ting out, a business indepen-
dent of its owner is worth a lot
more than an owner-depen-
dent company. Here are FIVE
ways to set up your business to
succeed without you.

1. Give Them a Stake in the
Outcome. Jack Stack, the au-

thor of The Great Game of Busi-
ness and A Stake in the Outcome,
authored the book on creating
an ownership culture inside
your company: you are trans-
parent about your financial re-
sults,; and you allow
employees to participate in
your financial success. This re-
sults in employees who act like
owners when you're not
around.

This is an extremely difficult
idea for many to accept. Share
real numbers with my employees?
I am not saying you must give

everyone an ownership stake,
but share the numbers in a
way that everyone can see the
results of their effort. How can
an employee have a good
sense of how they are doing
without the numbers involved
in their position? The very eas-
iest of numbers is the posting
of hourly/daily PPOH. For
managers and supervisors,
you should also include labor
numbers, supply costs, utili-
ties, and revenue. How can
you expect them to manage in
the dark?

THE
BENCHMARK
MACHINES

The greener way 1o clean.

It’s been 30 years since Miele introduced its first WetCare® laundry solutions.
Environmental sustainability and innovation continue to guide us today. Our
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2. Get Them to Walk in
Your Shoes. If you are not
comfortable opening the books
to your employees, consider a
simple management technique
where you respond to every
question your staff brings you
with the same answer, “If you
owned the company, what
would you do?” This a tech-
nique I have used for years.

By forcing your employees
to walk in your shoes, you get
them thinking about the ques-
tion as you would, and it
builds the habit of starting to
think like an owner. In time,
they will do what you would
have done. Or, it is a teaching
opportunity so in the future,
they know what you would
have done. Remarkably effec-
tive. Pretty soon, employees
are able to solve their own
problems.

3. Vet Your Offerings. Iden-
tify the products and services
which require your personal
involvement in either making,
delivering, or selling them.
Make a list of everything you
sell and score each on a scale of
0 to 10 on how easy they are to
teach an employee to handle.
Assign a 10 to offerings that are
easy to teach employees and
give a lower score to anything
that requires your personal at-
tention. Commit to stopping to
sell the lowest scoring product
or service on your list. Repeat
this exercise every quarter. In
time you sell what can be
taught and deliver a consistent
service offering. The alterna-
tive is having poorly trained
services which will disappoint
your clients.

4. Create Automatic Cus-
tomers. Are you the com-
pany’s best salesperson? If so,
you will need to fire yourself
as your company’s rainmaker
to get it to run without you.

One way to do this is to cre-
ate a recurring revenue busi-
ness model where customers
buy from you automatically.
Consider creating a service
contract with your customers
that offers to fulfill one of their
ongoing needs on a regular
basis. Many have created W-
D-F subscription programs;
others have added additional
home care services. When you
think about it, your route de-
livery services fit this bill. The
past two years have nudged all
of us to move in this direction.

5. Write an Instruction
Manual for Your Business. Fi-
nally, make sure your com-
pany comes with instructions

Continued on page 18
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Kermit Engh

Making your business succeed without you

Continued from page 16
included. Write an employee
manual, or what MBA-types
call Standard Operating Proce-
dures (SOPs). These are a set of
rules employees can follow for
repetitive tasks in your com-
pany. This will ensure employ-
ees have a rulebook they can
follow when you are not
around, and, when an em-
ployee leaves, you can quickly
swap them out with a replace-
ment to take on duties of the
job.

You-proofing your business
has enormous benefits. It will
allow you to create a valuable
company and have a life. Your
business will be free to scale up
because it is no longer depen-
dent on you, its bottleneck.
Best of all, it will be worth a lot
more to a buyer whenever you
are ready to sell. This is close
to looking at your business as
a franchise that a buyer would
purchase.

A Tweak That Can Add
Value Immediately

If you are trying to figure
out what your business might
be worth, it is helpful to con-
sider what acquirers are pay-
ing for companies like yours
these days. A little internet re-
search will probably reveal
that a business like yours
trades for a multiple of your
pre-tax profit, which is Sellers
Discretionary Earnings (SDE)
for a small business, and Earn-
ings Before Interest, Taxes, De-
preciation and Amortization
(EBITDA) for a slightly larger
business.

Obsessing Over Your
Multiple
This multiple can transfix
entrepreneurs. Many owners
want to know their multiple

and how they can jack it up.
After all, if your business has
$500,000 in profit and it trades
for four times profit, it is worth
$2 million; if the same business
trades for eight times profit, it
is worth $4 million.
Obviously, your multiple
will have a profound impact
on the haul you take from the
sale of your business, but there
is another number worthy of
your consideration as well: the
number your multiple is mul-
tiplying.
How Profitability Is Open to
Interpretation

Most entrepreneurs think of
profit as an objective measure,
calculated by an accountant,
but when it comes to the sale of
your business, profit is far
from objective. Your profit will
go through a set of “adjust-
ments” designed to estimate
how profitable your business
will be under a new owner.

This process of adjusting or
re-casting the earnings — and
how you defend these adjust-
ments to an acquirer — is
where you can dramatically
spike your company’s value.

Let us take a simple exam-
ple to illustrate. Imagine you
run a company with $3 million
in revenue and you pay your-
self a salary of $200,000 a year.
Further, let us assume you
could get a competent man-
ager to run your business as a
division of an acquirer for
$100,000 per year. You could
safely make the case to an ac-
quirer that, under their owner-
ship, your business would
generate an extra $100,000 in
profit. If they are paying you
five times profit for your busi-
ness, that one adjustment has
the potential to earn you an
extra $500,000.

You should be able to make
a case for several adjustments
that will boost your profit and,
by extension, the value of your
business. This is more art than
science, and you need to be
prepared to defend your case
for each adjustment. It is im-

You-proofing
your business will
allow you to
create a valuable
company and
have a life.Your
business will be
free to scale up.

portant that you make a good
case for how profitable your
business will be in the hands of
an acquirer. If you are running
any expenses that a prospec-
tive buyer would not have, I
recommend you isolate them
somewhere on you P&L to
simplify the process. Some of
the most common adjustments
relate to rent (common if you
own the building your com-
pany operates from and your
company is paying higher-
than-market rent), start-up
costs, one-off lawsuits or insur-
ance claims, and one-time pro-
fessional services fees.

Your multiple is important,
but the subjective art of adjust-
ing your EBITDA is where a lot
of extra money can be made
when selling your business.

Will This Be the Year You
Drive Up the Value?
If you have resolved to
make your company more
valuable in 2022, you may

want to think hard about how
your customers pay. If you
have a transaction business
model where customers pay
once for what they buy, expect
your company’s value to be a
single-digit multiple of your
EBITDA. By contrast, if you
have a recurring revenue
model where customers sub-
scribe and pay on an ongoing
basis, you can expect your val-
uation to be a multiple of your
revenue.

Buyers pay a pretty penny
for companies with recurring
revenue because they can
clearly see how your company
will make money long after
you exit. Not sure how to cre-
ate recurring revenue? Before
you look at these four models
and say to yourself, “This will
not work in our industry,” be
aware that has been said in
every industry. Most are famil-
iar with the subscription
model. Here are four addi-
tional models to consider:

1. Products That Run Out.
If you have a product that peo-
ple run out of, consider offer-
ing it on subscription. The
retailing giant Target sells sub-
scriptions to diapers for busy
parents who do not have the
time (or interest) in running to
the store to re-stock on Pam-
pers. Dollar Shave Club, which
was acquired by Unilever in
2016 for five times revenue,
sells razor blades on subscrip-
tion. The Honest Company
sells dish detergent and safe
household cleaning products
to environmentally conscious
consumers, and more than
80% of their sales come from
subscriptions.

2. Membership Websites. If
you are a consultant and offer
specialized advice, consider
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whether customers might pay
access to a premium member-
ship website where you offer
your knowledge to subscribers
only. Today there are member-
ship websites for people who
want to know about anything
from search engine marketing
to running a restaurant.

3. Services Contracts. If you
bill by the hour or the project,
consider moving to a fixed
monthly fee for your service.
That is what the marketing
agency GoBrandGo! did to
steady cash flow and create a
more predictable service busi-
ness.

4. Piggyback Services. Ask
yourself what your “one-off”
customers buy after they buy
what you sell. For example, if
you make a company a new
website, chances are they are
going to need somewhere to
host their site. While your ini-
tial website design may be a
one-off service, you could offer
to host it for your customer on
subscription. If you offer inte-
rior design, chances are your
customers are going to want to
keep their home looking like
the day you presented your
design, so they might be in the
market for a regular cleaning
service.

5. Rentals. If you offer
something expensive that cus-
tomers only need occasionally,
consider renting access to it for
those who subscribe. ZipCar
subscribers can have access to
a car when they need it with-
out forking over the cash to
buy a hunk of steel. WeWork
subscribers can have access to
the company’s co-working
space without buying a build-
ing or committing to a long-
term lease.

You do not have to be a soft-
ware company to create cus-
tomers who pay you
automatically each month.
There is simply no faster way
to improve the value of your
business this year than to add
some recurring revenue.

Until next time, continue
building value.

Kermit Engh has been an
owner/operator in the dryclean-
ing industry for over 30 years
and has been a Methods for
Management member for over
25 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.
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“DLI keeps our industry strong by bring-
ing professional cleaners together. As
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our customer retention.”

- Brian Harrell
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KEEP [T LEGAL

BY FRANK KOLLMAN

The bystander role in sexual harrassment

major U.S. city, as part
of its employee train-
ing on sexual harrass-
ment prevention, intends to
include a module for “by-
standers.” In other words,
this city wants employees
who observe other employ-
ees being harassed to make
complaints, even if the actual
recipients of harassment do
not. This is especially trou-
bling because the very defini-
tion of sexual harassment
uses the word “unwelcome.”
A person who is fine with be-
havior that other employees
might not tolerate is not a
legal victim of harassment.
If a bystander, however,
thinks another employee
should be offended, the new

training policy will result in
complaints, investigations
and workplace animosity. In
the past, I've told my clients to
warn employees accused of
sexual harassment not to re-
taliate against the person
making a complaint. I am not
sure what advice should be
given about a busy body who
complains when all the partic-
ipants are fine with the behav-
ior. Bystander complaints will
certainly add to a deteriora-
tion of workplace morale.
That said, I've given semi-
nars where I've advised com-
panies not to rely on the
“unwelcome” standard to
stop sexual discriminatory be-
havior. For example, do we re-
ally want to cultivate a

workplace where profanity
and sexual innuendo predom-
inate, even if everyone is com-
fortable with it? Do we want
employees touching each
other’s private parts, even if
they all view it as harmless
locker room conduct?

First, what if one or more of
the “willingly participating”
employees actually hate the
behavior, but later claim they
didn’t complain because they
were afraid of retaliation?
Moreover, employees can
change their minds, especially
if the severity of the behavior
increases. Vulgarity tends to
increase if left unregulated.

Second, do you want the
workplace to get more rau-
cous and undisciplined? Your

customers may be offended,
and losing their patronage is a
possibility. There is a fine line
between friendly employees
that your customers like and
employees who cross the line
with too much familiarity.

Third, do you want to fos-
ter employees of the same
race using “funny” racial
slurs against each other, em-
ployees of the same sex using
offensive sexual terms about
their own sex or the opposite
sex, or employees making fun
of disabled or elderly employ-
ees because “well, they laugh
at my comments, too”?

I'm reminded of a case in-
volving filmmaker John Wa-
ters. He was accused of
obscenity with respect to his
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first film, Pink Flamingos. He
later said that watching the
movie in a theater at 10 p.m.
was different than watching it
in a courtroom at 10 a.m. He
said that in a courtroom, even
he found his own movie ob-
scene. Imagine an employee
testifying in a courtroom in a
disability discrimination case
that everyone called a crip-
pled employee “Hopalong.”
Believe me, it sounds awful in
the workplace, but 20 times
more awful in a courtroom.

Similarly, I tell clients that if
they can convince 12 strangers
an employee deserved to be
fired, there is no reason to call
me. Workplace behavior can
sound worse with a judge in
the room, so you want to dis-
courage workplace behavior
that could potentially be evi-
dence in later, workplace-re-
lated litigation. I recommend
rather than give bystander
training on harassment, you
should stop behavior in the
workplace, unwelcome or not,
that would appear to be ha-
rassment if presented in a
courtroom by a competent
labor lawyer.

I am not recommending
pounding all the fun and jokes
out of the workplace, just stop-
ping certain behaviors. Most
employers will know it when
they see it. For example,
touching another person (un-
less to take them out of harm’s
way) should be discouraged,
if not banned outright. Touch-
ing butts and private parts —
your own or others — should
be prohibited. Certain words,
like racial and ethnic slurs,
misogynistic words, vulgar
talk, and (dang it, you know
which words I mean) should
also be stopped. There is no
reason to subject your busi-
ness to allegations such as
“I'm a woman, and everyone
uses the ‘b’ word to describe
women.”

Tolerating unwelcome or
not unwelcome bad behavior
is evidence of discriminatory
intent. Moderation is the key.
A stray sexual comment now
and again, or a very funny
joke, should not result in
overreaction in the work-
place. But, if you’d be con-
cerned to hear that behavior
described in court a year from
now, put an end to it and tell
your folks to tone it down
and get back to work.

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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Ironing Automation Key to Success

Why every drycleaner needs a flatwork ironer

By Stucky Szczotka

There’s a huge opportunity
out there for drycleaners and
textile care companies to cap-
ture big business from both ex-
isting and new residential and
commercial customers. All it
takes is a flatwork ironer. I've
seen big gains in revenue and
profits thanks to this one piece
of equipment. My recommen-
dation? If you've got enough
bit of free space, put one in!

Many drycleaners around
the country are capturing addi-
tional residential business by
providing laundering and
drycleaning services of house-
hold textiles and clothing.
Moreover, they’re pursuing
commercial opportunities with
vacation rentals, catering com-
panies, military bases, etc., by
providing laundered towels
and bed and table linens.

The problem lies in the fact
that it is simply too time-con-
suming and costly to properly
finish flatwork bed and table
linens using a hot-head press.
In order to really launch pro-
duction and quality — using
very little labor — you’ve got
to invest in a flatwork ironer.

When you do, you'll be able
to confidently promote and
maximize business within
these sectors while enjoying a
quick return on investment.

Installation requirements

A 20-inch flatwork ironer

with an integrated folder —
like models offered through
Poseidon Textile Care Systems
— requires 200 to 250 sq. ft. of
space, utilizes natural gas and
takes two people to operate. If
you've got the space, I find it’s
the perfect size for most fabri-

only takes 20 seconds to iron
and fold a king sheet or duvet
straight out of the washer.
Owner John Harris main-
tains the ironer has been a
“game-changer” for business.
Similarly, Peerless Cleaners
in Fort Wayne, IN, replaced an

The problem lies in the fact that it is
too time-consuming and costly to
properly finish flatwork bed and
table linens using a hot-head press.

care operations. It quickly
irons pillowcases, bed sheets,
duvets, drapes, round and rec-
tangular table tops, as well as
napkins, in a fraction of the
time of a hot-head press.

It processes damp linen
straight from the washer at
speeds ranging between 24-
and 50-feet per minute, and
performs the first primary fold
automatically. Also, since
linens bypass the dryer before
being fed into the ironer, pro-
duction time is increased and
dryer bottlenecks are elimi-
nated.

A company I work with —
Royalty Cleaners in Royal Oak,
MI — recently installed one.
Using a hot-head press, it pre-
viously took 5 to 15 minutes to
finish one sheet and 20 min-
utes to press a duvet. Now it

older ironer with a new 20-
inch flatwork ironer with inte-
grated folder. With the old
ironer, all the folding was done
by hand, which took a lot of
time. Now, the new ironer’s in-
tegrated folder automatically
pre-folds linens for significant
time and labor savings.

“When items come out of
the ironer, all we need to do is
perform another flip,” said
President Steve Grashoff.

If all of this sounds great,
but your plant lacks the 200 sq.
ft. of space necessary, you can
still get great productivity
from a smaller 13-inch ironer
without the folder. That option
requires 100 to 125 sq. ft. of
space, but you’ll need to fold
large table linens before feed-
ing them into the ironer. The
good news is that either option
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is basically “plug and play.”
Labor, operation and
maintenance

When ready to invest, get
the ironer from a reputable dis-
tributor who will train your
staff in operation and mainte-
nance. Look for a model that is
easy to maintain and offers a
waxless design, because apply-
ing wax correctly is a difficult
process. A waxless ironer is
simple to install, operate and
maintain.

In terms of operation, a 20-
inch ironer requires two peo-
ple to feed large tablecloths,
sheets and duvets, and one op-
erator to run pillowcases, nap-
kins and chair covers on mul-
tiple lanes. And, because it's
powered by natural gas, this
can be done after the plant
shuts down. At Royalty Clean-
ers, John Harris processes flat-
work with another person on
Sundays.

The ease of use and speed
makes a flatwork ironer more
effective and profitable than
using a hot-head press.

Finish quality

The quality is also superior,
which is critical, since residen-
tial, vacation rental and cater-
ing customers want beautifully
ironed, crisp table and bed
linens — and drycleaners are
demanding a high price for
these services.

Steve Grashoff of Peerless
Cleaners maintains there’s no
way they could have serviced

GOT SOME SPARE SPACE? A drycleaning plant with 100
to 250 sq. ft of open space should consider filling it with a
flatwork ironer (two variations of which can be seen
above), which not only saves space economically, it can
generate new revenues of profitablity.

food and beverage accounts
with his old ironer because of
lack of quality. With the new
ironer, however, they’ve
branched out to new revenue
streams within the commercial
sector, including restaurants
and catering companies.

“Now we can — and are —
picking up accounts all over
the place,” he noted.

Bottom line and ROI

When compared to a hot-
head press, a flatwork ironer
wins out in every category, in-
cluding quality, but what
about bottom-line profits and
return-on-investment (ROI)?

Flatwork ironers are not
cheap, but if installed, pro-
moted and used to even half
potential, most businesses re-
alize an ROI in just a few
months. This is because it’s so
much easier to offer ironing
services.

You'll quickly become com-
fortable promoting those serv-
ices in whatever sector you
pursue. Your flatwork business
might even become your most
profitable revenue stream.

Michael “Stucky” Szczotka,
owner of Eagle Star Equipment
in Troy, MI, is a textile care,
drycleaning and wetcleaning
expert with more than 45 years
of hands-on industry opera-
tions experience. He is a fre-
quent contributor to industry
journals and associations.
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The Best Choice for Many Fabrics

Pariser Industries has advanced, cutting-edge technology
that provides the chemistry, formulas, and support to make
your wet-cleaning program a success.

ACTIVATE

A safe-for-color powdered oxygen
bleaching agent blend designed
as a multi-function cleaning and
destaining specialty chemical item.

HYDROCON

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

LS-100

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

AQUA VELVET

An acid-based detergent (for

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

CITRASOL

A unique blend of surfactants

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

SHOT SPOT

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

Contact Pariser for a better solution for your chemical needs.

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

PARISER
BMNDUSTRIES

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

TINNECRS wWww.eztimers.com

mAnuFACTURIVG  102-376-6693 - bruce@eztimers.com

REPLACE THAT ZEROWASTE OR GALAXY
THE SAHARA WILL BE THE LAST MISTER YOU'LL EVER BUY

SAHARA’S CARBON FILTER USES CHEAP GRANULATED CARBON
ALWAYS AVAILABLE AT AMAZON, PETCO, WALMART

2 YEAR TOTAL WARRANTY M
Easy installation all parts SAHARA ﬂ
included
$1,995 (

Complies with Federal, Stateand . Ot o r ﬁ
Local environmental regulations
No costly filter cartridges uses I
replaceable inexpensive
granulated carbon

IT'S SO RELIABLE YOU'lL FORGET IT'S EVEN THERE z@

GET RID OF YOUR RETURN TANK’S TROUBLESOME
BALL FLOAT VALVE

L/ - LEVEL

F7Z-LEVEL
H 2T ELECTRONIC LEVEL CONTROL
;V E SOLENOID
I ’ H [ ':”"ZH%“JZ"G REDUCE DOWN TIME
) s 3 WITCH TO RESET
RED ‘E ﬁ BLINKING
6 o RN REDUCE WATER AND
E7 D252 wovenmerncn (Y CHEMICAL CONSUMPTION
o . REDUCE SCALING AND
$ 59 5 PIPE DAMAGE
REDUCE SERVICE CALLS
*REQUIRES 24 VAC SOLENOID

To learn more, visit www.nationalclothesline.com/ads
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REDUCE YOUR CREDIT CARD
PROCESSING FEES

Rates as low as .05%*

Accept EMV/NFC Process credit cards on Next Day Funding with
(Apple Pay, ETC.), your smartphone weekend settlement
Checks and more

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

Easy setup (with no setup fees and quick approvals)

Seamless integration with your current POS

$295** towards your early termination fee (if you have one) with your current processor
Access to Payments Hub - our secure, online merchant portal

Free paper**

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

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

OPTIONAL PROGRAMS:

Make the same profit margin with |~ .. Ordering

cash and non-cash payments! :
e Cash Discount e Point of Sale Systems

NAB makes it easy to make the same profit from non-cash payments Recommendatlons, Solutions
as you do with cash payments with our cash discount program. & |nteg rations

NorthAmerican®

866.481.4604

WWW.NYNAB.COM

DISCOVER

To learn more, visit www.nationalclothesline.com/ads
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Rates: $1.70 per Word. $35 minimum
Deadline 10th of the Month
To place an ad, call (215) 830 8467
or download the form at

www.nationalclothesline.com/adform M a r kEt I I a ce

Business Opportunities §l Equipment Catalogs

Sell Your Drycleaner and
New Jersey S u p p I 1IeS High quality products for Drycleaners

and Garment Manufacturers.

cleaners

SUPPLY

Serving our customers since 1946.

Pennsylvania GREAT PRICES.

PROSParts
Delaware FAST DELIVERY.

PatriOt BUSi Nness AdViSO s NEXT DAY DELIYER ..f

Phone: 267-391-7642 » Fax: 800-903-0613 fgbvBPRRAlggg'?%’g
broker@patriotbusinessadvisors.com

patriotbusinessadvisors.com 1-866-821-9259 Call 877-435-3859 for a
PROSPARTS.COM Newhouse Catalog or go to
Drycleaning Drop Off Store for Rent.  Drycleaning and Drop Store for Sale www.newhouseco.com 0VER 20,000
Near busy Air Force in Cookstown, NJ.  in South Denver, CO. Established in  Equipment for Sale: Saratoga Con- .
20 x 80 storefront in strip center. Al 1993 in a very high-income area. Esti- vgyorps - 120’ Section Space Sgaver for to download and print a page. PRuDucTs
equipment in place: White 800 Up/ mated gross revenue of $615,000 for 4 12’ ceiling. 76 section Main Floor. For

Down conveyor, all stationary racks, 2022. Drop store located 15 miles  yore details call 678-333-8226.
reception desk, room for seamstress,  South on 1-25 in Castle Rock, which
dressing room included. $1750/pm. is the fastest growing area in the

IN-STOCK.

Call 609-922-4527 for details. state. Owner motivated to retire. Pos- QUAL'TY REBUILT

:gryc.lle“““ingd Bbusi.ness f(t)rt %alg: Zgglgwner car, 7205600310 for EQUIPMENT 1-800-568-7768
amily-owned business started in

194.9. Located in Sputh antral Ohio. Specializing in the Expanding? Consolidating? Reno- GI.EANERSUPPI.Y-GGM

Business and building available. Most- When You Need HELP! . vating? Relocating? Ask us how we

ly new modern equipment. Owner will- L Classics of Forenta and | can reduce your operating costs.

ing to consider financing. Call Jim. . Visit www.drycleandesign.com.

(937) 725-7161. « Business Exit Strategy Ajax Presses and some | Email: billstork@drycleandesign.com. Training &

Drycleaners for Sale: Upstate New |4 Merger, Sale or Acquisition hard to find parts Phone 618/531-1214. »

York plant with three retail locations. . Ed ucation

Owner is motivated. For more informa-  |® Succession or Partner Issues Phone: 757/562-7033. =

tion, visit www.thielgroup.com. ¢ Financing or Environmental Mosena Enterprises Inc Rewea\[| N g I

Drycleaning Business for Sale: Es- [o Business Strategic Thinking : : NDEPENDENT

tablished in 1971 and family owned for o _ mosena@mindspring.com S e rv i c e S

50 years. Located in Jacksonville, FL | We seek a Retired Biz Owner with B to B GARMENT ANALYSIS'E‘

in an established neighborhood with ~ [Sales to train as a Consultant www.mosena.com . s )

gredat tCIfIfe'maL ﬁltl e_qu'é)m;mf p?'g for  |Send resume w- location & availability :’rYétTJogt-tl;\;lt-ch;bbS %seep%:?%?/iftslg 27‘; NW Toscane Tg?ll9186

and staff is well trained. Perfect busi- .- : P int Lucie, FL.

ness for a young family to run. Call for Contact f _— e~ years experience. Experts in silk, knits, ort Saint Lucie,

additional details: 904-093-4898. B e Sonozeire’Odor Neutralizer French weaving and piece weaving. | Tel. 772-340-0909 Cell 772-579-5044

complimentary chat: —— For more information, please view our E-mail: cleandan@comcast.net
Buy Sell Trade National Cothesline Destroys web site: www.withoutatrace.com. www.garmentanalysis.com

classified ads put your ad before Richard Ehrenreich, CED, SBA, F-CBI

a nationwide industry audience.
To place your classified ad, call Ehrenreich & Associates, LLC
(215) 830-8467.

* SmokeOdors 3344 West Bryn Mawr, Chicago, IL, ) . .
« Pet Odors 60659. 1-800-475-4922 Purchase my Sf:rvme Packagfa for $500
« Food Odors and receive the following:

* Mildew * 5 free garment analyses per year

301-924-9247¢ Richard@Ehrenassoc.com Removes 3 e 1 Art of Spotting handbook
Odors From: P o S It I O n * 1 Art of Wetcleaning handbook
* Clothes F * 6 personalized online training sessions
. Eugs Ava I I a b I e for any employee on spotting, bleaching,
H H H H © Drapes wetcleaning, drycleaning and fabrics
We SpeCIaI |Ze I n Sel I I n g * Furniture Independent reps needed for covers

. and pads for laundry and drycleaning =

Dry Cleaners & Laundromats Dry Cleaner’s Special! | plants. High commissions paid weekly | [Bunyy S€ll, Hire

= : and no up front investment on rep’s q
In MA, RI & NH Www.sonozaire.com part. Large territories are available. in the classifieds
Call 800-323-2115 Mechanics, etc., welcome. Zeller-

mayer Corp, 800/431-2244 or zeller- To place your classified ad, call

CaSh Buyer S Wai ting for nearest @ mayercorp@aol.com. tfc (215) 830-8467.
distributor
Call Lee Brokers : -
To place your classified ad, I ndex Of Adve rtlse rs August 2022
508'962'2589 download the pdf form at
Email: leebrokers @gmai/. com www.nationalclothesline.com A.L. Wilson Chemical....... 10 Laundry Owners............... 12
Website: leebrokersrealty.com or call (215) 830-8467 BeCreative 360 .................. 7 Methods for Management 14
Cleaners Business System3 :
_ Miele .....oooovieiiiiiie 16
Miss an issue? Looking fo? an article? Columbia/llsa ........ccccccueeene 2 NIE Insurance ... 5
Want to connect to the industry? DLI o 19
Point your browser to: www.nationalclothesline.com European Finishing....18, 28 North American Bancard..25
e Complete text of the current issue . Pari Industri In o4
« Back issues with search capabilitios EZ TiMerS.....corrrrerrrenen 24  Pariser Industries, Inc. ....
« Links to hundreds of industry web sites EZPrOdUCS .....vvvssrrreve.. 24 ReAlStar........ooovrrorrrooeee 20
¢ On-line classifieds L. .
: 2 Firbimatic .........ccccccoenee. 23 Route Pros................._ o4
Clothesline Forenta......ccccccueueueueenn... 13
e e e e Sankosha USA.................. 9
NATIONAL CLOTHESLINE Garment Management
SERVING THE DRYCLEANING INDUSTRY FOR OVER 60 YEARS SyStem ......................... 1 1 SPOT POS ....................... 27
Gulf Coast ..o, 17 Tailwind .......coovvvveeeieeneeee. 22
Gulf States .....ccoovcveeeeene 21 Union Dry Cleaning
lowa Techniques ................ 8 Products..........ccovveennes 15
_g( NCL Profile Industry balancing act to E:lcliesl EXPO pushes date

continue in 2022

Life goes on
Forthe Bodin famil,starting a

Visit these advertisers’ web sites!

Links to all are listed
at www.nationalclothesline.com/ads
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Take your business into the future

fconnect with Connect Mobile

Simple, easy to use navigation
Rack orders anywhere
Use multiple devices to inventory faster
Take photos of items and conditions

D

Enter PIN

Automate your delivery business
Track pickups and deliveries in real time
Live view of truck locations and route activity
Schedule customer visits enroute
Text customers that you’re on the way

f Xplor spot

801-495-1200 Q Spotpos.com

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




ARHI-STEAM

See our fIFY shirt finisher

TURBO-440

Deluxe Finish + Reasonable Price
For the Best of Both Worlds

e High Production — 60 shirts per hour

e Compact — small foot print

e Easy to Operate

Also, see our most popular
Multi-garment finisher,

SAM-4517

e For: Shirts, blouses, suit jackets,
Polo shirts, Lab coats, chef’s coats

All sizes (XS to 3XL)
All fabrics

Easy to Operate

Reasonably Priced

EUROPEAN FINISHING EQUIPMENT CORP. WATCH

1 COUNTY ROAD, UNIT A-10, SECAUCUS, NJ 07094 VIDEO
PHONE: (201) 210-2247 FAX: (201) 210-2549 SALES@HISTEAM.COM ONLINE
WWW.HISTEAM.COM WWW.HISTEAM.COM

TOLL FREE: (888) 460-9292

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



