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CCA/DLI ward off poly bag ban in L.A.

The industry worked to-
gether last month to convince
the Los Angeles City Council
to keep drycleaning poly safe
from the city’s ordinance that
bans single-use plastic bags.

Other items were voted to
be added to the ban on Dec. 1,
including styrofoam, plastic
pharmacy, produce and
farmer’s market bags, as well
as plastic foodware and single
use plastic at all city-run facili-
ties and events.

At this time, there currently
exists plastic ban regulations
on the books in California,
Hawaii, New York, New Jer-
sey, Vermont, Oregon and
Washington, DC, but none of
them include drycleaning poly,
though that could change in
the near future.

During the vote, Los Ange-
les City Councilman Paul Ko-
retz noted that the committee
can revisit the topic at a later
date. However, for now, he

noted that the “current ordi-
nance draft as exists does not
include drycleaners or any
drycleaner bags.”

That didn’t seem to be the
case just before the Thanksgiv-

some even wrap clean clothes
inside poly before putting them
in the bag. Other alternatives
available include biodegrad-
able bags or bags comprised of
plant materials, both of which

natives, and it’s clear — at least
to date — that they are not in-
terested in recycling programs
because of the consumer edu-
cation that’s required,” noted
CCA President Toran Brown.

ing  holiday = when
drycleaners discovered
that the L.A. City Coun-
cil would be considering
including drycleaning
poly to its single-use
plastic ban just days be-
fore a vote was set to
take place.

The California Clean-
ers Association (CCA)

The Los Angeles City Council voted on April 27

of this year to ban almost all single use plastic

bags in the city; then, on Dec. 2, further
expanded the ordinance’s scope.

“It'd be great if every
drycleaner could have a
recycling program, but if
nobody brings poly in or
returns the poly, then
you don’t have one.”
For now, drycleaners
are actively seeking so-
lutions. Former CCA
President Jim Douglas is
currently chairing a

and the Drycleaning and
Laundry Institute  (DLI)
quickly mobilized members to
help educate the L.A. City
Council on the industry’s use
of poly to protect clothes and
allow customers to inspect
them. Unfortunately, there is
no one-size-fits-all solution.
While many drycleaners offer
reusable bags to customers,

would likely cost the industry
much more money — and they
have not been engineered
specifically to work with
drycleaning equipment.
Another option would sim-
ply be recycling, of course, but
that presents a few problems,
as well. “I fully expect that
they will be looking for alter-

Rules, Regulations and
Legislature Committee that
will explore the issue and try
to find sustainable and viable
solutions for when cleaners are
no longer exempt from such
bans.

“The good thing is, we have
a seat at the table and that’s
what you really want,” empha-
sized DLI CEO Mary Scalco. “I

don’t think it’s going to hap-
pen overnight. It's not like
there’s a solution for everyone.
It's going to take both sides.”

The EPA’s recent estimates
from 2018 show landfills re-
ceived 27 million tons of plas-
tic. It is likely only a matter of
time until a municipal board or
governing body bans
drycleaning poly, as well.

Brown believes that the best
thing that cleaners can do is to
support the associations that
are supporting them.

“I think people, particularly
those who are not members of
DLI, need to understand that
DLI is out there supporting
everybody,” he said. “Unless
you as an operator are pre-
pared to go down to your local
capitol and advocate on behalf
of this industry — which most
people don’t have time to do
— you need somebody to rep-
resent you and that’s what DLI
can do.”

DLI releases full 2023 school schedule

With a new year comes a
new batch of opportunities for
newcomers and veterans alike
to develop or hone their
drycleaning skills at the
Drycleaning and Laundry In-
stitute’s School of Drycleaning
Technology in Laurel, MD.

This year, the association
will host three separate ses-
sions of its comprehensive sig-
nature courses: the one week
Introductory to Drycleaning
course and the two-week Ad-
vanced Drycleaning course.

The five-day introductory
course is more suited for indi-
viduals with less than a year
of experience. It covers: sorting
loads; cleaning
silk, satin and
other fabrics;
operating a
drycleaning
machine; re-
moving coffee,
ink, grease and other stains
from clothing; pressing pants,
coats and skirts; and using ten-
sioning equipment to improve

SCHOOL OF
DRYCLEANING
TECHNOLOGY

finishing quality.

The first offerings will take
place in Spring, with the intro-
ductory course running from
March 6-10, fol-
lowed by the
advanced class
that will meet
from March 13
to 24.

Tuition is
$1,595 for non-members;
$1,195 for Budget and Interna-
tional members; $956 for those
with a standard membership

After his mother,

" Helena, raised her
children alone while
running a drycleaning
company in Seattle,
Will wanted nothing
to do with it.
However, once he
started working there,
he soon took the
reins of the family
business and now
wants to honor his
mother by making her
name synonymous
with “drycleaning”
throughout the city.
For the full story, go
to page 6.

and $717 for Gold members.
Premier members can enjoy
any three courses for free.

The advanced curriculum is
suitable for those with basic
stain removal and finishing
techniques.

It covers a lot more material,
including fabric identification;
using bleaches without dam-
aging color; pressing blouses,
dresses, ties, pleated garments,
silks, velvets and corduroy;
wetcleaning; maintaining and
changing filters; troubleshoot-

ing problems with the
drycleaning machine; getting
clean, white laundry; pressing
laundered shirts; understand-
ing the difference between sol-
vents including perc, Green-
Earth, hydrocarbon and
Solvon K4; and designing a
drycleaning plant with the
most cost-effective work flow.

Tuition for the course is
$2,195 for non-members;
$1,695 for Budget and Interna-
tional members; $1,356 for

Continued on page 8
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When OSHA comes knocking

Are you truly prepared for an OSHA inspector to show
up at your plant? Frank Kollman can help you prepare.

12

Creating a sales system

The right sales system can motivate employees, allow
them room to grow and keep them accountable.

20

What to focus on in 2023?

James Puester offers his perspective on what cleaners

should focus on in the coming year.

22

Counter approach

A properly trained CSR will convey a sense of trust with
the customer when accepting difficult garments.
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]__( B Lowest Cost of Ownership?

NEVER A COMPROMISE

FOR QUALITY OR SAFETY
5930 Bandini Blvd.
Los Angeles, CA 90040

Tel: 323-727-9800
www.parkerboiler.com

We may never be the lowest initial cost, but
we have lowest cost of ownership because:

Products have proven to last up to 10 times longer than
similar production in this industry and applications.

We have many installations with steam boilers that have
been in service for over 50-years, 10 hours per day.

The materials used in current products are better than

the materials used 50 years ago. For example, in the 80’s, Our heating surface or amount of steel absorbing energy
steam drum went from 3/8" thick to 1/2" thick. has always been 2 to 3 times that of other units (up to 6

sf of heating surface per boiler horsepower, which some
units are closer to 2 sf of steel per hp, and some even 1
sf).

We have the best distributed flame or most even surface
area evenly distributed under the entire pressure vessel.
It is also a modular design, so it can be repaired easily.
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Tubes went from Seamless rated pipe to seamless rated TRV TS
tubing which is now annealed which gives the material : |
a mill scale coating for longer lasting and more corrosion A i
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resistance.
Thickness went from .133 pipe with 10 percent under to
12 with 10% over, and is always .133 wall tubing.

To learn more, visit www.nationalclothesline.com/ads
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e Customer Order Updates
* Detailed Reporting

* Comprehensive Route
Management

e Easy Invoicing

® Racking Solutions

COMPLETE SOLUTIONS

e Anti-Theft Features

* Employee Management

e Credit Cards on File

Ask us how we can help you save money
across your dry-cleaning business.
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. Local: 952.641.3000

Business SYStems sales@cleanerbusiness.com
www.cleanerbusiness.com
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Plastic bans still exclude cleaners, but for how long?

The 21st Century has not been an easy one for drycleaners who have had to
contend with a calvacade of regulations, recessions, shortages and pandemic lockdowns,
but many in the industry are feeling a bit optimistic about the opportunities ahead this
year (see Peter Blake’s column on page 18, and James Peuster’s column on page 20). The
drycleaning industry seems primed for growth in 2023, but things easily could have gone
very differently for drycleaners in Los Angeles, CA, who dodged a regulatory bullet.

Just before Thanksgiving, the California Cleaners Association (CCA) and the
Drycleaning and Laundry Institute (DLI) discovered that the L.A. City Council would
soon vote on additional items to be included in the city’s single-use plastic ban —
including drycleaning poly. From that point on, association leaders raced to reach the
right people and communicate to them how —and more importantly, why — the industry
relies heavily on poly use with no simple solution for an alternative. The clean and
finished clothes require something for protection, and the transparency aspect of poly
makes it very convenient for customers to inspect their items without risk of ruining its
pristine, wrinkle-free condition.

This situation is reminiscent of when regulators began proposing regulations to ban
perc use in parts of the country. It took time for alternatives to be developed — and
because the industry is so diverse — there was no simple, one size-fits-all solution for
every cleaner. This is also true with the poly issue. The industry simply needs more time
to create and innovate alternatives. That time was just made possible by CCA and DLI
who now have a seat at the table with the L.A. City Council to work together to find
mutually acceptable sustainable options for the industry.

In recent interviews with DLI CEO Mary Scalco and CCA President Toran Brown,
it was clear that even the L.A. City Council is not positive on what those acceptable
options might be. For example, recycling comes with its own set of complications, as
Scalco noted. “They say, ‘Well, we don’t like recycling because that depends on the
consumer to recycle. But, if you’re in an area where you’re predisposed to that kind of
thinking — you want to protect the environment, you want to do what you can do — 1
don’t know that recycling is a big challenge to convince people to do it.”

Clearly, there would have to be consumer education programs to let people know

how to recycle poly and with a 9% plastic recycle rate of plastic in this country, it could
fail even in a progressive state like California.

So, what other options does that leave? Plant-based poly? Biodegradable bags?
Reusable bags? All the different options available at this time have potential issues for
some cleaners to overcome. As alternatives, they either are more costly or more time-
consuming at this time. Then, there’s the issue of whether or not any of these bag types
can be incorporated into use with bar coding and automatic drycleaning equipment, as
well as allow consumers to see their clothes without exposing them to the elements.

For years now, the industry has managed to escape inclusion in various single-use
plastic bans throughout the country, but that time is running out. The writing is very
much on the wall. If L.A. doesn’t become the first to ban drycleaning poly, some other
municipal entity will happily be the first to take that step. After all, it is estimated that the
world produces almost 300 tons of plastic every year, and only about 9% of it is recycled.
The vast majority of the rest ends up littering the landscape or in landfills.

CCA and DLI has given the industry time to work on this problem that is not going
away, and they now have a direct communication channel with the city council to help
make sure that they understand the costly and logistical issues cleaners face moving
forward in a poly-free reality. As CCA President Brown noted, this issue can potentially
affect every cleaner — whether they are an association member or not. He hopes those
who aren’t members can recognize the support they are receiving and be more willing to
sign up.

“DLI has the ability to represent themselves as a voice for the industry because of
the extent of their membership and because of the financial support that they receive
from the industry,” he said. “I think it makes them stronger and I think it makes the
industry stronger.”

There remains a lot of work ahead, but fortunately the associations are well-
positioned to have an impact on the regulatory process. As Brown noted, “The good news
is they were listening to us. That’s going to be sort of the next lap of this process — to
educated them on the challenges that our industry faces in different sectors and how we
can potentially craft perhaps multiple solutions that lead to a desired outcome.”
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How Many Dry Cleaners
Has Your Insurance N 1E
Agent Handled?
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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
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This story begins many decades
ago in Hawaii when a young
American serving in the military
met a young Chinese woman who
moved there speaking little English. He
was fluent in Chinese, however, and
the two married and eventually settled
down in Seattle, WA.

Because the young man’s family had
a background in the drycleaning indus-
try, he used that knowledge to open
new plants in the Emerald City.

“What my dad was really good at
was opening businesses, but not run-
ning businesses,” explained Will Water-
straat, owner of Helena’s Cleaners. “So,
that’s how my mom learned dryclean-
ing, because suddenly my dad opened
a business and nobody was really run-
ning it, so she learned how to
dryclean.”

Will’s mother is the Helena in the
business’s name, but it wasn’t always
that way. Originally, the company was
called Aloha Cleaners. Through trial
and error and a lot of hard work, she
taught herself how to dryclean. With
three children at home, it seemed like
the couple’s fairytale-esque story was
carving out a happy ending. Instead,
there was a rude awakening.

“My dad was kind of a hot mess and
he started embezzling money. My mom
didn’t even know until the IRS showed
up at the cleaners and said, ‘Everything
comes to a halt’ and they started asking
for every single file,” Will recalled. “So,
long story short... my mom and dad
were in bankruptcy court at the same
time they were getting a divorce. The
judge ended up saying, “You have three
kids. You have no husband, so what I'm
going to allow you to do is keep one of
the drycleaning stores because that’s
how you're going to make your living.””

Helena was also allowed to keep the
house for the sake of the kids, but that
was a costly victory. “She had a lien on
her house of $300,000 that my dad had
racked up,” Will added.

Making matters worse, Helena’s ex-
husband still found ways to wreak
havoc in her life after they separated.

“My dad kept sending people here
for money to get people off of his
back,” Will continued. “He would say,
‘Thave a drycleaners. Helena will give
you the money.’

“So, what my mom did was, one day
she put a picture of herself on the wall,
and then she put up a big sign that said:
Helena’s Cleaners. As a little kid, when
people came in looking for money I
would watch her say, ‘Do you see
Dave’s name anywhere here?” She
would say, ‘No. I'm not paying you
anything because this is not Dave’s
Cleaners.””

hen he was growing up, Will
didn’t spend too much time
around the Dbusiness. It

wasn’t where he wanted to be.

“My mom would want me to work
the counter, and I wouldn’t show up for
work,” he said. “So, I was never really
in the business when I was young,
other than when something went
wrong and we would have to come
here at night. We would literally sleep

Spotless in Seattle

in the mark-in bags at the counter. My
mom would put those down and we
would get in with a pillow and sleep.”

With their father long out of the pic-
ture, Helena raised her children and
kept the business going, sometimes
through sheer determination.

“From 1984 until about 2006, my
mom had times that were good and

Overwhelmed at the time, Will left
to pursue other opportunities. Eventu-
ally his mother approached him again,
more adamantly. Initially, he agreed to
help out, but only at the front counter.

“So, the first year I worked here, my
mom only paid for my car and health
insurance because she couldn’t afford
to pay me,” he said.

www.helenascleaners.com

times that were bad, but it was always
hard work,” Will continued. “My mom
used the house to float the business for
years. She would refinance and put the
money back into the business when
times were rough and she had to take
from somewhere. Her house was her
bank.”

fter high school, Will couldn’t
seem to find the right career fit,
dabbling in mortgage brokerage
and working as a bartender, front desk
manager and assistant general manager
for the Bellevue Club. When his mother
asked for him to come help at the fam-
ily business, he tentatively agreed.
Will graduated from the Dryclean-
ing and Laundry Institute’s introduc-
tory and advanced classes, but after
using newer equipment in perfect
working order, he returned to Helena’s
and acted “ridiculous and foolish.”
“She had stomper presses that were
either not working or broken down,
several spotting boards that were just
dirty and broke and then she had a
drycleaning machine that had the com-
puter out on it, so she was manually
doing every load,” he recalled.

$ souway) 5 ouapapp

PLANT BASED DRY CLEANING
Laundry & Alterations

Seattle, WA

something — which I had never done
before — and I put in the work to do
it,” he said. “There’s no doubt that to
stay consistent that you have to work
really hard. That’s one thing that you
realize: nothing is given for free and
you've got to pay your dues daily. I still
come to work with that attitude daily
and I thank my mom for being able to

Helena and
Will

Waterstraat

Helena’s Cleaners

Will worked at the counter in the
morning and bartended in the evening.
Next, Will was ready to learn how to
press pants. So, Helena said to him,
“Who are you going to let go?” That
was his first lesson of business.

“So, I let go of one of our pants
pressers and I took over pants pressing.
No joke — after the first week of doing
that, my mother is like, ‘By the way,
you're going to learn how to spot and
dryclean right now, too,”” he recalled.

When Will became proficient at
pressing, Helena said it was time to
switch again. He had to train some-
body to do the pants and somebody
else had to train him to work on
blouses and sports coats. Meanwhile,
Helena continued to ask her son, “How
are you going to drive sales?”

ill spent many long hours
over the course of several
years working to cultivate re-

lationships with leasing agents and
property managers to help Helena's es-
tablish pickup/delivery accounts in the
competitive Seattle market, even as He-
lena refinanced her house in order to
buy a new shirt machine.

In both cases, the efforts paid divi-
dends, but Will would be the first to
admit he’s made his share of less suc-
cessful choices, as well. Fortunately,
he’s now reached the point with the
business where he hopes his manage-
ment team is willing to do the same.

“I've made mistakes. I'm not smart.
I was just able to try ideas, fail, and
then get up,” he explained. “So, for me
— and where we are with the business
now — we do have a luxury that we
can make some mistakes, and they will
never, ever act like me if they don’t
make their own mistakes.

As Will sees it, his mistakes are a
necessary step in order to achieve a bet-
ter understanding and appreciation. “I
am not the same person at all because I
finally have believed and bought into

Seattle, WA

browbeat me and make me realize that
you have to be detail-oriented and
work hard.”

Helena, who is 84 today, still comes
to work a couple of days each week to
chat with customers and learn what
new plans and changes Will has for the
business. The scale of Helena’s has
grown considerably over the years,
from modest six-figure sales during the
early days to over $5 million in 2022.

oday, Helena’s has close to 50

I employees. About a year-and-a-

half ago, Will orchestrated a

move into a 13,000 sq. ft. plant. The

company also purchased Blue Sky

Cleaners and Clampitt’s Cleaners to
continue its growth.

“Ultimately, I just want Helena’s to
be synonymous with drycleaning in
Seattle,” Will said.

Like others in the industry, Will fo-
cussed on pickup/delivery during the
pandemic, but he also fished for new
business to help offset the costs of mov-
ing to the new location. Fortunately, he
hooked some big fishing accounts.

“So, we work for companies like Tri-
dent and they have these very large
boats,” he explained. “They go out, and
every time they come back — we get all
the bedding on the boat, all their cold
storage freezer suits that every em-
ployee wears — and you're talking
hundreds of people on a boat. It's not
like a tiny little trawler that goes out.”

After 16 years in the industry, Will
has helped transform Helena’s Clean-
ers into a leader in a very competitive
marketplace. However, he has no inten-
tion of coasting into the future. Helena
simply won’t let him.

“Whenever I see someone else’s bag
in a building or I see another dryclean-
ing van, I get OCD-obsessed with it be-
cause I keep thinking they could be me,”
he said. “You always have to be worried
about that one little guy, and I always
think to myself, ‘I was that little guy.”
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DLI releases full 2023 school schedule

Continued from page 1
Standard members and $1,017
for Gold members.

Both courses will also take
place again during the sum-
mer and fall. The Introductory
class meets July 17 to 21 and
the Advanced class meets July
24 to Aug. 4. Later in the year,
both classes meet again. The
Introductory course will take
place from Oct. 16 to 20 and
the Advanced course will take
place from Oct. 23 to Nov. 3.

Additional tuition discounts
are available for those who
sign up to take both the intro-
ductory and advanced classes
together. Non-members can
pay $2,895 for both. Budget
and International members
pay $1,995, Standard members
pay $1,596 and Gold members
pay $1,197.

Additionally, DLI will host
two installments of its Stain
Removal course. Course dates
include from April 25 to May
16 and Sept. 12 to Oct. 3.
Classes are held live Tuesdays
and Thursdays from 1 to 3
p-m. EST using Zoom video
conferencing.

Topics to be covered in-
cluded: removing coffee, ink,
grease and other stains from
clothing; identifying cotton,
silk, polyester and other fab-
rics; using bleaches without
damaging color; using spe-
cialty products such as di-
gesters, amyl acetate and ace-
tone in stain removal;, and
identifying fibers and fabric
construction.

Tuition is $695 for non-
members. Budget and Interna-
tional members pay $495, Stan-
dard members pay $394 and
Gold members pay $297 each.

In addition to its courses at
its school, DLI will continue to
host its weekly Peer-to-Peer
Zoom meetings every Tuesday
at 11:30 a.m. EST.

On Jan. 18, the association
has planned a virtual educa-
tion session with Dave Coyle
of Maverick Drycleaners. He
will present “Optimize Your

Profits in 2023” at 1 p.m. EST.
DLI's webinar series is
archived online so members
can access them at anytime.
Topics of past presentations
cover diversification, equip-
ment maintenance, manage-
ment, marketing, production,
finishing, stain removal and
business sales and acquisi-
tions. For access, visit the as-
sociation at DLIonline.com.
Those seeking to sign up for
any of DLI’s upcoming courses
should call (800) 638-2627.

D LI SCHOOL OF
DRYCLEANING
TECHNOLOGY

Spring
Introductory to Drycleaning (March 6-10)
Advanced Drycleaning (March 13-24)

Summer

Introductory to Drycleaning (July 17-21)
Advanced Drycleaning (July 24-Aug. 4)

Fall

Introductory to Drycleaning (Oct. 16-20)
Advanced Drycleaning (Oct. 23-Nov. 3)

Virtual Stain Removal
Spring
April 25, 27; May 2, 4, 9, 11, 16
Fall
Sept. 12, 14, 19, 21, 26, 28; Oct. 3

J*iﬁﬂja

One of the first purchases | made in my
business was the 24-hour drop box from
. lowa Techniques. Sixteen years later, that
drop box is still working great and has
never needed any kind of repair or service.

- Mike Astorino, Fabricare Cleaners

You closed 3 minutes ago.
Bad for her, worse for you!

Owning an lowa Techniques drop box
means never having to say, “Sorry, we're
closed! If you were your customer, when
would you find time to come to your

shop?

If you don't offer a convenient,
24-hour drop off solution for “after hours”
customers, you are driving business to the
competition. Get your drop box today!

Techn cues”

THE UNIQUE PRODUCTS PEOPLE™

J (800) 727+1592

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

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

Graduates from DLI’s Introduction to Drycleaning Class 381
included: (left to right) Brian O’Donnell, La Nuova Dryclean-
ers, New Plymouth, New Zealand; Jennifer Saunders, East
Hills Cleaners, St. Joseph, MO; Taiwo Bade-John of Whiteice
Laundry & Drycleaning, Lagos, Nigeria; Sean Rees, Magic
Lockers, Inc., Montreal, Canada; and Kevin McAllister of

Kreussler, Inc., Tampa, FL.

;:"r—w

The latest batch of graduates from DLI’s Advanced Dryclean-
ing Class 381 included: (left to right) Kerry Glasgow, Sudsies
Dry Cleaners, Miami Beach, FL; Sean Rees, Magic Lockers,
Inc., Montreal, Canada; Taiwo Bade-John, Whiteice Laundry
& Drycleaning, Lagos, Nigeria; Shawn Norred, Puritan Clean-
ers, Richmond, VA; Kevin McAllister, Kreussler, Inc., Tampa,
FL; and Brian O’Donnell, La Nuova Drycleaners, New Ply-

mouth, New Zealand.

Obituary

Mark Watklns (1947-2022)

Tommy
| and Betty
Watkins,
M ar k
Watkins
hailed
from the
city of Birmingham, AL.

He went on to start Mark’s
Quality Cleaners there in 1981
and serve as a long-time board
member of the South Eastern
Fabricare Association (SEFA)
and the Drycleaning and
Laundry Institute (DLI).

In late November, he passed
away at the age of 74.

After earning a business de-
gree from Jacksonville State
University Mark sold ductile
iron and plastic pipe for about
a decade, but things changed
in 1981 when he and his wife
Gretchen decided to open
Mark’s Quality Cleaners in
Birmingham.

The early days were hard,
but Mark retained his sense of
humor. “I was working on old
junk equipment until three o’-
clock in the morning with a guy
who didn’t know how to work
on them... who smoked
Chesterfields... constantly,” he
recalled in a National Clothesline
interview from 2021. “I'll never
forget leaning over my pay-
checks in the heat of summer,

trying to write them and hope-
fully they would clear when I
handed them out.”

He quickly turned the busi-
ness into a profitable and rep-
utable cleaners by employing
smart strategies, adding deliv-
ery routes and offering impec-
cable quality.

“In this industry, if you're
not nitpicky and persnickety
about what you do, you won't
survive,” he said.

In 2019, at the age of 71, he
spearheaded a much-need re-
location of the company, a
move that certainly helped it
survive during the toughest
days of the pandemic.

He was just happy to make
the business stronger in the fu-
ture for his son, Josh.

“Josh can continue to grow
after I do the backstroke out of
here, and he’ll have something
that is worthwhile and will be
good for him for the rest of his
life,” he explained.

Mark also often acted as a
life coach for his team mem-
bers and deeply loved Ala-
bama football and riding mo-
torcycles. He was preceded in
death by his parents, Tommy
and Betty Watkins, and father-
in-law Paul Wolff. He is sur-
vived by his wife, Gretchen,
and their four children: Josh
(Sophie), Rachel (Benjee),
Sarah and Wes.
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How to respond to an OSHA inspection

Ithough the Occupa-
tional Safety and
Health Act (OSHA) is

over 50 years old, few em-
ployers know how to react
when they see an OSHA com-
pliance officer.

As a result, many employ-
ers find themselves fighting
citations that might have
been avoided with a little
planning.

Keep in mind, a compli-
ance officer is an intruder at
your facility. The U.S.
Supreme Court has said that
a compliance officer is just
like a police officer looking
to gather evidence of a
crime.

If you do not want him on
your job site, require him to
obtain a warrant.

In doing so, he must con-
vince a magistrate that he
has probable cause to con-
duct the inspection. Proba-
ble cause for compliance
officers is not the same as
for a policeman, but he still
cannot obtain a warrant
without good reason.

Also, a compliance officer
does not necessarily re-
spond to kindness. Inspec-
tors do not “go easy” on
employers who are coopera-
tive and come down hard on
those who don’t. In fact, ex-
perience indicates the oppo-
site is true.

The more complex an em-
ployer makes it, the quicker
the inspector leaves and
goes to the next, more coop-
erative employer.

Besides, the law requires
a compliance officer to cite
any violation he sees, and it
is technically against the
law to give an employer “a
break.”

With that in mind, you
can formulate a tough policy
for dealing with OSHA. To
begin, select a management
official to be responsible for
safety, including OSHA in-
spections.

That person should be
level-headed with the ability
to say “no.” In small compa-
nies, this person will nor-
mally be called the “boss.” In
larger companies, a plant
manager or safety officer
would be selected. That per-
son should also be responsi-
ble for safety training and
the development of safety
programs, such as hazard
communication, hearing
preservation, machine oper-
ation, and so forth.

He should get a copy of
the applicable OSHA stan-

dards and study them.
Copies of standards can be
obtained at www.osha.gov,
the government printing of-

Once in private, ask to see
the compliance officer’s cre-
dentials. If he does not have
them, throw him out.

him inspect the entire facil-
ity; he would not be permit-
ted to do so even with a
warrant.

Inspectors do not go easy on employers who are

cooperative and come down hard on those who

don’t.In fact, experience indicates the opposite

is true.The more complex an employer mabkes it,

the quicker the inspector leaves and goes to the
next, more cooperative employer.

fice, your attorney, or the
local library.

It's a wise investment of
time and money to get a
copy. It could save you
thousands of dollars.

When An Inspector Visits

All personnel, especially
supervisors, should be told
that if any government offi-
cial presents himself at the
shop, the company safety of-
ficer should be contacted.
They should also be told that
no one is permitted to come
into the shop or inspect the
workplace unless the safety
officer says so.

OSHA

Occupational Safety
and Health Administration

Most compliance officers
will be willing to wait or
come back later when the
safety person is available.

If not, let them leave to go
obtain a warrant. Virtually
all compliance officers will
accept this condition rather
than run out for a warrant.

Do not be intimidated by
the inspector. Make him or
her be patient.

He is an intruder, and
should only be admitted on
your terms. He is not your
friend; even if he is, his job
is to find safety and health
violations, cost you money,
and testify against you
should you contest the cita-
tions.

If the company safety offi-
cer is present, he should
take the compliance officer
to a private area — try to
avoid walking through areas
where work is being per-
formed.

Anything the officer sees
can be cited, even though
the inspection has not for-
mally begun.

If he does, write down his
name, address, telephone
number, supervisor’s name
and supervisor’s phone
number. Find out the reason
why he is there. If he does
not tell you specifically,
throw him out.

If the inspector says he is
there based on a complaint,
ask him for a copy. If he
does not have it, tell him to
call his office to get all the
information.

Find out who filed it,
what the specifics of the
complaint are, and what
standard the complaint
would violate, if valid.

If you cannot get straight
answers, make the compli-
ance officer get a warrant.

If you are not getting
straight answers, involve
your attorney, preferably
someone who knows about
safety and health law.

An employer
should consider
contesting every

citation, no matter
how small the
penalty.

I

If you do get straight an-
swers, let the officer inspect,
but only the area involved in
the complaint. Do not let

If you are concerned you
are not in compliance, make
him get a warrant. Give
yourself time to correct the
situation and possibly avoid
a citation.

If the inspector says he is
there to make a general
scheduled inspection, ask
him how your company was
selected.

If he cannot give you a
straight answer, make him
get a warrant. The same ad-
vice applies if you fear that
you're not in compliance.

A general scheduled in-
spection is a “wall-to-wall”
inspection that normally re-
sults from random selection.
If OSHA shows that your
company was selected prop-
erly, it can obtain a warrant.
This is one area where it is
easier for OSHA to get a
warrant than the police.

If the inspection is an acci-
dent inspection, cooperation
may be in order. There is no
doubt that OSHA will be able
to get a warrant.

Even so, you should still
limit the inspection to the cir-
cumstances surrounding the
accident.

Although it rarely happens,
a compliance officer may have
a warrant the first time he vis-
its. Clearly tell him that you
object to the inspection, and
then limit him to the letter of
the warrant.

If he tries to deviate, tell him
you want to call the magistrate
or judge.

What You Should and
Should Not Do During
an Inspection

If the inspection occurs, the
safety officer should limit the
inspection as much as possible.
The more difficult you make it,
the faster the compliance offi-
cer will move on.

You select the routes; do not
let him wander.

The safety officer should

take photographs whenever
the compliance officer does,
and he should also write down
what he says.

However, do not write
down anything that could be
incriminating for your com-
pany; OSHA may be entitled
later to see your notes.

If the inspector asks to talk
to employees, insist on being
present.

If he wants private inter-
views, you can require a war-
rant. You do not, however,
have to disrupt your work for
these interviews.

It is also a good idea to let
employees know ahead of time
that they do not have to talk to
OSHA.

During an inspection, it is
important not to volunteer any
information that could be used
against the company.

Never admit a violation; at
the most, say that you will re-
view it.

At the closing conference to
discuss the results, take de-
tailed notes. Question the in-
spector extensively about the
basis for any citation he might
issue.

Ask him the applicable stan-
dard and to explain in detail
any proposed abatement.

In sum, you can control an
OSHA inspection much more
than you realize.

If you do not, you may very
well find yourself defending
your safety practices before an
administrative law judge or
hearing officer.

Also, there is one last thing
to consider: an employer
should consider contesting
every citation, no matter how
small the penalty.

If you get cited for the same
violation later, the penalty will
be much larger, perhaps thou-
sands of dollars.

Also, citations become part
of your permanent business
record with the agency to be
used against you in later pro-
ceedings.

Plus, abatement costs can be
very expensive, even though
there is no fine. Think it
through before you accept an
OSHA citation or settlement.

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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Garment Management Systems
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automated assembly system Dry Clean at Your Convenience
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Our Automatlon Systems will help you

do more - with less!
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Simple design Provides the Made in the
along with best return on USA. Delivery
great customer investment. available in as
service. Keep it little as 2 weeks.
simplel!
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Silver Bullet #5: Sales management system

efore we get into this
month’s topic, all of us
at Methods for Manage-

ment would like to wish you a
great New Year! I assume that
each of you have created
written goals for the year.
All of my adult children love
it when I call on New Year’s
Day to see if they have com-
pleted theirs. With that, let’s
dive in.

Regardless of your indus-
try, one thing makes the
world go around in busi-
ness: sales. So, if you do not
have a sales team that con-
sist of your route drivers
and customer service repre-
sentatives (CSR) that sizzles,
you will struggle mightily.

Poorly managed sales
staff and a lack of a system-
atized sales process is one of
the biggest problems I see
business owners make. The
Silver Bullet that will help
you correct it? A sales man-
agement system.

Here’s how to set it up:

1) Develop Key Perform-
ance Indicators for Your

Sales Team. First things
first, you need to know what
specific numbers your sales
team needs to hit in order
make your business thrive.
This sounds simple enough,
but you would be surprised
at how many businesses fail
to calculate these numbers!
We have previously dis-
cussed about knowing your
numbers, budgets and de-
termining your break-even
number. If you have yet to
do this, figuring out this KPI
may be a challenge.

so that you are not creating
goals that are either so high
they are unattainable or so
low they do not stretch any-
one. An easy way to get
started is creating a budget
through the Budget feature
within QuickBooks. Begin
with last year’s numbers
and review to adjust for this
current year. For those with
a higher understanding of
QuickBooks, you can export
the budget report into Excel.
From there you can now
convert the cells into ratios

pensation. When your staff
has a vested, financial inter-
est in their results, their out-
put will soar. Some owners
shy away from this but I say
that almost nothing you do
will prove more powerful in
terms of increased effort and
productivity. Those in Meth-
ods for Management have
heard me speak for years on
sharing your internal num-
bers with staff. I get im-
mense joy visiting one of our
locations with three days
left in the month and the

You need to base these numbers on actual,
past results so that you are not creating goals
that are either so high they are unattainable
or so low they do not stretch anyone.

Of course, it is not as sim-
ple as just setting some arbi-
trary standard and leaving it
at that. To be most effective,
you need to base these num-
bers on actual, past results

The Future

NEXT EXIT R

and formulas. As you
change revenue numbers,
the related expenses will
also adjust.

2) Tie Your Employees’
Performance to their Com-

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

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

store manager knows ex-
actly the number she needs
to hit in those remaining
days to hit one of the three
levels of  performance
bonus. For a greater under-
standing of open book man-
agement, read The Great
Game of Business by Jack
Stack. This is one of the
most interesting business
books I have read.

3) Create an Environment
Where Your Sales Staff Can
Thrive as Individuals.
Everyone is different. They
are motivated by different
passions and goals. Effective
sales managers understand
this and motivate their peo-
ple by showing them how
reaching their sales targets
will help them achieve what
they really want out of life.

One of the best things you
can do is to have everyone
on your staff create a “vision
book” that outlines in spe-
cific, visual detail what they
are really working for: the
car, the house, the vacations,
the ability to give to the
charities and causes that
mean the most to them, the
financial security, whatever
means the most to them. I
have a free vision book tem-
plate I would be happy to
give you — simply follow
the directions in the blue box
on this page to request your
own copy.

Finally, make sure the
work environment is posi-
tive but includes some
friendly competition. Create

contests with fantastic in-
centives. Give generous
bonuses when people meet
and exceed their sales objec-
tives. Make working for you
a rewarding experience —
and you will be rewarded
handsomely.

Bonus Resource:

Free Vision Book
Template
As a bonus thank you gift
for reading this, I would
like to give you a free
vision book template you
can use to train and
motivate yourself and
your sales team!

To request it, simply email
me at kengh@mfmi.com,
subject line: Vision Book
or call the office direct at

(402) 690-0066 and
reference this gift.

4) Provide Your Staff the
Resources They Need.
Make sure your sales team
has everything they need to
be successful. This includes
customer relationship man-
agement technology that
makes it easy for them to
track and manage all of their
accounts, solid scripting,
high quality leads, and on-
going training to help them
hone their skills and im-
prove their results.

5) Hold Sales Staff Ac-
countable for Their Per-
formance. More than any
other department, you need
to keep your eye on the sales
team to make sure they are
meeting their objectives. Re-
view their numbers weekly.
Coach them as necessary to
help them improve.

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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“Every new day begivs with possibilities.
Tt's up to us o fill it with the thivgs that
move us toward progress and peace.”

-Ronald Reagan
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—
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Monitoring your compressed air system 11

ast month, I discussed
Lthe essential compo-

nents of a reciprocating
compressor: motor, pump,
and receiver (tank) — which
you’ll find on every ma-
chine in this family of com-
pressor.

This month I will be ex-
plaining the function of
other components that,
when combined, make up a
complete air compressor.

So, in review, the electric
motor is connected to the
pump using Dbelts. The
motor’s rotary motion turns
a flywheel on the pump
linked to a crankshaft,
which moves piston(s) in-
side the pump cylinder up,
compressing air and down,
sucking air into the cylinder
to be compressed during the
next compression cycle. The
compressed air leaves the
cylinder through the top
portion called the head and
is pushed into a large vessel
called a receiver or tank.

In order to familiarize
yourself with air compres-
sors, descriptions of the in-
dividual parts are as
follows:

1) There is a check valve
(Item #1 in the graphic) gen-
erally located in the tank
which permits the air to
flow into the receiver, but
prevents the air from flow-
ing back out.

This check valve stops the
air from just flowing back
from the tank into the cylin-
der when the piston moves
down to suck in more air.

2) There is a pressure re-
lief valve (Item #2) guard-
ing against excessive
pressure building up inside
the cylinder. When the pres-
sure setting of this valve ex-
ceeds, this safety device
opens venting to the atmos-
phere, relieving excessive
pressure inside the cylinder.

3) A valve provides a
means of shutting off the
airflow out of the compres-
sor (Item #3). Ball valves
serve nicely for this pur-
pose.

4) Contaminants in the
form of small amounts of oil
and water accumulate in the
tank and must be removed.
Removal of contaminants is
accomplished by using a
drain valve located at the

bottom of the tank,
which provides a
path for pressurized
air to blow contami-
nants out of the tank

(Item #4). @ ReCEVER OR IN TANK
I highly recom- e g AL
mend installing an B N
auto drain type valve
to accomplish this. HEAD PRESSURE e
Failing that, a ball UNLOADER PORT <
(NOT USED ON THIS

valve will do nicely if
you remember to use

5) As air pressure
increases inside the
tank, there needs to
be a method to shut
off the motor when
the desired air pres-
sure is reached. An
electrical air pres-
sure control switch
(Item #5) is generally
used to accomplish

COMPRESSOR)

’ HEAD PRESSURE
it. RELIEF VALVE

(2] ;
i,

O'MOTOR
STARTER

RECEIVER CONTROL SWITCH
OR
TANK
COMPRESSED AIR
OUTLET VALVE

AUTO DRAIN F
VALVE £

AIR COMPRESSOR COMPONENTS

RECEIVER OR TANK
RELIEF VALVE
~ (NOT VISIBLE)

TANK OR
RECEIVER
PRESSURE

o GAGE

o AIR PRESSURE

e HEAD PRESSURE
UNLOADER VALVE

64)

this. This switch

- PR ANOTHER TYPE OF HEAD
opens an electrical - PRESSURE UNLOADER VALVE
circuit that either ﬂ (NOT USED ON THIS

COMPRESSOR)

controls a motor
starter (Item #9) on
larger compressors or di- in the tank has reached the always be replaced by

rectly opens the power cir-
cuit to the motor on smaller
COMPressors.

6) When the air pressure
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setting on the pressure con-
trol switch, shutting off the
motor, pressurized air is
trapped between the top of
the cylinder and the tank
check valve.

When the air pressure in
the tank drops and the
motor restarts, this pressur-
ized air would resist the pis-
ton from moving up inside
the pump cylinder, placing
an extremely high load on
the motor while it’s starting.
A small valve called an un-
loader (Item #6) is used to
prevent this by bleeding off
this high-pressure air when
the pressure control switch
opens.

There are some compres-
sors (usually larger types)
that when the desired pres-
sure is reached, the motor
continues to run; however,
the cylinder head is un-
loaded to the atmosphere
using an unloader valve
(Item #6a), so there will be
no further increase in tank
pressure.

7) Located near the air
pressure control switch is a
gauge indicating the pres-
sure inside the tank (Item
#7).

8) A relief valve is used to
protect the tank from exces-
sive pressurization. These
valves are generally cali-
brated to open at a preset
pressure exhausting com-
pressed air in the tank to the
atmosphere, and should
never be tampered with and

valves having an identical
pressure rating (Item #8).

9) To safely control the
motor switching on and off,
a motor starter is used (Item
#9). The term motor starter
means that a magnetic
motor contactor (switch)
does the actual switching of
the motor, and some form of
motor overload protection,
usually in the form of a re-
settable thermal overload
device, are combined in one
control.

If excessive current flows
through the motor, the cir-
cuit automatically opens,
shutting the motor off be-
fore damage can occur.

That’s it for this issue. I
will be back next issue with
more good stuff on air com-
pressors and compressed air
systems.

Look for my ad on inno-
vative products under EZ-
Timers Manufacturing.

Bruce Grossman is the Chief of
R&D for EZtimers Manufactur-
ing. EZtimers manufactures ma-
chines that make your machines
run better. For those needing to
replace Zero-Waste or Galaxy
misters, see our SAHARA
model. For those with boiler
problems, check out our EZ-
Level and EZ-Dose machines.
For more information on EZ-
timers products, visit www.ez-
timers.com. Please address any
questions or comments for
Bruce to bruce@eztimers.com
or call (702) 376-6693.
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”I REVIL Designed with Your

A mErTca Businessin Mind

Drycleaners today face new challenges with labor availability, retention, and training chief among them.
At the same time customers demand high quality and quick turnaround time.

/Il TREVIL equipment combines high quality finishing, high productivity, and ease of operation and
training to help you overcome the challenges of today while providing the flexibility to be prepared for
the future.

PRINCESS ULTRA with Touch Screen

Tensioning Blouse / Shirt / Jacket / Form Finisher

e Sizes from O Petite to 3XL and Larger

* Dual, Rotating Front Clamps (Patented System)

* One Heated for Wet Shirts / Blouses

* One Unheated for Drycleaned Shirts / Blouses [ Jackets
e Front Clamps Pivot & Rotate

[IINEW MODEL

No Need to Disconnect & Store Unused Clamp!

TREVISTAR CR3 with Touch Screen

Tensioning Shirt Finisher

Ultra High Quality Finishing
Similar Productivity to Hot Plate Unit
Easy to Operate
Lower Utility Cost
* Smaller Footprint

Heated Cuff Placket Press

13dOIN MAN///

TREVIFORM with Touch Screen

Tensioning Form Finisher

360 Degree Rotation
Inverter Blower Motor Control
= Perfect for Wetcleaned & Drycleaned Garments
- jme Smaller Footprint

Frevifor®

Trevif2=

g
L —

For additional information and videos of these and other great Trevil products visit:
III TREVIL www.TrevilAmerica.com

Or make an appointment to visit our showroom in Clifton, New Jerse
AMERICA PP 4

Showroom: 781 Van Houten Avenue, Clifton, NJ 07013 ¢ Telephone: 973-535-8305 ¢ Email: TrevilAmerica@aol.com

[IINEW MODEL

To learn more, visit www.nationalclothesline.com/ads
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AN QUTSIDE PERSPECTIVE @

3 PETER BLAKE

Making your business better in 2023

sually at this time of
the year, we like to re-
flect on the past and

evaluate where we are. We
make New Year’s resolutions

and plans to make big
changes going forward. Do
you do this?

I admit, while I very sel-
dom make them public, I do
make them to myself. Sorry
to say, but I very rarely hit
the mark, usually fail, and
find myself making the same
ones the following year. But,
not this year. This year I
have only one goal, and I
hope you can do the same
for you and your business. I
will get back to that.

First, let me forecast my
thoughts on our industry.
We are poised for growth.
We have a lot of opportuni-
ties ahead of us, and we
have the ability, desire and
tools to capitalize on them.

Those who see the chal-
lenges and react, be proac-
tive, and invest — will
succeed. Those who see the
obstacles, don’t learn from
the past, keep their heads
down, and don’t utilize the
plethora of business assis-
tance tools at their disposal
— will fail. To succeed takes
work, effort and investment.
By the sheer fact you are still
here today and rebuilding,
you know you have what it
takes to move forward and
to thrive.

As an industry we are on
a good path. People are re-

turning to the office. Covid
is a part of life and we have
found ways to adapt. With
the high inflation we are ex-
periencing, garments are be-
coming less disposable.
People are investing in car-
ing for them properly to ex-
pand the life of their textiles.
We can use that to our ad-
vantage. People still want to
look their best, and that is
what we do. We keep people
looking and feeling good.

Time is still a person’s
most valuable asset, and
through our convenient
services, we save time.

Now, back to my goal for
2023. My goal is not to be
better than anyone else, but
to be better than I used to be.
It is that simple. I am not
going to worry about what
others are doing. I am going
to focus my efforts on con-
trolling the things I can con-
trol. How does that relate to
your business?

I plan on doing a better
job. I know I have a lot to
work on, and I have a lot of
areas I am not very good on.
But, realizing that is the
biggest hurdle. Looking in-
trospectively can be difficult
but moving forward I plan
to be better.

I am sure you all have
areas like that, as well. Give
yourself a true introspective
look. Identify the areas you
need help with.

Look at your quality. Is it
a product you are proud of?

Are there ways to improve? If
you are a DLI member, we
have tools to help you do
this. We can test your clean-
ing quality, tell you how it
ranks, how well your system
is performing.

With the high
inflation we are
experiencing,
garments are
becoming less
disposable.

Are your Customer Serv-
ice Representatives well
trained? You can use DLI’s
Secret Shopper program or
another similar service out
there. How does your store
front look? Ask your friends
to come in and give you
some feedback.

One of my good friends
was telling me the other day
that one of her biggest fears
in her cost group was having
other members visit her plant
and critique her process and
her plant. It was also the
biggest benefit. They saw
things and pointed out things
that she had just become ac-
customed to and had devel-
oped a blind spot. Don’t be
afraid to ask for help.

One of the areas I am
working on is helping to
build a much stronger com-

munity. We have laid down
the grass roots and we have
done a great job getting peo-
ple together on Zoom meet-
ings and such. Now, I need
to help focus on a more re-
gional basis so you can have
non-competitors visit and
share insights. I need to
build a better mentoring sys-
tem. My father always told
me if you're 18 or 80 — you
still have a lot you can learn.

Look at the systems in
your plant. How is your
marketing? Can you do any
better? What are your mar-
keting goals? Where do you
want to focus more energy?
What investments will pay
high dividends? If you need
help, there is plenty out
there. I love to discuss mar-
keting programs and ideas,
so feel free to reach out and
we can have a great discus-
sion. If you are on the East
Coast, I just might be in your
area and we can sit down
and have a cup of coffee and
review your ideas. I would
love it.

There are some great mar-
keting companies that you
can also call for help. I know
people that use these serv-
ices and can provide some
referrals and thoughts. If
you are a member of DLI,
Maverick Drycleaners should
be no secret to you. You have
probably seen some of the
great work being done by Be
Creative 360. They have
helped their members grow

AHI-STEAM

Out, Out, Damn Spot’!

e Strong self-contained vacuum for

faster drying

* 2 cold spotting guns connect to
solvent tanks on machine

¢ Stainless steel construction

t

ES-2000AR Spotting Board

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

¢ Suction hood captures
stray vapors

» Solvent bottle rack + light
built into hood

EuURoPEAN FINISHING EQUIPMENT Core.

SECAUCUS, NJ

WWW.HISTEAM.COM + SALES@HISTEAM.COM

(888) 460-9292

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

and prosper through lead
generation and social media
marketing.

Another great resource is
Cleaner Marketing. Hon-
estly, succeeding at market-
ing and branding takes
commitment and invest-
ment. You can invest in these
tools, or you can invest time
and learn how to do much of
it yourself with DLI’s train-
ing and resource library. DLI
has also developed a Mar-
keting Lab program to help
you create content and refine
your marketing pieces.

I'm not saying your com-
petition doesn’t matter. I am
saying to focus your energies
instead on how to make your
brand better and some of
those competitive issues
should fade away. I hear it all
the time: “they only charge
$X, we can’t make it at that
price!” or “They are dis-
counting everything!” There
are so many pricing strate-
gies, and each comes with
their own benefits and obsta-
cles. Care less about what
they are charging and more
about what you need to
charge to make the profit you
deserve and produce the
quality you demand. Worry
less about what their ads are
saying and focus your energy
on determining what you
stand for, and how you con-
vey that message to your po-
tential customers.

Where else can you get
better? What do you do for

your community? What
have you done to help pro-
mote  your community

awareness. Read my last ar-
ticle “Doing good is good
business” [National Clothesline,
December 2022] for more in-
sight. Determine what areas
you need help in, and then
find ways to overcome those
obstacles. You can call, email
or even say “hi” on Facebook
and I will help you find
strategies for the bright fu-
ture that lies ahead. As for
me, I sincerely hope I can
just be better than I used to
be and keep moving for-
ward. I would love to play a
part in you also meeting that
simple goal in 2023.

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.
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Does UNION have a machine for Sensene?

- 00cee I
SENSENE'

Of course we do!

1-800-433-9401

www.uniondc.com
\‘\

\ America’s Best Selling Brand of Dry Cleaning Machines

1

To learn more, visit www.nationalclothesline.com/ads
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THE ROUTE PRO

By JAMES PEUSTER

What should you focus on in 2023?

new year brings with

it new hope, new con-

cerns and new goals
for each and every one of us.
We get on conference calls,
forums, share with our peers
while keeping an eye on our
competition.

We all look forward, or
hold onto the past, but a
meeting with a dear friend
last month reminded me of
one thing — “The journey
through life is slowed down by
the baggage we carry with us.”

That quote is my favorite
from Wally Amos of Famous
Amos cookie fame. His story
made history and if you
don’t know it you should.

Positivity and perseverance
is probably why Wally has
the same smile today as he
did over 80 years ago. How
this relates to our industry is
simple: by focusing on these
two principles, anyone can
succeed.

Most of the drycleaning
industry has focused more
on routes, as well as the
wash-dry-fold world. Judg-
ing by the amount of calls we
still receive, the world of
convenience dominates most
decisions by business own-
ers and consumers.

Those who are not focus-
ing on routes seem to be back
in 2008, struggling to make

the right decisions to re-es-
tablish profitability. If the
last two years taught us any-
thing, our industry will con-
tinue to see merging of
companies, store closures,
and route-only operators
who don’t have a facility.

Do what you do
best and that
provides a path of
profitability.

There is one thing that has
held constant, and that is
your drivers must do more

than just drive now. This
may be more important than
ever now.

Too many owners and
managers got comfortable
with their delivery crew and
just settle on mediocre work
habits and discipline.

Fear of losing staff over-
took the mindset of losing
customers. Thus, many com-
panies became stagnant at
best with their routes.

The bottom line is this:
2023 looks to be the year that
many will know their fate in
the drycleaning industry.
Some will move forward
rapidly, while others may
lose focus and still chase var-

ious rainbows searching for
that pot of gold.

Do what you do best, and
that provides a path of prof-
itability.

This can be the year you
establish a solid foundation
for growth. Just stay positive
and persevere — it’s that
easy.

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.

(©

Send us your upcoming events to be added to our calendar of events: info@nationalclothesline.com.

2023

January 12-15 Drycleaning and
Laundry Institute/National
Cleaners Association present
Brainstorming/Five Stars con-

ference, Secrets Royal Beach
Punta Cana Resort in the Do-
minican Republic. For more in-
formation or to register, call
(800) 638-2627.

March 6-10 DLI’s School of

Drycleaning Technology, “In-
troduction to Drycleaning”
one-week course. For informa-
tion or to register, call (800)

Do You Want to Make

Your Business More
Successful and Valuable?

But Not Sure How...

M{M Business Coaching can help!

Certified Value Builder Coach and successtul 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.MfMBusinessCoaching.com

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

638-2627 or visit online at
www.dlionline.org.

March 13-24 DLI’s School of
Drycleaning Technology, “Ad-
vanced Drycleaning” two-week
course. For information or to
register, call (800) 638-2627 or
visit www.dlionline.org.

April 25,27, May 2,4,9,11, 16
DLI’s School of Drycleaning
Technology, virtual stain re-
moval course meets on seven
different days. For information
or to register, call (800) 638-
2627 or visit online at
www.dlionline.org.

April 28-30 SDA’s Cleaners
Showcase, Irving Convention
Center, Irving, TX. Call (512)
873-8195 to register or for
more information.

May 26-29 North Carolina Asso-
ciation of Launderers & Clean-
ers annual convention, Double-
Tree by Hilton Atlantic Beach
Oceanfront Hotel, 2717 West
Fort Macon Rd., Atlantic
Beach, NC. For more informa-
tion or to register, call (919)
313-4542.

July 17-21 DLI’s School of
Drycleaning Technology, “In-
troduction to Drycleaning”
one-week course. For informa-
tion or to register, call (800)
638-2627 or visit online at
www.dlionline.org.

July 24- Aug. 4 DLI’s School of
Drycleaning Technology, “Ad-
vanced Drycleaning” two-week
course. For information or to
register, call (800) 638-2627 or
visit www.dlionline.org.

Sept. 12,14, 19, 21, 26, 28, Oct. 3
DLI’s School of Drycleaning
Technology, virtual stain re-
moval course meets on seven
different days. For information
or to register, call (800) 638-
2627 or visit online at
www.dlionline.org.

Oct. 16-20 DLI’s School of
Drycleaning Technology, “In-
troduction to Drycleaning”
one-week course. For informa-
tion or to register, call (800)
638-2627 or visit online at
www.dlionline.org.

Oct. 23 - Nov. 3 DLI’s School of
Drycleaning Technology, “Ad-
vanced Drycleaning” two-week
course. For information or to
register, call (800) 638-2627 or
visit www.dlionline.org.

2024

November 9-13 Texcare Interna-
tional trade show, Frankfurt
Exhibition Centre, Germany.
For more information or to reg-
ister, visit them online at tex-
care.com/brand.

2025

August Clean Show 2025, Or-
lando, FL. Call (770) 984-8023
or www.cleanshow.com.

2027

July Clean Show 2027, Las Ve-
gas, NV. Call (770) 984-8023
or www.cleanshow.com.



JANUARY, 2023 / NATIONAL CLOTHESLINE / PAGE 21

IASTE
PEASIERY
BETTER

Model CT-2 DOUBLE BUCK

UNIPRESS.

3501 Queen Palm Drive ¢ Tampa, FL 33819 « 813-623-3731
WWW.unipresscorp.com

To learn more, visit www.nationalclothesline.com/ads
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THE SPOTTING BoARD

By DAN EISEN

How to properly train your CSRs

our Customer Service

Representatives (CSR)

are the face of your
company. They create a trust
between your customer and
the work you do.

You know the importance
of the CSR when you look at
the chemical and equipment
manufacturers you deal with
and the people that represent
them.

I know that many have
loyal followers because of the
knowledge they impart.

I do a lot of training for
prestigious companies who
constantly train their CSRs.
This includes  Sudsies,
Oceanside Cleaners, Wed-
ding Gown Preservation,
Milt & Edie’s, First Class, etc.
The proper format that I find
is effective to set up:

1) Fabric knowledge.

2) How to interact with
the customer.

This is the same format
that I use when I need to
train 26 Customer Service
Representatives at Oceanside
Cleaners in Jacksonville,
Florida.

Fabric Knowledge

It is not enough to just
talk about fabrics, but the
CSR should receive a sample
of the fabric you are talking
about.

They should know the dif-
ference between silk and
polyester, as well as the
characteristics of the weave

including satin, velvet and
chiffon.

They should know feel
and texture of the fabric they
are dealing with.

Interaction Between the CSR
and the Customer

It is one thing to give the
CSR knowledge of fabrics but
it is equally important to
know how they relate this in-
formation to the customer. I
create a common Q&A for the
best way of relating this in-
formation to customers. I
often find myself in disagree-
ment of how others teach. For
example, if a customer comes
in with a fancy dress with
fancy buttons, how should
the interaction between the
customer and CSR be?

Should the CSR tell the
customer we will take the
buttons off for safety and we
will charge you a dollar a
button to resew it? I found
this approach might be of-
fending to some customers.
A better approach might be
to tell the customer that we
will guarantee that the but-
tons will be safe and not tell
them what you are doing.

Silk: A Sample of Interaction
with the Customer

Silk remains a popular fab-
ric even with the ability of
polyester. Silk has the combi-
nation of properties which
makes it very desireable and
popular.

It is soft and lustrous,
smooth, resilient, absorbant
and comparatively strong for
its fineness. Silk fabrics are
luxurious in appearance and
feel.

It can range from a fine
and smooth fabric made
from cultivated silk or the
rough textured irregular
slubbed yarn of raw silk.
The vividness and depth of
color is unequal when dyes

are used on silk.

Common Questions Posed
By Customers

e Will the perspiration
stain come out of my silk?

Answer: We can take out
the perspiration stain but
unfortunately the ingredi-
ents in perspiration can af-
fect the dyes in silk fabrics.
This includes fatty acid,
chloride salts, and possible
alcohol usage. The cleaning
process will insure that no
further damage will occur
on the silk.

e Can my silk be cleaned
safely without color loss?

Answer: The mild and en-
vironmentally safe solvents
that we use does not affect
the dyes on silk.

* My silk seems to have a
washed out and faded look.
Can it be restored?

Answer: Yes. We have a
finishing treatment that will
restore feel and depth of
color to silk. Ask your spot-
ter to give the silk mineral
oil treatment.

* My colored silk is faded
on the shoulders. Can it be

restored?

Answer: Unfortunately
light and impurities in the
air permanently affect the
dyes on silk. We can remove
these impurities preventing
further damage and give
you more extended wear.

e Can my silk be wet-
cleaned safely?

Answer: Yes. We have
state-of-the-art wetcleaning
equipment and special fin-
ishing agents that insure the
silk is returned to you in a
new and wearable condition.

Summary

The CRS should not be
afraid of the customer or
questions the customer may
ask. They should accept gar-
ments with confidence and
knowledge that is transmit-
ted to the customer.

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.

TINERS www.eztimers.com

For Contactless Automation
at the Front Counter, Plant
and Routes

« Presses and Solutions for all Budgets

- Best and Free Technical Support Forever

« Proudly Made in the USA

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

« Low Cost of Ownership — Very Reliable,
Easy to Fix and Upgradeable

« Pre-printed Sequentially Numbered Heat Seal

Barcode Labels in One Day

QAN

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,

cts Internat;
Time and Labor u Ona/ ,

A

garment labeling experts since 1989

Toll Free 877.906.1818 WwWww.ezpi.us

E 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

Easy installation all parts
included

SAHARA
$1,995

ALL

Complies with Federal, Stateand ., VEn s

Local environmental regulations

No costly filter cartridges uses
replaceable inexpensive
granulated carbon

IT'S SO RELIABLE YOU'LL FORGET IT'S EVEN THERE \\

7 l,l' \’l' L

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

GET RID OF YOUR RETURN TANK’S TROUBI:E/SOME
BALL FLOAT VALVE

- LEVEL

!
,“ st nvm ‘— mwmvsuukmn | i ELECTRONIC LEVEL CONTROL
\

R g | | oo — REDUCE DOWN TIME
% E swwcu m mm _
IS P CHEMICAL CONSUMPTION
i' ) | | -w " ’
i 1 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 Next Day Funding with
(Apple Pay, ETC.) EBT, weekend settlement
Snap, 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**

FREE TERMINAL PLACEMENT OPTIONS

INTEGRATE
WITH YOUR POS

e Send digital receipts: ‘--c;

Email or SMS areceipt STANDARD _ ™ &
* Send Invoices TERMINAL LE:J;%Z

|\ .-

OPTIONAL PROGRAMS:

EDGE: The Best CASH DISCOUNT PROGRAM
from North American Bancard

e Curbside Ordering
Are you ready to get rid of the impact of payment processing costs o POint Of Sale SYStems

on your business?

Recommendations, Solutions

With the Edge Cash Discount program you will enjoy the same profit & Integrations
margins from cash payments as you do from non-cash payments.

GROW YOUR BUSINESS. PARTNER WITH NAB TODAY!

866.481.4604

© 2022 North American Bancard, LLC (NAB). All rights reserved. NAB is a registered ISO of BMO Harris Bank N.A., Chicago, IL,
Citizens Bank N.A., Providence, RI, The Bancorp Bank, Philadelphia, PA, and First Fresno Bank, Fresno CA. 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.

To learn more, visit www.nationalclothesline.com/ads
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Ihe Dryclean & Laundry
Show in 2023

Exhibitors

Noton thislist? Join us!

EREERegistration oy SDAY DLIIand CLAImembers

S50)fior pre-registeredinon=membersi/ s Sibolonsite)

&5 www.sda-dryclean.com
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The Los Angeles city council considered banning drycleaning

plastic bags. A member alerted DLI to the proposal and with

about a week’s notice DLI and the California Cleaners Association |
mounted an authoritative defense and succeeded in getting the

city to reconsider. What would have happened if the associations |
weren't there, would the outcome be the same? Who knows but '
because DLI and CCA took action a very costly outcome for the
industry was stopped short.

Once enacted, similar measures are often replicated by other
municipalities and states. DLI fights to protect your business from
reckless legislation like this and works to keep it from spreading.

DLI can only fight for you with the resources that come from dues
dollars. If you are not a member this is a perfect example of why

you should be. Join today at DLlonline.org/Membership or call
800-638-2627 to discuss how membership works for you.

DLI| A
A
S

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 Catalogs

Equipment

Sell Your Drycleaner
New Jersey
Pennsylvania
Delaware

Patriot Business Advisors

Phone: 267-391-7642 » Fax: 800-903-0613

broker@patriotbusinessadvisors.com
patriotbusinessadvisors.com

Dry cleaning Business for Sale:
Busy dry cleaning store, 5,000 sq. ft.,
located in East Greenwich, Rhode
Island. Owner is ready to retire. For
details, call Sunny, 401-965-3152 or
email sunny@tai-o.com. 1/23

Drycleaning Business for Sale in
Philadelphia: Well-established oper-
ational plant. Clients include the
Philadelphia Eagles, US Mint and The-
aters. Owners is able to help run busi-
ness with new owner. Business also
includes 2nd and 3rd floor living quar-
ters. Call Joe for additional details,
609-605-7552. 1/23

Dry Cleaning Business for Sale: Full
Service Dry Cleaning and Laundry
Plant with Fire Restoration franchise in
Western New York, 14,000 sq.ft. two
story factory, with updated equipment.
Day to day operation is in the hands of
long time well experienced staff. For
detail, email FJZLLC@gmail.com. 1/23

Drycleaners for Sale: One of the
best locations in Arizona, good cash
flow. Reduced for quick sale. Call
Mike, 480-280-6502. 1/23

Plant for Sale: Successful drycleaning
business for sale. Includes building
and apartment. Owner retiring. In exis-
tence since 1947, located in a busi-
ness district with limited competition.
Dedicated customer base. Call fo ad-
ditional details, 518-391-9757.  1/23

Buy Sell Trade National Cothesline
classified ads put your ad before
a nationwide industry audience.
To place your classified ad, call
(215) 830-8467.

Buy, Sell, Hire
in the classifieds

To place your classified ad, call
(215) 830-8467.

Million $ Bizs for SALE

 East Ohio River Valley
Plant & PUs with Coin-ops

* Maine Mid-Coastal w-PU
DC-Shirts-Coinop-Linen

We Build Wealth!
for our Buyers & Sellers

e Pre-Approved SBA Loans

e Year (max) Seller Training
e E & A Transition Coaching

e E & A Long-Term Coaching

Richard Ehrenreich, CED, SBA, F-CBI
Ehrenreich & Associates, LLC
301-924-9247+ Richard@Ehrenassoc.com

To place your classified ad,
download the pdf form at
www.nationalclothesline.com
or
call (215) 830-8467

and Supplies

PR8§Parts

Your one-stop parts shop

DRYCLEANING & LAUNDRY EQUIPMENT PARTS

NEXT DAY DELIVERY '.(( A

1-866-821-9259
PROSPARTS.COM

Equipment for Sale: Saratoga Con-
veyors - 120’ Section Space Saver for
a 12’ ceiling. 76 section Main Floor. For
more details call 678-333-8226. 12/22

Thermopatch Y-126
Marking Machine

Working Condition or
machine for parts.

Call Arnold:
516-987-6580

Waste Water
Evaporator

Galaxy Waste Water Evaporator: Fil-
ters, Gaskets, Parts. Call Moore Serv-

ices 800-041-6673. 1129
QUALITY REBUILT
EQUIPMENT

Specializing in the
Classics of Forenta and
Ajax Presses and some

hard to find parts

Phone: 757/562-7033.
Mosena Enterprises Inc.
mosena@mindspring.com

www.mosena.com

Newhouse Specialty
Company, Inc.

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

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

Expanding? Consolidating? Reno-
vating? Relocating? Ask us how we
can reduce your operating costs.
Visit www.drycleandesign.com.
Email: billstork@drycleandesign.com.
Phone 618/531-1214.

Reweaving
Services

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

Position

Available

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

Visit these advertisers’ web sites!
Links to all are listed at
www.nationalclothesline.com/ads

Miss an issue? Looking for an article?
Want to connect to the industry?
Point your browser to: www.nationalclothesline.com
e Complete text of the current issue
¢ Back issues with search capabilities
e Links to hundreds of industry web sites

¢ On-line classifieds

* National
Clothesline&

NATIONAL CLOTHESLINE
SERVING THE DRYCLEANING INDUSTRY FOR OVER 60 YEARS

Industry balancing act to
continue in 2022

#& neL Profile

Life goes on

w For the Bodin famiy starting a
. s,
AR ra
W
yes

FallFest EXPO pushes date
back

cleaners

SUPPLY

GREAT PRICES.
FAST DELIVERY.

OVER 20,000
PRODUCTS
IN-STOCK.

1-800-568-7768
CLEANERSUPPLY.COM

Training &

Education

I NDEPENDENT

GARMENT ANALYSIS®

274 NW Toscane Trail
Port Saint Lucie, FL 34986

Tel. 772-340-0909 Cell 772-579-5044
E-mail: cleandan@comcast.net
www.garmentanalysis.com

Purchase my Service Package for $500
and receive the following:
* 5 free garment analyses per year
e 1 Art of Spotting handbook

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

wetcleaning, drycleaning and fabrics

Buy Sell Trade National Cothesline
classified ads put your ad before
a nationwide industry audience.
To place your classified ad, call
(215) 830-8467.
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PRESS THE CLOTHES AND IMPRESS
YOUR CUSTOMERS.

When you welcome American Express® Cards, you have access to benefits,
services and programs to help your business thrive, including curated offers and
discounts to help you get more out of your business, and solutions and tips to
help attract new customers.

Scan the QR code for more information on available resources.

poN'T do Dusingss witHouT 1T

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



