
    Early next month, the Penn-
sylvania and Delaware Clean-
ers Association (PDCA) and 
the Mid-Atlantic Association 
of Cleaners (MAC) will pres-
ent an East Coast Leadership 
Conference at the Royal Son-
esta Harbor Court in Balti-
more, MD. 
    The theme for the confer-
ence is “Explore... Equip... En-
ergize.” It will 
take place on Sat-
urday and Sun-
day, June 3 and 4. 
    The schedule 
will begin at 8:30 
a.m. on Saturday 
morning with 
welcoming re-
marks and an in-
troduction of the 
various sponsors 
and tabletop ex-
hibitors. 
    At 9 a.m., Dave 
Coyle of Maverick 
Drycleaners will 
present a 90-
minute program 
on “Exploring 
Strategies That 
Drive Sales and 
Profits.” Follow-
ing at 11:15 a.m., 
Cohen Wills of Cleaner Mar-
keting will present a session 
on “Energizing Your Business 
Through Innovative Market-
ing Techniques.”  
    Those programs will be fol-
lowed by a lunch roundtable 
discussion of “Industry Best 
Practices” as attendees net-
work and exchange ideas. 

    After lunch, there will be 
another roundtable discussion 
that will be moderated by 
Maryland State Senator Mike 
McKay who will be joined by 
various industry leaders on 
the topic of “Exploring the Fu-
ture of Laundry and Dryclean-
ing. The panel will take place 
from 1:45 to 3:15 p.m. 
    At 3:20 p.m., MAC Execu-

tive Director Peter Blake will 
present an informative presen-
tation on “The State of the In-
dustry and How to Do More 
with Less.” 
    Also, throughout the day 
there will be time set aside for 
visiting exhibitors and net-
working. The day’s activities 
will conclude with a cocktail 
reception that evening. 

On Sunday 
morning, Jennifer 
Whitmarsh of The 
Route Pros will 
begin the day’s 
educational ses-
sions with a pro-
gram on “How to 
Motivate and Del-
egate: Cultivating 
Your Dream 
Team” at 9 a.m. 
The program will 
run for about 
three hours with 
time for an inter-
mission in the 
middle.  

MAC and 
PDCA have se-
cured a dis-
counted room rate 
at the Royal Son-
esta Harbor Court 

of $199 per night with no re-
sort fees.  
    Reservations can be made 
by calling (410) 234-0550 and 
mentioning the rate for the 
conference.  
    For online reservations, just 
click on the links from either 
host’s website, pdclean.org or 
macassociation.org.
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Education event in Endicott  
NEFA and PDCA plan “The Art of Spot Removal and 
Customer Communication” event in upstate New York. 
Bleach baths and beyond 
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MAC, PDCA will co-host East 
Coast Leadership Conference

Storeless in San Mateo
James Roh and      
Julianna Mo, owners 
of Press On Cleaners 
of San Mateo, CA, 
closed down their 
only physical location 
last year, leaving 
them storeless for 
several months dur-
ing the pandemic. 
The couple pressed 
on and eventually 
purchased Pacific 
Heights Cleaners, 
but it wasn’t the first 
setback they’ve 
faced. Read their full 
story on page 6.

Dave Coyle Cohen Wills Jennifer  
Whitmarsh

Mike McKay Peter Blake

    The Drycleaning and 
Laundry Institute (DLI), in 
conjunction 
with the 
Cal i forn ia 
Cleaners As-
s o c i a t i o n 
(CCA), will 
be offering a 
special installment of its 
Stain Removal course on the 
West Coast in Anaheim, CA. 
The class begins in June. 
    The six-day course will 
combine the convenience of 
virtual sessions with in-per-
son hands-on training by 
DLI Director of Education 

Brian Johnson. Students will 
meet online for two hours 

on five dif-
ferent days 
before head-
ing to the 
live spotting 
board por-
tion for a 

full-day of on-site practice. 
    The virtual meetings of 
the course will take place via 
Zoom on June 1, 6, 8, 13 and 
15, from 11 a.m. to 1 p.m. 
PST. For the live training 
students will have a choice 
of attending at U.S. Western 

DLI heads west for 
stain removal course

Continued on page 8

DLI’s Director of Education Brian Johnson (pictured) gives 
students a hands-on spotting lesson at the DLI School of 
Technology in Maryland. Next month, however, he will head 
West to Anaheim, CA, for a special DLI course where some 
sessions will be hosted at U.S. Western Multitech’s facility 
while others will be attended virtually via Zoom.
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American author Louis L’Amour prolifically produced 89 novels during 
his lifetime (most of which were westerns), but before he became such a 
successful storyteller, he endured an adventurous journey working as an 
elephant handler, a fruit picker and a professional boxer. Perhaps that is why this 
quote of his rings so true: “The only thing that never changes is that everything 
changes.” 
         While nobody needs to be reminded just how much change was required 
to keep their drycleaning and laundry businesses running in recent times, it 
probably still remains to be seen just how much the collective American psyche 
has changed. Much has been said of the pandemic forcing entrepreneurs to 
modernize their strategies and technology in order to keep up with consumers 
craving more and more convenience. In fact, many cleaners have chosen to 
invest in automation technology hoping to increase efficiency, overall 
production and profitability in a time when the labor pool is often too shallow to 
depend upon. 
         Certainly, automation technology can greatly improve your business, but 
lately it seems like more advanced AI technology is trying to outright replace it. 
Recently, the company Presso out of Atlanta, GA, has made headlines with its 
“robotic drycleaning machine” that it says cleans and sanitizes clothes within 
five minutes. The kiosk-like device is being sold for use in hotels and to media 
companies with big costume/wardrobe cleaning bills (they claim one device can 
clean up to 150 a day). What makes this technological competitor different than 
others in the past is its utilization of artificial intelligence (AI). It’s the AI brain 
that allows the device to stretch the garment in order to press it with much better 
quality than such machines in the past. 
         Will consumers be willing to embrace such a technology? That will depend 
on how effective they believe it to be. The convenience of having a machine in a 
hotel hallway that can clean a garment in a hurry will always have some 
customer base. However, ultimately, it will probably not take significant market 
share unless it does a comparable job to that of a professional cleaner. 
         In terms of trusting technology, Americans are still ambivalent overall, but 

with ChatGPT and other similar applications gaining popularity recently, it’s 
clear that there will always be those willing to try AI to do tasks they don’t have 
any interest in doing. For those who do not know, ChatGPT is a very 
sophisticated chatbot AI that can do everything from have a convincing 
conversation to writing a term paper for a student. 
         As a test, we asked ChatGPT how it could provide some assistance and 
support to this industry. Within 30 seconds it had generated a lengthy response 
focusing on five ways, including: in customer service as a virtual assistant to 
handle customer communications; it can analyze data and provide personalized 
recommendations for detergents and washing cycles; it could be used for 
predictive maintenance to analyze when equipment needs to be fixed before it 
breaks down; data analysis to identify customer trends and preferences and 
areas where the business can improve; and it can be used as an innovate tool to 
test new marketing strategies and identify market opportunities. In its own 
words, it summarized: “Overall, ChatGPT can help the dry cleaning and laundry 
industry to improve customer satisfaction, reduce costs, and increase efficiency. 
It an also help the industry to stay competitive in a rapidly changing market.” 
         Then, we asked how this technology could hurt the industry. It responded 
by warning that, if used improperly, such technology could also cause problems 
such as: open the door to security risks; create a dependence on technology; 
cause job displacement for human employees; it will have the potential for bias 
and ]the possibility that its recommendations could prove unreliable. 
         The last paragraph of the response though was the most interesting: 
“Therefore, it is essential to use ChatGPT responsibly, ensure proper security 
measures are in place, and ensure that customers’ needs and expectations are 
met while utilizing the technology. Additionally, it is important to maintain a 
balance between human interactions and technology to provide the best 
customer experience.” In other words, even the latest technology says it requires 
human interaction for it to perform at peak capacity. Ultimately, automation – 
including that guided by AI – can never fully replace humans, but it can be 
incorporated as a tool that can greatly enhance the overall customer experience.  

PAGE 4 / NATIONAL CLOTHESLINE / MAY, 2023

A national newspaper 
for drycleaners and launderers 

May, 2023 
Volume 61 Number 8

National  
Clothesline

Visit us at www.nationalclothesline.com for additional coverage of the drycleaning 
industry and issue archives going back to January of 2018.

PUBLISHER 
Carol Memberg 

EdITOR 
Chris Pollay 

chris@nationalclothesline.com 
MANAGING dIRECTOR 

Leslie Schaeffer 
Leslie@bpscommunications.com 

AdvERTISING 
Richard Cappo 

rich@nationalclothesline.com 
GRAPHIC dESIGN 
Mary Castro-Regan 

graphics@bpscommunications.com

Balancing new technology with human interaction

BPS 
communications 

inc. 
Publisher of 

NATIONAL CLOTHESLINE 
1001 Easton Rd., Suite 107 
Willow Grove, PA 19090 

Phone: (215) 830-8467 
Fax: (215) 830-8490 

info@nationalclothesline.com 
www.nationalclothesline.com

NATIONAL CLOTHESLINE is not owned or op-
erated by any national or regional trade association. 
Advertisers are solely responsible for statements 
made in their advertising. 
NATIONAL CLOTHESLINE (US ISSN #07446306) 

is an independent trade newspaper published 
monthly by BPS Communications Inc. Periodical 
Postage paid at Willow Grove, PA, and at an addi-
tional mailing office. Postmaster: Send address 
changes to: The National Clothesline, 1001 Easton 
Rd., Suite 107, Willow Grove, PA 19090. 
• Subscription price for anyone actively engaged in 

the drycleaning and laundry industry in the United 
States: $35; Canada $40 (US); All others, $75 (US). 

© 2023 BPS Communications Inc.

Contents
News & Features Columns

6 Pressing on James Roh and Julianna Mo are not afraid 
to adapt to their cleaning business in Sausaulito, CA

18 Bruce Grossman When changing the sight glass on 
your boiler, follow these instructions carefully

8 Education in Endicott  NEFA and PDCA will host 
a full day of programs in upstate New York next month

24 Kermit Engh Sometimes the best way to finance 
growth is by using a customer pre-payment system26 Classifieds

12 Don Desrosiers There is a rhythm to getting the 
most efficiency out of a single buck shirt unit

22 Amping up W-D-F revenue Guest columnist 
Stucky Szczotka offers great money-making tips

10 Dan Eisen For the most effective bath bleaching, 
follow these guidelines and procedures



MAY, 2023 / NATIONAL CLOTHESLINE / PAGE 5

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



PAGE 6 / NATIONAL CLOTHESLINE / MAY, 2023

Pressing on
F rom the start, there was a plan. 

While Julianna Mo had earned her 
law degree and was ready to take 

the bar and pursue her own path, her 
husband James Roh would invest in a 
new drycleaning business with a part-
ner. In 2006, he purchased Snow White 
Cleaners in San Mateo, CA — a busi-
ness they would rename to be Press On 
Cleaners. Then the plan hit a few snags. 

    

“James and his partner bought the 
store and then it got pulled into a legal 
matter so I ended up helping him with 
that,” Julianna recalled. “Then, I ended 
up just staying and helping him. We 
built the business together.” 

    

Meanwhile, James had developed 
rashes while working with the plant’s 
hydrocarbon system so the couple de-
cided to remove the equipment and 
switched to 100% wetcleaning. 

    

“James told me there’s a water-based 
alternative that’s supposed to be non-
toxic and much healthier, and he saw a 
long-term vision in it,” Julianna added. 

    

The couple teamed up with Hans 
Kim of Miele and had the new cleaning 
system up and running in July of 2008. 
Initially, however, they were afraid to 
tell their customers that they had 
switched to wetcleaning. 

    

“Even today, a lot of people don’t 
understand wetcleaning. The con-
sumers think it’s laundry. We didn’t 
want to scare people into thinking, ‘Oh 
my god... are you laundering my 
clothes? What is this?’” Julianna re-
called as the company kept the switch 
a secret for the first six months. “Cus-
tomers loved it. They said, ‘It smells 
clean. It feels great. The color is just 
wonderful.’” 

    

 

F rom the start, James and Julianna 
had decided they were going to 
do things the right way with the 

business which is why it became the 
first Green Business Certified 
Drycleaner in San Mateo County. 

    

It also became evident that cus-
tomers fully embraced wetcleaning — 
with many seeking it out specifically — 
so, being greener had a greener effect 
on the bottom line. In 2010, the com-
pany enjoyed an 80% sales growth. 

    

“We have loved wetcleaning. We’ve 
never looked back,” Julianna empha-
sized. “We absolutely love it.” 

    

She was enough of a proponent to 
become secretary of the Professional 
Wetcleaners Association, prompting 
her to speak of her experience with 
wetcleaning to fellow cleaners often. 
She even spoke about the subject at the 
roundtable hearing discussion on care 
labeling hosted by the Federal Trade 
Commission. 

    

While she enjoys being an ambassa-
dor for wetcleaning, she’s still a bit 
mystified why more cleaners aren’t 
willing to fully embrace it. 

    

“Yes, it’s a different training and you 
have to have more knowledge of differ-
ent things — and there’s more work in-
volved, too, but the results are so much 
more worth it,” she explained.  

    

“When I see how our silks come out 
or when I see how our cashmere 
sweaters come out for our customers... 
it’s just a great satisfaction knowing 

that when people dig their faces into 
their comforters after we’ve cleaned it 
and they say, ‘It smells so good!’ Or, 
when they get their wedding gowns 
back and they go, ‘Oh my gosh, it’s so 
much cleaner than when I first bought 
it.’ — that’s a comment I hear often 
when people pick up wedding gowns. 
We do a much deeper, thorough clean-

ing, but we also condition the clothes so 
that it preserves the color of the fabric 
better. So, we treat our customers’ gar-
ments just like we would our own fam-
ily members.” 

 

F ifteen years after first signing a 
lease on the store in San Mateo, 
the plan hit a major snag. 

    

The couple, undecided on whether 
to renew the lease — the current loca-
tion did not allow room for growth — 
were given a 30-day notice in Novem-
ber of 2021.  

    

Fortunately, Julianna holds a realtor 
license and found a bigger space on a 
better property... which also had a snag. 
This time, it was a doozy. 

    

“We had acquired two other press 
machines and we had bought another 
boiler system and we had to install all 
of that, but we found out that it had less 
electrical power than the old store — so 
it was completely inadequate. We had 
to scrap that at the last minute,” she re-
called. “We had to put all our equip-
ment into like three different storage 
rooms, and then we had to rely upon 
the mercy of our colleagues — other 
wetcleaning colleagues. We had every-
thing processed there for about five 
months.” 

    

It would have been easy to give up 
on the business at that time, but James 
and Julianna dug in deeper and de-
cided they would keep going for all of 
the customers who had kept going to 
them for so many years. 

    

“James and I always try to look at 

the positive and how to find a solution 
to things,” Julianna said. “So, even 
without a store, we said we’ll press on, 
just as our store was named. And, that’s 
what we did.” 

    

In April of 2022, the long wait for a 
store opportunity finally ended in an 
unexpected way. 

    

“A fellow wetcleaning colleague in 

Sausalito and San Francisco said, ‘I’m 
retiring. Do you need any equipment?’  
And, I said, ‘No! I already have three 
huge storage rooms of equipment. I 
don’t need additional equipment. I 
need your store! So, literally, within a 
month we had all the paperwork done 
and on May 1, we took over his two 
stores.” 

    

The name of the business they pur-
chased was Pacific Heights Cleaners, 
which was originally founded in 1969. 
Up until last year, it had always been 
owned by the Huie family. Now, it rep-
resents a new opportunity for James 
and Julianna to expand their business 
even as they continue to serve Press On 
customers from San Mateo with pickup 
and delivery routes. 

    

Initially though, the couple were a 
little nervous about whether Pacific 
Heights’ clientele would come to accept 
them as the new owners after dealing 
with the same familiar family for 52 
years. 

    

“I thought they would look at us 
with a side eye, like who are these peo-
ple?’” Julianna laughed. “But, for the 
most part, they have just been so wel-
coming and supportive. Even today, 
they come in and go, ‘We’re so glad you 
guys took over and are servicing our 
drycleaning.’ It’s always just a nice 
warm fuzzy feeling to hear that.” 

    

 

Despite hitting more than their 
fair share of snags over the 
years, James and Julianna feel 

very fortunate and grateful that their 
cleaning business is going strong after 
so many years. 

    

“We’re being productive. We’re in 
the plus not the minus — I know a lot 
of drycleaners are complaining about 
being in the minus and the don’t know 
whether to just toss in the key because 
they can’t sell it, or none of their chil-
dren want to take over. They’re just 
kind of stuck,” Julianna said. “But, 
we’re lucky. We have plans to continue 

to grow and expand. We see a lot of op-
portunity still in the industry and we’re 
excited.” 

    

While the business has currently 
achieved a nice balance, customers 
back in San Mateo still inquire about 
opening a store again. 

    

“A lot of people keep asking us, ‘Are 
you going to open up another location 

here?’ They want a physical location 
where they can come in and see us 
sometimes,” Julianna added.  

    

“There’s still people that can’t un-
derstand the pickup and delivery con-
cept,” she continued. “They’ll call and 
be like, ‘Where’s your store? I’ll come to 
you.’ And I say, ‘No. We’re doing pickup 
and delivery.’ And they’re like, ‘No, just 
tell me where your address is. I can meet 
you at your store or anywhere.’ And, I’m 
like, ‘No, it doesn’t work that way. We 
come to you.’ I guess they’re just so used 
to the whole concept of us having a 
physical store.” 
 

Whatever snags the future may 
hold for Pacific Heights 
Cleaners, it seems quite likely 

that James and Julianna will find a so-
lution and adapt. It might be their 
greatest strength as business owners. 

    

“I think it’s always important to be 
positive and to think about how to make 
things work instead of just complaining 
about why it doesn’t work, right?” Ju-
lianna said. 

    

While the drycleaning industry is 
difficult enough to frustrate just about 
any entrepreneur, Julianna believes that 
sometimes cleaners can be a contribut-
ing source to their own frustrations. 

    

“They’re supposed to be business 
owners, right — and business-minded 
means that you’re open to opportuni-
ties and growth and taking certain 
risks, but it’s always surprised me how 
so many drycleaning owners are not 
that way. They’re just very set in their 
ways,” Julianna explained. “They just 
want to be comfortable and they’re not 
searching for growth or new opportu-
nities. A lot of them have that ‘if it ain’t 
broke, why fix it’ kind of mentality.’ It’s 
really sad because if they could experi-
ence what professional wetcleaning can 
do for their business, their customers 
and just all around, it would be such an 
eye-opening and positive experience 
for them.”

James Roh 
and  

Julianna Mo 
Pacific Heights Cleaners 

San Francisco, CA

“Even without a store, 
we said we’ll press on, 
just as our store was 

named. And, that’s what 
we did.”
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Trusted partner of

Jennifer: Grio Cleaners  Sept 19 2019   

Love BeCreative360 and what 

they have done for my company! 

ReviewMyDryCleaner has been excellent 

in generating reviews for my business, not 

only increasing our online visibility, but 

also providing us with important feedback 

from our customers. They have a very 

responsive sta昀, an awesome creative 

marketing team and integrate perfectly 

with my POS system. Highly recommend!

Mitch: Drake Cleaners  Jan 25 2022   

ReviewMyDryCleaner is far and away the 
single biggest thing that has helped grow 
my business. Right now 7 out of every 10 
new customers say they come in because of our reviews. Also, the people at 
BeCreative360 are very helpful and patient with me, and my lack of knowledge about social media and the such.

Max I. Walker Dec 12 2022   BeCreative360 is some of the best money we spend of our marketing budget. 

The number of Google reviews we have gotten has increased exponentially 

since we started using RMDC. Automating replies to the reviews is so helpful, 

and saves a ton of time. You can get very granular with the automated replies, 

based on if they contain text, how many stars, etc. We have also salvaged 

some situations that could have gone badly because the customer was 

proactively asked to provide their honest feedback, and that allowed us to 

address the issue in a timely manner. Having all feedback, reviews, and social 

media messenger messages in one dashboard is very convenient...

more reviews = more revenue

AVALON CLEANERS

3.2 4.7

35 2,067
A L L  R E V I E W  S O U R C E S A L L  R E V I E W  S O U R C E S

B E F O R E A F T E R

KATY, TX

CLASSIC CLEANERS

3.7 4.7

37 11,644
A L L  R E V I E W  S O U R C E S A L L  R E V I E W  S O U R C E S

B E F O R E A F T E R

INDIANAPOLIS, IN
BEST CLEANERS

3.2 4.5

59 3,315
A L L  R E V I E W  S O U R C E S A L L  R E V I E W  S O U R C E S

B E F O R E A F T E R

ALBANY, NY
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PDCA, NEFA plan full-day program in New York

Multitech in Anaheim on ei-
ther June 21, 23 or 23. That 
training session runs from 9 
a.m. to 5 p.m. PST. 
    Students are required to at-
tend all five virtual meetings 
prior to attending the in-per-
son training in Anaheim. 
    Topics to be covered will in-
clude: removing ink, grease 
and other stains; using 
bleaches without damaging 
the fabric color; using specialty 
products such as digesters; and 
identifying various fabric con-
structions. 
    The cost to attend is $645 for 
DLI members and $845 for 
non-members. Space is limited 
to a maximum of 24 slots so 

registering early is recom-
mended. 

dLI Programs in May 

   Other upcoming offerings 
on the association’s schedule 
include a virtual education ses-
sion on May 17 that will ex-
plore the topic “How to 
Maximize Customers with 
Pay-Per-Click and Google 
Ads.” 
    It will be presented by 
Cohen Wills of Cleaner Mar-
keting and it will take place at 
1 p.m. EST via Zoom. 
    Also on May 17, DLI will 
host its Marketing Lab Peer-to-
Peer meeting at 3 p.m. EST. 
The monthly meeting gives 
members a chance to discuss 
marketing strategies and tac-

tics. Those who can’t make the 
events live can access the pre-
sentations once they become 
available in the members’ 
Archive section. 
    Additionally, DLI will con-
tinue to host its weekly Peer-
to-Peer Zoom meetings every 
Tuesday at 11:30 a.m. EST 
throughout the month of May.  

Summer Course Schedule 

   The next installments of 
DLI’s signature Introductory 
to Drycleaning and Advanced 
Drycleaning courses are set to 
take place from July 17 to 21 
and July 24 to Aug. 4, respec-
tively. 
    The one-week Introductory 
to Drycleaning class is geared 
toward those with less than 

one year of production experi-
ence.   
    It covers a wide variety of 
topics, including: sorting loads 
for drycleaning, cleaning silk, 
satin and other fabrics; operat-
ing a drycleaning machine; re-
moving coffee, ink, grease and 
other stains from clothing; 
pressing pants, coats and 
skirts; and using tensioning 
equipment to improve finish-
ing quality. 
    The Advanced class is for 
graduated of the first, or who 
already have hands-on pro-
duction experience. More ad-
vanced topics are covered, 
such as: identifying cotton, 
silk, polyester and other fab-
rics; using bleaches without 
damaging color; pressing 
blouses, dresses, ties, pleated 
garments, silks, velvets and 
corduroy; wetcleaning wool, 
silk and more; maintaining 
and changing filters; customer 
service techniques; pressing 
laundered shirts, designing a 
drycleaning plant with the 
most efficient work flow; un-
derstanding the differences be-
tween drycleaning solvents, 
including perc, GreenEarth, 
hydrocarbon and Solvon K4; 
cleaning and preserving wed-
ding gowns and more. 

    Tuition for the Introductory 
course is $1,195 for Budget or 
International members; $956 
for Standard members; and 
$717 for Gold members. The 
cost for non-members is 
$1,595. 
    Tuition for the Advanced 
course is $1,695 for Budget and 
International members; $1,356 
for Standard members; and 
$1,017 for Gold members.  
    The cost for non-members is 
$2,195. 
    Those who opt to take both 
the Introductory and Ad-
vanced courses concurrently 
can pay a reduced tuition of 
$1,995 for Budget and Interna-
tional members; $1,596 for 
Standard members; and $1,197 
for Gold members.  
    The non-member price for 
both is $2,895. 
    In addition to DLI’s summer 
offerings of its signature 
courses, the association will 
offer both once more in the 
Fall.  
    The Introductory course 
will meet from Oct. 16 to 20 
and the Advanced course will 
meet from Oct. 23 to Nov. 3. 
    For more information on 
any of DLI’s upcoming events 
or to register, visit them online 
at DLIonline.org.

DLI heads west for stain removal course in June
Continued from page 1

    The North East Fabricare 
Association (NEFA) and the 
Pennsylvania and Delaware 
Cleaners Asso-
ciation (PDCA) 
will be working 
together to pres-
ent a full day 
program ti-
tled “The Art 
of Stain Re-
moval and 
Customer Communication.” 
    The program will take place 
on Friday, June 9 at Wedding 
Gown Preservation Co. in En-
dicott, NY.  

    Admission is free for 
member cleaners who are 
encouraged to bring as 

many on their 
staff as they 
wish. 

The day 
will begin with a 

light breakfast 
and tour of 
W e d d i n g 
Gown Preser-

vation Co., originally founded 
in Endicott, NY, in 1913.  
    Afterwards, it will be time 
to hear from a pair of expert 
industry speakers – Jane 

Zellers of JCZ Training & Con-
sulting and Bob Edwards of 
A.L. Wilson, who will present 
a stain removal solutions and 
techniques clinic on “How Do 

I Get This Out?” 
Attendees will learn 

how to recognize a prob-
lem garment before it be-
comes one, as well as 
about fibers and fabrics 
and their limitations. 

Additionally, garment 
classification will be dis-
cussed as well as bleach-
ing, dye stripping and di-
gesting stains. 

    After lunch, Edwards will 
continue his presentation 
while Zellers will focus on 
how to create the most efficient 
lines of communication be-

tween your front counter and 
your production department, 
how to converse with cus-
tomers about potential issues 
and how to keep everybody on 
the same page. 
    Afterwards, there will be a 
Q&A session before attendees 
can enjoy an exclusive tour of 
nearby Cleaner’s Supply.  
    The program is a free bene-
fit for all DLI members. Non-
members may attend for the 
cost of $99 per plant – which 
can be put towards DLI mem-
bership. For more information, 
visit DLIonline.org.

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

Bob Edwards Jane Zellers

During a recent trip to the Washington DC, area, Forenta CEO 
Rusty Smith (far right) stopped by DLI headquarters to donate 
new equipment for the association to use. Pictured with Smith 
are Jon Meijer, DLI’s director of membership (left) and CEO 
Mary Scalco.
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When you purchase our equipment, you become a part of the 
Sankosha Family. 

And you get the highest standard of service plus

Peace of Mind

Sankosha USA Inc. 
TOLL FREE: (888) 427-9120 • TEL: (847) 427-9120 

www.sankosha-inc.com
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THE SPOTTING BOARD BY DAN EISEN

I n order to do bath bleach-
ing effectively you should 
know what it can do and 

what it can not do. You 
should know the fabric you 
are bleaching and use of cor-
rect concentration, heat and 
time for bleaching. 

Facts about bleaching 

    Bleaching entails the use 
of oxygen to change or make 
the molecules of staining or 
yellowing colorless. The two 
major types of bleaching are 
oxidizing and reducing. 
    Oxidizing bleaches put 
oxygen into a fabric or stain 
and make it colorless. Re-
ducing bleaches are com-
pletely opposite since they 
remove oxygen from a stain 
and also make it colorless. 
    Oxidizing bleaches work 
primarily on whitening fab-
rics and removing last traces 
of tannin, protein and dye. 
Reducing bleaches work pri-
marily on dye but also have 
characteristics of whitening 
fabrics and removing other 
staining. Bleaches are not ef-
fective on soil, dirt and dry-
side stains. 

Rules of bleaching 

    1) Metal accelerates 

bleaching. Always bleach in 
a non-metallic basin or pail. 
    2) Every 18 degrees rise in 
temperature doubles the 
chemical action. Use water 
temperatures at 100°F. 
    3) Oxidizing and reducing 
bleaches are chemically op-
posite. Never put both in the 
same bath. 
    4) If a color change occurs 
with an oxidizing bleach, 
rinse and use a reducing 
bleach. The same process 
should be done if a reducing 
bleach causes a color change. 
    5) Test safety of bleach be-
fore immersing garment in 
bleach bath. Also test effec-
tiveness of bleach on fabric 
and stain. 
    6) Always add a lubricant 
when bleaching for better 
penetration of bleach. 
    7) Rinse and neutralize 
bleaches when necessary. 

Hydrogen Peroxide 

    Hydrogen peroxide  is 
characterized by a chemical 
formula that releases free 
oxygen. It is near to neutral 
and does not have to be neu-
tralized. It is the safest 
bleach to use when bleach-
ing off color wools, silks and 

color-sensitive fabrics. It can 
whiten fabrics and remove 
last traces of tannin and pro-
tein. For bath bleaching, use 
a 14% concentration or a pre-
mix sold by some manufac-
turers. 

Bath method 

    1) Add two ounces of per-
oxide per gallon of water 
and one ounce of lubricant 
per gallon of water. 
    2) Water temperature -
100°F. 
    3) Soak for a half hour. 
    4) Rinse. 

Sodium perborate and 
sodium percarbonate 

    These two oxidizing 
bleaches are similar in na-
ture and both are alkaline 
based. Drycleaners have 
found that sodium percar-
bonate is a little more effec-
tive and provides better 
results. Sodium percarbon-
ate also dissolves easier in 
cooler water. These bleaches 
are long-term bleaches and 
garments can be soaked 
overnight. It is effective for 
whitening fabrics and last 
traces of staining. 

Bath Method 
    1) It may be necessary to 

use hot water to dissolve the 
bleach but bleaching temper-
ature when soaking should 
be 100°F. 
    2) Use two ounces of 
bleach per gallon of water. 
    3) One ounce of neutral 
lubricant per gallon of water. 
    4) The soaking time is 
gauged according to fabric 
and staining. 
    5) Soak overnight to 
whiten fabric. 
    6) Rinse after bleaching. 
    7) Make up a sour bath of 
one ounce of acetic acid or 
oxalic acid per gallon of 
water. Soak for 10 minutes 
and rinse. Use the lubricant 
in the sour bath to ensure 
better penetration and mix-
ing. 

Sodium Hypochlorite 
    A strong oxidizing bleach 
that is alkaline by nature, it 
cannot be used on wool and 
silk. Household bleach 
comes in concentration of 
5.25%. When using we dilute 
the 5.25% to 1%. It is an effec-
tive bleach for removing 
mildew, many stains and 
whitening fabrics such as 
cotton, linen and rayon. 

Bath Method 
    1) Use one ounce per gal-
lon of 1% in warm water. 
    2) Add a neutral lubricant. 
    3) Rinse. 
    4) Use an acid bath (oxalic 
or acetic). Use one ounce per 
gallon of water with a neu-
tral lubricant. 
    5) Rinse. 
    The acid bath is used to 
accelerate the bleach so it is 
removed from the fabric. 

Potassium Permanganate 
    It is a strong oxidizing 
bleach, comes in purple 
crystals or sold in liquid 
form by some manufactur-
ers. It has a use for removing 
mildew, whitening fabrics 
and removing last traces of 
difficult protein, tannin, ink 
and dye.  

    It may leave a brown dis-
coloration that can be re-
moved by hydrogen 
peroxide and some reducing 
bleaches. 

Bath Method 
    1) Add bleach according 
to manufacturer ’s instruc-
tions. 
    2) Add a synthetic deter-
gent. 
    3) Soak five minutes. 
    4) Rinse. 
    5) Remove last traces by 
making up a bath of perox-
ide and acetic with a little 
detergent. 
    6) Rinse again. 

Reducing Bleaches 
    These bleaches remove 
oxygen from fabrics and 
stains. They are very effec-
tive for dye stains and some-
times whitening fabrics. All 
reducing bleaches are acid 
by nature. 

Sodium Bisulphite 
    It is a very mild reducing 
bleach and sometimes can be 
used on fabrics with color. 

Bath Method 
    1) One to two ounces of 
bleach per gallon of warm 
water (100°F). 
    2) Add a synthetic deter-
gent. 
    3) Soak 15 minutes. 
    4) Rinse thoroughly. 

Sodium Hydrosulphite 
    It comes in powder form 
and sold by various manu-
facturers. It removes dye 
and whitens fabrics. It is also 
an anti-chlor which restores 
yellowing caused by chlo-
rine bleach. It has a strong 
pungent odor. 

Bath Method 
    1) Use one to two ounces 
per gallon of warm water. 
    2) Add two ounces of syn-
thetic detergent per gallon of 
water. 
    3) Soak 10 to 15 minutes. 
    4) Rinse thoroughly. 

Titanium Sulfate Stripper 
    It is purchased as a purple 
liquid. It removes dye stains 
when other strippers do not. 
It does not whiten fabrics. It 
reacts with other chemicals 
to form discoloration. The 
discoloration can be re-
moved with rust remover. 

Bath Method 
    1) Add titanium according 
to manufacturer ’s directions 
or judge concentration by in-
tensity of color. 
    2) Add a synthetic deter-
gent. 
    3) Soak a short time, de-
pending upon color of fabric 
and stain. A colored fabric 
may only need a few sec-
onds in a diluted solution. 
    4) Rinse in warm water. 
    Some manufacturers may 
recommend adding a little 
rust remover to the bleach so-
lution to lighten the color of 
the bleach and intensify the 
strength of the bleach solu-
tion. Thorough rinsing is very 
important for this mixture. 

Methods for effective bath bleaching

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

Dan Eisen, former chief gar-
ment analyst for the National 
Cleaners Association, can be 
reached at (772) 579-5044, or 
by e-mail at cleandan@com-
cast.net or through his website 
at www.garmentanalysis.com.
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Our Automation Systems will help you
do more - with less!

Are you short-handed?

Reliable Affordable Available
Simple design 

along with 
great customer 
service. Keep it 

simple!

Provides the 
best return on 

investment.

Made in the 
USA. Delivery 
available in as 

little as 2 weeks.

501-420-1682
garmentmanagement.com
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Dry Clean at Your Convenience



T  here is a rhythm to 
running a single buck 
shirt unit that seems to 

have gotten lost in the soup 
somehow.  

    

Most pressers do some-
thing that is close, but not 
close enough to make for 
good productivity.  

    

You may have heard 
statements suggesting fast 
pressing breeds poor qual-
ity. Not knowing how to run 
your single buck shirt unit is 
the root of beliefs such as 

these. 

    

A certain method of run-
ning the equipment will 
yield a particular productiv-
ity rate.  

    

That rate is randomized 
by the abilities of individual 
employees. But, a fast 
presser won’t give you 50-60 
per hour if their method is 
wrong.  

    

Fix their method, and you 
will improve productivity, 
perhaps dramatically.  

    

If your presser is produc-

ing 25-30 shirts per hour, 
there is more wrong there 
than method.  

    

If you train them to press 
with a more efficient 
method, you may get a 20% 
to 30% increase in produc-
tivity, but that is nowhere 
near good enough. 

    

Something else is wrong 
— perhaps a bad attitude, 
slow metabolism or care-
lessness. I am not going to 
be able to help you with 
this.  

    

Still, getting pressers to 
do things the right way can 
only be a good thing. It is an 

important first move that 
can’t be sidestepped. 

    

I remember meeting a 
presser in Illinois five to six 
years ago who had a great 

attitude, but had no idea 
how to run the single buck 
shirt unit assigned to her. It 
was actually a double-buck 
unit, but with one operator. 

    

She was (pardon the 
metaphor) like a fly on 
garbage. She landed on one 
machine and it was any-
body’s guess which direc-
tion she would be off on 
next.  

    

After, for example, lower-
ing the press head on the 
collar and cuff machine, she 
was liable to move to the 
sleeve press next, or the 
body press, or the collar 
cone. Who knew? It was 
painful to watch... and she 
worked way too hard. 

    

I spent 30 minutes with 
her and she soon said that 
she was having the best day 
that she ever had at work. 
The reason is simple: She 
didn’t need to think.  

    

I don’t want employees to 
think. I hope that doesn’t 
sound gross. It isn’t meant 
to be disrespectful. I am 
paid to think. Managers are 
paid to think. Employees are 
paid to do.  Again, no disre-
spect intended.  

    

Henry Ford said: “Think-
ing is the hardest job of all.” 
It’s true, you know.  If a 
presser constantly thinks, 
“What next?” that person’s 
job becomes stressful. Re-
move that, and they become 
a “pressing machine.” 

    

For this script, we will 
use as an example: a conven-
tional, three-piece, single 
buck unit.  

    

The first thing to under-
stand about a single buck 
shirt unit is that there are 
seven steps; seven stations 
on the track.  

    

Each shirt moving 
through the pressing unit 
moves through it, one “sta-
tion” at a time.  

    

The stations are: the 
damp box, the sleeve press, 
the collar and cuff press, the 
hook, the body press buck, 
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SHIRT TALES BY DON DESROSIERS                    
Maximizing production with a single buck unit

A certain method of running the 
equipment will yield a particular 

productivity rate. That rate is 
randomized by the abilities of 

individual employees.

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

The greener 
  way to clean.  
•	 Solutions	for	laundries	and	Dry	Cleaners: Quick, e�cient, durable, and 

innovative laundry machines for commercial use

•	 The	“Green”	alternative	to	dry	cleaning:	WetCare - The original wet cleaning 
system developed by Miele

•	 Economical		&	Sustainable: Less water, less energy, easy to operate 

•	 Save	Money	and	Time: Fast wash & drying cycle times increase productivity

•	 Patented	Honeycomb®	Drum	(on	Washer	&	Dryer): Cleans textiles with extra 
care, and extends fabric life expectancy

•	 Excellent	Spin	Performance: Very low residual moisture on account of high 
g-force

•	 Technology	&	Innovation: Always the right machine for e�cient laundry care

•	 Freely	Programmable: Up to 200 fully easy-to-use custom programs

To learn more about Miele’s full line of WetCare 
laundry solutions visit mieleusa.com/professional.

Continued on page 16
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the collar cone and finally, 
whatever sort of conveyance 
is used after the collar cone. 
This could be a screw con-
veyor or a slick rail or what-
ever. We’ll simply call this 
the “rail.”  

    

Remember, it may be that 
the “rail” is actually a dis-
patch conveyor at your 
shop. We will get to how to 
begin the entire cycle, but 
for now, let’s visualize one 
singular shirt, pending at 
each station. 

    

1) The damp Box. You have 
a damp box stocked with 
shirts that await pressing. 

    

2) The Sleeve Press — a 
shirt on this press. The sleeves 
have been pressed and are 
awaiting transfer to the next 
station. 

    

3) The Triple Head Press. 
On this machine is a shirt that 
has pressed sleeves and now, 
a pressed collar and cuffs. 
The head has released. 

    

4) The Hook. This is the 
hook on the side of the body 
press cabinet. A shirt that has 
a pressed collar, cuffs and 
sleeve hangs here awaiting 
the final step.  

    

If you are concerned 
about shirts drying out here, 
it’s probably because you’ve 
seen it happen. 

    

If shirts dry out here, it is 

either because productivity 
is too slow and, as a direct 
result, the shirt hung here 
too long, or because shirts 
are being “stockpiled” or 
one shirt has, for one reason 
or another, lingered at the 
bottom for far too long.  

    

Lingering shirts on this 
hook leads to terrible pro-
ductivity because it brings 
about the need for spraying, 
which drastically cuts pro-
ductivity.  

    

This hook is not for hand 
bags, employee clothing or 
ornamentation. This is the 
most often overlooked step 
in the process, but for some 
reason that I can not really 
put into words, much less 
type into a keyboard, it is the 
most likely cause of reduced 
production. 

    

Of all of the plants that I 
have ever visited in seven 
countries and three conti-

nents, the ones with good 
production use the hook for 
the purpose that it was in-
tended and those that get 
poor production don’t use 
the hook at all — and they 
theorize that the hook will 
slow them down (still more) 

— all the while they struggle 
just to achieve marginally 
below average productivity.  

    

In fact, fast pressing pro-
ductivity is only one road-
block away; their own 
stubbornness. My best guess 
as to why it makes a differ-
ence is the saving of ½ to 2 ½ 
steps combined with the re-
duction in twisting of the 
torso, which breeds fatigue 
and therefore lower produc-
tivity.  

    

I can’t do much better 
than that other than to say, 
“Believe me, it makes a dif-
ference!”  

    

I spend a bit of time here, 

discussing the hook that 
some of you may have re-
moved or not even knew ex-
isted because when you 
finish reading this and head 
out to your shirt laundry, 
this is the fault that you are 
most likely to find.  

    

Further, you will get an 
argument about it from the 
presser. Hold your ground. 
It’s just a new habit that 
needs breaking in. You will 
get better productivity and 
the presser will ache a lot 
less at the end of the day. 

    

5) The Body Buck. Here a 
shirt awaits removal now that 
it has gone through its last 
pressing operation. 

    

6) The Collar Cone. The 
fact that your collar cone 
probably isn’t being used 
correctly is a subject for an-
other day. We’ll assume that 
it is.  

    

A completely pressed 
shirt hangs on the cone 
awaiting delivery to inspec-
tion now that all of the 
pressing and curing 
processes are complete. 

    

7) The Rail. There may or 
may not be a shirt here, as a 
conveyor will, of course, 
move a shirt away from 
here, but the rail itself is an 
important cog in the wheel. 

    

OK. So, there you have it. 
One shirt at each station.  
This is what you need to 
start this smooth rhythm 
that is good pressing pro-
ductivity.  

    

To help explain this 
smooth rhythm, I will de-
scribe the processes at each 
station as simply “load 
sleever” and “unload 
sleever” rather than repeat-
edly describing each step. 

    

1. Unload the collar cone. 

    

2. Load the rail. 

    

3. Unload the body press. 

    

4. Load the collar cone. 

    

5. Unload the hook. 

    

6. Load the body press. 

    

7. Unload the collar and 
cuff press. 

    

8. Load the hook. 

    

9. Unload the sleever. 

    

10. Load the collar and 
cuff press. 

    

11. Load the sleever with a 
shirt from the damp box. 

    

12. Restart the process by 
unloading the collar cone. 

    

Each shirt moves up one 
“notch” to the next station.  
It’s simple really. Often, 
though, this happens by ac-
cident, not by force. It takes 
an effort to make this hap-
pen. In order to establish 
this rhythm, you must begin 
like this: 

    

1. Load the sleever and 
wait. That’s easy. There isn’t 
anything else to do at the 
moment. 

    

2. When the sleever ’s 
cycle ends, unload the 
sleever and load that shirt 
on the collar machine. 

    

3. Reload the sleever. 
There will be a wait until the 
shirt on the collar machine’s 
cycle finishes. 

    

4. When the collar ma-
chine releases, that shirt 
must be placed on the hook. 
That is the next station on 
the track.  

    

Here is where most 
pressers “jump the track.” 
They immediately dress the 
body buck. This is wrong. 

    

5. Remove the shirt from 
the sleever and load the col-
lar machine. 

    

6. Now, reload the sleever. 

    

7. Dress the body buck 
with the shirt that was just 
placed on the hook. 

    

8. Unload the collar and 
cuff press. 

    

9. Load the hook. 

    

10. Unload the sleever. 

    

11. Load the collar and 
cuff press. 

    

12. Load the sleever with 
a shirt from the damp box. 

    

13. You’re almost there. 
Load the collar cone. 

    

14. Now you have a shirt 
on every station (except the 
rail). 

    

With a shirt on each sta-
tion, the presser can begin 
the rhythm described earlier. 
Rhythm is the key to good 
productivity. 
 
    “If you do what you've always 
done, you'll get what you always 
got.” 

 

 

Don Desrosiers has been in the 
drycleaning and shirt launder-
ing business since 1978. He is a 
work-flow engineer and a man-
agement consultant who pro-
vides services to shirt 
launderers and drycleaners 
through Tailwind Systems. He is 
a member of the Society of Pro-
fessional Consultants and win-
ner of DLI’s Commitment to 
Professionalism award. He can 
be reached by cell phone (508) 
965-3163, or email to: tail-
wind.don@me.com. The Tail-
wind web site is at 
www.tailwind systems.com.
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Of all the plants that I have ever visited in seven 
countries and three continents, the ones with good 
production use the hook for the purpose that it was 

intended and those that get poor production don’t use  
the hook at all — and they theorize that the hook will  

slow them down (still more).

Continued from page 12

Do You Want to Make 
Your Business More 

Successful and Valuable?

But Not Sure How...

www.MfMBusinessCoaching.com

MfM 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.
.

Get Your FREE Value Builder Score Today!
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One of the most com-
mon repairs required 
on boilers is the re-

placement of the water col-
umn sight glass. This is an 
easy repair that must be done 
with the boiler cold.  

    

When changing the sight 
glass, be sure to use new 
parts and a length of glass 
that exactly matches the 
specifications for the water 
column on your boiler. I rec-
ommend a heavy-walled, 
red-striped Borosilicate 3.3 
Industrial Grade glass as 
pictured in the accompany-
ing illustration. Not only is 
this type of heavy-walled 
glass safer, but it will also 
significantly outlast the 
thinner-walled types.  

    

You will require two gas-
kets, two washers and two 
compression nuts. Here’s 
the procedure to replace the 
sight glass: 

    

1) The night before the 
scheduled repair, blow the 
boiler down completely. Al-
ways wear gloves as well as 
face and eye protection 
when repairing anything on 
a boiler. The following day, 
be sure the blow-down 
valves are open and there is 
no pressure in the boiler. 

Then, spray the compression 
nuts and the upper and 
lower sight glass fixture 
valves generously with 
Blaster or Liquid Wrench 
penetrant. Allow 15 to 20 
minutes for the penetrant to 
work. 

    

2) Remove any protective 
rods surrounding the sight 
glass, then unscrew the 
sight glass compression nuts 
and slide them towards the 
center of the sight glass. 
When the compression nuts 
are clear of the fixtures, 
push the sight glass upward 
until the lower end of the 
sight glass clears the lower 
fixture, tilt the sight glass 
outward, and slide it down; 
when it clears the upper fix-

ture, remove it. 

    

3) Examine the upper and 
lower sight glass fixtures 
and be sure old gaskets 
aren’t stuck to them. Clean 
any scale or debris from the 
threads on the fixtures. 
Check to be sure there aren’t 
any glass chips or debris in 
the lower sight glass fixture. 

    

4) Assemble the sight glass 
components as shown in the 
illustration. Tilt the sight 
glass and slide the assembled 
sight glass into the upper fix-

ture. Then, align the sight 
glass over the hole in the 
lower fixture and allow it to 
slide down until it stops. Pro-
vided the sight glass is the 
proper length, there will be 
enough area on both ends to 
allow the sight glass gaskets 
to seal properly. 

    

5) Tighten the sight glass 
compression nuts a bit more 
than finger-tight and visu-
ally check the alignment of 

the fixtures relative to the 
sight glass, as shown in the 
accompanying illustration. 
If the fixtures are more than 
slightly off, the sight glass 
may leak. 

    

6) If you are installing a 
red line sight glass, be sure 
to rotate the glass so the 
level will be visible to an ob-
server. Position the glass, 
and, while holding it, alter-
nately tighten first the top 

and then the bottom com-
pression nut. It’s difficult to 
describe how tight to torque 
them down, but almost very 
tight is my best explanation. 
Although we don’t recom-
mend it, they can easily be 
tightened further after the 
boiler has a head of steam 
(see step #7). Otherwise, fur-
ther tighten the compression 
nuts when no boiler pres-
sure is present. 

    

7) Turn on the boiler. 
When it comes up to pres-
sure, check for leaks. If there 
are leaks, cautiously tighten 
the compression nut about a 
quarter turn at a time until 
the leak stops. This must be 
done cautiously while wear-
ing gloves, as well as face and 
eye protection. Be sure you 
have a clear exit path from the 
boiler room. When satisfied, 
replace the guard rods.

BY BRUCE GROSSMAN
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WRENCH WORKS
How to replace your boiler sight glass

Bruce Grossman is the Chief of 
R&D for EZtimers Manufactur-
ing. EZtimers manufactures 
machines that make your ma-
chines run better. For those 
needing to replace Zero-Waste 
or Galaxy misters, see our SA-
HARA 2 model. For those with 
boiler problems, check out our 
EZ-Level and EZ-Dose ma-
chines. For more information 
on EZtimers products, visit 
www.eztimers.com. Please ad-
dress any questions or com-
ments for Bruce to 
bruce@eztimers.com or call 
(702) 376-6693.

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

When changing the sight glass, be sure to 
use new parts and a length of glass that 

exactly matches the specifications for the 
water column on your boiler.



The Pathway To 
Maximized Sustainability

• Lowest utility costs while 
using the least amount of 

  energy and water

• Elimates hazardous 
  materials from textile
  cleaning
  
• Environmentally 
  non-toxic and odor-free

• Customized Marketing & 
Technical Resources to 
fit your needs

In t e res t ed  in  f i nd ing  ou t  abou t  an  oppor tun i t y  t o 
j o in  the  GreenEar th  Ne twork  in  your  marke t  a rea?

Scan  the  QR Code  be low  or  ca l l  u s  a t  816-926-0895 

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

EDGE: The Best CASH DISCOUNT PROGRAM 
from North American Bancard
Are you ready to get rid of the impact of payment processing costs 
on your business?

With the Edge Cash Discount program you will enjoy the same pro昀t 
margins from cash payments as you do from non-cash payments.

• Curbside Ordering
• Point of Sale Systems

Recommendations, Solutions 
& Integrations

Accept EMV/NFC
(Apple Pay, ETC.) EBT,

Snap, Checks and more

Next Day Funding with  
weekend settlement

Rates as low as .05%*

REDUCE YOUR CREDIT CARD  
PROCESSING FEES

�  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**

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.

WWW.NYNAB.COM

INTEGRATE
WITH YOUR POS

with
4G / Wi昀 STANDARD

TERMINAL

SMART TERMINAL

• Send digital receipts: 
 Email or SMS a receipt
•  Send Invoices

FREE TERMINAL PLACEMENT OPTIONS
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To learn more, visit www.nationalclothesline.com/ads

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

 DLI Membership Pays

BeCreative360
Cleaner Marketing
Cleaner’s Supply
EnviroForensics and PolicyFind
EzProducts International, Inc. 
FabriClean Supply
Fabritec International
GreenEarth Cleaning
Kleerwite Chemical
Kreussler, Inc.
Luetzow Ind. Poly Factory Direct
Memories Gown Preservation

NIE Insurance 
Realstar, USA 
The Route Pros  
R.R. Street & Co. Inc. 
Sankosha USA, Inc.
Seitz – The Fresher Co.
SMRT Systems 
SPOT by Xplor
Union Dry Cleaning Products, USA 
Unipress Corporation
United Fabricare Supply, Inc.
U.S. Leather Cleaning

Start your DLI membership in 2023 and receive gift certificates worth
more than $3,000 from these industry manufacturers and suppliers:  

DLI Membership Pays You Back

“Kreussler is an industry leader in innovative 
chemistry and product development. To introduce 
and implement advanced products we need a 
well educated and trained marketplace. There  
is no better resource for drycleaners to learn  
vital skills than DLI’s School of Drycleaning  
Technology. Kreussler is proud to support the  
efforts of DLI in this mission.“  

Richard Fitzpatrick
Vice President, Kreussler, Inc.

Each of the students pictured here  
received a $200 scholarship from  
Kreussler, Inc. as a new member of DLI.



By Stucky Szczotka 

Progressive operators are 
cashing in on one of the hottest 
growing revenue streams in 
textile care: residential wash-
dry-fold (WDF).  

The key to growing this sec-
tor and boosting revenue is to 
go beyond over-the-counter 
WDF sales to also establish 
pickup and delivery routes. 

The first goal is to convert 
existing over-the-counter sales 
to pickup and delivery. Then, 
expand to new customers.  

Finally, with the right equip-
ment, pursue residential flat-
work and commercial accounts 
for maximized revenue. 

Route software 
Before initiating a residential 

route, do your homework. In-

vest in a route software pro-
gram or website that allows on-
line ordering and facilitates 
easy route management, track-
ing, reporting and payment 
processing.  

There are several good op-
tions on the market. For opera-
tors already running dryclean-
ing routes, it’s simple to 
expand services to include 
WDF and flatwork.  

Some operators have estab-
lished stops from which they 
don’t vary, regardless of 
whether there is a pickup or 
not; others do on-demand only 
when the customer requests 
service. Both solutions work, 
but on-demand is more cost ef-
fective because it conserves op-
erating costs like labor, gaso-
line, time, etc. 

Pricing 
When it comes to pricing, 

several options, or some com-
bination of options, work well, 
including cost-per-pound, sub-
scription and by-the-bag. The 
problem with traditional cost-
per-pound is that sometimes 
customers don’t have a clue 
what they are spending until 
after delivery. Thus, they might 

shy away from using your 
service.  

Another way of pricing is by 
subscription where a customer 
is committed to a specific  
amount (dollar, bag or 
poundage) every week or 
month. Their credit card is au-
tomatically charged for that set 
amount whether anything is 
picked up and processed or 
not. 

Finally, there’s by-the-bag. I 
know an operator – Sheldon 
Cleaners in Kentwood, MI – 
who is extremely successful 
charging by-the-bag. Most cus-
tomers enjoy knowing upfront 
what they are spending. Shel-
don Cleaners offers three dif-
ferent sized laundry bags at 
$25, $35 and $50 per bag, with 
some households asking for 
multiple bags. 

Equipment needs 
Before launching a route, it’s 

smart to consider your goals 
and the types of services you’ll 
offer because each step to 
higher service requires differ-
ent machinery. Check out my 
recommendations: 

Step One: Residential Route 
WdF Only.  

Step One is to 
serve route WDF 
residential cus-
tomers only. In this 
scenario, you’re 
washing mostly 
clothing, towels, 
blankets and 
sheets, which can 
all be processed in 
a standard com-
mercial washer 
and dryer with ba-
sic programming. 

The problem 
many drycleaners 
run into is that 
they only have one 
washer and dryer 
for processing all 
laundry. Often-
times it’s necessary 
to add to that 
lineup with larger 
capacities or multi-
ple pockets for 
processing more 
laundry pounds.  

The 35-pound 
capacity commer-
cial machines work 
well for this level 
of service. Your 
equipment distrib-
utor is a great re-
source for assisting 
you with appropri-
ate machine sizing. 

Step Two: Resi-
dential Route 
WdF and Flat-
work.  

Step Two is to 
serve route WDF 
customers and iron 
their flatwork 
sheets, duvets and 
tablecloths at a 

premium price. To do this, you 
can hand iron or use a hot-head 
press at huge labor costs.  

The other option is to invest 
in a flatwork ironer that also 
has folding capability. [See 
Stucky’s column in our August 
2022 issue available in our 
website’s archives.] 

If you plan to expand into 
commercial work for catering 
companies, small hotels, spas or 
vacation rentals, an ironer is 
also essential. So, think ahead. 
The good news is some only re-
quire a 200-square-foot space 
for installation and operation.  

Royalty Cleaners, in Royal 
Oak,MI., invested in a 125-inch 
ironer because it took them 5 to 
15 minutes to iron one sheet us-
ing a hot-head press. Now, it 
takes 20 seconds.  

The ironer paid for itself in a 
year and launched the residen-
tial flatwork side of their busi-
ness to make up 20 percent of 
total revenue. Now that is their 
most profitable business seg-
ment. 

Step Three: Commercial 
Work.  

Step Three is to serve com-
mercial accounts, including 
spas, vacation rentals, small 
hotels, moving companies and 
catering companies.  

To do this well and to prop-
erly remove oils and stains, a 
highly programmable commer-
cial washer and flatwork ironer 
are a must. The washer should 
offer larger capacities, higher 
water temperature options, au-
tomatic chemical injection and 
variable rinses, baths, soaks, 
water levels, mechanical action 
and extract speeds.  

There are also machines on 
the market with 10-inch touch-
screens and corner indicator 
lights that illuminate in differ-
ent colors depending on the 
status of the load. When select-
ing a flatwork ironer, be sure it 
irons sheets, duvets and table 
linens directly from the washer 
while still damp.  

It should dry, iron and par-
tially fold goods in one auto-
mated step. This improves pro-
duction, saves labor time and 
helps eliminate dryer bottle-
necks.  

Step Three also demands a 
commercial, programmable 
dryer with moisture sensing to 

prevent over-drying. Once 
again, your equipment distrib-
utor can assist with sizing and 
options. 

Step Four: Commercial 
Work using Wet Cleaning.  

Finally, if you want to simul-
taneously alleviate the burden 
on your drycleaning 
machine(s) and process com-
mercial work, consider pur-
chasing a wetcleaning ma-
chine, rather than a commercial 
washer. Then add a flatwork 
ironer as described previously.  

A good wetcleaning machine 
offers sophisticated program-
mability and can clean 
“dryclean only” garments us-
ing water while also processing 
residential and commercial 
laundry.  

New technology dryers are 
also key. They give you the abil-
ity to remove moisture quickly 
and reduce tumbling by con-
trolling g-force and drum ac-
tion.  

Some can hit high drum tem-
peratures extremely quickly in 
order to evaporate moisture 
without as much tumbling, and 
offer programmable moisture 
sensing that ensures items dry 
to correct moisture levels.  

Look for dryers with phased 
control over the drying process. 

Each phase should allow pro-
grammability of drum rotation 
speed, drum rotation interval, 
moisture level, timed reversing, 
input air temperature, drying 
temperature, heating tempera-
ture, drying time and time 
limit.  

The goal for “dryclean only” 
items is to wet clean them, dry 
them to a set moisture setting 
of about 10 percent, and finish 
them as normal. 

Build your own success 

With the right tools and 
equipment, the sky’s the limit. 
I know several operators 
who’ve successfully created 
multiple revenue streams using 
the techniques described in this 
article, including Peerless 
Cleaners in Fort Wayne, IN; 
Huntington Cleaners in Hunt-
ington Woods, MI; and Perfect 
Cleaners in Detroit, MI.  

Today, these operators not 
only enjoy amped revenue, 
they capitalize on business 
from an array of accounts, in-
cluding military bases, casinos 
and medical offices. 

Questions? Please contact me 
anytime at stucky@eaglestare-
quipment.com.

Amping up wash-dry-fold for more revenue
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I know several 
operators who 

have successfully 
created multiple 
revenue streams 

using these 
techniques.

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.

Step Four: Alleviate Burden on  
Dry Cleaning Machines 
Wet Cleaning Machine, New Technology Dryer  
& Flatwork Ironer

4

Step One: Residential Wash/Dry/Fold 
35-Pound Capacity Commercial Washer & Dryer 

Step Two: Residential Ironing 
Add a Flatwork Ironer

Step Three: Commercial Accounts 
Programmable Commercial Washer, Dryer & Flatwork Ironer

1

2

3

Steps for Amping Up Your 
Wash/Dry/Fold Business
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Model CT-2 DOUBLE BUCK

FASTER 
EASIER
BETTER

3501 Queen Palm Drive • Tampa, FL 33819 • 813-623-3731 
www.unipresscorp.com 

TENSIONING CUFF CLAMP

SNAP IN TAIL PLATE - No more screws

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



H ow many times have 
you heard that Cash is 
King? The past three 

years have proved it over and 
over. Many of you may still be 
sitting on PPP, ERTC or EIDL 
money from Covid pro-
grams. Great. Just remember 
that the EIDL money is a 
loan and not forgiven and 
that ERTC money is taxable. 
Your CPA will help you with 
that. If you are not sitting on 
cash currently, then the fol-
lowing is for you.  

    

When it comes to financ-
ing the growth of your busi-
ness or staying alive, you 
may face a choice between 
the lesser of two evils. Sell-
ing shares in your business 
can provide an immediate 
cash injection, but it means 
giving up some of your valu-
able equity stake. If you ever 
had a partner in your busi-
ness, lots of things change 
and not always for the better. 

    

Borrowing from a bank 
can be costly to repay, limit 
your growth, and nearly al-
ways requires that you pro-
vide a personal guarantee.  

    

Then, there is customer fi-
nancing, which involves con-
vincing customers to prepay 
for some or all of your prod-
ucts or services, providing 
you with working capital to 
drive growth. This can be a 
great alternative to selling 
equity or taking on bank 
debt and gives you access to 
cash without sacrificing own-
ership or paying interest. 

    

In 2015, Brad Lorge 
founded Premonition, a tech-
nology company that pro-
vides logistics software to 
streamline delivery opera-
tions for large enterprise 
companies. While working 
with big businesses brought 
in good revenue, large enter-
prise customers were slow to 
make purchasing decisions. 
When they did decide to buy, 
getting them up and running 
was slow and costly. If an 
implementation failed, Pre-
monition risked losing 
months of work for nothing. 

    

Rather than the traditional 
approach of financing Lorge 
asked customers to prepay, 
which allowed Premonition 

to fund its growth. By March 
of 2022, they had grown to $3 
million in Annual Contract 
Value (ACV) when Shippit 
acquired it for $20.5 mil-
lion—an implied valuation 
of just under seven times 
ACV. Because they used cus-
tomer financing, Lorge and 
his partners still owned 80% 
of the equity in the company 
when they sold it. 

    

If you’re considering get-
ting your customers to pre-
pay, like Lorge, start by 
understanding their needs 
and motivations. Consider 
what is in it for your cus-
tomer. Could you guarantee 
delivery times in return for a 
service deposit? Could you 
offer incentives or discounts 
that make sense for you and 
your customers? 

Productize Your Service 
    If you offer a service, con-
sider productizing it. A pro-
ductized service is a type that 
has been standardized and 
packaged as a product with a 
defined scope, price, and de-
liverables. It’s essentially a 
pre-defined service that is 

delivered repeatedly to mul-
tiple clients with a fixed set 
of deliverables, processes, 
and pricing. Examples in-
clude Wash-Dry-Fold and 
household subscriptions, pre-
paid gift cards with an incen-
tive of discount and 100% 
pre-paid bridal preserva-
tions. Recently, many have 
gotten into patio cushion 
cleaning. Paid when cleaned, 
before delivery. Be creative. 
    The goal of productizing a 
service is to simplify the 
sales process, increase effi-
ciency, and provide a pre-
dictable customer 
experience. By creating a 
standardized offering, dry-
cleaning operations can re-
duce the amount of time and 
effort required to close a 
sale, as well as minimize the 
need for customization, 
which can be time-consum-
ing and expensive. 
    When it comes to prod-
ucts, we are accustomed to 
paying in advance (e.g., you 
pay for that cereal at the 
store before you dig in). 
Therefore, if you package 

your service offering into a 
product, your customers will 
be more inclined to pay up 
front for some or all your of-
fering. Productizing your 
services or asking customers 
to pre-pay can be effective 
ways to obtain the cash your 
business needs to grow 
while keeping a tight grip on 
your equity and avoiding the 
obligations of a hefty bank 
loan. Until next time, con-
tinue building value.

Using customer financing to fund growth

PAGE 24 / NATIONAL CLOTHESLINE / MAY, 2023

BUILDING VALUE
BY KERMIT ENGH               

For Contactless Automation 
at the Front Counter, Plant 

and Routes

Toll Free 877.906.1818  www.ezpi.us

• Presses and Solutions for all Budgets

• Best and Free Technical Support Forever 

• Proudly Made in the USA  

• We are the Only Manufacturer of TÜV SÜD Safety 

Certified Presses; Includes OSHA and UL Safety 

 Standards

• Low Cost of Ownership – Very Reliable, 

 Easy to Fix and Upgradeable

• Pre-printed Sequentially Numbered Heat Seal 

 Barcode Labels in One Day

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

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

Saves You Money, 
Time and Labor  

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

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

Point your browser to:  www.nationalclothesline.com 
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                                                     • On-line classifieds
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Rates: $1.70 per Word. $35 minimum 
Deadline 10th of the Month 

To place an ad, call (215) 830 8467  
or download the form at 

www.nationalclothesline.com/adform

1-800-568-7768 
CLEANERSUPPLY.COM 

OVER 20,000 
PRODUCTS 
 IN-STOCK.

GREAT PRICES.  
FAST DELIVERY.

Newhouse Specialty
Company, Inc.

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

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

High quality products for Drycleaners
and Garment Manufacturers.

Serving our customers since 1946.

Equipment 
and Supplies 

Market Place
Business Opportunities

Sell Your Drycleaner 
New Jersey 

Pennsylvania 
Delaware 

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

broker@patriotbusinessadvisors.com 
patriotbusinessadvisors.com

Catalogs

Plant 
Design

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

Position 
Available

DRYCLEANING & LAUNDRY EQUIPMENT PARTS
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INDEPENDENT 
GARMENT ANALYSIS®

274 NW Toscane Trail  
Port Saint Lucie, FL 34986

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

www.garmentanalysis.com

Purchase my Service Package for $500 
and receive the following: 

• 5 free garment analyses per year 
• 1 Art of Spotting handbook 

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

wetcleaning, drycleaning and fabrics

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

Reweaving 
Services

Independent reps needed for covers 
and pads for laundry and drycleaning 
plants. High commissions paid weekly 
and no up front investment on rep’s 
part. Large territories are available. 
Mechanics, etc., welcome. Zeller-
mayer Corp, 800/431-2244 or zeller-
mayercorp@aol.com.                     tfc

QUALITY REBUILT  
EQUIPMENT 

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

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

at www.nationalclothesline.com/ads

Training & 
Education 

Galaxy Waste Water Evaporator: Fil-
ters, Gaskets, Parts. Call Moore Serv-
ices 800-941-6673.                            

Waste Water 
Evaporator

Complete turn key business for 
sale:  Drycleaners, Laundry and 
Tuxedo shop all under one roof on 
busy corner lot, been in business for 
20 years and need to retire, every thing 
to go $500,000. For more information, 
call (870) 836-8895.                     5/23

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.

Buy Sell Trade in National Cothesline 
Put your ad before a nationwide indus-
try audience. To place your classified 
ad, call (215) 830-8467.

Help Wanted

Established, Successful Drycleaner 
in Waterloo, Iowa is in need of a plant 
manager. Current plant manager/part 
owner is going to retire. For details call 
Stan (319) 233-3571 or email: 
stan@varistycleaners.com.                

H 2015 30HP Fulton Boiler 1035lb per 
hour fuel fired. Call Greg (281) 387-
8100. H                                        5/23
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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.

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



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


