
      DL EXPO West 2026 — set 
to take place at the Irving Con-
vention Center from March 27 
to 29 — has added a behind-
the-scenes plant tour that will 
feature three facilities in the 
Dallas area, all included with a 
single ticket.  
      The guided tour will take 
place on Friday, March 27, 
from 7:30 a.m. to 12:45 p.m. 
and include visits to Avon 
Cleaners, Sunshine Cleaners 
and Tide Laundromat.  
      Tickets are $25 per person 
and cleaners can register at 
DLEXPO.org/dl-expo-west. 
Out of courtesy to the host fa-
cilities, participants must ride 
the official tour bus to attend. 
      “We’re excited to showcase 
some of the best cleaners we 
have in the Dallas area,” noted 
Fran Stone-Beale, SDA presi-
dent and owner of A-Town 
Cleaners in Abilene, TX. “This 
tour offers attendees a rare op-

portunity to see high-perform-
ing plants in action and learn 
directly from industry lead-
ers.” 
      Founded in 1968, Avon 
Cleaners operates a 20,000-
square-foot facility serving 
customers throughout the Dal-
las–Fort Worth Metroplex with 
delivery service.  
      The operation leverages 
Spot software to connect di-
rectly with customers and uti-
lizes Union drycleaning 
machines with K4 solvent, a 
Garment Management System 
Quick Sort Assembly System, 
and finishing equipment from 
Sankosha and Hi-Steam (Sam 
451). 
      Sunshine Cleaners oper-
ates a 16,000-square-foot facil-
ity designed for maximum 
reliability, featuring redundant 
systems such as dual boilers, 
air compressors, and chillers to 
ensure uninterrupted produc-

tion. 
      Equipment includes Co-
lumbia and Union drycleaning 
machines, a MacPi steam tun-
nel, Sankosha, Forenta, and 
Hoffman presses, Metalprog-
etti conveyors, Sankosha dou-
ble-buck shirt lines, 

Continental washers, Clean-
Chem soap injection, flatwork 
ironers and more. 
      With 85 years in business, 
Sunshine credits its success to 
first-class customer service, at-
tention to detail, and a dedi-
cated, low-turnover staff. 

      Attendees will also have 
the opportunity to visit a Tide 
Laundromat to see how the 
operation generates five-star 
reviews — 600 reviews in just 
six weeks since opening — 
while moving DIY customers 
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      Margaret’s the Couture Cleaner was recently 
featured in La Jolla Living magazine’s December 
2025 issue. The article highlighted the company’s 
70+ year legacy of excellence in textile preservation, 
haute couture cleaning and its recent humanitarian 
efforts restoring fire-damaged heirlooms for Pacific 
Palisades fire survivors. 
       When the Pacific Palisades fires devastated 
local communities last year, Margaret’s launched 
an immediate response program. Teams traveled 
from La Jolla, Los Angeles, and San Diego to collect 
smoke-damaged garments including wedding 
dresses, military uniforms, and family heirlooms.  
       “Every item told a story,” said Chuck Horst, 
president of Margaret’s. “When you return some-
thing that represents someone’s history, you're giv-
ing them back more than clothing — you’re giving 
them comfort.”

Margaret’s appears in La Jolla Living

DL EXPO West adds exclusive plant tour

Continued on page 8
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DLI kicks off ’26 with nice educational mix
      The Drycleaning and 
Laundry Institute (DLI) is 
kicking off the 
new year with 
a busy slate of 
educat ional 
seminars, in-
cluding a we-
binar on “How to Attract 
Media Attention” and a Virtual 
Basic Stain Removal course. 
      The Virtual Basic Stain Re-
moval course is set to begin on 

Feb. 17 and will feature hands-
on training with various stain 

removal tech-
niques and 
processes to 
improve clean-
ing results, re-
duce re-cleans 

and build staff confidence on 
the spotting board. Students 
will receive a set of sample 
stains and follow along live 
with DLI’s expert instructors. 

      The program teaches par-
ticipants how to: identify stains 
quickly and choose the correct 
removal method; apply spot-
ting chemicals safely and effec-
tively; use tools and equipment 
for maximum cleaning success; 
avoid common mistakes that 
lead to damage or customer 
complaints; and improve first-
time quality and reduce work-
flow slowdowns. The course is 
ideal for new technicians, expe-

rienced staff or team members 
looking to strengthen quality 
and customer satisfaction. 
      Another highlight offering 
of the month will be a webinar 
on Feb. 25 covering “How to 
Attract Media Attention” by 
Ray Kroner of Kroner Cleaners 
in Cincinnati, OH, and Harry 
A. Kimmel III, DLI’s commu-
nication director. They will 
help attendees learn how to 
develop press releases and 

events to raise their profile 
with local media outlets. 
      Beyond this month, DLI 
will also be offering numerous 
courses throughout the year. 

March and Beyond 
      Next up will be an offering 
of its Introduction to Dryclean-
ing course from March 9 to 13 
at its School of Drycleaning 
Technology followed by Ad-
vanced Drycleaning from 

Continued on page 8

Cover of La Jolla Living, Dec. 2025
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English novelist and poet George Eliot once said, “It is never too late to be 
what you might have been.” Those words were profoundly true for the writer 
herself whose birth name was Mary Anne Evans. She adopted the masculine 
nom-de-plume to overcome expectations and limitations set upon female 
authors during the 1800s. It wasn’t until she was 37 years old that she published 
Scenes of Clerical Life in 1957, the first of many notable works. (Keep in mind, the 
average life expectancy at that time was estimated to be in the early forties.) 

That is not to say it is good to wait for success to finally come to you, either. 
Another English author and poet named George — George Hérbert, born in 1593 
— had something to say on that matter: “Do not wait. The time will never be ‘just 
right.’ Start where you stand, and work with whatever tools you may have at your 
command, and better tools will be found as you go along.” 

Clearly, you are already heeding that advice from the second George if you 
are reading this editorial. The trade publications are an excellent source of news, 
information and advice — a place with ideas that you can implement almost 
immediately into your business in order to make it better. 

One question drycleaners often have to ask themselves is: How do I choose 
the best stain removal agents? For the answer to that, check out this month’s 
column on page 12 from DLI Hall of Famer Dan Eisen, who quite possibly could 
know more on that topic than anyone on the planet. 

“There is not just one manufacturer who has a monopoly providing all the 
best chemicals,” writes Eisen. “The drycleaners may use different products from 
different manufacturers.” 

There are a lot of factors to consider for a lot of spotting chemicals. 
Fortunately, Dan breaks down the most important characteristics that each agent 
should contain, from protein and tannin formulas to neutral lubricants, digesters 
and more so that you can make sure you’ve stocked your plant with all the best 
products to meet stain removal needs. 

According to James Peuster of The Route Pros, another common question 
asked by drycleaners is: How can I compete with a delivery-based app? In his column 
on page 16, James outlines nine effective steps that have been proven successful 
for other drycleaners in practice. Truthfully, the smaller businesses can be 
competitive by blending traditional strengths with convenience features and 
affordable technology. 

Another big question that drycleaners should be asking themselves, 
according to columnist Don Desrosiers, is: Do you know what brings customers to 
you? As he points out in his column on page 20, “Drycleaners market with price 
because that is the easiest promise to keep. However, it is a fact that this is 
unlikely the reason customers come to you. Let’s hope it’s not.” 

Once drycleaners figure out why their customers are coming in, perhaps 
next they can try to figure out where the *$#! all the compressed flowing air went. In 
the third part of an ongoing series, columnist Bruce Grossman (see page 18) takes 
a deep dive into your piping systems where gravity and inertia play an integral 
role in keeping compressed air moving in a straight line at a constant velocity. 
Find out what can slow things down and how you can go about eliminating any 
problems. 

Lastly, columnist Kermit Engh doesn’t have any questions to answer for 
you, but he does have two reading recommendations that contain timeless 
money lessons for today’s workforce. In his column on page 6, Kermit discusses 
Rich Dad, Poor Dad by Robert Kioysaki and Baby Steps by Dave Ramsey.  

While both writers agree that “financial literacy, discipline and 
intentionality are non-negotiable,” they differ on their approaches a bit. 
However, as Engh points out, when utilized together, they can help you achieve 
greater financial freedom. 

All of these excellent columns can help you be what you might have been, 
and there is no time like the present to do something about it.

18 Bruce Grossman Proper piping is a key component to 
making sure your compressed air is flowing properly

16 James Peuster The most common question we get is: 
How can I compete with a delivery-based app?

12 Dan Eisen What should you consider when picking out 
the best stain removal agents?

Columns

26 Classifieds

6 Kermit Engh Two books offer timeless lessons about 
money that are especially true today

24 Newsmakers

20 Don Desrosiers Are you really sure about the main 
reasons that your customers keep coming to you?
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A s most readers are 
aware, there are several 
very experienced con-

tributors to this publication 
who provide expertise in spe-
cific areas of our industry. This 
month, I would like to take a 
slightly different approach. 
    Recently, I spoke with a 
young man who was strug-
gling with his family’s finances 
and long-term planning. We 
spent time identifying where 
his income was coming from 
and where it was going. 
    As many of us have learned 
the hard way, money can leak 
without us realizing it, leaving 
nothing at the end of the 
month. These leaks can come 
from our own spending habits 
or from others in the house-
hold.  
    Fortunately, we were able to 
pinpoint several areas to ad-
dress. I then recommended 
two books that have stood the 
test of time that I have used 
successfully to help others. 
    Financial literacy is rarely 
taught in school. If you grew 
up in a household where 
money was spent as it came in, 
adulthood can be financially 
challenging — especially when 
compounded by student loan 
debt.  
    I recently read that the aver-
age age of a first-time home-
buyer has now reached 40. It is 
no surprise, then, that many in-
dustries struggle to engage 
younger adults who have little 
disposable income. 
    Starting in your thirties with 
no financial plan can feel over-
whelming, but it is not too late 
to build a strong financial fu-
ture. The principles from Rich 
Dad, Poor Dad and Dave Ram-
sey’s Seven Baby Steps offer two 
powerful — yet very different 
— roadmaps that can be com-
bined into a practical plan. 

Two Financial Mindsets 
    Rich Dad, Poor Dad by Robert 
Kiyosaki focuses on how the 
wealthy think, while Dave 
Ramsey emphasizes how 
everyday people can act their 
way out of financial stress. 
    Robert Kiyosaki encourages 
financial education, investor 
thinking and the building of in-
come-producing assets such as 
businesses and real estate. 
    I have seen members of our 
industry successfully reinvest 
profits from their cleaning op-
erations into real estate and 
other ventures. The question 
remains: Who is teaching the 

next generation these principles? 
    Dave Ramsey, on the other 
hand, offers a straightforward, 
step-by-step plan — known as 
the Seven Baby Steps — to 
eliminate debt, build an emer-
gency fund and invest consis-
tently.  
    For individuals in their thir-
ties who may be behind on 
savings or overwhelmed by 
debt, Kiyosaki helps expand 
vision, while Ramsey provides 
structure and stability. 

Rich Dad, Poor Dad Lessons 

    The core message of Rich 
Dad, Poor 
Dad is sim-
ple: The 
w e a l t h y 
buy assets, 
while the 
poor and 
m i d d l e 
class often 
buy liabili-
ties they believe are assets. A 
new car, for example, is not an 
asset — it is a depreciating pur-
chase. 
    Assets generate income, 
such as rental properties, busi-
nesses, or dividend-paying in-
vestments. Liabilities take 
money out through ongoing 
costs like consumer debt, vehi-
cle loans, or even a primary 
residence that produces no in-
come. 
    Kiyosaki also stresses the 
importance of financial educa-
tion — understanding cash 
flow, reading financial state-
ments, and learning how 
money works beyond a pay-
check. 

Seven Baby Steps Lessons 

    Ramsey’s Baby Steps pro-
vides a clear path from finan-
cial stress to stability. 
    Baby Step 1: Save a starter 
emergency 
fund of 
$1,000 as 
fast as pos-
sible so 
minor sur-
prises do 
not push 
you into 
more debt. 
    Baby Step 2: Pay off all non-
mortgage debt using the “debt 
snowball” (smallest balance 
first) to build momentum and 
confidence, even if it is not 
mathematically perfect. 
    Baby Step 3: Build a three to 
six month emergency fund so 
job loss or big bills do not de-
stroy your progress. 

    Baby Step 4: Invest 15% of 
your household income for re-
tirement, often in tax-advan-
taged accounts like 401(k)s and 
IRAs. 
    Baby Steps 5–7: Save for 
kids’ college, pay off your 
home early, then build wealth 
and give generously. 
    For those starting without a 
plan, Ramsey’s approach re-
moves confusion by answering 
one question at a time: “What 
should I do next?” 

Comparing Both Approaches 

    Kiyosaki and Ramsey agree 
that financial literacy, disci-
pline and intentionality are 
non-negotiable, but they differ 
on tactics and risk. (See graph 
above.) When used together, 
Ramsey’s discipline provides 
stability, while Kiyosaki’s 
mindset expands long-term 
possibilities. 

A Practical Starting Point 

    For someone in their thirties 
starting from scratch, a 
blended approach works well: 
    1) Get brutally honest with 
your numbers. 
    • List your income, all 
debts, and all monthly ex-
penses to build a simple per-
sonal income statement and 
balance sheet. 
    • Compare your spending 
to a simple guideline like the 
50-30-20 rule (needs, wants, 
savings/debt) to see where 
money is leaking. 
    2) Follow Baby Steps 1–3 to 
create stability. 
    • Stack $1,000 quickly in a 
small emergency fund, even if 
that means selling a few things 
or cutting subscriptions. 
    • Attack debts using the 
debt snowball: smallest bal-
ance first, minimums on the 
rest, and roll freed-up pay-
ments into the next one. 
    • Once non-mortgage debt 
is gone, build three to six 
months of expenses in cash in 

a high-yield savings account. 
Here I recommended CDs to 
short-term T-Bills. 
    3) Start investing for Future 
You (Baby Step 4). 
    • Aim to invest at least 10 to 
15% of your income into retire-
ment accounts, Even if you 
cannot hit 15% immediately, 
start somewhere and increase 
annually. 
    • If your employer offers a 
401(k) match, prioritize getting 
the full match because it is es-
sentially free money. 
    • If no plan is available, 
open an IRA and consider a 
Roth IRA if you are in a mod-
erate tax bracket and have 
decades to grow. 
    4) Add Rich Dad thinking 
once you have a base. 
    • Use your growing stability 
to start learning about assets. 
Read about real estate, small 
business ownership and basic 
investing beyond retirement 
accounts. 
    • Look for ways to increase 
income — side work, skill up-
grades, small ventures — so 
more money can be directed to 
retirement and future assets. 
    • When you are ready, con-
sider small, calculated moves 
into assets that can produce 
cash flow, such as a small 
rentals, a side business, or 
other income-producing in-
vestments. 
    5) Build a life you actually 
want, not just a big account 
balance. 
    • Perkins, Kiyosaki, and 
many modern planners stress 
that money is a tool to create a 
meaningful life, not just a giant 
number on a statement. 
    • In your thirties, balance 
short-term upgrades (paying 
off debt, stabilizing cash flow) 
with long-term moves (invest-
ing, building assets) and mean-
ingful experiences with family 
and friends. 
    Money should ultimately 

serve life — not the other way 
around. Stability, growth, and 
meaningful experiences can co-
exist when finances are inten-
tional. 

A Final Thought 
    Being behind financially is 
not a character flaw; it is sim-
ply a starting point. Many peo-
ple begin serious financial 
planning in their thirties. What 
matters most is the willingness 
to learn, adjust, and take ac-
tion. 
    By combining Dave Ram-
sey’s structure with Robert 
Kiyosaki’s vision, individuals 
can move from financial stress 
to stability — and eventually 
toward true financial inde-
pendence. 
    Dave Ramsey’s organization 
also offers financial training 
programs for employees and 
families through online plat-
forms. For business owners, 
few benefits are more valuable 
than helping employees build 
a stronger financial future.

Two timeless money lessons for today’s workforce
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BUILDING VALUE
BY KERMIT ENGH               

Kermit Engh has been an 
owner/operator in the 
drycleaning industry for over 
33 years. Notable awards in-
clude CINET’s 2016 Best Prac-
tices for sustainability and 
country. He has been a Meth-
ods for Management member 
for over 29 years. His current 
position as managing partner 
and business coach with them 
allows him to share his exten-
sive background in strategic 
planning, finance, process im-
provement, succession plan-
ning, acquisition and 
disposition analysis, packaging 
and branding, corporate cul-
ture, employee training pro-
grams, profitability, quality and 
production standards, cost 
analysis and development of 
management KPIs as well as 
being a Certified Value Builders 
Coach. Contact him at 
kengh@mfmi.com.

Core goal 
 
 

View of debt 
 

1st priority 
 
 

Investment 
style 

Best suited 
for

Build wealth through cash-
flowing assets and financial 
independence. 
Debt can be a tool if it buys in-
come-producing assets. 
Increase financial education 
and move toward owning as-
sets or businesses. 
Active investing, higher risk 
and reward. 
Has or wants entrepreneurial 
drive and can study investing 
deeply. 

Achieve debt-free, stable, mid-
dle-class security and generos-
ity. 
Avoid debt; eliminate it quickly. 
 
Get control: emergency fund 
and aggressive debt payoff. 
 
Simple, long-term mutual fund 
investment after debt is gone. 
Feels overwhelmed, paycheck-
to-paycheck and needs strict 
structure.

Rich Dad, Poor Dad         Seven Baby Steps
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DL EXPO West adds   
exclusive plant tour

through efficiently and pro-
cessing commercial and cam-
pus laundry behind the scenes.  
      Tide highlights its autodos-
ing systems, build-out and 
staffing model as key differen-
tiators from the competition. 
Equipment includes Electrolux 
400G washers with autodosing 
pump systems and Electrolux 
dryers. 
      The exclusive plant tour is 
just the start to the DL EXPO 
West weekend. Attendees can 
enjoy the equipment show at 
no cost, as well as the attend all 
of the educational sessions — 
and there are quite a few. 
      The keynote speaker for 
the event will be Ajay Prakash, 
co-founder and CEO of Rinse. 
His presentation will be called 
“Perspectives on Growth and 
Innovation for Cleaners of All 
Sizes.” 
      He will share how cleaners 
can balance modern solutions 
with timeless principles like 
exceptional service, strategic 
upselling and smart expansion 
— offering practical takeaways 
on embracing change while 
staying grounded in what mat-
ters most: delighting cus-
tomers, driving profitability 
and building a business that 
lasts. 
      Also scheduled to appear 
will be Dale Pedzinski of Ex-

tract LLC, who will present a 
program called “Practical AI in 
the Drycleaning Industry 
(Without the Hype).” 
      Brian Wallace of the Coin 
Laundry Association (CLA) 
will speak on the topic “Five 
Trends Driving Growth of W-
D-F and Laundry Delivery” 
and Dave Coyle of Maverick 
Drycleaners will be on hand to 
offer “Cleaning Up Your Bot-
tom Line: Revenue Strategies 
that Drive Profit.” 
      Bill Rothrock of Yale Clean-
ers will offer a course on 
“Speed Spotting: Rethinking 
the Rules of Stain Removal” 
and George Ingram of NIE In-
surance will discuss the “Call 
of the Insurance Wild.” 
      Other programs scheduled 
to take place on the weekend 
will include “Maintaining Your 
Machine” by Chris Abercrom-
bie of Christeyns North Amer-
ica and Katey Kratz from the 
Heartland Fabricare Associa-
tion (HFA) will examine 
“Bridging the Gap Between 
Your Business and the Next 
Generation.” 
      At this time, close to 90 ex-
hibit booths have already been 
sold, but exhibit booths are still 
available. 
      The Westin Irving Conven-
tion Center at Las Colinas will 
serve as the host hotel, conve-
niently located next to the con-

vention center. 
      A special hotel rate of 
$189/night for convention at-
tendees and exhibitors is only 
available through March 10 on 
the DL EXPO West website at 
DLEXPO.org/dl-expo-west. 
      DL EXPO West is proudly 
produced by the Southwest 
Drycleaners Association and 
the California Cleaners Associ-
ation. 
DL EXPO East coming soon 

      Later in the year, the DL 
EXPO East show will coming 
to Washington DC in October. 
The event will be held at the 
Gaylord National Resort from 
Oct. 16 to 18. 

      The inaugural installment 
of the DL EXPO East show was 
held in July of 2024 at the Gay-
lord Palms Resort and Con-
vention in Kissimmee, FL, 
which proved to be quite a suc-
cess. 
      Overall, there were over 
700 attendees and exhibitors at 
the event, bringing in 
drycleaners from 32 states and 
three countries. 
      For more information, as it 
comes available, visit the offi-
cial website located online at 
DLEXPO.org/dl-expo-east.

Continued from page 1
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DLI kicks off ’26 
with education mix

March 16 to 28. 
      The Introduction to 
Drycleaning class includes five 
days of hands-on training cov-
ering essential skills including 
sorting garments for dryclean-
ing, cleaning delicate fabrics 
like silk and satin, operating 
drycleaning machines, remov-
ing common stains such as cof-
fee, ink and grease, pressing 
various garments, and using 
tensioning equipment to en-
hance finishing quality. 
      Tuition is $2,295 for non-
members. DLI Members pay 
depending on membership 
level. 
      The Introduction to 
Drycleaning course will also 
be repeated twice more in 
2026: once in the summer from 
July 13 to 17 and once in the 
fall from Oct. 5 to 9. 
      The Advanced Dryclean-
ing course offers ten days of 
advanced training techniques 
of fiber identification, stain re-
moval, pressing, wetcleaning, 
machine maintenance, cus-
tomer service, and plant work-
flow design. 
      Tuition is $2,795 for non-
member and members pay 
based on membership level. 
There are additional discounts 
available for those who take 
both the Introductory and Ad-
vanced courses concurrently. 
      The Advanced Dryclean-
ing class will also meet twice 
more in 2026: in the summer 
from July 20 to 31 and in the 
fall from Oct. 12 to 23. 
      In addition to its signature 
courses, DLI also plans to host 
several virtual courses. In 
April, the association will host 
two programs. The first will 
cover the topic of “Fibers and 
Fabrics” and is set to take place 
on April 14 and 16. 
      Later in the month, DLI 

will host a virtual class on Cus-
tomer Service on April 21 and 
23. Both programs will be 
taught by Jennifer Whitmarsh 
of The Route Pros and Snappy 
Dry Cleaning. 
      The cost to attend either 
program is $549 for non-mem-
bers while members pay de-
pending on membership level. 
      In May, DLI will host an 
Advanced Stain Removal 
course online that will take 
place over four separate dates: 
May 5, 7, 12 and 14. Tuition is 
$695 for non-members while 
members pay based on mem-
bership level. 
      DLI will host another ses-
sion of its Advanced Stain Re-
moval course virtually in 
August. The course will meet 
on the following dates: Aug. 
11, 13, 18 and 20. 
      In June, DLI will present a 
virtual version of its Basic 
Stain Removal course that 
combines live lectures, engag-
ing videos and hands-on stain 
removal activities.  
      The cost is $695 for non-
members and members pay 
depending on membership 
level. The course meets over 
the course of four dates: June 9, 
11, 16 and 18. 
      In August, DLI will present 
a virtual version of its Basic 
Stain Removal class in Span-
ish. Dates for that course will 
be Aug. 18, 20, 25 and 27. 
      Finally, DLI’s virtual 
schedule also includes a Lead-
ership Course that will take 
place on Sept. 15 and 17. The 
program is taught by Jennifer 
Whitmarsh. The cost is $549 
for non-members; members 
vary by membership level. 
      To learn more about any of 
DLI’s upcoming educational 
opportunities, visit them on-
line at DLIonline.org or call 
(800) 638-2627.

Continued from page 1

DLI Education Director Brian Johnson (pictured on right 
above) guides students through the process of pressing a shirt 
on some of the shirt pressing equipment at the DLI School of 
Education in Laurel, MD. Currently, the school is in its 99th 
year of educating and assisting the textile care industry.
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With Sanitone, you get easy-to-use
cleaning products that deliver great results...every time. 

An American Original Since 1932

“Switching to Sanitone was one of the best decisions we’ve made in years!”
Dave Coyle, In The Bag Cleaners

Sanitone, a division of Fabritec International   —   Sanitone • Fabritec • Stamford
8145 Holton Drive, Suite 110, Florence, KY 41042 • 800-543-0406 • 859-781-8200 • sanitone.com • orders@fabritec.com

Scan to see 
our current 
product 
brochures

PROUDLY MADE 
IN KENTUCKY 

           will solidify 
your distinction as the 
BEST cleaner in town!

Attract and maintain
the BEST customers!

A Certified Master Drycleaner 
specialist will keep your back room 
in top shape for garment care that 

outshines the competition.

Drycleaning, wetcleaning, shirt laundry 
and restoration solutions!
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XOXO
CALL 

US

SWEET

813-253-3191 • 239-288-9386  
4304 Wallace Road, Lakeland, FL 33812 

gcequipmentsales.com • gcdeinc@yahoo.com

 Valentine’s
We LOVE & APPRECIATE our customers! 

We look forward to helping you with your next equipment purchase.

HAPPY

DAY

We are family owned and centrally located in Lakeland, Florida. With over 30 years experience, 
we offer competitive pricing on the leading brands of equipment for the dry cleaning industry. 
Our factory trained technicians are able to deliver, install and service most brands. And, with 
more than 100,000 parts in stock, our parts department is ready to serve. 

 
Financing Options Available

For New or Used Equipment, 
Service and Parts Call
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Key Unipress Features 
 
   •  Innovative Design: 

        •  Full rear, steam-heated, body chests 

        •  Live steam-injection on sleeves 

        •  Highest squeeze pressure for crisper, longer-lasting finishing 

        •  2-handed operation safety 

        •  All equipment is ETL certified 
 
   •  Durability You Can Trust:  Long lifespan and reduced maintenance.  
 
   •  Easy-to-Use Controls:  Staff work smarter—not harder. 
 

   •  Overall reduced Cost of Ownership over the life of the equipment. 
 

   •  Outstanding Support:  Post-sale customer service, including our 
        extensive dealer network to support sales, service, and parts.

3501 Queen Palm Drive • Tampa, FL 33619 • 813-623-3731 
www.unipresscorp.com 

ATT 
Tensioning Pants Topper Unit 

Versaform V4 
All-Purpose Tensioning Finisher 

Discover Superior Performance, Reliability, and Innovation

EXPERIENCE THE
See Us at

Booth 515

ADVANTAGE!

Unipress Corp 
is a tariff-free zone

Contact us today to learn how Unipress can elevate 
your production quality and efficiency.

SC-1 Steam Cabinet

CLASSIC Double Buck

Model CT-2 
Double Buck

Why Choose Unipress Over the Competition?
Enhance your garment finishing operation with Unipress equipment— 

engineered and built to outperform the competition consistently. 

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

I n the course of my consul-
tations and training I come 
across drycleaners using a 

large variety of different chem-
icals from different manufac-
turers. The chemical 
formulations offered by differ-
ent manufacturers are not nec-
essarily similar, and the 
drycleaner has to choose what 
works best for them. 

       

There is not just one manu-
facturer who has a monopoly 
providing all the best chemi-
cals. The drycleaner may use 
different products from differ-
ent manufacturers. Dryclean-
ers should jump at the 
opportunity of obtaining sam-
ples and trying different prod-
ucts in order to find out which 
one works best for them. Using 

products properly is a must for 
obtaining the best results. 

Neutral Lubricant 
       This is one of the most im-
portant aids for successful wet-
side stain removal. Those who 
does not use neutral lubricant 
miss out on the opportunity to 
remove wet-side staining with-
out using tannin or protein for-
mulas. The quality of the 
neutral lubricant that you use 
and the way it is used are im-
portant factors. 
       Neutral lubricant is used 
after the stain is flushed with 
the proper mechanical action. 
The neutral lubricant not only 
protects the fabric from dam-
age but helps break up the 
stain, lift the stain so it can be 
easily flushed from the fabric. 

Protein Formulas 
       The safest protein formu-
las are the ones that have the 
lowest alkalinity. The formula-
tion is effective on protein 
stains and provides safety to 
most fabrics including silk. 
       The more dangerous pro-
tein formulas are the ones with 
a high alkaline content and 
those containing ammonia. 

Tannin Formulas 
       An effective and safe tan-
nin formula has a mild acid 
content. Tannin formulas with 
a higher acid content and those 
containing acetic acid may not 
have the same safety proper-
ties. Check with your chemical 
company or sales representa-
tive whether you can combine 
tannin and protein formulas. I 

work with a chemical com-
pany who has shown me how 
a protein and tannin formula 
combination can be effective in 
removing some difficult stains. 
       Although combining acid- 
and alkaline-based chemicals 
are not recommended, the re-
sults of combining some prod-
ucts can be beneficial. 

Digesters 
       Digesters are enzyme-
based products that convert 
protein stains into soluble 
sugar. Different manufacturers 
have different enzyme-based 
products with different prop-
erties and safety. You should 
know the properties of the en-
zyme-based products and 
choose the one best for you. 
       1) High Temperature En-

zymes. These enzymes are 
usually liquid and can be used 
at high temperatures up to 
140°F and do not break down 
with other chemicals. They are 
used with mechanical action 
and have a relative degree of 
safety, but not entirely. 
       2) High Temperature Al-
kaline-Based Enzymes. These 
products can be used with 
soaking or mechanical action. 
It is not designed for safety on 
fabrics such as silk or those 
with poor color fastness. 
       3) Low Temperature Pow-
der Enzymes. These are the 
safest enzymes to use and are 
designed for use on silks and 
garments with poor color fast-
ness. They have the same de-
gree of safety as using water.  
       They can be used in a bath 
or for spotting board use. They 
must be used with tempera-
tures no higher than 120°F, no 
contact with chemicals and al-
lowed to work on a fabric for 
at least 20 minutes. These 
products require no mechani-
cal action. 

Ink Removers 
       There are several products 
manufactured for ink removal. 
Some have the capability of re-
moving ink and are safe to the 
fiber and color. There are some 
ink removers produced that 
are more aggressive and may 
affect fabrics such as acetate 
and tri-acetate. 
       Some ink removers have 
the capability of removing 
plastic-based stains, which has 
the benefit of eliminating amyl 
acetate, (which is prohibited in 
some states). 

Oxygen Bleaches 
       Sodium perborate and 
sodium percarbonate. Both 
bleaches that are alkaline by 
nature, and I use them for 
whitening fabrics in a bath.  
Sodium percarbonate offers a 
higher degree of safety since it 
dissolves easier in cool water. 

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

Choosing the best stain removal agents

Dan Eisen is the former chief 
garment analyst for the Na-
tional Cleaners Association and 
also an inductee of the 
Drycleaning and Laundry Insti-
tute’s Hall of Fame, the highest 
honor the association can be-
stow on an individual. For 
questions and concerns, he can 
be reached at (772) 579-5044, 
or by e-mail at dan-
nyeisen39@gmail.com or 
through his website at 
www.garmentanalysis.com.

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

®TarGo Dry

TarGo Dry…

Drycleaning P.O.G.

Welcome back,

Better Than Ever!

Is Back… 
Better 
Than Ever!

With its proven effectiveness at 

removing oily stains, and its 

trusted safety on delicate color 

and fabric, TarGo Dry is back! 

Now eco- and worker-friendly, 

chlorinated-solvent free, California 

compliant, biodegradable and 

non-combustible. 

Use TarGo Dry to remove even your 

most difficult oily stains, build your 

reputation for quality, and keep 

your customers coming back!

To learn more, 

visit ALWilson.com

or call 800-526-1188



FEBRUARY, 2026 / NATIONAL CLOTHESLINE / PAGE 13

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

To learn more, visit www.nationalclothesline.com/ads
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I have covered this topic be-
fore, but we are getting 
more and more calls from 

cleaners concerned with com-
peting against various app-
based, Über-style services.  

    

Competing with app-based 
laundry and drycleaning serv-
ices can feel challenging for 
traditional laundromats and 
drycleaners, but we have dis-
covered that many are finding 
successful strategies by leaning 
into their strengths and adapt-
ing smartly.  

    

Here’s how you can com-
pete effectively: 
    1) Highlight local, person-
alized service. App services 
often lack face-to-face interac-
tion and personal care. A local 
business can win by: 
    • Knowing regular cus-
tomers’ preferences. (Example: 
“Extra starch on shirts for 
Mark,” or “delicate cycle only 
for these.”) 
    • Building personal rela-
tionships. Customers who feel 
valued are more loyal. 
    • Quick, direct communica-
tion. No texting back and forth 
through an app — just a 

friendly local phone call or in-
person chat. 
    2) Provide Two-Day Turn-
around. While app services 
may have set pickup/delivery 
windows, laundromats can: 
    • Provide same-day drop-
off/pick-up (especially for 
local walk-ins). 

    • Provide express services. 
Charge a small premium for 
rush orders. 
    3) Focus on Convenience 
In-Store. Many customers 
choose laundromats because of 
speed and ease: 
    • Fast, modern machines. 
Large capacity washers/dry-
ers attract bulk laundry cus-
tomers. 
    • Amenities while cus-
tomers wait — free Wi-Fi, com-
fortable seating, coffee stations, 

TV, kids’ area. 
    • Self-serve plus drop-off 
service. Appeals to both DIY 
customers and those who want 
convenience. 
    4) Clear value. Some app 
programs may seem cheaper, 
but local businesses can com-
pete by: 

    • Transparency in pricing. 
No confusing fees or surge 
pricing. Many have various 
charges that hurt the inde-
pendent contractors 
    • Bundled services. Reward 
for frequent visits, multi-item 
bundles (wash + dry + fold). 
    5) Use Technology Strategi-
cally. You don’t have to build a 
full app to compete. Effective 
tech can include: 
    • Simple online booking 
tool or SMS scheduling.  

    • Text reminders for 
pickup/delivery. 
    • Digital loyalty cards.  
    • Social media presence (In-
stagram, Facebook) to engage 
customers. These tools boost 
convenience without the com-
plexity or cost of big app plat-
forms. 

    6) Focus On Professional 
Pickup and Delivery. While 
big apps standardize this na-
tionwide, local businesses can: 
    • Provide their own deliv-
ery within a targeted radius. 
    • Provide scheduled routes 
for regular customers. People 
like routines.  
    • Consistent drivers and 
service is truly what most peo-
ple want. Local pickup/deliv-
ery can compete directly with 
apps with a personal touch. 

    

7) Capitalize On Local Rep-
utation. Word-of-mouth and 
community presence matter: 

    

• Encourage reviews on 
Google, Yelp, Facebook. 

    

• Partner with local busi-
nesses (salons, gyms, Airbnb 
hosts). 

    

• Reward referrals.  

    

• Participate in local events 
and sponsorships. Your com-
munity’s trust becomes a pow-
erful asset. 
    8) Specialize in Quality or 
Niche Services. Customers 
will pay for quality and care 
that apps don’t always guaran-
tee: 
    • Expert stain removal. 

    • High-end garment care. 
    • Alterations and repairs. 
    • Specialty items (duvets, 
curtains, uniforms).  
    Being known as the expert 
for certain items builds loyal 
clientele. 
    9) Educate Customers on 
Benefits. Not every customer 
understands the trade-offs be-
tween app services and local 
laundromats/drycleaners. 
Communicate that you pro-
vide: 
    • Better garment care. 
    • No hidden fees. 
    • Local support. 
    • Fast turnaround when 
needed. 
    Simple signage, flyers, or 
social media posts can rein-
force these messages.  
    So, to sum up: What do local 
businesses have that big apps 
often don’t? 
    • The personal touch ad-
vantage. 
    • Immediate service. 
    • Price transparency. 
    • Community reputation. 
    • High-quality care. 
    • High-tech convenience. 
    The bottom line is: Compete 
by blending traditional 
strengths with smart, afford-
able tech and convenience fea-
tures. Be local, personal, 
flexible — and make people 
feel the difference. 
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THE ROUTE PRO
How can you compete with app-based services?

BY JAMES PEUSTER

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

Competing with app-based laundry and drycleaning services 
can feel challenging for traditional laundromats and 

drycleaners, but we have discovered that many are finding 
successful strategies by leaning into their strengths and 

adapting smartly.

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

Don Desrosiers | tailwind.don@me.com | 508.965.3163 

New Episodes 
     Every 2 Weeks: 
           •  Drycleaning 

           •  Laundry 

           •  Management 

           •  Production 

           •  Marketing 

     And MORE... 

Congratulations to Beau Brummel Cleaners of Long Island, NY 
for buying a new Realstar KM-503 hydrocarbon machine with 
solvent heating. The machine was sold and installed by Metro 
Equipment. Pictured (left to right): Mr. and Mrs. Han, owners; 
Kevin, lead installer for Metro; Vincent, Phil and Frank Geb-
bia, owner of Metro Equipment.
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ITSUMI Innovation Never Stops!

To learn more, visit www.nationalclothesline.com/ads
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WRENCH WORKS
Keeping compressed air flowing, part III
D uring the air compres-

sion process, moisture, 
oil, debris, and other 

materials (which I’ll call con-
taminants) are blown into the 
tank (sometimes called the re-
ceiver). To prevent these con-
taminants from reaching the 
machinery, several methods 
are used. 

       

The first of these methods, 
and the subject of this article, is 
the piping itself and the com-
ponents installed in it.  

       

(To read the first two parts of 
this series on keeping compressed 
air flowing properly, see the De-
cember 2025 and January 2026 is-
sues in our online archive at 
www.nationalclothesline.com.) 

       

Two physical forces are 
employed to remove water 
and debris from the com-
pressed air stream: gravity — 
we all know what that is — 
and inertia, which is the ten-
dency of objects to keep mov-
ing in a straight line at 
constant velocity. Follow along 
using the accompanying illus-
tration. 

       

1) Gravity. Notice first that 
the large pipe called a header 
is connected at each machine 
by branches, which are called 
drops, used to supply com-
pressed air to each machine. 

       

When properly designed, 
the drops are taken off the top 
of the headers. Since water is 
much heavier than air, it runs 
along the bottom of the header, 
pushed along by the air’s flow, 
while the air flows along the 
top. 

       

Thus, gravity provides a 
very effective additional stage 
of separation. 

       

I’ve seen many installa-
tions where the drops were 
taken off at the bottom of the 
headers, literally capturing 
and forcing water and other 
contaminants down into the 
machinery; this is a very unde-
sirable situation that causes 
machine performance night-
mares.  

       

At the end of the airline, it 
is always beneficial to have a 
drip leg.  

       

A drip leg, in its simplest 
form, is nothing but a vertical 
piece of pipe used to collect 
and retain water and debris 
entrained in the compressed 
air system. 

       

2) Inertia. Any remaining 
contaminants entrained in the 
compressed air are racing 
along through the headers and 
drops. Because of inertia, they 
want to keep moving in a 
straight line. 

       

An abrupt change in direc-
tion in the drop is created by 
inserting a tee and piping the 
airflow to the machine from 
the side of the tee. 

       

The lighter compressed air 
makes the 90-degree turn out 
of the tee, while the contami-
nants continue moving in a 
straight line and are captured 
in the drip leg. 

       

A combination of compo-
nents after the tee provides the 
remaining pathway, conduct-
ing the compressed air to the 
machinery. 

       

A ball valve is used to shut 
off the compressed air flow 
from the drop to the machine 
for maintenance. 

       

A combined filter/regula-
tor provides another stage of 
contaminant removal along 
with air pressure regulation. 
Draining the drip legs can be 
done manually with a simple 
ball valve or automatically 
using a device known as a drip 
leg drain. 

       

I use an inexpensive air fil-
ter purchased from Harbor 
Freight (Item #68279) plugged 
at the outlet side as a drip leg 
drain.  

       

I’m aware that, in almost 
all cases, the piping for the ma-
chinery already exists, and 
you’re not going to replace it 
because of this article. How-
ever, look at the diagram 
above in the lower right of the 
illustration.  

       

It is very easy to re-pipe 
just the section at the end of 
the drop to the machine. Use 
soft copper tubing and com-
pression fittings from the drop 
to the machine. 

       

Just having this section 
done properly will eliminate a 
great many problems. 

       

Note: Compressed air is dan-
gerous. Before attempting any 
maintenance on compressed air 
systems, be sure to bleed off any 
air in the compressor or piping 
until there is no air left in the 
compressed air system. 

       

That’s it for now; next 
issue’s article will be about re-
moving moisture from the 
compressed air system.  

       

Call me at (702) 376-6693 if 
you have any suggestions. I’m 
always delighted to hear from 
a reader. 

 
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
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Wow your customers with results they will 
love. DLI graduates bring home confidence and 
skills to revolutionize your cleaning business— 
one garment at a time. Members receive  
discounted tuition rates. Membership is not  
required to attend.

SCHOLARSHIPS ARE AVAILABLE.

“The best part of the class is the hands on learning. It is great because then you're 
applying what you're being taught in class, from the theory aspect. Our industry is all 
about chemistry and understanding the appropriate formulas, or how to tweak those 
formulas. So for me, the hands on experience is invaluable.” 

—Nadine Rana
Style & Grace Cleaners in Toronto, Ontario

2026 DLI COURSE DATES

February 17, 19, 24, 26 Virtual - Basic Stain Removal Course

March 9 – 13  Introduction to Drycleaning

March 16 – 28 Advanced Drycleaning

April 14 & 16  Virtual - Fibers & Fabrics

April 21 & 23  Virtual - Customer Service Course

May 5, 7, 12, 14 Virtual - Advanced Stain   
 Removal Course

June 9, 11, 16, 18  Virtual - Basic Stain Removal Course

July 13 – 17  Introduction to Drycleaning

July 20 – 31  Advanced Drycleaning

August 11, 13, 18, 20  Virtual - Advanced Stain   
 Removal Course

August 18, 20, 25, 27  Virtual - Spanish Basic    
 Stain Removal Course

September 15 & 17  Virtual - Leadership Course

October 5 – 9  Introduction to Drycleaning

October 12 – 23  Advanced Drycleaning

LEARN 
From The Best
BECOME 

The Best

DLI WORKS CLOSELY WITH THE FOLLOWING ASSOCIATIONS  
Learn more at DLIonline.org/Local

California Cleaners Association  •  Heartland Fabricare Association  •  MidAtlantic Association  
of Cleaners  •  North Carolina Association of Launderers and Cleaners  •  North East Fabricare  
Association  •  South Eastern Fabricare Association  •  Southwest Drycleaners Association  •   

Canadian Fabricare Association  •  Drycleaning Institute of Australia

DON’T SEE WHAT YOUR TEAM NEEDS? 
DLI is now arranging to have experts visit your business  

to train your staff. Contact DLI for more information.

DLIonline.org/Education or call 800-638-2627

DLI 2026 EdGuide NatClo ad wJSA FA.indd   1 1/14/26   12:11 PM



W hat brings customers 
to you? Why should 
a customer, who has 

plenty of choices for garment 
care, pick you over your com-
petitors? There has to be a rea-
son. Actually, multiple reasons: 
Quality drycleaning, depend-
able service, the best location in 
town, superior stain removal by 
a DLI certified spotter, beautiful 
newly decorated call office, 
friendly staff in smartly pressed 
uniforms, smiling faces, a clean 
and tidy customer area. Oh 
yeah, and low prices, right? 

   

So many drycleaners decide 
that it is price that will be the 
focal point of their  marketing. 
This is peculiar, but somewhat 
understandable. It’s a manage-
ment thing I guess. 

   

If you promise a low price, 
say, Shirts: Washed and pressed, 
$2 — it’s pretty hard to screw 
that up. No matter what hap-
pens — the boiler breaks, a tor-
nado hits the building, 
employees don’t show up for 
work — it doesn’t matter.   

   

You will still keep your 
promise to your customers of 
$2 shirts. But, if all of your mar-
keting efforts were hinged on 

guaranteed stain removal, or your 
shirts cleaned and pressed in 24 
hours or it’s free, those promises 
can go out the window if the 
boiler breaks, a tornado hits the 
building or employees don’t 
show up for work. 

   

Drycleaners market with 
price because that is the easiest 
promise to keep. However, it is 
a fact that this is unlikely to be 
the reason that customers come 
to you. Let’s hope it’s not. If the 
only thing that keeps your cus-
tomers coming back is a $2 
shirt, something is seriously 
wrong with your business. 
There must be a better, more 
compelling reason. 

   

So, as we begin 2026, vow to 
find out what customers find 
attractive about you. And, find 
out what they want. Then use 
that to spearhead your market-
ing program. 

   

I’m going to guess that no 

one will say that the only rea-
son that they patronize you is 
because you’re the cheapest 
cleaner in town. You really do 
need to talk to your customers. 
In my opinion, you will get 
much more information from a 

customer in a short, leading-
question conversation than 
you’d ever get from comment 
on a website or a postcard. 

   

Those of you who I’ve met 
know that I’m a Porsche guy. 
Like many of us who have been 
brand-loyal for decades, I have 
a particular mechanic who is 
“the only one allowed to touch 
my car.” I’ve been going to this 
place that is 80 miles away for 
years. I abruptly quit going 
there 6 months ago. 

   

I’m going to tell you why, but 
first, I am still stunned that the 
owner, a 14-year friend of mine, 
hasn’t called me to find out 
where I’ve been. Or even, god 

forbid, send me a “We’ve 
missed you postcard!” 

   

It’s easy to think that he 
thought, “Good riddance!”, 
but, objectively, there is not a 
chance that’s the case. I was al-
ways treated like gold when-

ever I went there. However, we 
will circle back to this. 

   

Because I’ve known the 
owner since I bought the first 
vehicle from him in 2012, I 
thought that it was worth a 
conversation with him as a 
courtesy. I felt qualified as a 
management consultant and a 
professional customer to advise 
him on how to run his business.   

   

He could always ignore me, 
but it could be that one of his 
employees was interacting with 
a customer (me) in a manner 
that violated his code of ethics.  

   

There is no realistic way to 
learn that this is happening in a 
huge majority of circumstances 
unless the customer tells the 
person in charge... and that 
might be the supreme Queen 
Mother. 

   

So, why did I quit going? The 
answer is really important. We 
can’t say quality. I assume that 
you are a great drycleaner. I re-
ally do. You are over 600 words 
into this article and that hon-
estly tells me that you care 
enough about your company 
and this industry that you work 
at your business and are good 
at it. 

   

Quid Pro Quo: You agree that 
I deal with a top-tier Porsche 
dealer. So, we are on a level 
playing field when it comes to 
quality, so you are this dealer in 
the service business.   

   

I am looking at the list of 
eight reasons why I quit going 
to my longtime drycleaner — I 
mean, Porsche mechanic. Is there 
an issue of price? Yes, but to a 
very limited extent.  

   

At least four or five of the 
eight issues had to do with trust 
and that’s really bad. If there 
was any issue with the car such 
as a warning light, they would 
research, learn and study (at 
my expense), then fix the prob-
lem. Another dealer would 
have known the problem with 
less research. 

   

They offered a price for new 

tires upon noticing that the time 
was due. The price was almost 
identical to what my tire shop 
offered, but then he said “plus 
tax and installation.” 

   

I thought to myself, “Thanks 
for telling me exactly what the 
price is not.” I had no idea what 
they would charge me but I 
knew it would be more than the 
number quoted. 

   

The 80-mile drive was an 
issue. They don’t have loaner 
vehicles like the dealer. I could 
throw money at this right? Rent 
a car myself, near the dealer-
ship.  So it is about money? No.   

   

I am a professional customer 
and this establishment charges 
Porsche-Dealer hourly rates. I 
expect to be treated like a cus-
tomer. 

   

All eight reasons didn’t drop 
out of the sky one day, and not 
any two or three amount to 
anything. They can be ex-
plained away or dismissed as a 
honest mistake, an oversight or 
clerical issue.   

   

But, if you’ve been communi-
cating with your customers, 
you never got anywhere near 
eight reasons why your cus-
tomers are disappointed with 
you. Drop me an email (tail-
wind.don@me.com) and I’ll tell 
you about the eight reasons that 
this long-standing vendor had 
to go. 

   

Don’t sell yourself short. 
There is a reason that you have 
bothered to offer quality 
drycleaning, dependable serv-
ice, the best location in town, 
superior stain removal by a DLI 
certified spotter, a beautiful 
newly decorated call office, 
friendly staff in smartly pressed 
uniforms, smiling faces, and a 
clean and tidy customer area.  
Oh yeah, and fair prices. 

   

If you do what you’ve always 
done, you’ll get what you al-
ways got. 
 
 
Don Desrosiers has been in 
the drycleaning and shirt 
laundering business since 
1978. He is a work-flow engi-
neer and a management con-
sultant who provides services 
to shirt launderers and 
drycleaners through Tailwind 
Systems. He is a member of 
the Society of Professional 
Consultants and winner of 
DLI’s Commitment to Profes-
sionalism award. He can be 
reached by cell phone (508) 
965-3163, or email to: tail-
wind.don@me.com.
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SHIRT TALES BY DON DESROSIERS                    
Do you know what brings customers to you?

Drycleaners market with price because that is the easiest 
promise to keep. However, it is a fact that this is unlikely 
the reason customers come to you. Let’s hope it’s not.

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

MfM peer management groups are more than just a network - they are a powerful resource for 
professional and personal development. In these groups, you will be able to share knowledge, 

discuss challenges, and find solutions with trusted peers who understand your journey.

MfM Currently Has A Limited Number of 
Available Memberships in Select Areas!

Learn how becoming a MfM bureau member 
can help you maximize your business.

Email ataylor@mfmi.com or call 402-690-0066 

www.MethodsForManagement.com

DO YOU HAVE A SEVEN 
FIGURE BUSINESS 

But Less than Six Figure Income?
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Designed withYour 
Business in Mind

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

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

Or make an appointment to visit our showroom in Clifton, New Jersey 

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 

TREVIFORM with Touch Screen 
Tensioning Form Finisher 

 
•  360 Degree Rotation 
•  Inverter Blower Motor Control 
•  Perfect for Wetcleaned & Drycleaned Garments 
•  Smaller Footprint 

PRINCESS ULTRA with Touch Screen 
Tensioning Blouse / Shirt / Jacket / Form Finisher 
 
•  Sizes from 0 Petite to 3XL and Larger 
•  Dual, Rotating Front Clamps (Patented System) 
•  One Heated for Wet Shirts / Blouses  
•  One Unheated for Drycleaned Shirts / Blouses / Jackets 
•  Front Clamps Pivot & Rotate 
 
No Need to Disconnect & Store Unused Clamp!
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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. 
 
/// 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. 

To learn more, visit www.nationalclothesline.com/ads
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ATLANTA • HOUSTON • ESTABLISHED 1984

America’s premium, award winning dry cleaning dealer serving 
the dry cleaning industry for the last 40 years.  

Atlanta 770-343-8841 
800-875-4756 

Houston 713-984-8833 
800-289-4756 

gulfstatesdryclean.com 

We have a fully stocked parts department to serve you for any immediate, same day shipping. 

With two offices to serve you in Atlanta and Houston... 
We got you covered. 

Our volume buying gives us the ability to sell at the most 
competitive prices in the USA. In stock, ready for immediate delivery.

Atlanta Office:  
50 Moreland Ave SE • Atlanta, GA 30316 
Houston Office:  
12647 Memorial Drive • Houston, TX 77024

See Us at

Booth 615

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

See Us at

Booth 701

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

☎ (304) 410-5816 
25 Years of Developing 

Your People to Develop Your Business

Hiring The Route Pros is your best route to success when it comes to: 
         4   Route Development 
                    Optimize efficiency, increase density, and maximize profitability. 

         4   Leadership Training 
                   Develop confident leaders who inspire accountability, performance, and growth. 
         4   Customer Service Excellence 
                    Turn everyday interactions into long-term customer loyalty. 

         4   People Development 
                    Because when your people grow, your business follows.

☎ Call The Route Pros 
www.theroutepro.com 

Your business doesn’t grow by accident—it grows by design.

With 25 years of real-world experience, we don’t offer theory— 
we deliver proven strategies that work in the field.

At The Route Pros, we specialize in building strong teams that drive profitable, 
sustainable route growth.

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

NEWSMAKERS
Al Phillips Cleaners of Nevada an-
nounced the appointment of laundry 
route expert Ricardo “Ricky” Salazar 
as vice president of 
client services. He 
will lead a major 
expansion in B2B 
dry cleaning and 
laundry services 
and route-based 
pickup/delivery 
throughout south-
ern Nevada, in-
cluding oversight of national accounts 
with West Coast or Las Vegas opera-
tions. 
       “We’re very pleased to welcome 
Ricky to the Al Phillips team at this piv-
otal inflection point,” said Nick 
Gausling, chief operating and fiancial 
officer for the company. “His deep ex-
pertise in route-based laundry and 
drycleaning, paired with strong local 
market knowledge and a determined 
focus on customer satisfaction, make 
him the ideal leader to expand both our 
pickup and delivery services and our 
business account portfolio.” 
       “My mission is to make premium 
garment care services accessible and 
seamless,” said Salazar. “Joining Las 
Vegas’ most iconic drycleaner allows 
me to scale effortless pickup and deliv-
ery options and world-class quality to 
more homes, offices, hotels, and other 
enterprises across the region.” 

       After several years of operational 
modernization and streamlining, the 
company is now positioned for its next  
phase of growth. Expanding the busi-
ness account portfolio and pickup/de-
livery routes, both spearheaded by 
Salazar, are a top priority for 2026 and 
sit at the center of the company’s over-
all commercial strategy. 
       With operating brands including 
Al Phillips the Cleaner and Thrift DLux 
Cleaners, Al Phillips Cleaners ranks 
among the largest drycleaners in the 
United States and operates as a wholly 
owned subsidiary of Timeless Cleaners, 
Inc. 
————————————————— 
After more than two decades of dedi-
cated service, Tom Medlin, who has 
served as sales 
manager for Real-
star USA since 
2001, retired on 
Dec. 31, 2025. 
      The company 
noted that Tom’s 
leadership, in-
tegrity, and long-
s t a n d i n g 
commitment have played an important 
role in Realstar’s success over the years, 
and he will be greatly missed.  
      “We thank Tom for his many years 
of service and wish him health, happi-
ness, and enjoyment in his well-earned 
retirement,” the company added. 
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Visit with the

• AHP-336U

Team

• LP-1600U

• SP-3400U

• DP-420TU-V2• DF-250U-V4

• DF-740U-V3

• PS-290-U-V3

• ST-9100U

Booth #315

• LP-685U

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

www.sankosha-inc.com Evolution 
of Excellence

1993-2026

+

SANKOSHA USA

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

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

DRYCLEANING & LAUNDRY EQUIPMENT PARTS
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INDEPENDENT 
GARMENT ANALYSIS®

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

www.garmentanalysis.com

Purchase my Service Package 
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

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: 

Filters, Gaskets, Parts. Call Moore 
Services 800-941-6673. 

Waste Water 
Evaporator

To place your classified ad: Down- 
load the pdf form at www.national 
clothesline.com/adform or call (215) 
830-8467.

Buy Sell Trade in National Cothesline 
Put your ad before a nationwide indus-
try audience. To place your classified 
ad, ddownload the pdf form at www. 
nationalclothesline.com or call (215) 
830-8467.
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New Manual:  Procedures and 
Chemical Formultations to 

Lower Chemical Costs 
FREE Chemical Evaluation 

of Your Plant Available.

Place Your Ad

800-568-7768 
CLEANERSUPPLY.COM 

OVER 
20,000 
PRODUCTS 
IN-STOCK
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FEBRUARY 2026
Index of Advertisers

 
Miss an issue? Looking for an article? 

Want to connect to the industry? 

Point your browser to:  
www.nationalclothesline.com  

 
• Complete text of the current issue 

• Back issues with search capabilities 

• Links to hundreds of industry web sites 

• On-line classifieds

For Sale. Firbimatic hydrocarbon 
green earth dry cleaning machine. 
Model # FAS32LT3K 2015 Build F80 
Omnia. $19,000. 570-575-4397.    2/26

Contact us for a complimentary chat. 
Send your with with location and availability to: 

Richard Ehrenreich, F-CBI, SBA, CED 
EHRENREICH & ASSOCIATES, LLC 

    301-924-9247 • Richard@Ehrenassoc.com

Buy, Sell, Hire 
in the Classifieds 
To place your classified ad, email 

info@bpscommunications.com or call (215) 830-8467 
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Stop treating your reputation
like it’s just about reviews.

THIS ISN’T REVIEW SOFTWARE. IT’S REPUTATION DOMINANCE.
ReviewMyDryCleaner is the #1 reputation management platform that doesn’t

just collect reviews—it transforms how customers discover, perceive, and choose your business.

Here’s what makes us different:
Review AI:  Automatically collect, monitor, and respond to reviews across all platforms 

Listings AI:  Fix and optimize your business listings across 60+

Surveys AI: Capture customer feedback before problems become public reviews

Insights AI*: Get actionable intelligence about your customer sentiment and service 

Competitors AI*:  Track your competitors—know their ratings, review velocity, and market positioning 

Social AI*:  Monitor and manage your social media presence alongside your reputation

Web Chat AI: Engage website visitors in real-time with intelligent chat

Yelp Responding*: Engage with Yelp reviews without the headaches

Yelp Listings Fixing*:  Keep your Yelp profile accurate and optimized 

BUILT FOR DRY CLEANERS, BY PEOPLE WHO UNDERSTAND YOUR BUSINESS
• Seamless POS Integration • Unlimited Users & Contacts • Partner Mobile App • Messaging  

• Ticketing • Reports • Multi-Location Management • Internal Team Chat*

READY TO DOMINATE?
Contact BeCreative360 today to see ReviewMyDryCleaner in action.

PRICING
Growth Plan first location: $300  (each additional location $165)

*Dominate Plan first location: $425 (each additional location $200)

ReviewMyDryCleaner DOES WHAT NO OTHER PLATFORM CAN
You’ve seen the review collection tools. The simple widgets. The basic monitoring systems. 

But let’s be honest—your reputation is so much more than a star rating.

While your competitors are stuck manually responding to reviews and guessing what 

customers want, you could be dominating your market with the only AI-powered 

reputation management system built specifically for dry cleaners.

See Us at

Booth 211

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



EUROPEAN FINISHING EQUIPMENT CORP. 
1 County Road, Unit A-10, Secaucus, NJ  07094 

Telephone: (201) 210-2247       Fax: (201) 210-2549 

TOLL FREE: (888) 460-9292 

sales@histeam.com 
www.histeam.com

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




