
      The industry of-
ficially turns 205 on 
March 3 — the day 
decreed to be Na-
tional Drycleaning 
Day.  
      Admittedly, the 
industry seemed to 
hit a bit of a mid-life 
crisis of sorts during 
the recent pandemic, 
but a corner may 
have been turned. 
      According to the 
Cleaner’s Supply re-
cent 2026 State of 
the Industry Report, 
there appears to be more opti-
mism among operators.  
      In fact, 84% of the 867 op-
erators surveyed believe that 
drycleaning sales will be stable 
or improve this year. 
      That isn’t the only interest-
ing takeaway from the report. 
Are piece counts back up? 
How many locations does the 
typical cleaner have now? Is 

pickup and delivery up? What 
about price changes — how 
many cleaners are planning to 
do it this year? How is the 
staffing situation in the indus-
try? What are the biggest chal-
lenges facing the industry? 
      This month, Jeff Schapiro 
of Cleaner’s Supply breaks all 
those questions down and 
much more with the much-an-

ticipated results for 
the lastest survey 
(see page 6). 
   While drycleaners 
remain resolute de-
spite facing recent 
adversities, it is a 
quality that the in-
dustry’s founder 
possessed himself in 
spades. 
   Thomas L. Jen-
nings is credited 
with recording the 
first patent for 
drycleaning (then 
called dry scouring) 

in 1821. He is also believed to 
be the first black man in Amer-
ica to ever receive a patent. 
      Jennings was born a free 
man in New York, he was a tai-
lor and clothier by trade who 
opened his own shop at the 
age of 19.  
      He began experimenting 
with chemicals in an effort to 
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What do you really offer? 
Make a list of all the things you offer customers, then 
make sure that they know just how much you offer. 
Profits, sales or value? 
Some owners like to focus on profits and sales, but real 
value is having a business that thrives without you. 
Broaden your narrative 
Use your creativity to overcome the traditional narrative 
stuck in your customers’ heads and expand sales. 
In the driver’s seat 
Don’t treat your route driving position like an easy gig; 
find someone who will meet the job’s responsibilities.

  National  

Clothe sline
Dry scouring turns 205 and is aging well

Getting your fabricare fix at DL EXPO West ’26
      The DL EXPO West 2026 — 
set to take place at the Irving 
C o n v e n t i o n 
Center in Dal-
las, TX, from 
March 27 to 29 
— has already 
recorded 118 
booths sold, a number that 
represents a significant in-
crease over the inaugural 2024 
show (pictured on right).  
      There will also be more 
than 65 companies represented 
altogether exhibiting;  a com-
plete list of vendors, the floor-
plan and speaker schedule is 
available at www.dlexpo.org. 
      Among the speaker ses-
sions, owners will want to hear 
the panel discussion, “Own 
Your Cleaners, Don’t Let Your 
Cleaners Own You.” This ses-
sion is for cleaners who are 
ready to break free from the 
daily grind and focus on 
growth. The audience will hear 
from owners who’ve cracked 
the code to running their oper-
ations semi-autonomously — 
freeing up their time to lead, 
innovate, and expand.  
      The panel will be moder-
ated by Ryan Fish of Red 

Hanger Cleaners and the pan-
elists include Bobby Patel, 

Kona Cleaners 
(Costa Mesa, 
CA), Ricardo Tor-
res, Tiffany’s 
Couture Cleaners 
(Las Vegas, NV), 

and Nicolas Abuawad, 
Lavaseco Universal (San Anto-
nio, TX). 
      The keynote speaker for 
the event will be Ajay Prakash, 
co-founder and 
CEO of Rinse. 
His presenta-
tion will be 
called “Per-
spectives on 
Growth and 
Innovation for 
Cleaners of All Sizes.”  
      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 Spot-
ting: Rethink-
ing the Rules 
of Stain Re-
moval” and 
George In-
gram of NIE 
I n s u r a n c e 
will discuss 
the “Call of the Insurance 
Wild.”  
      Other programs will in-
clude “Main-
taining Your 
Machine” by 
Chris Aber-
crombie of 
C h r i s t e y n s 
North Amer-
ica and Katey 
Kratz from the Heartland Fab-
ricare Association (HFA) will 
examine “Bridging the Gap Be-
tween Your Business and the 
Next Generation.” 
      Beyond the show floor and 
classrooms, DL Expo West will 

The man credited with the first patent for dryclean-
ing (known then as dry scouring) is Thomas L. Jen-
nings who filed for it on March 3, 1821. The text above 
is an announcement featured in The Evening Post in 
New York from March 22, 1821.

Continued on page 10

Continued on page 10

DRY CLEANERS FEELING MORE  
OPTIMISTIC ABOUT 2026.

84% OF THE DRY CLEANERS  
ANTICIPATE SALES WILL BE STABLE  

OR INCREASE IN 2026.

16%
DECREASING

44%
INCREASING

40%
STAYING THE 

SAME

Cleaner’s Supply has published the results of its 2026 State of 
the Industry Report and, of the 867 cleaners surveyed, 84% of 
them anticipate sales will be stable or increase this year. The 
industry remains optimistic. For the full report, go to page 6.

Rothrock

Prakash

Kratz
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News & Features

This month, as the drycleaning industry officially turns 205 years old (see 
the front page story on Thomas L. Jennings and dry scouring), here are some 
words of wisdom from one of pop culture’s wisest ageless journeymen — Keith 
Richards, songwriter and guitarist for The Rolling Stones.  

As he explains it, “Getting old is a fascinating thing. The older you get, the 
older you want to get.” 

The drycleaning industry apparently agrees. As Jeff Schapiro notes in his 
examination of the recently released Cleaner’s Supply State of the Drycleaning 
Industry 2026 Report, “If you’ve been in this industry for any length of time, you 
don’t need a report to tell you it has been a challenging few years. Disruptions 
caused by COVID, staffing issues, the rise of work-from-home and customers 
dressing more causally than ever forced drycleaners to adapt.” 

Despite the difficulties of drycleaning’s recent mid-life crisis, it appears 
drycleaners themselves are very interested in keeping the industry alive and 
well... and they are actually quite a bit optimistic about it. 

So, with that in mind, we will preview some of the “greatest hits” you can 
find by reading the report, which begins on page 6, and we’ll do so with a 
helpful playlist of The Rolling Stones.  

The first song would have to be Time Is On My Side (Track 1). The latest 
Cleaner’s Supply report, which surveyed 867 drycleaning owners across the 
U.S., revealed that 84% of cleaners anticipate that sales will remain stable or 
even increase in 2026. In other words, no more Doom and Gloom (Track 2) or 
Living in a Ghost Town (Track 3); cleaners are feeling better with the challenges 
of recent years seemingly in the rear view mirror and are hoping to see sales 
reflect that. 

Then, there’s one of this industry’s other tough challenges — the ongoing 

staff shortage issues plaguing many cleaners across the country. For 42% of the 
industry, You Can’t Always Get What You Want (Track 4) — they remain 
understaffed and overstaffed. However, 58% are staffed just right, which means 
overall drycleaners are staffed better than they were in the previous year. 

Another important track in the minds of drycleaners is Can’t You Hear Me 
Knocking? (Track 5) — and the answer appears to be “yes.” Pickup and delivery 
services continue to trend up and now the majority of drycleaners (52%) said 
they offer pickup and delivery, up from 50% in the prior year. 

In the past, drycleaners have often shown a reluctancy to raise prices in 
order to keep up with rising operating costs; however, that fear may be Shattered 
(Track 6) as 65% of the industry indicated they plan to raise prices once this year 
and 31% plan to do so twice. 

In addition to raising prices, drycleaners keep showing a propensity to 
reinvest in technology. What Beast of Burden (Track 7) do most cleaners want to 
add to their drycleaning plant? As Schapiro explains, “Drycleaners are thinking 
ahead. The majority plan to make major investments over the next three years, 
with drycleaning presses once again topping the list.” Drycleaners are also very 
interested in wetcleaning equipment, software systems and other Hot Stuff 
(Track 8) pointing in the direction of automation and modernization. 

Unfortunately, there is still one spot where it seems drycleaners are stuck 
between a Rock and a Hard Place (Track 9) — 56% of the industry still hold onto 
the belief that investing in marketing is unnecessary, relying largely on word-of-
mouth. Perhaps even the thought of navigating social media marketing will 
bring on your 19th Nervous Breakdown (Track 10) but know that some cleaners 
are getting results with Google Ads, Facebook and text message marketing 
instead of simply Waiting on a Friend (Track 11). 

Columns

8 Dateline

6 State of the Industry Report The new Cleaner’s 
Supply survey of the industry reveals a little optimism

10, 24 Newsmakers

30 Classifieds

12 Bruce Grossman Compressed air water control 
devices play a crucial role in keeping proper air flow

18 Don Desrosiers Are your customers aware of all the 
value your provide them for the price they pay?

22 Kermit Engh Some owners focus on sales or profits, 
but start thinking about your business by its value

26 Jason Loeb By creatively expanding your customer 
service narrative, customers will learn of all your services

28 James Peuster Make sure whoever you hire as your 
route driver is up to the challenge of the responsibilities
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W
 e’re excited to share 
the third annual 2026 
Cleaner’s Supply 

State of the Dry Cleaning In-
dustry Report, independently 
conducted by Drive Research, 
with 867 dry cleaning owners 
across the United States taking 
part. 

    

If you have been in this in-
dustry for any length of time, 
you don’t need a report to tell 
you it has been a challenging 
few years. Disruptions caused 
by COVID, staffing issues, the 
rise of work-from-home and 
customers dressing more casu-
ally than ever forced dryclean-
ers to adapt. 

    

The good news is that, ac-
cording to this year’s survey, 
those adjustments are work-
ing. The industry has regained 
some footing, and many oper-
ators are finally starting to feel 
some solid ground again. 

Sales hold steady, profits  
improve by 5% 

    

Sales growth in 2025 looked 
very similar to the year before, 
with 58% of drycleaners re-
porting higher sales. 

    

After all the volatility of re-
cent years, consistency is not a 
bad thing. 

    

Even more encouragingly, 
profits are beginning to im-
prove. In 2025, 34% of 
drycleaners reported in-
creased profits, up from 29% 
the prior year (see graphic on top 
right). 

    

Costs like labor, rent and 
utilities haven’t magically dis-
appeared, but more operators 
are responding with smarter 
pricing, utilizing technology 
and fewer we’ve always done it 
this way decisions. 
    Piece counts back this up 
(see graphic in center on right): 
    • 52% reported higher 
drycleaning piece count; 

    

• 43% saw an increase in 
laundered shirts. 

    

When you factor in the 
drycleaners who reported the 
same piece count as last year, it 
becomes clear that the vast ma-
jority of operators are seeing 
strong stability or growth. That 
points to an overall increase in 
industry piece count in 2025, 
and thats is an encouraging in-
dicator. 

Fewer overall locations, 
smarter reach 

    

Another trend that contin-
ues to stand out is that dry 
cleaners are owning fewer 
physical locations — and feel-
ing good about that decision. 

    

• 68% own one store 

    

• 18% own two stores

    • The remainder operate 
three or more stores. 

    

Instead of adding more 
storefronts, many operators 
are finding smarter ways to 
grow by running fewer loca-
tions more efficiently and 
reaching more customers 
through routes. 

    

It’s less about opening doors 
and more about delivering 
great service and coverage 
from a single, well-run opera-
tion. 

Pickup and delivery becomes 
a big deal 

    

The shift toward routes is 
showing up clearly in the 
numbers. In 2025, 52% of 
drycleaners offered pickup 
and delivery, up from 50% the 
year prior. 

    

For those offering it, pickup 
and delivery averages 25% of 
total sales, officially making it 
a meaningful revenue stream, 
not just a “nice extra” service 
to offer.  

    

Although not all operators 
agree with charging for this 
service, 26% of drycleaners 
do, indicating their confidence 
in pricing convenience. 

    

In a world shaped by Door-
Dash, Instacart and other on-

demand services, does that 
mindset carry over to 
drycleaning, where customers 
increasingly understand that 
convenience often comes with 
a small premium?  

Pricing confidence returns 

    

After years of hesitation, 
pricing confidence is finally 
making a comeback. More 
drycleaners are planning to 
raise prices in 2026, largely 
keeping increases in line with 
last year.  

    

Average planned price in-
creases for this year are pro-
jected to be 7.2%. This is not 
about getting ahead — it’s 
about keeping up. 

    

Among those planning in-
creases (see graphic below): 

    

• 65% plan to raise prices 
once; 

    

• 31% plan to raise prices 
twice. 

    

Across the industry, the rev-
enue mix hasn’t changed 
much: roughly two-thirds of 
sales come from drycleaning, 
with one-third from laundered 
shirts. 

Staffing: still tricky but     
getting better 

    

Staffing continues to be one 
of the industry’s biggest chal-
lenges, and this year’s survey 
took a deeper look at starting 
wages for counter staff, shirt 
pressers, and drycleaning 
pressers, providing a national 
and regional breakdown. 

    

Hiring is still tough, but 
fewer drycleaners report being 
seriously understaffed com-
pared to last year. (see graphic 
on bottom right) 

    

After several years of con-

MOST CLEANERS PLAN TO RAISE PRICES.

7.2%
PRICE INCREASE

ESTIMATED AVERAGE PRICE INCREASE BY DRY  
CLEANERS WHO PLAN TO RAISE PRICES IN 2026.

FOR THOSE PLANNING TO RAISE PRICES IN 2026, 
MOST INTEND TO DO IT JUST ONCE.

PLAN TO RAISE 1X

PLAN TO RAISE 2X

65%

31%

New industry report shows 
stability and smarter growthJEFF SCHAPIROby

PROFIT GROWTH IS GETTING BETTER.

58%
OF DRY CLEANERS 

SAW SALES GROWTH 
IN 2024.

58%
OF DRY CLEANERS 

SAW SALES GROWTH 
IN 2025.

29%
OF DRY CLEANERS 

SAW PROFIT GROWTH 
IN 2024.

34%
OF DRY CLEANERS 

SAW PROFIT GROWTH 
IN 2025.

SALES GROWTH HAS REMAINED  
STEADY THE LAST TWO YEARS,  

BUT PROFIT GROWTH IS IMPROVING.

IMPROVED PIECE COUNT VOLUME  
POINTS TO POSITIVE OUTLOOK.

43%
OF DRY CLEANERS  
SAW LAUNDERED  

SHIRT PIECE COUNT 
INCREASE IN 2025.

52%
OF DRY CLEANERS  

SAW DRY CLEANING 
PIECE COUNT  

INCREASE IN 2025.

WHEN ALSO FACTORING IN THOSE  
REPORTING STABLE PIECE COUNT IN 2025, 

THIS SUGGESTS AN OVERALL INCREASE  
IN INDUSTRY PIECE COUNT.

FINALLY A LITTLE RELIEF.

DRY CLEANERS ARE MORE FULLY STAFFED 
COMPARED TO A YEAR AGO.

58%
STAFFED JUST 

RIGHT

29%
UNDER- 

STAFFED

13%
OVERSTAFFED

Continued on page 8
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SPECIAL 

REPORT

In 2025, 52% of 
drycleaners 

offered pickup 
and delivery, up 
from 50% the 

year prior.
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stant pressure, even small im-
provements feel like a big win. 

Where drycleaners are        
investing 

    

Drycleaners are thinking 
ahead. The majority plan to 
make major investments over 
the next three years, with 
drycleaning presses once 
again topping the list. 

    

Moving up the priority list 
are wetcleaning equipment 
and software systems, which 
are ranked right behind 
drycleaning presses — point-
ing to a stronger focus on effi-
ciency, automation and 

modernization. In other 
words, drycleaners aren’t just 
fixing what’s broken; they’re 
investing in tomorrow.  

Challenges: What’s helping 
offset them 

    

When asked about chal-
lenges, the top response re-

mains finding ways to in-
crease overall business, fol-
lowed closely by ongoing 
expenses like rent, wages and 
utilities. 

    

To help offset those pres-
sures, many drycleaners are 
leaning into additional serv-
ices: 

    

1) Alterations (the top rev-
enue booster); 

    

2) Wash and Fold; 

    

3) Leather Cleaning. 

    

These services are no longer 
merely extras; they are becom-
ing core components of the 
business and substantial con-
tributors to overall revenue. 

Marketing: Skepticism     
Continues to Live On 

    

Despite the focus on 
growth, a significant number 
of drycleaners, amounting to 
56%, still hold onto the belief 
that investing in marketing is 
unnecessary. 

    

Instead, they rely heavily on 
word-of-mouth and customer 
referrals to promote their serv-
ices. That said, those who do 
spend on marketing are seeing 
results. Google Ads continues 
to lead the way, followed by 
Facebook advertising and text 
message marketing, which is 
gaining popularity as an easy, 
low-cost way to stay connected 
with customers. 
Technology finds its place in 

daily operations 

    

In this year’s survey (see 
graphic on top right), we took a 
closer look at how technology 
and efficiencies are showing 
up in drycleaner’s everyday 
operations: 

    

• 36% notify customers 
when orders are ready; 

    

• 35% send past-due order 
reminders; 

    

• 16% now require pre-
payment on orders. 

    

That last number regarding 
pre-payments is especially in-
teresting and may be one to 
keep an eye on, as drycleaners 
focus more on cash flow and 
the forgotten garments hang-
ing in the back. 

Looking ahead 

    

Despite the numerous chal-
lenges the industry has faced, 
optimism is prevailing. Re-
markably, 84% of drycleaners 
anticipate that sales will re-

main stable or even increase 
in 2026. 

    

The takeaway from this 
year’s report is simple: the 
drycleaning industry has ad-
justed, adapted and is moving 
forward with confidence.  

    

Cleaners who prioritize 
pricing, efficiency, and strate-
gic investments are not merely 
maintaining their position; 
they are positioning them-
selves for future success. 

    

This is a snapshot of the 
findings. To explore the full 
2026 State of the Dry Cleaning 

Industry Report, visit 
www.cleanersupply.com/re-
search-reports.
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Jeff Schapiro 

New industry report shows stability and smarter growth

Jeff Schapiro has been the pres-
ident of Cleaner’s Supply for 
more than 32 years. Originally, 
the business began in the base-
ment of his drycleaners in up-
state New York. Today, it is a 
manufacturer and distributor 
of more than 20,000 dryclean-
ing products shipped to clean-
ers all over the world. He can 
be reached by email at 
jeff@cleanerssupply.com.

Continued from page 6 DRY CLEANERS ARE EMBRACING  
TECHNOLOGY & EFFICIENCIES. 

PERCENT OF DRY CLEANERS UTILIZING  
IN THEIR OPERATIONS.

36%NOTIFICATIONS TO CUSTOMERS  
WHEN ORDERS ARE READY

16%REQUIRE PREPAYMENT  
ON ORDERS

9%AUTO ASSEMBLY

35%CUSTOMER NOTIFICATION ON 
OVERDUE PICK-UPS

13%ROUTE OPTIMIZING

14%ALLOW FOR CUSTOMER OPT IN  
OR OUT FOR ROUTE PICK-UPS

8%AUTO BAGGINGDespite the numerous challenges 
the industry has faced, optimism 
is prevailing. Remarkably, 84% of 
drycleaners anticipate that sales 

will remain stable or even 
increase in 2026.

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

 
2026 

March 18 The Drycleaning & 
Laundry Institute webinar on 
“Regulatory Update for Gar-
ment Care Professionals” at 1 
p.m. EST. For more informa-
tion, visit www.DLIonline.org. 

March 19 The Drycleaning & 
Laundry Institute’s Marketing 
Masterclass. For information, 
visit www.DLIonline.org. 

March 27-29 2026 Drycleaning 
& Laundry EXPO West, Irv-
ing, TX (Dallas area). Visit 
www.dlexpo.org. 

April 14, 16 The Drycleaning 
and Laundry Institute’s (DLI) 
“Fibers and Fabrics” course 
with Jennifer Whitmarsh. For 
more information, visit 
www.DLIonline.org. 

April 21, 23 The Drycleaning 
and Laundry Institute’s (DLI) 
“Customer Service Superstars” 
course with Jennifer Whit-
marsh. For more information, 
visit www.DLIonline.org. 

 

May 1-3 The North Carolina As-
sociation of Cleaners and 
Launderers Spring Meeting, 
DoubleTree by Hilton New-
bern — Riverfront. For infor-
mation or to register, visit on-
line at www.ncalc.org. 

May 5, 7, 12, 14 The Dryclean-
ing and Laundry Institute’s 
(DLI) Virtual Advanced Stain 
Removal Techniques. For more 
information, visit www.DLIon-
line.org. 

June 9, 11, 16, 18 The Dryclean-
ing and Laundry Institute’s 
(DLI) Virtual Basic Stain Re-
moval Techniques. To sign up 
or for more information, visit 
www.DLIonline.org. 

June 26-28 SDA and CCA present 
a tour of Cleaner’s Supply and 
presentation by Jeff Schapiro, 
Reno, NV. Visit www.sda-
dryclean.com. 

July 13-17 The Drycleaning and 
Laundry Institute’s (DLI) five-
day Introduction to Dryclean-
ing course. For more informa-
tion, visit www.DLIonline.org. 

Send us your upcoming events to be added to 
our calendar of  events. E-mail them to: 

info@nationalclothesline.com.

DATELINEDATELINE
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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 

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!

           will solidify 
your distinction as the 

BEST wedding gown and 
shirt cleaner in town!



GreenEarth Cleaning recently 
announced an exclusive part-
nership with Nuuly, a clothing 
rental sub-
scription serv-
ice in the U.S. 
with nearly 
400,000 active 
subscribers. 
Through this 
partnership, 
all Nuuly 
dryclean only rental garments 
will be cleaned exclusively 
with GreenEarth’s patented, 
silicone-based solvent. 

       “At GreenEarth, our mis-
sion has always been to prove 
that sustainability and per-

formance can 
go hand in 
hand,” said 
Andy Lien, 
technical di-
rector at Gree-
n E a r t h 
Cleaning. “To-
gether with 

Nuuly, we’re showing that car-
ing for fashion and caring for 
the planet can be one and the 
same.” 

       “At Nuuly, we’re commit-
ted to extending the life of 
every garment while minimiz-
ing our environmental im-
pact,” said Tony Coccerino, 
senior director fulfillment at 
Nuuly. 
       Nuuly is the leading 
women’s clothing rental sub-
scription service with nearly 
400,000 active subscribers and 
growing. For $98 per month, 
customers can rent any six 
items from 400+ brands, in-
cluding Anthropologie, Free 
People, and Urban Outfitters, 

as well as 20,000+ curated 
styles from well-known con-
temporary brands to up-and-
coming designers, premium 
denim labels, and exclusive 
vintage pieces. 
————————————— 
America’s Best Cleaners 
(ABC) was selected as 
the exclusive textile 
and garment care 
partner for The Home 
Trust International, a 
prestigious invitation-
only network for lux-
ury home services.  
       This partnership estab-
lishes ABC’s CoutureCare™ cer-
tified affiliates as the designated 
experts for all textile, home fur-
nishing and apparel preserva-
tion needs for The Home Trust’s 
elite global clientele. As the 
“Category Leader” for cleaning 
services, ABC affiliates will sit 
alongside brands like Steinway 
& Sons and Kravet to provide a 
seamless “Circle of Trust” for 
high-net-worth families. 
       “Being conferred member-
ship into The Home Trust is a 
profound recognition of the 
mastery our affiliates bring to 
the industry,” said Christo-
pher White, executive director 
of ABC. “This isn’t just about 
drycleaning; it is about 
‘wardrobe asset management’. 
Our affiliates are now the vet-
ted, peer-recognized advisors 
for the preservation of a 
client’s most precious textile 
investments, from bespoke 
couture to museum-quality 
home tapestries.” 
       To maintain this status, 
ABC facilities must continue to 
undergo rigorous audits, in-
cluding annual on-site inspec-
tions and quarterly mystery 
shopping conducted in accor-
dance with global standards 
that were originally set by the 
Hohenstein Institutes in Ger-

many. 
       Christopher P . Ramey, 
founder of The Home Trust In-
ternational, added: “We cre-
ated The Home Trust to solve 
a specific challenge for affluent 
families: finding service and 
product providers who can be 

trusted. ABC was the 
clear choice because their 
standards are aligned 
with the world-class de-
sign professionals and 
resources in our net-
work.” 

————————————— 
Continental Girbau West (CG 
West), a leading distributor of 
Continental Laundry Solu-
tions (Continental), has offi-
cially changed its name to 
Continental West and an-
nounced its move to a new fa-
cility in Cerritos, CA.  

       The new name reflects the 
company’s evolution, tighter 
alignment with Continental 
and commitment to serving 
the western region with a 
stronger brand identity. 
       “Changing from CG West 
to Continental West just made 
sense,” said Tod Sorensen, 
vice president of Continental 
West. “The simplified name is 
cleaner, easier to remember 
and better represents who we 
are — a trusted extension of 
Continental Laundry Solutions 
and a local partner our cus-
tomers can rely on.” 
       Celebrating 17 years in 
business, Continental West de-
livers end-to-end laundry so-
lutions and support to the 
textile care, vended, on-
premise and industrial laun-
dry markets across Southern 
California, Arizona and New 
Mexico.
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Dry scouring turns 205 and is aging well
remove stains; the result was 
called “dry scouring” which 
was awarded a patent on 
March 3, 1821. 
      The achievement was an-
nounced in the New York 
Gazette on March 13 of that 
year. 
      Unfortunately, the original 
patent was lost in a fire that 
burned up over 10,000 patents. 

      Jennings utilized the prof-
its he made from the patent to 
free his family and support a 
number of charities and legal 
aid societies, including the 
Wilberforce Society, the New 
York African Society for Mu-
tual Relief, the Phoenix Society, 
the New York Vigilance Com-
mittee and the Legal Rights 
Association. 
      Additionally, he was a 

local leader of the abolition 
movement, and his children 
eagerly followed in his foot-
steps.  
      Jennings’ eldest son, 
William, was an abolitionist 
leader in Boston. Another son. 
Thomas, was a dentist who 
served on antislavery commit-
tees with Frederick Douglass, 
a towering figure who long 
served as one of the most im-

portant leaders in the Civil 
Rights movement. 
      Jennings’ daughters were 
active in the Female Literary 
Society of New York that 
raised money to free slaves 
and promoted the rights of 
African American women.  
      His youngest daughter, 
Elizabeth, won an important 
court decision in 1854 that 
served as an impetus in deseg-

regating New York City’s pub-
lic transit system. 
      Jennings died in 1859 at the 
age of 68. In a eulogy to him, 
Frederick Douglass called him 
“a bold man of color” who led 
an “active, earnest and blame-
less life.” 
      The epitaph on his head-
stone referred to him simply as 
a “Defender of Human 
Rights.”

Continued from page 1

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?

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

Getting your fabricare fix at DL EXPO ’26
offer unique opportunities to 
connect with leading suppliers 
and industry peers.  
      New for 2026, Metalprog-

etti will be hosting an open 
house, Saturday, March 28, at 
5:15 pm, at the ICC, which is 
open to current and potential 
customers. 

      Space is still available for a 
behind-the-scenes plant tour 
that will include Avon Clean-
ers, Sunshine Cleaners and 
Tide Laundromat in the Dallas 

area, all will be included with 
a single ticket price of $25 per 
person.  
      The guided tour will take 
place on Friday, March 27, 

from 7:30 a.m. to 12:45 p.m.  
      For additional information 
or to register for the event, visit 
www.dlexpo.org/dl-expo-
west.

Continued from page 1

NEWSMAKERS
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WRENCH WORKS
Keeping compressed air flowing, part IV
L ast month I covered the 

correct piping for com-
pressed air systems. This 

month, I’ll be talking about 
other components in the com-
pressed air system that remove 
water from the air stream. 

       

[Editor’s Note: For the previ-
ous three installments of this se-
ries, visit the December 2025, and 
the January and February 2026 
issues in the archives section at 
www.nationalclothesline.com] 

       

First, a note about air and 
temperature: the hotter the air, 
the more water vapor it can 
hold. As the air cools, this 
water vapor condenses into 
liquid water. Liquid water in 
compressed air systems is a 
contaminant that strips away 
helpful lubricants, degrades 
rubber and plastic parts, and 
corrodes metal components. 

       

My experience is that liq-
uid water is the leading cause 
of failure in air-operated ma-
chinery. Several devices are 
available to reduce the amount 
of water reaching the com-
pressed air components of ma-
chinery. Compressors are often 
located in boiler rooms, which 
are typically hot and humid. 
Locate a compressor’s air in-
take as close to an outside vent 
as practicable. Usually, in-
stalling a vent line from the 
compressor air intake to the 
outside of the boiler room is 
fairly simple, providing cooler, 
drier air to the compressor. 

       

1) Drains and Auto-
Drains. Somewhere, usually at 
the bottom of the tank on 
which the compressor pump is 
mounted, there is a drain valve 

of some sort. Water that has 
condensed out of the hot com-
pressed air and fugitive oil 
from the compressor pump 
collects in the tank. 

       

When this drain valve is 
opened, this water-oil mixture 
is blown out of the tank, re-
moving it from the com-
pressed air system. This water 
and oil may be considered a haz-
ardous waste. 

       

Opening the drain valve 
and draining the compressor 
tank should be done regularly, 
at least once daily. Very effec-
tive, inexpensive and easily in-
stalled automatic drain valves 
are widely available. These in-
clude an adjustable timer that 
opens an electric solenoid 
valve at regular intervals, al-
lowing the tank to drain. 

       

Besides the obvious ad-
vantage of knowing your com-
pressor is being drained 
regularly without you having 
to squat down in a hot boiler 
room to open, wait, and then 
close a hot, greasy valve, 
you’re also spared the mainte-
nance on this inaccessible area.  

       

Even a small leak in the 
compressor drain valve can 
significantly affect your com-
pressor, causing it to cycle 
more often, leading to greater 
wear and higher electric bills. 

       

2) After Coolers and Re-
frigerated Dryers. Com-
pressed air exiting the 
compressor pump is extremely 
hot and can hold lots of water 
vapor. As this air cools, some 
of the water vapor condenses 
into liquid water in the com-
pressor tank, requiring the 

draining procedure discussed 
in paragraph one. However, 
the air is still hot, and lots of 
water vapor remains in the air 
stream, which will later con-
dense in the cooler air lines 
and equipment. 

       

In the drycleaning plant, 
the most effective way to re-
duce the remaining water 
vapor before it condenses and 
travels into the machinery is to 
further cool the air flow. The 

simplest method of achieving 
this is using a device called an 
aftercooler. An aftercooler is 
usually a finned coil with a fan 
mounted on it. Compressed air 
leaving the compressor pump 
enters the tubing with fins at-
tached, while the fan blows air 
across the coil, cooling the 
compressed air and condens-
ing out much of the remaining 
water vapor. 

       

A variant of this method 

uses a water-cooled heat ex-
changer instead of a finned air-
cooled coil. Refrigerated 
dryers are the most effective 
devices for removing trouble-
some liquid water from the 
compressed air stream. 

       

They apply the same prin-
ciple as the aftercooler, but a 
refrigeration system is used in-
stead of using air or water to 
cool the compressed air. Re-
frigeration provides a much 
lower condensing tempera-
ture, hence a lower level of 
water vapor in the compressed 
air stream. Keep in mind that 
you will still need some type 
of drain on any system used. 
Aftercoolers and refrigerated 
dryers must be appropriately 
sized to the air compressor. I’ll 
be continuing next month with 
more easily accomplished 
tasks that save big bucks. 

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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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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Key Unipress Features 
 
   •  Innovative Design: 

        •  NEW User-friendly HI/LO Squeeze Pressure Switch!  

           •  Conversion kit (with instructions) now available (PN 47434-00) 

           o Stainless Steel Lower Buck Screen 

           o 2-handed operation safety 

           o All equipment is ETL certified 
 
   •  OPTIONS when Pressing Matters: 

        •  Integrated Vacuum 

           o Single Electrical connection 

           o 120/1/60 single-phase motor 

           o Upgraded foot switches 

           o Automatic Timers for ALL utility presses improve productivity & quality  

        •  Concealed Timers that prevent accidental changes  
 
   •  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 

Why Choose Unipress Over the Competition?

Discover Superior Performance, Reliability, and Innovation

Enhance your garment finishing operation with Unipress equipment— 
engineered and built to outperform the competition consistently. 

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.

DC46S 
Double Legger Press

42RX 
All Purpose Utility Press

Integrated Vacuum

Automatic Timers

To learn more, visit www.nationalclothesline.com/ads
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B ack when I started 
doing shirts, it was 
1978. Retail, the price 

was typically under a dollar.  

   

At this point, I have no way 
to analyze the costs to deter-
mine whether or not that price 
ever made sense. One thing 
that I believe is certain, costs 
rose at a disproportional rate 
than the price. 

   

The first time I was ever 
published in any publication 
— it was National Clothesline 
circa 1991 — I lamented about 
how retail drycleaners were so 

resistant to raise their retail 
price beyond $0.99. I called it 
the dollar barrier. Once cleaners 

broke through it and priced 
their shirts at, say $1.10, it was 
so easy to go to $1.25, $1.40, 

whatever. 

   

Now, shirt prices are finally 
where they should be. Prices 

range from three to over five 
dollars. Boutique cleaners 
charge over $25. Really. I think 

that shirt prices are in line with 
the work involved. This is 
great news for industry. 

   

It is OK to price shop for 
anything. I am not the most 
frugal person. I prioritize other 

things, and that’s what I want 
to talk about today.  

   

I just moved from Massachu-
setts to Rhode Island. Up here 
in the land of tiny states, that is 
only a seven-mile move, but, 
as is always the case when one 
sets up a new abode, there are 
things to buy. I have found my-
self shopping — by price — 
every day. Am I looking for the 
best deal? Absolutely. 

   

In some cases, this is easy. In 
those cases, it is easy to see that 
retailer A and retailer B are of-
fering the same exact item for, 
say, a 15% price difference. 
Things get complicated when 
the consumer gets the false im-
pression that the products are 
the same when they are not. 

   

If you want to buy a new 
shirt press and two dealers are 
offering the same machine at 
different prices, it is a certain 
bet that both machines are 
identical and the savings are 
clear. Things get muddy if one 
dealer justifies his higher price 
by stating that his price in-
cludes rigging, shipping, in-
stallation and start-up training. 
What is the value of that? That is 
difficult to calculate and 
therein lies the point of this 
column. 

   

Charge what you think is 
fair for your product. Offer as 
much as you can for it. Just 
make sure that your customers 
understand what they are buy-
ing and school them on what 
you’re selling. 

   

You need to make sure that 
when a customer or a potential 
customer compares you to the 
dime-store cleaner down the 
street, it is very obvious that 
you are not selling the same 
product. It might look like it on 
the surface, but behind the cur-
tain, you are offering so much 
more. Make a list right now. 

   

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                    
When pricing items, know what you’re selling

Charge what you think is fair for your product. Offer as 
much as you can for it. Just make sure that your 

customers understand what they are buying and school 
them on what you’re selling.

To learn more, visit www.nationalclothesline.com/ads
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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. 
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      In late January, the New 
England Sanitone Licensees 
held their annual meeting in 
Boston, MA.  
      The longest-running inde-
pendent group of drycleaners 
celebrated their 80th year to-
gether at the Four Seasons 
Hotel with special guest 
speaker Cohen Wills and Sam 
Taylor from Cleaner Market-

ing.  
      The meeting also served as 
an opportunity for owners to 
discuss industry trends, the 
labor market, best practices 
and lessons learned.  
      The open-discussion for-
mat encourages honest ex-
changes between owners 
giving them an opportunity to 
bring up topics that are impor-

tant to their businesses.  
      Included in this discussion 
was an update on DLI and the 
drycleaning industry pre-
sented by NEFA Executive Di-
rector Peter Blake.  
      The New England Sani-
tone Licensees meet every Jan-
uary in Boston. 
      The meeting is open to all 
current licensees across the 

country.  
————————————— 
      value Drycleaners of 
America, LLC (VDA) an-
nounced recently that it has 
named Mike Weisel as presi-
dent/CEO, overseeing its op-
erations, as well as those of 
ZIPS Franchising LLC, fran-
chisor of the ZIPS Cleaners 
brand, and Gemini Cleaners 

LLC, franchisor of the Mul-
berry’s Garment Care brand. 
His title applies to all three en-
tities.  
       Weisel joined ZIPS in mid-
2024 as vice president of oper-
ations and continuous 
improvement.  
       He previously held senior 
roles at Tide Cleaners, includ-
ing franchise development di-
rector.  
       He also spent two years at 
Rent the Runway as senior 
manager of drycleaning oper-
ations, and earlier ran his own 
drycleaning businesses for 
more than 30 years. 
       Weisel succeeds Bob 
Barry, who arrived in 2021 to 
strengthen and grow the ZIPS 
chain as the country emerged 
from the COVID pandemic 
and garment care faced the 
challenge of changing attire 
trends. 
       Barry is departing a much 
stronger organization than he 
inherited; he will shift his 
focus back to the 
restaurant/hospitality field 
where he spent much of his ca-
reer. 
       “I am immensely honored 
to be granted the privilege of 
building on the leadership and 
success that Bob has brought 
to this company,” he said.  
       “His will be tough shoes to 
fill, but I’m confident that my 
past experience coupled with 
such a strong, cohesive and 
dedicated corporate team and 
committed corps of franchisees 
will let us continue elevating 
our system and stores to 
achieve even greater success,” 
he added. 
       Weisel also announced 
that Kathleen Razmus, a nine-
year veteran of the ZIPS organ-
ization who most recently 
served as director of technol-
ogy and IT security, will be-
come vice president of IT, 
operations and training.  
       Jaici Kelly, who joined 
ZIPS in 2019 as store profitabil-
ity manager and has served as 
franchise operations manager 
since 2024, will now hold the 
title of director of operations 
and store development, report-
ing to Razmus. 
       “Over the past two years 
I’ve worked closely with both 
Kathleen and Jaici and know 
they will both excel in these 
new roles,” said Weisel. “They 
both possess many years of ex-
perience at the store and cor-
porate level, have the respect 
of our entire system, and are 
steadfast in their commitment 
to helping every location 
achieve its full potential. I am 
grateful to have them on our 
team.” 

NEWSMAKERS
Pictured (left to right): Paul Mastrola (Sanitone), Bruce Kloter 
(Swiss Cleaners), Cohen Wills (Sage Cleaners, Cleaner Marketing), 
Sandra Haralson (Haralson Consulting), Peter Blake (NEFA), Jeff 
Jordan (Sanitone), Tony Milto (Milto Cleaners), Jeff Schwegmann 
(Sunshine Cleaners), Arthur Anton Jr. (Anton’s Cleaners), Emily 
Machesney (Pratt Abbott Cleaners), Sam Taylor (Cleaner Market-
ing), Jo Ann Clare (General Cleaners), Terry Dermody (Dermody 
Cleaners), Heather Burbeck-Rodriguez (General Cleaners), Tim 
Targett (Targett Cleaners), Scott Nanfelt (Delken Cleaners), David 
Machesney (Pratt Abbott), Jessica Mattson (Swiss Cleaners).
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S ome owners focus on 
growing profits, while 
others obsess over sales 

goals. Have you ever consid-
ered making it your primary 
objective to build a business 
that can thrive and grow with-
out you? 
    These are principles dis-
cussed in past articles on value 
Building. The goal is simple: 
increase the value of your busi-
ness — whether you are not 
ready to exit yet or want a 
more valuable company when 
you do. 
    A business that is not de-
pendent on its owner is the ul-
timate asset. It gives you 
control over your time, allow-
ing you to choose the projects 
you take on and the vacations 
you take. When it comes time 
to exit, a business that operates 
independently of its owner is 
worth significantly more than 
an owner-dependent company. 
    Below are five ways to set 
up your business so it can suc-
ceed without you. 
    1) Give Employees a Stake 
in the Outcome 
    Jack Stack, author of The 
Great Game of Business and A 
Stake in the Outcome, wrote the 
playbook on creating an own-
ership culture inside a com-
pany. The concept is 
straightforward: be transparent 
about financial results and 
allow employees to participate 
in financial success. The result 
is having employees who act 
like owners — even when you 
are not around. 
    For many owners, this is a 
difficult idea to accept. Share 
real numbers with my employees? 
I am not suggesting you give 
everyone equity, but you 
should share numbers in a way 
that clearly connects effort to 
results. How can employees 
know how they are performing 
without understanding the 
numbers tied to their roles? 
    The simplest metric to start 
with is hourly or daily PPOH 
(pieces per operator hour). Just 
yesterday, an owner told me, 
“We used to do that, but the 
slowest got picked on.” If that 
is the case, then post numbers 
by department instead. Set 
standards and manage to 
them. 
    Managers and supervisors 
should also see labor numbers, 
supply costs, utilities and rev-
enue. How can you expect peo-
ple to manage in the dark?  
    I enjoy walking into one of 

our stores where the manager 
knows exactly the revenue 
needed to hit one of three 
bonus tiers for the month. That 
is power. 

    2) Teach Employees to 
Think Like Owners. 
    If opening the books makes 
you uncomfortable, there is a 
simple management technique 
you can use. Respond to em-
ployee questions with the same 
question every time: “If you 
owned the company, what 
would you do?” 
    I have used this technique 
for years. By forcing employees 
to step into your shoes, you 
train them to think the way 
you do. Over time, they begin 
making the same decisions you 
would make. When they do 
not, it becomes a teaching op-
portunity. Either way, they 
learn. 
    Eventually, employees solve 
their own problems. That is 
when you know it is working. 
    3) vet What You Sell. 
    Identify the products and 
services that require your per-
sonal involvement to make, de-
liver or sell. Make a list of 
everything you offer and score 
each item on a scale of 0 to 10 
based on how easy it is to teach 
an employee to handle it. 
    Assign a 10 to offerings that 
are easy to teach. Give lower 
scores to anything that de-
pends on you personally. 
    Commit to eliminating the 
lowest-scoring product or serv-
ice on your list. Repeat this ex-
ercise quarterly.  
    Over time, you will sell 
what can be taught and deliver 
a more consistent experience. 
The alternative is poorly 
trained services that disap-
point customers. 
    4) Create Automatic Cus-
tomers. 
    Are you the company’s best 
salesperson? If so, you will 
eventually need to fire yourself 
as the rainmaker if your busi-
ness is going to run without 

you.  
    One proven way to do this is 
to create recurring revenue. 
Build a model where cus-
tomers buy from you automat-

ically. Consider service 
contracts that fulfill ongoing 
needs on a regular schedule. 
    Many operators have cre-
ated wash/dry/fold subscrip-
tion programs. Others have 
added home care services. 
Route delivery services already 
fit this model. The past two 
years have pushed many of us 
in this direction — and for 
good reason. 
    5) Document How the Busi-
ness Runs. 
    Every valuable business 
comes with instructions. 
    Write an employee manual, 
or what MBA-types call Stan-
dard Operating Procedures 
(SOPs). These provide clear 
rules for handling repetitive 
tasks.  
    When you are not around, 
employees have a playbook to 
follow. When someone leaves, 
you can replace them quickly 
without losing momentum. 

Payoff of You-Proofing 

    You-Proofing your business 
creates enormous benefits. It 
allows you to build real value 
and have a life. Your company 
can scale because it is no longer 
bottlenecked by you. Most im-
portantly, it will be worth sig-
nificantly more to a buyer 
when you are ready to sell. 
    At that point, you are no 
longer selling a job — you are 
selling something closer to a 
franchise. 
    If you want to estimate what 
your business might be worth, 
start by looking at what acquir-
ers are paying for similar com-
panies. Most businesses trade 
at a multiple of pre-tax profit.  
    For smaller businesses, this 
is typically Sellers Discre-
tionary Earnings (SDE). For 
larger ones, it is Earnings Be-
fore Interest, Taxes, Deprecia-
tion, and Amortization 

(EBITDA). 
    This multiple can transfix 
entrepreneurs. Many owners 
want to know their multiple 
and how they can jack it up. 

After all, if your business has 
$500,000 in profit, and it trades 
for four times profit, it is worth 
$2 million; if the same business 
trades for eight times profit, it 
is worth $4 million. 
Obsessing Over the Multiple 

    Obviously, your multiple 
will have a profound impact 
on the haul you take from the 
sale of your business, but there 
is another number worthy of 
your consideration as well: the 
number your multiple is mul-
tiplying.  

    Many owners believe profit 
is purely objective — some-
thing an accountant calculates. 
In a sale, that is not true.  
    Profit is adjusted to estimate 
how the business will perform 
under new ownership. 
    This process of adjusting or 
recasting the earnings — and 
how you defend these adjust-
ments to an acquirer — is 
where you can dramatically 
spike your company’s value.  
    Consider a business with $3 
million in revenue where the 
owner pays themselves 
$200,000 per year. 
    If a competent manager 
could run that business for 
$100,000, you can reasonably 
argue that the company would 
generate an additional 
$100,000 in profit under an ac-
quirer. At a five-times multiple, 
that single adjustment adds 
$500,000 in value. 

    There are often several ad-
justments like this that will 
boost your profit and, by ex-
tension, the value of your busi-
ness. This is more art than 
science, and each adjustment 
must be defensible. 
    Any expenses a buyer 
would not incur should be iso-
lated clearly on your P&L. 
    Common adjustments in-
clude above-market rent (espe-
cially when you own the 
building), startup costs, one-
time lawsuits or insurance 
claims, and non-recurring pro-
fessional fees. 
    Your multiple matters — but 
adjusting EBITDA is where 
much of the hidden value is 
unlocked. 
    If your goal in 2026 is to in-
crease the value of your busi-
ness, look closely at how 
customers pay you. 
    Since you have a transaction 
business model where cus-
tomers pay once for what they 
buy, expect your company’s 
value to be a single-digit mul-
tiple of your Earnings Before 
Interest Taxes, Depreciation 
and Amortization (EBITDA).  
    This could include a 
wash/dry/fold subscription. 
Buyers pay a premium for re-
curring revenue because future 
income is visible and pre-
dictable long after the owner 
exits. 
    If your first reaction is, “This 
won’t work in our industry,” 
know that the same thing has 
been said in every industry. 
Most are already familiar with 
the subscription model.

Is your company focussed on profits, sales or value?
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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.

A business that is not dependent on its owner is the 
ultimate asset. It gives you control over time, allowing you 
to choose the projects you take on and the vacations you 
take. When it comes time to exit, a business that operates 

independently of its owner is worth significantly more 
than an owner-dependent company.
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ITSUMI Innovation Never Stops!

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

Evolution 
of Excellence

Not many can say they are a fixture at the regional shows. Over the 
years, we have built countless relationships with the manufacturers 
we represent. We will be working in Booth 717.

Reach out to Kelly, (562) 857-4481 and she’ll be glad 
to help you with any equipment questions. 

KELLEHER/CASARES EQUIPMENT

kkc@kelleherequipment.com • 562-422-1257 
www.kelleherequipment.com
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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 PMTo learn more, visit www.nationalclothesline.com/ads



BROAD BRANDING JASON LOEB
Expanding your customer service narrative

FEATURING

M ost people think of 
business suits and 
evening gowns when 

they think of drycleaning, 
which doesn’t even come close 
to covering the robust services 
we offer. Within the walls of 
our businesses lies a wealth of 
expertise capable of much 
more, but what are we missing 
out on when we don’t get cre-
ative with changing the tradi-
tional narrative stuck in our 
clients’ heads? 
   At Sudsies, we are con-
stantly thinking up ways to 
broaden our service narrative 
so our guests (and new cus-
tomer segments) aren’t miss-
ing out on all the ways we can 
make their lives easier. We 
make sure our marketing cam-
paigns are expanding how our 
guests think about how we can 
help them.  

The “Everyday Luxury” 
   Many customers perceive 
drycleaning as a service for 
special occasions or formal at-
tire. Our expertise extends to 
the everyday items that con-
tribute to a comfortable and 
well-maintained lifestyle. 
   • Casual wear. We empha-
size the benefits of professional 
cleaning for everyday gar-

ments and explain how our 
techniques can preserve the 
quality and longevity of fa-
vorite sweaters, jeans and ca-
sual jackets, surpassing the 
results of home washing. (Plus, 
we can save them time with 
our pickup and delivery.) 
   • Children’s items. We pro-
mote our services for chil-
dren’s clothing, including 
delicate fabrics and stain re-
moval for those inevitable 
spills. We also highlight the 
safety and hygiene aspects of 
professional cleaning for infant 
and toddler items. 
   • Sports gear. We showcase 
our ability to clean and refresh 
specialized sports apparel, 
from ski jackets and golf attire 
to performance fabrics. We like 
to showcase all the interesting 
places around the world our 
clients visit — which makes 
them remember to come to us 
to freshen up their gear before 
they pack for their next trip. 
   During the marketing 
process, we emphasize the re-
moval of odors and the restora-
tion of technical properties. 

Elevating Home Comfort 
   Our expertise extends to 
home textiles and special occa-
sion items, offering opportuni-

ties to create a luxurious expe-
rience for our customers. 
   • Linens and bedding. We 
position our services as a way 
to recreate the hotel experience 
at home, and we highlight the 
crispness and freshness we can 
achieve with professional linen 
cleaning, transforming bed-
rooms into sanctuaries. We 
also educate our guests about 
how properly cleaning duvets 
and other bedding, as they 
might be harboring allergens 
and germs that regular clean-
ing can’t remove.  
   • Tablecloths and napkins. 
We promote our services for 
cleaning and pressing table-
cloths and napkins, perfect for 
dinner parties and special 
gatherings. It’s important to re-
mind them of this service all-
year round, as holidays, 
birthdays and other events 
happen often. We also empha-
size the convenience and the 
impeccable presentation we 
can provide. 
   • Special occasion items. 
We reinforce our expertise in 
handling delicate items such as 
wedding dresses, baptismal 
clothing and heirloom pieces, 
and our meticulous care and 
preservation techniques. 

   Unlocking these new mar-
kets lies in effective communi-
cation. People just don’t know, 
or don’t remember, all that we 
offer, so we have to get cre-
ative. We also have to be repet-
itive without getting 
redundant. Here are some 
things we suggest you do to 
keep your full range of services 
in front of your customers: 
   • visual merchandising. 
Update your storefront and 
website to showcase the full 
range of services. Use high-
quality images of various items, 
not just suits and gowns. 
   • Educational materials. 
Create brochures, flyers, and 
online content that explain the 
benefits of professional clean-
ing for different types of items. 
   • Social media engagement. 
Share before-and-after photos, 
customer testimonials and be-
hind-the-scenes glimpses of 
your cleaning processes. 
   • Personalized recommen-
dations. Train your staff to ask 
customers about their needs 
and offer tailored recommen-
dations based on their 
lifestyles and wardrobes. 
   • Partnerships. Form part-
nerships with local businesses, 
such as event planners, hotels 
and sports retailers, to reach 
new customer segments. 
   • Specialize. Create pack-
ages for different types of cus-
tomers. For example, a 
package for new parents, or a 
package for people who want 
to keep their sports gear in top 
shape. 
   You already offer valuable 
services beyond traditional 
cleaning, such as expert alter-
ations and custom embroidery. 
Now, it's time to ensure your 
customers are fully aware of 
these offerings. Integrate these 
services prominently into your 
marketing materials, website 
and in-store displays. 
   Educate your staff to proac-
tively mention these options to 
customers, whether it’s sug-
gesting monogrammed towels 
to new homeowners or offer-
ing to alter a slightly too-long 
dress. By consistently remind-
ing your clientele of these 
valuable additions, you en-
hance their experience, in-
crease customer satisfaction 
and unlock new revenue 
streams within your existing 
customer base. 

Frontline Ambassadors 
   Crucially, your valets are 
your frontline ambassadors. 
They aren’t just pickup and de-
livery personnel; they’re edu-
cated consultants. Empower 
them with comprehensive 
training to discuss the full 

spectrum of your services. 
   Equip them to recognize var-
ious fabrics, identify potential 
stains and confidently explain 
the benefits of professional 
cleaning for every item. En-
courage them to engage in con-
versations, ask probing 
questions about customers’ 
needs and offer personalized 
recommendations. 
   By transforming your valets 
into knowledgeable advisors, 
you create a seamless and in-
formative customer experi-
ence, reinforcing the value of 
your expanded service offer-
ings and building stronger 
client relationships. 
   Beyond the storefront, active 
community engagement plays 
a vital role in educating poten-
tial clients about the breadth of 
your services. Participating in 
local sports events, fashion 
shows, charity galas and other 
gatherings provides opportu-
nities to interact with your tar-
get audience. Set up booths, 
showcase before-and-after ex-
amples of various cleaned 
items and engage in conversa-
tions that highlight the versa-
tility of your capabilities. These 
events allow you to demon-
strate that your services extend 
far beyond traditional suits 
and gowns. By becoming a vis-
ible and active member of your 
community, you solidify your 
position as a trusted and com-
prehensive cleaning solution, 
expanding awareness and 
driving new business. 
   By expanding our service 
narrative and effectively com-
municating our capabilities, 
we can move beyond the tradi-
tional image of a drycleaner 
and become a trusted partner 
in our customers’ lives, offer-
ing solutions for everyday 
needs and special occasions 
alike. Let’s embrace the oppor-
tunity to showcase the full po-
tential of our expertise and 
capture new markets. 

Jason Loeb strives to de-
liver exceptional results 
and leave a lasting impres-
sion on the customer, busi-
ness partners, and the 
communities served by his 
brands. Through strategic 
partnerships and real es-
tate acquisitions, he ven-
tured into the textile care 
industry to realize his 
dream of building a re-
markable “people busi-
ness.” Sudsies represents 
his commitment to pre-
serving the integrity of 
couture and cherished 
clothing by ensuring that 
each garment receives the 
care it deserves. To contact 
Jason, send email to 
jason@sudsies.com.

Experience the first and only industry 
innovation that will: 

• Train your managers 

• Maximize profits 

• Lower your costs 
• Show you your true 
  Cost per Piece 

  “Since adopting FlightPlan, our overall PPOH has increased by over 25%!” 
          ~ John Mertes, Ziker’s Cleaners 

“FlightPlan is a fantastic tool for improving labor efficiency and 
monitoring PPLH. It’s essential for cutting costs.” 

                     ~ Lee Turley, Five Corners Cleaners

“For years, our plant struggled with marginal productivity. 
We tried bonuses, piecework, and outside consultants 
—nothing delivered lasting results until FlightPlan.”  

                                     ~ J.M.

• No other product 
  comes close 

• So much more, 
  feature list 
  could fill this page!

Don Desrosiers 
tailwind.don@me.com 
508.965.3163 
www.flightplanforprofits.com 

To learn more, visit www.nationalclothesline.com/ads
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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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Booth 701
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T o many, running a route 
can seem like a pretty 
easy gig. Load up your 

van, start it up and go from A 
to B to C and so on. SMRT and 
SPOT have good driving apps 
that allow almost anyone to 
run the route. 

    

As a driver, you are unsu-
pervised, unmanaged and 
have the whole day to your-
self. You can take a break when 
you want to as well as having 
the pleasure to have positive 
interactions with customers.  

    

You have the luxury of 
being outside, as well as work-
ing half your time in a con-
trolled atmosphere with heat 
or air conditioner anytime you 
want it.  

    

You also have the luxury of 
listening to whatever music 
you want to or favorite talk 
show without worrying about 
someone else changing the 
channel.  

    

So, why then do some oper-
ators struggle with hiring 
someone to do a position that 
anyone would enjoy doing? 

    

The position of being be-
hind the wheel involves a lot 
more than simple driving di-
rections, routines and doing 
whatever you want to do day 
in and day out. 

    

There are responsibilities, 
decisions, attitude checks and 
a whole lot more. Simply put, 
a route driver does have a lot 
more on their plate than a lot 
of people think and the posi-
tion should be treated as so.  

    

They deal with road rage, 
having to stay focused and de-
velop the route with sales and 
retention. At least, they should 
be utilized to build the route. 

    

We always say that you 
should look at the route as a 
store on wheels and the indi-
vidual running the route wears 

three hats: customer service, 
operations and sales.  

    

Too often, drycleaners look 
at the position as a plug-and-
play opportunity for anyone 
with a driver’s license. They 
struggle and it leads to the de-
mise of the route, customer 
service experiences and the 
overall stoppage of route 
growth. 

    

Too often, I see route drivers 
who look just like delivery 
drivers and do not exhibit any 
responsibility, professionalism 
or care about the position at 
hand. They are the face of the 
company — in fact, they are 
more of a mobile billboard 
than the van itself. 

    

Owners should seriously 
take a look at the current situ-
ation and decide on a plan as 
they enter 2026 with the goal of 
growing — thriving instead of 
surviving. You could go back 
to the hundreds of articles I’ve 
written in National Clothesline 
and see that drivers must do 
more than just drive — they 
are one of the most important 

positions for your company. 

    

[Editor’s Note: Visit our 
Archives section online at 
www.nationalclothesline.com for 
every National Clothesline issue 
dating back to January of 2018.] 

    

Drivers become complacent 
largely due to how the owners 
and managers get involved in 
the route operations. Make this 
year your best year as you ei-
ther develop your current 
route driver, or you embark on 
a new marketing and sales 
campaign to ensure growth for 
years to come. 

    

Here is how you know you 
have gotten complacent or are 
doing things that hinder 
growth. 

    

1) Are you more concerned 
about getting clothes back to tag 
in? This one kills growth. 

    

You would never close a 
drop-store early to ensure 
clothes get back quicker. Do 
not have the same mentality 
for the routes.  

    

2) Are you running store shut-
tles with the same van? If you 
are, then you are destined for 

limited to no growth. 

    

3) Are your drivers off on 
Wednesday? If so, then you are 
not having meetings, time for 
vehicle maintenance and mar-
keting days. 

    

The bottom line is the route 
driver position is one of the 
most important positions in 
the company, yet, many focus 
on saving money and not 
growing.  

    

Those with a strong route 
presence are growing day by 
day; those who have their 
route on autopilot will run out 
of gas. 

    

Keep the pedal to the metal 
and keep growing.
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THE ROUTE PRO
Route driving: an easy gig with a lot of responsibility

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

gcequipmentsales.com • gcdeinc@yahoo.com

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

Happy

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

 St. Patrick s
May the LUCK of  the Irish always be with YOU!

Day

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



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

 
Point your browser to:  www.nationalclothesline.com 

 
• Complete text of the current issue 
• Back issues with search capabilities 
• Links to hundreds of industry web sites 
• On-line classifieds
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Rates: $1.70 per Word. $35 minimum 
Deadline 10th of the Month 

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

www.nationalclothesline.com/adform

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 

SAVE BIG 

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

 (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
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YOUR CUSTOMERS 
FORGOT ABOUT YOU.

BeCreative360.com  |  949.270.1609  |  create@becreative360.com  

WE’LL MAKE SURE THEY DON’T!

STOP BY BOOTH #211 TO LEARN MORE

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