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DLI opens 2026 Hall of Fame nominations

Beginning on April 1, the
Drycleaning and Laundry In-
stitute (DLI) will be accepting
nominations for its 2026 Hall
of Fame Award — the associa-
tion’s highest honor that recog-
nizes individuals = whose
leadership and service have
strengthened the drycleaning
and laundry industry.

DLI invites all industry
professionals to submit a nom-
ination, and it is important to
emphasize that membership is
not required to nominate a candi-
date or to be selected. The dead-
line for receiving nominations
for this year class of inductees
will be on May 15.

The Hall of Fame Award
celebrates those who have ad-
vanced the industry through
lasting contributions, mean-
ingful innovation and a com-

mitment to raising standards
for cleaners everywhere.
Candidates for the award
include industry pioneers, ex-
ceptional business leaders and
community advocates. DLI in-
tends to shine a spotlight on
individuals who have made a
lasting positive impact on the

industry.
Nominations forms are
available online at

www.DLIonline.org/HoF. Ap-
plications have a three-year
shelf life, meaning any nomi-
nation that is filed may be con-
sidered for up to three years.
To date, there are 15 indus-
try legends who comprise the
ranks of DLI's Hall of Fame,
including: (top row, left to
right) Jim Barry of GreenEarth
Cleaning; Walter “Buster” Bell
of Bell Laundry and Cleaners

in SC; Milt Chortkoff of Milt &
Edie’s Drycleaning and Tailor-
ing in CA; Barney Deden, re-
tired cleaner in NE; James
Douglas of GreenEarth Clean-
ing; (middle row, left to right)
Chris Edwards of A Cleaner
World in NC; spotting guru
and educator Dan Eisen; Don
Fawcett of Dependable Clean-
ers in MA; Stan Golomb of The
Golomb Group in IL; Jeffrey
Miller of Miller’s Fine
Drycleaning in NC; (bottom
row, left to right) Michael Nes-
bit of MW Cleaners; James
Peuster of The Route Pros;
William Joseph “Dixie” Stod-
dard, inventor of Stoddard sol-
vent; Sid Tuchman of Tuchman
Training Systems in CA; and
industry educator and consult-
ant Jane Zellers.
Continued on page 10
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DLI’s Scalco to chair AATCC methods committee

Mary Scalco, CEO of the
Drycleaning and Laundry Insti-

tute (DLI), recently
accepted an invita- ' vC

tion to serve as the
new chairperson for C

ods).

The committee develops,
maintains and sup-
ports test methods for
measuring the effect
of professional textile

the American Asso- A A ® care including
ciation of drycleaning,
Textile wetcleaning,
Chemists A @ finishing
and Col- and spot re-
orists DRYCLEANING & LAUNDRY moval on
(AATCC) INSTITUTE INTERNATIONAL the proper-
Research ties of tex-

tiles.
Scalco began working
with the AATCC through her

Committee RA43 (Professional
Textile Care Test Methods, for-
merly Drycleaning Test Meth-

work as a textile chemist for
DLI's Textile Testing Depart-
ment in the late 1970s.

Her department’s work
helped advance standardized
cleaning procedures and textile
care test methods.

DLI’s laboratory capabili-
ties have supported AATCC
initiatives over the years by
providing access to specialized
equipment and solvents that
are not widely available in
many testing environments.

“AATCC is excited to reac-
tivate a research committee
with a specific focus on

Obituary: John Houston Riddle, Sr.

John Houston Riddle, Sr.,
owner and o

time playing Triple-A base-
ball. He was signed

Longtime Clean Show steward passes

president  of
Riddle & Asso-
ciates, the At-
lanta-based

Prior to his career in trade
show management, he spent

-~ by the Baltimore Ori-
oles and made his
debut with the Ap-
palachian League hit-

trade show ting .288 with 16
management homers and 60 RBIs.
company that He was considered a
oversaw  the considerable slugger
Clean  Show ) before he suffered an
from 1992 until A% Achilles injury that
2019, passed el il ended his playing ca-
away in mid-February at the reer. He then worked for the
age of 85. Atlanta Braves for nine years

as the director of operations
and the director of sales.

Originally, he was born in
1941 to William Homer Rid-
dle and Fannie Johnson Rid-
dle in Kannapolis, NC. He
attended Mars Hill College
where he was inducted into
the Hall of Fame for his ac-
complishments on the base-
ball diamond. Then, he began
his career as a professional
baseball player in the Balti-
more Orioles organization.

Riddle was an excellent
hitter who once played for
the legendary Earl Weaver in
the Triple-A leagues and

Continued on page 10

drycleaning and professional
care of textiles,” said Gregg
Woodcock, AATCC executive
director. “This is an important
area in the care of textiles, and
it has been under-served in re-
cent years. Mary’s extensive
experience will bring instant
credibility and leadership to
this committee.”

As committee chairperson,
Scalco will help guide conver-
sations and standards develop-
ment during a time when the
drycleaning industry is rapidly
evolving, particularly as legacy
processes and test methods

tied to perchloroethylene
(perc) are replaced by new al-
ternatives.

“This invitation melds two
worlds: the garment manufac-
turing world and the dryclean-
ing professional care world,
essentially before care and
after care,” Scalco said. “The
people who generally attend
AATCC meetings tend to be
garment manufacturers and
chemical suppliers. I will be
able to highlight the dryclean-
ing industry and put more of a
focus more on after care con-

Continued on page 10
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Reducing driver excuses
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limited delivery route growth.
A richer route awaits

There is a solid strategy for getting rich in America in
three not-so-easy steps.

100% wetcleaning?

Dan Eisen believes 100% wetcleaning is not possible
unless all you clean is low end and casual wear.
Stopping a steam leak

Bruce Grossman examines a widespread problem —
leaking buck valves and what do about them.

These are the top five excuses that route drivers give for
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Does your POS Software
help your business grow?

Expand your business with
Cleaner Business Systems:
= Automated assembly

integrations with Metalprogetti
and Quicksort

» Robust texting platform with
Clean Notify text messaging

Integrated Credit Cards

Loaner computers/hardware to
keep you up and running

Best-in-class technical support
Route management

414 Gateway Boulevard, Burnsville, MN 55337
C Ee aNevr | 800.406.9649

' Business Systems www.cleanerbusiness.com = sales@cleanerbusiness.com

To learn more, visit www.nationalclothesline.com/ads
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Saying goodbye to a sweet, slugging steward

During his days playing professional baseball, John Houston Riddle, Sr.
(see his obituary on the front page) earned a reputation as a formidable slugger.
He played in the minor leagues from 1962 to 1966, originally debuting with the
Baltimore Orioles’ team (the Bluefield Orioles) where he hit .288 with 16 homers
and 60 RBIs in the Appalachian League.

He also added eight homers and 52 RBIs for the Aberdeen Pheasants, 15
homers and 71 RBIs for the Stockton Ports, another eight home runs and 75 RBIs
for the Elmira Pioneers, and seven home runs and 21 RBIs in only 40 games with
the Rochester Red Wings.

As a slugger, Riddle was charged with getting as many of his fellow players
home to score as possible — a role he excelled at for much of his career. Though
it ended prematurely from an Achilles injury, John told National Clothesline in an
interview from 2005 that playing professional baseball was definitely a big
highlight of his life. As he explained it, baseball also taught him a thing or two.
It's a game with a lot of ups and downs, so you have to work through the slumps, he
noted. John did that perhaps better than anyone, always keeping an optimistic
and gregarious attitude and a kind and genuine smile.

Many years after his baseball career ended, he started the trade show
management company Riddle & Associates in the early 1980s, and John first
began working with the Clean Show back in 1981. A decade later, his firm would
bid on the contract and win. They first managed the Clean Show in 1992. “I was
given the contract for one year to see if I could do a good job,” he said. “I have
been here ever since.”

Riddle & Associates would indeed manage every Clean Show through 2019.
It was a challenge that Riddle relished. Some years, that formidable feat would
require the use of 100 forklifts, 250 trucks and a thousand men.

“You're building things to work for 4 days, but you have to build them and
they have to be sturdy enough because you've got 15 to 30,000 people in that hall
and it’s got to be a safe environment,” he explained. “Let’s say that you have a
trade show that has 15,000 people in it... in one building. You're providing them
with medical, safety, food, water, etc., for 8 hours. You're actually running a city.”

It was exhausting work, but also very satisfying. “To be able to walk into a
building and see nothing, and then six days later, you're seeing men and women
there exchanging ideas and talking and doing business. To say, ‘I had a hand in
that’ is very rewarding,” he added.

Being a ballplayer was far from the only thing Riddle excelled at. Not only
was he very good at bringing his teammates home, he became exceptionally
gifted in drawing people away from their homes in order to attend some very large
and successful trade shows.

During his tenure as a steward of the Clean Show, it regularly appeared in
Trade Show Executives (TSE) Gold 100 Awards which recognizes the top 100
trade shows held in the U.S. in terms of attendance. As always, when John was
needed the most, he would come through with a big hit. His caring for others
was often his biggest strength.

Not surprisingly, John Riddle cared a lot about drycleaning, too.

“Drycleaning is a big, big industry and it's something we all need,” he
explained. “We all have to have water. We all have to have food. We all need a
little bit of love, some appreciation and we also want our clothes to be clean.
These guys do that. I'm proud, pleased and elated to be a part of this industry.”

The industry was lucky to have this sweet slugging steward help guide the
path of the Clean Show for almost 40 years. Thank you for all the big hits, John.
You will be greatly missed, but not forgotten.
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Insurance is no place
for the under-prepared;
rely upon a seasoned guide.

In the wilds of insurance, one fire, one mechanical breakdown,
or one slip and fall can trigger a battle you didn’t anticipate.

The landscape is rugged, unpredictable, and often unforgiving.
That’s why you need a seasoned guide—NIE Insurance.

NIE Insurance knows the terrain, identifies risks
before they strike, and leads you safely through
the chaos when you need help the most.

Contact us today to map
your insurance journey.
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SHIRT TALES
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5y DON DESROSIERS

What do shirt customers hate the most?

tomers’ heads to under-

stand what makes them
happy and what makes them
angry or annoys them, then we
should be able to follow a path
that leads us to a better shirt. I
think that, in reality, we think
we know what is in their heads,
but I suspect many times we
concentrate on our own pet-
peeves and forget to put our-
selves in the customer’s place.
We forget to think like them.

What makes this particular
column difficult to write is that
if my studies have shown that
a missing button is a bigger
service / quality violation than,
say, a pressed-in crease across
the back, there is some kind of
implication there that suggests
if a shirt has a missing button
and a crease across the back,
you must get the button first
and, if you have time, fix the
crease across the back. Or, if
you replace the button but for-
get to fix the crease, you are
better than if you fix the crease
but forget to replace the but-
ton. This is not my intention.

My intention is to remind
you to think like a customer
and see the big picture as well
as the details — and to see the
big picture in spite of the de-
tails. I believe many launderers
over-emphasize one detail
while remaining oblivious to
the importance of another that,
to a customer, is at least as sig-
nificant as your personal pet
peeve. The customer never
sees the big picture. All they
ever see is their shirts — first
soiled and wrinkled, then
clean and pressed.

Consider this hypothetical
shirt with a missing button
and a wrinkle across the back.
Assume the inspection process
caught one of the defects, but
not the other. Take your pick. It
doesn’t matter. There is a part
of our brain that wants credit
from the customer for the de-
fect we did fix. Yes, it may be a
subconscious desire for credit.

In actuality, we (probably)
don’t say; “Yes, Mr. Smith,
you’'re right. We smashed the
collar buttons on your shirt
and left them that way, but
there used to be wrinkle in the
cuff, and we fixed that. Aren’t
you glad about that?”

You surely know a customer
could not possibly care less
about anything you did, but he
will likely be perturbed about
the things you didn’t. The real-
ization that doing shirts is a
thankless job can’t be a sur-
prise. Coming up with a list of

I f we can get inside our cus-

what is important to a cus-
tomer is arbitrary, but there is
some logic and science to it. So,
based on my experience as a
customer, coupled with my ex-
perience as a shirt launderer,
here is my semi-subjective list

lowances for that in my
thought processes on this par-
ticular day. A customer would
likely be even more perturbed
if he or she had jingled up a
couple of bucks for an unwear-
able garment.

curls or folds that have been
pressed in by the body press.
2) The box pleats on the
back of the shirt need to be
within an inch of each other
in length. There are some
cleaners that have this rule. I

Based on my experience as a customer, coupled with
my experience as a shirt launderer, here is my semi-
subjective list of possible quality defects. There are but

two items on it.

of possible quality defects.
There are but two items on it.

1) The worst thing you can
do is send a shirt back with a
critical button missing,.

A non-critical button would
be one that does not render the
shirt unwearable, such as a
sleeve button or the bottom
button on the front or a pocket
button. A critical button is
probably any of the others.

I remember something that
happened about 30 years ago
when I was relatively new in
the wholesale shirt business. I
expected that I may be recog-
nized as the “shirt guy” when
I packed my bags to attend.
Wanting to make a good im-
pression, I packed a neatly and
professionally folded button-
down dress shirt — just one. I
also brought along some ca-
sual clothes for the prior
evening’s festivities.

The morning of the conven-
tion I was absolutely mortified
that the singular dress shirt I
packed was missing a collar
button! I was frantic. After all,
it was my employee that al-
lowed this to happen. I sought
out one of those little sewing
kits from the hotel’s front desk,
cut off the button on the sleeve
and used that to button-down
the collar.Then, I sewed the
button from the little sewing
kit to the sleeve to replace the
one I'd cut off. I was extremely
unhappy about doing this. I
did not think like a shirt laun-
derer or a drycleaner that day.

Thinking like a drycleaner
may have happened if I had
with me another shirt to wear.
I didn’t and was suitably an-
noyed. This experience taught
me to think like a customer.

I would have learned little or
nothing if I had simply tossed
the unwearable shirt back into
my suitcase and wore another
one, perhaps just a tad sympa-
thetic to plight of plant em-
ployees. I got my shirts done
for free. There were no al-

2) If any area in the upper,
front part of the shirt has a
hard, pressed-in wrinkle, like
a diagonal crease going from
the collar button area down
towards the armpit, the shirt
is unwearable.

Picture a shirt folded over an
8”x14” shirt board. The collar
and any other part that is visi-
ble while the shirt is folded is
the critical part of the shirt.
This area is top priority. I hate
when I see a touch-up person
ironing out the wrinkles in the
tail of the shirt, justifying their
existence, but then leave an
ugly crease in the collar or at
some other, clearly visible
place. I guess they leave the
latter because it’s harder to fix.

The problem here is failure to
think like a customer. Do you
really think that it matters to the
average customer whether or
not the tail of the shirt is
pressed perfectly wrinkle-free?
It is a low priority touch-up.
Now, my own words are mis-
leading. Low-priority touch-up
sounds like something you do
when you run out of high-prior-
ity touch-ups or there are no high-
priority touch-ups. This is flawed
for at least two reasons: First, it
leads to a variable standard.
Second, it will cause a touch-up
person to migrate towards the
easy types of touch-ups that are
not important to the customer.

Outwardly, your touch-up
person will look busy but the
labor will not be significantly
improving your shirts. Doing
unnecessary touch-up often
leads to excess labor cost. It
snowballs into extraordinarily
high labor costs if left
unchecked. When manage-
ment sets standards for touch-
up people, it is easy to measure
their effectiveness. For in-
stance, the standard at XYZ
Cleaners will be these three
quality points:

1) All wrinkles removed
from the tail of the shirt. The
touch-up person must remove

want to make clear I don’t dis-
approve of this, it’s just I doubt
a customer would consider it
important.

More importantly, there are
perhaps more generic — less
specific — defects that a cus-
tomer would object to, but be-
cause the quality of the shirt
cannot be judged so decisively
as it can be with a yardstick in
this case, management may
unconsciously approve a sub-
standard shirt.

3) Tail clamp mark, if by
chance you still have them,
must be removed. Just like
items one and two, this is easy
to evaluate: It is pass or fail,
yes or no, black or white. All of
these standards will raise the
quality standard of your shirts,
but they include an unspoken
assumption. That assumption
is the shirt is already perfect.
Huh?

If you adopt standards such
as these, you must start off
with an exceptional shirt. All of
the things a customer expects
must already be a given. If you
choose to raise the bar beyond
what a customer expects, then
you are an exceptional busi-
ness man.

So, the key is to know what
they expect, never forget it,
give them that, then go be-
yond. Let’s take a look at what
they expect:

* A clean shirt, no ring
around the collar, no stains.

¢ A smoothly pressed collar,
no wrinkles.

e The collar folded exactly
where it should be — right on
the seam.

e The perfect level of starch.
They might not know what it’s
called, light starch, heavy
starch, secret-double heavy
starch... but they have in their
minds what they think is right
and what is wrong.

e Two collar buttons in the
perfect condition, firmly at-
tached with the proper color
thread. If the button is

chipped, cracked or broken,
they will not understand be-
cause they are not likely to be
familiar with the processes
through which their shirts un-
dergo. If a button looks like it
went to war, the customer may
conclude that you put the shirt
through a more rigorous or-
deal then they do themselves.

e A smooth, hard-pressed
button-hole band. No bubbles,
wrinkles or rough-dry look.

e The entire front of the shirt
free of pressed-in wrinkles. No
rough dry area.

* The entire back of the shirt
free of pressed-in wrinkles. A
perfect box pleat. No rough
dry areas here, either.

e There are probably more
things.

Frankly, I could go on and on
and still forget some specifics.
My point is to remind you to
take care of your customers’
annoyances before your own,
even though you may find that
your customers’ annoyances
are harder to measure than
your own.

In a nutshell: ABC Cleaners
and XYZ Cleaners both do an
extraordinary  shirt. ABC
Cleaners wants a competitive
edge over XYZ. He decides to
iron in the sleeve pleats, clip
the cuffs together with clips
and iron out every little crease
in the tail of the shirt. ABC
oozes attention to detail and
trumps XYZ.

Of course, we must assume
that ABC is still doing all of the
things that had him doing an
extraordinary shirt in the first
place. If ABC gets so caught up
in doing the three little things
that were meant to outdo XYZ
that they start to allow buttons
to become a problem, ring
around the collar to be more
common and press quality to
become an issue, does ABC
still trump XYZ?

“If you do what youve always
done, you'll get what you always
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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THE ROUTE PRO

Top S excuses drivers give for limited route growth

2) They Do Not Need Our
Service.

fter 25 years of route

building and ride

alongs, I have seen it all
— from the backgrounds of the
drivers to the hurdles pre-
sented to them for route
growth.

The Route Pros continue to
train on the art of face-to-face
sales knowing many still wish
there was a magic pill for
growth.

This leads me to this
month’s topic: The Top 5 Ex-
cuses drivers hold onto that
limits route development.

1) Nobody Is Home.

We still hear this all the time
from drivers. It is as if the
neighborhoods were all evacu-
ated.

them. This is why talking to
those walking around is just
as, if not more, important than
ever.

I am not asking for 100 customers a
month... just 100 attempts per month. The
reason why you experience failure is that

you replace the word can’t with won’t.

Sorry, but you don’t need to
watch Myth Busters to prove
this wrong. Some are still at
home; you just have to look for

In fact, if they aren’t home-
we actually can have a conver-
sation through the Ring
doorbell.

Yes, drycleaning has de- |

creased each and every year.

Last time I checked, every-
one does laundry. Thus, if you |
haven’t jumped on board the [
W-D-F train, hurry up... |

everyone else already has.

Also, I'm sure they can
have comforters cleaned, as
well.

3) Five Years Later,
COVID Still Scares People to
Talk Face-to-Face.

Remember face-to-face sales
is not in your face.

TarGo Dr

Drycleaning P.O.G.

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!

Welcome back,

TarGo Dry...

Better Than Ever!

NOW
CHLORINATED
SOLVENT
FREE

Removeg Qil, Grease;

aint, Make-up, Shoe PO

'ass, Tar and similar

A.L. WiLSON CHEMICAL CO-

To learn more,
visit ALWilson.com
or call 800-526-1188

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

A.L. Wilson
Stain Removers

Sillce 19‘26

Respect that space and you
will do fine!

When I hear this one, I
struggle sometimes to find the
right words on how to change
this mindset.

4) Nobody Wants to Say
Yes.

This is definitely all about
the follow-up. Grant Cardone
says 85% of prospects takes
four to five touches for some-
one to say yes!

Yet, 85% of drivers don’t
make a second attempt. This is
where a manager must go out
with a driver once in awhile.
Failure to do so results in lis-
tening to the excuses of a
driver and believing it to be
true.

5) My Driver Can’t Sell.

This is definitely not true. I
am not asking for 100 cus-
tomers a month... just 100 at-
tempts per month.

The reason why you experi-
ence failure is that you replace
the word can’t with won't.

Some drivers strive to get
two to three a week while oth-
ers are getting done by 2 to 3 in
the afternoon.

The bottom line is this: We
hear these excuses all the time
and I completely understand
the reasons why any of these
appear to be true.

Most operators put their
routes on cruise control and
fail to manage the systems or
the personnel.

Stay focused, engaged and
be a part of the route end of
your business.

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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UP TO
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PRESSURES

UPTO

BOILER INSERT

e Sealed Combustion Chamber * Naturally Circulating
offers efficiencies to 84%
with low excess air levels. e 25 year warranty against
thermal shock.

e SCAQMD Certified for
less than 20 PPM NOx. e Turn Down Ratio of 6 to 1,
for reduced cycling.

c@us SCAQMD CERTIFIED

SorH Intertek

e Full Modulation

PARKER Never a Compromise for Quality or Safety

M INDUSTRIAL [¢ 323.727.9800 Crik 2y
www.parkerboiler.com "ErditE
BO“.ER sales@parkerboiler.com Scan for more

information
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DLI opens 2026 Hall of Fame nominations

Continued from page 1

DLI CEO Mary Scalco
noted, “Professional dryclean-
ing and laundry operators
from all over the world con-
tribute to the betterment of our
industry every day. Our goal
with the Hall of Fame is to rec-
ognize contributions made by

any professional in our indus-
try who has made a positive
impact and honor them as ex-
amples for other members of
the industry. All cleaning pro-
fessionals, regardless of mem-
bership, are welcome to
nominate industry profession-
als they see as inspirational for

this award.”

Once the May 15 deadline
passes, DLI's Board of Direc-
tors will review applications
and recipients will be an-
nounced by mid-September.

“DLI's Hall of Fame award
is just one of many aspects that
makes our industry great,” said

DLI’s Scalco to chair
AATCC methods committee

Continued from page 1
siderations. Garment manufac-
turers don’t focus too much on
after care.”

AATCC develops test
methods and standards to en-
sure textiles perform as in-
tended through real-world
care processes.

Historically, one widely
used drycleaning test method
has included perc, meaning
updates will be needed as perc
is phased out and alternative
processes become more com-
mon.

DLI expects Scalco’s lead-
ership to amplify the practical
“after care” perspective: how
garments hold up once they
reach professional cleaners
and consumers.

“We have participated in
several AATCC projects over
the years,” Scalco explained.
“We influenced all sorts of test

methods using the specialized
equipment in our lab. Not
everyone has access to the var-
ious solvents we have here in
our facility. We took part in
AATCC studies on shrinkage,
color fastness, water repel-
lency, to name a few.”

Scalco noted AATCC’s
work often begins with textiles
and chemical innovations,
then must be proven through
standardized methods that re-
flect real cleaning environ-
ments.

“Let’s say a manufacturer
comes out with a new dye.
They want to put a “dryclean
only” label on garments using
the dye. AATCC develops
standardized test methods by
using our lab and other labs
across the U.S. Then they’ll
take a test sample to a
drycleaner to see if the method
works as intended,” Scalco

said.

“Mary brings instant cred-
ibility and experience to this
committee,” Woodcock said.
“By bringing her experience,
Mary will be able to ensure
that the existing test methods
are accurate and valid in the
present environment.”

Woodcock noted some of
the current tests were devel-
oped as long ago as 1957.
“Mary will also be able to
guide the committee to de-
velop new test methods that
are important in today’s mar-
ketplace,” he said.

“It's  exciting because
we’re at a crossroads. Perc
drycleaning is being phased
out. We have to come up with
new methods. There is an op-
portunity to make sure the
American standards and the
European standards match,”
Scalco said.

|

SCANME
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M FOR PROFITS ™

Experience the first and only industry
innovation that will:

* Train your managers

* Maximize profits

* Lower your costs

* Show you your true
Cost per Piece

”
ILWIND

* No other product
comes close

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

“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

~J.M.

S

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

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

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

Mark Albrecht of The Route
Pros in NJ. “We all have so
many true mentors and
drycleaning superheroes. This
award will ensure that those
peoples’ legacies are at the fore-
front of so many of our minds
as we move into the future.”
To be eligible, candidates

must have a minimum of 10
years of experience working in
the drycleaning and laundry
industry. Awardees will be
publicly announced and cele-
brated. All 2026 recipients of
the Hall of Fame Award will be
recognized at regional or na-
tional events.

Longtime Clean
Show steward passes

Continued from page 1
found himself in a slump. Dur-
ing an interview with Na-
tional Clothesline from 2005,
he relayed a funny story about
how he had a good idea while
grocery shopping on the road.
“I saw some carrots in the pro-
duce department. I thought,
‘“They say carrots are good for
the eyes.” So, I bought a carrot.
Went to the ballpark that night
and got a base hit. I'm telling
you the truth — the next day I
went to the same place at the
same time and bought two car-
rots. Got two hits that night.
Went back the next day, did the
same thing... bought three car-
rots. Three hits. Went back the
next day, bought four carrots
and got four hits!”

Then, he figured, why not
keep going. “I went the next
day and bought five carrots
and went 0 for 4. I pushed the
limit. I had everybody on our

ballclub eating carrots. I still
eat them to this day.”

In addition to working
many years in the Atlanta
Braves organization, John
served as general manager at
the Atlanta Convention and
Visitors Bureau in the 1970s.

During his tenure of man-
aging the Clean Show with his
firm, Riddle & Associates,
many of the shows he man-
aged and produced were typi-
cally a staple at the Trade
Show Executives (TSE) Gold
100 Awards & Summit.

“John was a great friend to
everyone in the industry, who
shared his experience and rela-
tionships freely,” noted Rick
Simon, TSE chairman. “He
was a regular attendee at our
TSE events, and he lit up the
room with his smile and wit.
He will be deeply missed by all
those who had the pleasure of
working with him.”

NEWSMAKERS

PROS Parts announced that
Operations Manager Bruce
Hope officially retires at the
end of April after more than 35
years in the industry.

At PROS, Hope wore many
hats. He managed IT functions,
supported operations and in-
spired the sales team to build
strong relationships with cus-
tomers and vendors.

“Bruce has been my part-
ner throughout the nearly 40
years I have owned PROS,”
said Barry Victor, owner of
PROS Parts. “He has been in-
strumental in building innova-
tive systems that have moved
us forward. He is a trusted
friend and partner to our cus-
tomers and vendors, and he
brings humor to all he does.
He will be missed by many,
but his professional legacy will
live on. We are grateful for all
Bruce has added to the success
of PROS and our customers.”

Following his 42 years as pres-
ident of Puritan Cleaners,
Gary Glover announced his
retirement. He took over lead-

ership of Puritan Cleaners
from his father, Ed Glover, in
1984. He represented the third
generation to lead the family
business, originally founded
by his grandfather as Progres-
sive Cleaners in 1937.

“] am extremely proud of
the legacy of Puritan Cleaners,
and of every member of our
Puritan family. I am especially
grateful for the important role
that Puritan Cleaners plays in
the Richmond, Virginia com-
munity, Glover noted.

Glover sold Puritan to an
investment firm based in Rich-
mond; he will remain an exec-
utive advisor. Operational
leadership will continue with
Norman Way, vice president,
who has been instrumental to
the company’s growth and
success for 22 years.

“The entire team at Puri-
tan Cleaners is happy for Gary
and his wife Petra. We will
keep building upon the hard
work and devotion to commu-
nity that began with the careful
stewardship of Gary and his
family.” Way said.
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An American Original Since 1932

With Sanitone, you get €asy-to-use
cleaning products that deliver great results...every time.

Attract and maintain
the BEST customers!
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bt th A Certified Master Drycleaner
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= brochures

Drycleaning, wetcleaning, shirt laundry
and restoration solutions!
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PROUDLY MADE
IN KENTUCKY

“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
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BUILDING VALUE

How to get rich in 3 (very difﬁcult) steps

ike many of us, my wife
Land I escaped last May for

a very much-needed vaca-
tion. I took along a book I had
not read in a long time. I am
now having my son read it to
better understand the real con-
cept of money. It was the clas-
sic Rich Dad, Poor Dad by
Robert Kiyosaki. The biggest
takeaway is a shift in mindset
about life, income and wealth
— or building value. Becoming
wealthy may not be your pri-
mary goal, but if it is, there is a
reasonably predictable way to
get rich in America.

Step 1: Ignore Your Parents

Parents around the world
typically encourage their chil-
dren to get educated so they can
get a good job. This may mean
becoming a doctor or lawyer, al-
though neither tends to be a
path to significant wealth.
High-paying professions pro-
vide an excellent income
stream, but two insidious forces
undermine a professional’s
ability to create significant
wealth: taxes and spending.

I can personally relate to this
first step. Some who know me
will recall that I have been the

victim of three corporate lay-
offs in my life. The last was as
director of marketing services
for a prestigious hospital.

After that layoff, I decided
to control my own destiny and
purchase our first business. It
just happened to be a cleaner.
Building a successful business
took several years — and about
that same amount of time for
my parents to express that
same level of pride.

I have always believed in
working hard and feel fortu-
nate that my wife and I have
passed this down to our chil-
dren (though sometimes they
still want to ignore me).

The Tax Challenge. It is dif-
ficult to become wealthy based
on salary alone. Income is
taxed at the highest possible
rate, leaving you with little
more than fifty cents on the
dollar. As many readers have
experienced personally, own-
ing the real estate you operate
in provides income not subject
to normal withholding taxes.

The Spending Trap. The
other challenge with a high in-
come is that it creates a wealth
effect that triggers spending.

Thomas J. Stanley, author
of the classic, The Millionaire
Next Door, points out that some
professionals — particularly
lawyers — spend a large por-
tion of their income to create
the appearance of success,
partly because their job does
not provide much social status.

In other words, when you
earn $500,000 a year, you might
buy a Range Rover or send
your children to an elite pri-
vate school — at least in part
because you want people to
think you are wealthy.

There is a balance between
looking successful and creating
an image that is difficult to
maintain. A great friend of
mine who has been highly suc-
cessful still drives an old Volvo.

Step 2: Start Something

Most wealth in America is
created through owning a busi-
ness. Recently, MassMutual ex-
amined the percentage of
business owners within differ-
ent wealth categories. They
found that 17% of people with
between $100,000 and $500,000
in investable assets were busi-
ness owners. Keep in mind
there are roughly eight million

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

- Mike Astorino, Fabricare Cleaners

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

Owning an lowa Techniques drop box
means never having to say, “Sorry, we're
closed! If you were your customer, when
would you find time to come to your
If you don't offer a convenient,
24-hour drop off solution for “after hours”
customers, you are driving business to the
competition. Get your drop box today!

shop?

Techn cues”

THE UNIQUE PRODUCTS PEOPLE™

J (800) 727+1592

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

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

employer-based companies in
the U.S. That means the natural
rate of business ownership in
the general population is about
3%. So, if you grabbed 100 peo-
ple walking down the street,
on average three of them
would be business owners.

However, if you took a ran-
dom sample of 100 people with
investable assets between
$300,000 and $800,000, about
17 would be business owners.
That means you are more than
five times as likely to find a
business owner in this wealth
segment than an employee.
The trend becomes even more
pronounced the higher you
climb up the wealth ladder.

Among investors with be-
tween $800,000 and $1.5 mil-
lion in investable assets, the
proportion of business owners
jumps to about 27%. For in-
vestors with $1.5 million to $10
million, that percentage rises to
52 %. Among individuals with
$10 million to $50 million in in-
vestable assets, approximately
67 % are business owners. And
for those with more than $50
million in investable assets, the
number rises to 86%. Simply
put, if you meet someone who
is very wealthy, there is a
strong likelihood that they are
or were a business owner.

Step 3: Turn Business Value
into Liquid Wealth

The next step is focusing on
improving the value of your
company so that you can either
sell it for a premium or operate
it at a very profitable level.

Being a successful entrepre-
neur alone is typically not
enough to become wealthy. At
some point, you must find a
way to convert the equity
locked in your business into
liquid assets. When it comes to
selling a business, there are
three common options:

1) Acquisition. This is the
headline-grabbing option
where an entrepreneur sells
their company outright. When
Facebook acquired WhatsApp
for $19 billion, founders Brian
Acton and Jan Koum became
extraordinarily wealthy.

2) Recapitalization. A mi-
nority or majority recap occurs
when you sell part of your
company — often to a private
equity firm — while continu-
ing to run the business as both
a manager and part owner,
with a portion of your wealth
outside the company. This has
occurred several times in our
industry, with varying results.

3) Management Buyout. In

s KERMIT ENGH

a management buyout (MBO),
you allow your management
team or family members to
purchase the company over
time. This is often funded
through a combination of busi-
ness profits and debt taken on
by the buyers. There are other
ways to convert business eq-
uity into cash — such as an IPO
— but the key idea is turning
illiquid business value into di-
versified liquid wealth.

One advantage of selling a
business is that the wealth cre-
ated is often taxed at a much
lower rate than employment
income. However, consult with
your tax professional before
entering into this type of trans-
action. The financial difference
can be substantial.

Keeping all your wealth tied
up in your business can be
risky. Just ask the entrepre-
neurs once featured in the
pages of Success magazine who
are no longer on any most suc-
cessful lists today.

liquid wealth cannot easily
be used to enjoy life. You can-
not buy an around-the-world
plane ticket or a ski chalet in
Aspen using shares in a private
company. At some point, you
have to get liquid. There are
many reasons to build a busi-
ness. For some, wealth creation
may not be the primary goal.
You may simply want to create
a great product or lead an ex-
ceptional team. But, if financial
success is your objective, there
is no better path in America
than building — and eventu-
ally selling — a successful busi-
ness. Until next time, enjoy
building value.

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 30 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.
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IndUStrg Leader in Finishing Equipment

Our patented industry leading design results in higher productivity, higher quality reliability.
This unique buck movement design not only ensures efficient and fast operation,
but also leads to smallest footprint letting you maximize your precious floor real estate.

Our new and improved Double/Single Buck Press Machines feature 3 key functions

| | . Backstroke
Sleeves Angle Adjustment —\;l—\STE,q Vacuum Power 2X
30% Blower Power Up
START-U?

ITSUMI Innovation Never Stops!

D ITSUMI
BT-170AS-A

World first double wing gtructure
Quality shirt 150 per hour @peed

Less energy & Less footprint @aving

GF-750 Multi-Former

BT-550 Double Buck " BT-170AS-A GF-750 Multi-Former ~ TO-551 HF-351 HF-361 CB-140ST

[ TSUMI USA, [NIC. TEL : 201.786.6276,6277

4220 Steve Reynolds Blvd. #23 Norcross, GA 30093 ~ www.itsumiUSA.com & YouTube TSUMIUSA =
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Registration Includes:

Friday evening reception

NEW THIS YEAR: Industry Panel
General sessions & Breakouts
Breakfast & Lunch provided

Saturday evening dinner

G 8 86 a6 e @

Genius bar access

REGISTER HERE

www.xplorspot.com
801-208-2212
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I
SAVE MONEY TODA

Switch Now

and get a

FREE SMART
TERMINAL'

with
4G / Wifi

Next Day j[j \=
. - Free Standard Terminal |}
Funding — also available

Lightning-fast approvals and no setup fees
Chip card and contactless payment acceptance (Apple Pay, etc.)

Seamless integration with your current POS system™

Accept Credit Cards
Without Paying
Emailable and textable receipts Processing Fees’

$295 towards any early termination fees™ Eliminate processing fees with

) the Edge Program’, only from
A secure online merchant portal North. Edge is a true dual pricing

. . program combining Flat Rate
Access to multiple online payment gateways Pricing with Cash Discount.

One-time and recurring invoices that you can upload in bulk™

Free printer paper, and more’

Save Money & Grow Your Business!

Go North. Call Toda *
866.481.4604 wn%?t';m

©2025 North is a registered DBA of NorthAB, LLC. All rights reserved. NorthAB, LLC is a registered ISO of BMO Harris Bank N.A., Chicago, IL, Citizens Bank N.A.,
Providence, RI, The Bancorp Bank, Philadelphia, PA, and FFB Bank, Fresno, CA. *Merchant Classification restrictions apply. Dual signage pricing required.
Other fees may apply. Contact North for more details. **Some restrictions apply. Merchant agreement required. Hardware is free for use while processing

and must be returned upon termination of merchant agreement. Other fees may apply. Contact 866.481.4604 for details.
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Designed with Your
”IA " Business in Mind

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

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

PRINCESS ULTRA with Touch Screen

Tensioning Blouse / Shirt [ Jacket / Form Finisher

e Sizes from O Petite to 3XL and Larger

* Dual, Rotating Front Clamps (Patented System)

* One Heated for Wet Shirts / Blouses

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

[INEW MODEL

No Need to Disconnect & Store Unused Clamp!

TREVISTAR CR3 with Touch Screen

Tensioning Shirt Finisher

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

Heated Cuff Placket Press

13AOIN MAN///

TREVIFORM with Touch Screen

Tensioning Form Finisher

360 Degree Rotation

Inverter Blower Motor Control
= Perfect for Wetcleaned & Drycleaned Garments
I Smaller Footprint

Travifor™

[IINEW MODEL

)

6
&)
Usj

For additional information and videos of these and other great Trevil products visit:
III TRE V”_ www.TrevilAmerica.com

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

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

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

By DAN EISEN

How much wetcleaning is really possible?

he advancement of wet-
I cleaning technology has
been significant. I have
been teaching wetcleaning for
40 years and have seen clean-
ers increase their wetcleaning
percentage from 5% up to 65%.
This is due mainly to advance-
ments made in wetcleaning de-
tergents, additives and
spotting agents.
The advancement of wet-
cleaning is also attributed to

acrylic.

2) Yarn construction. A
fiber is spun or thrown into a
yarn. The tighter the twist, the
more durable it is. Yarns with
a high twist are more durable
and possess less chance of
shrinkage. At this stage all
fibers and yarns can be wet-
cleaned. The next phase of our
discussion turns yarns into
fabrics that may not be wet-
cleanable.

shrinkage. Although many
wool knits and angoras are not
pre-shrunk, it is easy to block
the fabric into shape after
proper wetcleaning.

When a fabric is a tight
weave that is not pre-shrunk, it
is difficult (sometimes impos-
sible) to shrink back into
shape. For example, when
shirts are laundered that are
not pre-shrunk, the shrinkage
that occurs is often permanent.

This article will prove that it is not possible to obtain
100% wetcleaning unless cleaners receive all garments
that are low end and casual wear.

the new sophisticated wet-
cleaning equipment and the
tensioning finishing equip-
ment. I have tested hundreds
of fabrics and the fact remains
that there are still many fabrics
that cannot be wetcleaned.

This article will prove that
it is not possible to obtain
100% wetcleaning unless clean-
ers receive all garments that are
low end and casual wear.

In order to understand
what can and what cannot be
wetcleaned, we have to under-
stand something about fibers,
dyes, yarn construction, finish-
ing agents, pre-shrinkage and
fabric construction.

1) Fibers. A fiber is a hair-
like substance that can be spun
or thrown into a yarn. All
fibers can be wetcleaned which
includes silk, cotton, linen, ac-
etate, polyester, nylon and

Weaves

If I now interlock yarns
and create a weave, the result-
ing item may not be suitable
for immersion in water.

1) Velvet. This a woven
fabric with a third set of pile
yarns. Acetate, rayon and silk
velvet cannot be wetcleaned.
The pile will flatten from water
causing distortion that cannot
be corrected. Polyester, cotton
and nylon velvet can be wet-
cleaned.

2) Crepe. This is a plain
weave fabric with very high
twist yarns. A rayon or silk
crepe cannot be wetcleaned.
The fabric absorbs moisture
causing extensive shrinkage.
Polyester and nylon crepe can
be wetcleaned.

3) Pre-shrinkage. This is a
process used in manufacture to
stabilize the fabric against

A drapery fabric that is
wetcleaned and shrinks only
2% can result in shrinkage over
two inches. Lined fabrics such
as wools, silks and rayons that
shrink in wetcleaning cannot
easily be blocked into shape.

Even if you do succeed, it
is not time and cost efficient to
attempt this restoration. It is
interesting to note that manu-
facturers can produce a pre-
shrunk washable rayon or a
viscose rayon which is not pre-
shrunk and loses 80% of its
strength when wet.

4) Dyes. Fabrics can be
dyed many different ways.
Wool and silk can be dyed with
direct, developed, acid, crome
or vat dyes. Some of these
dyes, when not properly ap-
plied, become fugitive and run
or bleed when contacting
moisture. Even the best wet-

cleaning dye setting agent can
not set a fugitive dye.

5) Prints. A design im-
parted to a fabric is referred to
as a print. There are many dif-
ferent printing processes used;
some may be wetcleanable and
some may not be.

Some types of printing
that usually are wetcleanable
are surface, pigment and gilt
print. Some other types of
printing may be screen print-
ing, direct printing or dis-
charge printing.

Some of these printing
processes may not be resistant
to the wetcleaning process.

6) Sizing. Many fabrics are
sized to stabilize the fabric and
add body, sheen, feel and
hand. In wetcleaning, the siz-
ing can be removed, causing a
change in the fabric that cannot
be corrected. This includes
rayon and silk matte jersey as
well as many chiffon and
taffeta fabrics.

7) Pleating. Any fabric can
be intricately pleated and
fluted. Silk, cotton, linen or
rayon, when intricately
pleated, can not be wetcleaned
since pleating and fluting will
be removed.

This loss of fluting or
pleating cannot be easily re-
stored. Pleated fabrics made of
polyester, nylon or acrylic are
usually safe to wetcleaning be-
cause the pleating is heat set
and is permanent.

8) Trimmings. A light col-
ored garment trimmed with
dark suede or leather may not

EUROPEAN FINISHING EQUIPMENT Core.

SECAUCUS, NJ

ARHI-STEAM

WWW.HISTEAM.COM + SALES@HISTEAM.COM

TOLL FREE: (888) 460-9292

PND-98U

1§ made in Italy

A Complete Instant Pressing Department
Professional strength vacuum board and mini boiler combination.

Perfect for Tuxedo & Bridal Shops,
Clothing Stores, Tailors & Alteration Rooms,
Drop-off Stores, Valet Service, and more!

PND-2500A
with SVP-24

PND-3000A
with MVP-358

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

PND-1000AD
with SVP-24

ES-2000AR
Spotting Board

WATCH VIDEO ONLINE
WWW.HISTEAM.COM

be wetcleanable due to the
dyes that may bleed. Other
types of trimming may also
have poor resistance to wet-
cleaning.

9) Garment construction.
A fully lined garment with
padding and interfacing may
not be wetcleanable if made
from silk, wool, acetate and
cotton. This is due to the fact
that the fabric cannot be
pressed or finished to resemble
the original state of the fabric.

10) Wedding gowns. Poly-
ester and nylon wedding
gowns pose no problem in
wetcleaning. Many silks also
pose no problem.

There are many wedding
gown fabrics that are not suit-
able for wetcleaning. This in-
cludes sized silks with
trimming, rayons and acetates.
The wetcleaning process can
remove the sizing and finish,
making it impossible to restore
the fabric to its original state.

The finishing agents used
by the drycleaner are usually
not the same as those applied
by the manufacturer. If the
wedding gown is intricately
trimmed, the refinishing
process can be long and te-
dious, making it cost prohibi-
tive.

Summary. The informa-
tion presented in this article
points out the fact that the wet-
cleaning percentage that is
possible depends upon the
type of fabrics received.

A cleaner that receives
mostly denims, khakis, shirts,
some simple wools, knits and
polyesters can probably ac-
complish 100% wetcleaning.

Those cleaners who re-
ceive more upscale work such
as lined rayons, silks and
wools have a greater limitation
of their wetcleaning capabili-
ties. The wetcleaning processes
that we have can not overturn
the limitations of fabric con-
struction, poor dyes and finish.

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 email at dan-
nyeisen39@gmail.com or
through his  website at

www.garmentanalysis.com.
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‘» Yy ol
rains transform.fields from plain,

to lovely wildflower-filled terrain.

~ Unknown

Sankosha USA Inc. | , s N
TOLL FREE: (888) 427-9120 » TEL: (847) 427-9120 | g

www.sankosha-inc.com - Evolution

of Excellence

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

quipment Sales
)

Spring into Action \/J\J
& Replace that Old Machine!

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

B&C Technologies HE-65 B&C DP Series Industrial Dryer

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. \ ‘
A

Financing Options Available

Hop into Savings... Give us a Call
for your New or Used Equipment,
Service and Parts Needs.

813-253-3191 » 239-288-9386
4304 Wallace Road, Lakeland, FL 33812
gcequipmentsales.com ¢ gcdeinc @yahoo.com

ol

wofl
KX
N

N
EASTER!
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Nominate Your Industry Hero
For DLI's Highest Honor:

oufAY (0]

DRYCLEANING & LAUNDRY
INSTITUTE INTERNATIONAL

Professionals in our industry make a positive impact on the lives of many people
everyday. DLI's Hall of Fame award program is designed to recognize some of
these individuals and thank them for their positive contributions.

DLI's Board of Directors invites you to
nominate inspirational industry professionals at
DLlonline.org/HoF

Nominations open April 1 -May 15

Membership not required to nominate or receive award

Recipients will be announced later in 2026

Open to all drycleaners, launderers, allied trades, consultants or any
professional involved in the drycleaning and laundry industry

® | earn more about the program and make a nomination at DLIonline.org/HoF

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

any of my service calls
involve leaking buck
valves — a common

issue that not only makes it dif-
ficult to achieve a high-quality
finished garment, but also re-
duces the lifespan of your
press pad and frustrates gar-
ment finishers.

Because this problem is
widespread, I am dedicating
this month'’s article to describ-
ing a basic adjustment that fre-
quently stops these costly and
annoying leaks.

To make this process easier
to understand, I will keep the
written instructions brief and
rely on an accompanying illus-
tration.

Caution: The area you will be
working in is going to be hot, so
wear glove.

Before beginning with
Step One, make sure to shut
off the steam and return lines.

Bleed the steam from the
press by closing the head and
pressing both the steam and
vacuum pedals until no more
steam escapes.

Open the head and step off
the pedals, then allow the
press to cool for about 10 to 20
minutes.

Once it has cooled, remove
the metal cover that encloses
the buck steam valve.

Next, spray the area indi-
cated in Step One (see illustra-
tion) with a penetrant, such as
Liquid Wrench, taking care not
to allow overspray to reach the
press pad.

Set up your wrenches as
depicted in the accompanying
illustration.

Use the top wrench to pre-
vent the valve body nut from
rotating while you loosen the
jam nut.

After loosening the jam
nut, screw it down approxi-
mately V2 inch.

Once these steps are com-
plete, open the shut-off valves
for both the steam and return
lines.

Then, follow the instruc-
tions in the illustration to fin-
ish the adjustment.

Afterward, clean the area
with a rag to remove any pen-
etrant and debris.

Finally, replace the metal
cover over the buck valve and
the adjustment is complete.

Should the problem per-
sist, wvisit our website at
www.EZTimers.com, then

ADJUSTING STEAM FLOW THROUGH A
TYPICAL AIR OPERATED BUCK VALVE

(©) BRUCE GROSSMAN 2026

STEP 1: Hold the VALVE BODY NUT with a 1/2"
open end counter wrenchthen break the JAM NUT
loose. Screw the JAM NUT down the valve body
about 1/2 inch to allow a range of adjustment.

BODY

NUT
N

JAM

NUT \

THE AREA AROUND THE BUCK VALVE WILL BE HOT SO
WEAR GLOVES

DO NOT DISTURB OR LOOSEN THIS NUT

CAUTION!

STEP 2: With the foot
switch off, adjust the steam
flow by screwing the
CYLINDER BODY
CLOCKWISE into the VALVE
BODY for a tighter seal,.

STEP 3: Step on the foot

CYLINDER switch and make sure the
BODY valve will open far enough to
provide the proper volume of
TIGHTER steam. If required screw
SEAL = P> the CYLINDER BODY
slightly out of the VALVE
<— MORE|  popy counter-
STEAM CLOCKWISE to achive the
[ desired volume of steam.

NOTE

Usually the CYLINDER BODY can be rotated without disconnecting the AIR SUPPLY LINE to the valve. If this is not
possible remove the AIR SUPPLY LINE by push the collar of the push in fitting towards the fitting, then pull the airline
away from the fitting. After an adjustment is made insert the air line and check the adjustment.

COLLAR

AIR LINE

You want no steam flow when
the foot switch is of f, and
proper flow when on. When
you are satisfied with the
adjustment, screw the JAM
NUT up to the VALVE
BODY NUT. and tighten, as
shown in STEP 1.

click the News & Articles sec-
tion in the header ribbon.

DO YOU HAVE A SEVEN

FIGURE BUSINESS

But Less than Six Figure Income?

MIM 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.

M{M Currently Has A Limited Number of

Available Memberships in Select Areas!

viM

METHODS FOR MANAGEMENT

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

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

www.MethodsForManagement.com

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

There, you can find the in-
depth article on leaking buck
valves.

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.

A new

REALSTAR KM218-C was purchased and installed by

Sun City Cleaners in Sun City, AZ. Pictured at the start-up were
Yong Pak (left) of JP Trading and Don Clayborn, owner of Sun

City Cleaners.
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EXPERIENCE THE

UNIPRESS.

ADVANTAGE!

Discover Superior Performance, Reliability, and Innovation

e Why Choose Unipress Over the Competition?
T Enhance your garment finishing operation with Unipress equipment-
engineered and built to outperform the competition consistently.

Model CT-2

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

SC-1 Steam Cabinet e Durability You Can Trust: Long lifespan and reduced maintenance.

e Easy-to-Use Controls: Staff work smarter—not harder.

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

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

Contact us today to learn how Unipress can elevate

your production quality and efficiency.

UNIPRESS .

Versaform V4
All-Purpose Tensioning Finisher

MADE IN USA ﬁ ré:l

Unipress Corp 3501 Queen Palm Drive o.Tampa, FL 33619 « 813-623-3731 Link dm
is a tariff-free zone WWW.unipresscorp.com Inke

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

at the Front Counter, Plant & Routes

» Heat Seal Presses « Permanent Barcode Clothing Labels
« EzLabelOff « EzLabelDispenser

Presses and Solutions for all Budgets
Best and Free Technical Support Forever
OSHA, UL, CE and TUV SUD

Safety Certified Presses

Very reliable, easy to fix and upgradeable
. Pre-printed Sequentially Numbered

Heat Seal Barcode Labels

Safely remove a permanent barcode
label with EzLabelOff

Lift a label off in numerical order

with EzLabelDispenser

GARMENT LABELING EXPERTS

EzProducts International, Inc.

To learn more, visit www.nationalclothesline.com/ads
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STEAM TRAP TESTER

STEAM TRAP TESTING MADE EASY

" ow A

L
SUcH

STOP PAYING TO HAUL
SEPARATOR WATER

REPLACE THAT ZEROWASTE
OR GALAXY

TEST PROCEDURES

‘TEST RESULTS
RED=FAULTY

ALTERNATING 0
RED=RERUMN TEST
PUSH END OF THE TEST
ADAPTER FIRWILY ONTO
THE STEM OF THE
PRESSURE SENSING
VALVE. WHEN SECURE
PRESS THE CONFIRM
BUTTON AND AWAIT
RESULT.

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

k1 - LEVEL

ELECTRONIC LEVEL CONTROL

/ N ow PUSHTOTEST
WATER

|l
S]l[N[\IDx

$795 | 1

*REQUIRES 24 VAG L
SOLENGID

EZ- LEVEL
‘f RAPIDLY BLINKING

RED
L INDICATES WATER
3 SOLENOID

£ 1S OPEN T00 LONG
; -PRESS

§ SWITGH T0 RESET
A

T

1

s

BLINKING
GREEN INDICATES
LEVEL I$ OK

EZ TINEAS www.eztimers.com
@uierscon

b7 e 702-376-6603 - uce@ertimer

E TINMERS

NMANUFACTURING

www.eztimers.com

702-376-6693 i '=

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

Route Pros will host May
leadership conference

Next month, the Route Pros will be
hosting its 2026 Spark and Start Lead-
ership Conference at Dublin Cleaners
in Columbus, OH.

The event, which
will take place form
May 12 to 14, will in-
clude several guest
speakers and will focus
on a theme of “GRIT:
Guts. Resilience. Initia-
tive. Thrive.”

Some of the guest
speakers will include
Chris White from America’s Best
Cleaners, Ryan Brown from Dublin
Cleaners, Donald Carlson, Jr. of Carl-
son Cleaners and Tweeds Custom
Suits, as well as James Peuster and Jen-
nifer Whitmarsh from the Route Pros.

Things will initially kick off on the
evening of Monday, May 11 when the
Heartland Fabricare Association (HFA)
host a meet and greet reception at 5
p-m.

On Tuesday, there will be a tour of
Dublin Cleaners that will begin at 1
p-m.

The educational sessions will
begin the following morning following
opening remarks at 8:50 a.m.

Program planned for the morning
include: “Ice-Dice Baby” at 9:10 a.m.,
“25 Years of GRIT to GREAT” at 10
a.m., and “Participant Rapid Fire” at
11:30 a.m.

7= (660) 660-2066

25 Years of Developing

Following lunch, there will be
“Speaker Spotlights” that feature Ryan
Brown at 1 p.m. and Chris White at 2
p-m. At 3:30 p.m., the
day’s programs conclude
with a GRIT Analysis.

On Thursday morn-
ing, the first program
will begin at 9 a.m. and
focus on the topic of
“From Front Counter to
CEO.”

At 10 a.m., there will
be a “Speaker Spotlight”
featuring Donald Carlson, followed by
“GRIT Mentorship: What It Truly
Means to Develop Your Business” at 11
a.m.

After lunch, the final two educa-
tional programs of the conference will
be “Leadership That Scales, Without
Headcount” at 1 p.m. and “The Final
Action” at 2 p.m.

The event is open to everyone in
the industry.

Registration costs $300 for Route
Pros members, and $200 for each addi-
tional attendee from the same member
company.

Non-members pay $450 each to at-
tend, and the cost is $300 for each ad-
ditional attendee from the same
company.

For more information or to regis-
ter, visit the Route Pros site online at
www.theroutepro.com.

Your People to Develop Your Business

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

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

Hiring The Route Pros is your best route to success when it

comes to:

v Route Development

Optimize efficiency, increase density, and

maximize profitability.

Leadership Training

Develop confident leaders who inspire accountability,

performance, and growth.

Customer Service Excellence
Turn everyday interactions into long-term customer loyalty.

v People Development

Because when your people grow, your business follows.

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

@ Call The Route Pros
www.theroutepro.com

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

DRY CLEANING EQUIPMENT

ATLANTA ¢ HOUSTON ¢ ESTABLISHED 1984

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

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

With two offices to serve you in Atlanta and Houston...

We got you covered.

. GOLD STANDARD" 800-875-4756
Atlanta Office: Houston 713-984-8833
50 Moreland Ave SE ¢ Atlanta, GA 30316 800-289-4756
Houston Office:
12647 Memorial Drive * Houston, TX 77024 gulfstatesd ryclean.com

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

To learn more, visit www.nationalclothesline.com/ads
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WE'LL MAKE SURE
THEYDON'T!

Most dry cleaners lose 30% of their customers every year.
Not because of quality. Not because of price.
Because they forget you exist.

BeCreative 360 helps make sure your customers don't.
Contact us today to find out how.

7 BeCreative

earn more, visit www.nationalclothesline.com/ads




RHI-STEAM

TIME TO UPGRADE YOUR PLANT?

Out with old presses
In with the new, fast, easy finishers!

f A
For: Hand-finished look,
Little or no touch-ups

SAM-451 for Laundry

e 30-40 shirts per hour
e Oversized (3XL) or undersized shirts
e All fabric, including microfiber and tuxedo shirts

SAM-451 for Dry Cleaning

Shirts

Blouses

Lab coats

Men’s & ladies’ jackets (suits and casual)
Dresses (up to 48” long)

o

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
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