
      In just two months, the 
Drycleaning and Laundry 
EXPO East will debut at the 
Gaylord Palms Resort Conven-
tion Center located in Kissim-
mee, FL. 
      The event, which takes 
place from June 7 to 9, will be 
the first of two special new 
EXPOs that will be hosted this 
year. 
      The second one, desig-
nated Drycleaning and Laun-
dry EXPO West, is scheduled 

to take place from Oct. 4 to 6 at 
the Horseshoe Hotel & Casino 
in Las Vegas, NV. 
      Both EXPOs are a product 
of four regional drycleaning 
associations working together 
in order to produce less, but 
better, shows — the South 
Eastern Fabricare Association 
(SEFA), the Pennsylanvia and 
Delaware Cleaners Association 
(PDCA), the California Clean-
ers Association (CCA) and the 
Southwest Drycleaners Associ-

ation (SDA). 
      DL EXPO East will kick off 
on the evening of Friday, June 
7, with a VIP Preview of the ex-
hibit floor from 6 to 8 p.m.  
      Then, during the following 
morning between 9 and 11 
a.m., attendees can enjoy a pair 
educational seminars. 
      The first will feature Hall 
of Fame Keynote Speaker 
Terry Brock, and his partner, 
Gina Carr, CEO of Stark Rav-
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Building a business network 
Actively growing and engaging with a network of profes-
sionals is an excellent way to make your business better. 
Measuring everything 
The more production numbers you track, the easier it is 
to find out what is wrong when the numbers don’t track. 
Coping with bad dyes 
You can still clean poorly dyed silk fabrics, though the 
methods you use should change considerably. 
10 truths about management 
Here is a good list of things you should always keep in 
mind when striving for proper workplace management.
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DLI will accept Hall of Fame 
nominations until May 15

DL EXPO East releases full schedule of events

      As of April 1 of this year, 
the Drycleaning and Laundry 
Institute (DLI) will begin ac-
cepting nominations for this 
year’s class of its new Hall of 
Fame Award, considered to the 
organization’s highest honor. 
      All drycleaning profession-
als are invited to nominate a 
candidate for the award; mem-
bership in DLI or any other or-
ganization is not required in 
order submit a nomination. 
The deadline for submissions 
will be May 15. 
      DLI established the Hall of 
Fame Award to recognize and 
acknowledge individuals who 
have contributed to the better-
ment of the drycleaning and 
laundry industry. Candidates 
could include industry pio-
neers, exceptional business 
leaders and community advo-

cates. DLI intends to shine a 
spotlight on individuals who 
have made a lasting positive 
impact on the industry. 

      Nomination forms are 
available by visiting them at 
DLIonline.org/HoF. 
      DLI’s Board of Directors 
will review all of the applica-
tions and have plans to an-
nounce this year’s recipients 
by mid-September. 
      “Professional drycleaning 
and laundry operators from all 
over the world contirubte to 
the betterment of our industry 
every day,” said DLI CEO 

Mary Scalco. “Our goal with 
the Hall of Fame is to recog-
nize 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 
our industry.” 
      All cleaning professionals, 
regardless of membership, are 
welcome to nominate industry 
professionals. In order to be el-
igible for nominations, candi-
dates must have a minimum of 
10 years of experience working 
in the drycleaning and laundry 
industry. 
      “The Hall of Fame Award 
aims to recognize and honor 
these remarkable individuals 
and businesses, whether they 
are visionary entrepreneurs 
who revolutionize the way we 

Staying on the fairway to success
As a longtime business-
minded journeyman, 
Glen Gould has been 
making professional 
connections since he 
started buying candy 
in bulk and reselling it 
to neighborhood kids 
for profit. Later, he 
was a golf professional 
for many years. These 
days, he is owner of 
Dry Cleaning Connec-
tion of Peachtree, GA, 
and a board member of 
the South Eastern Fab-
ricare Association. For 
the full profile of Glen, 
see page 6.

NCA board names 
Hargrove-Avery as 
executive director

       The National Cleaners 
Association (NCA) has offi-
cially appointed Dawn Har-
grove-Avery to the 
organiza-
tion’s posi-
tion of 
executive 
d i r e c t o r. 
Recently, 
Hargrove-
Avery has 
been serving as interim ex-
ecutive director following 
the passing of Nora Nealis 
in November. 
       NCA appointed her to 
the position full-time in late 
February. Her career in the 
drycleaning industry first 
began during her teenage 
years when she worked for 

her mother’s drycleaning 
business. That experience 
instilled in her a deep un-
derstanding of the indus-
try’s challenges and 
opportunities. Her educa-
tional background includes 
a B.S. in Technical Manage-
ment, along with certifica-
tions in social media, 
content management and 
artificial intelligence (AI) – 
giving here a broad skill set 
that spans both traditional 
business management and 
the digital domain. 
       Since officially joining 
NCA in May of 2010, Har-
grove-Avery has helped rev-
olutionize the association’s 
digital marketing strategies, 

Continued on page 8 Continued on page 8

Hargrove-Avery

Brock Miller KuehlCarrGould

June 7 to 9 
Gaylord Palms Resort 

Convention Center 
Kissimmee, FL

Continued on page 8
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Peace of Mind
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of our equipment, 

you become a part of the 
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And you get the 
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service plus

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

www.sankosha-inc.com
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At its core, the concept of neutrality is an honorable goal, but it is one that 
is very difficult to achieve and maintain. This is why it is so impressive that, for 
over five centuries now, Switzerland has epitomized neutrality. Scholars place 
the start of these efforts back to 1515, the same year 10,000 Swiss had lost their 
lives fighting France in the 16-hour Battle of Marignano. Out of the ashes of those 
heavy losses came the country’s steadfast devotion to remaining neutral, hoping 
to avoid such losses in the future.  

That is not to say, though, that remaining neutral doesn’t come with its own 
costs, as well. Even today, the country struggles with remaining sideless in the 
shadow of recent European conflicts. However, nobody can deny that 
Switzerland has long been synonymous with neutrality. 

In the business world, The Switzerland Structure alludes to a strategy of 
structuring your company so that it is not overly dependent on any one 
employee, customer or manufacturer. Thus, a business much more valuable 
because of this autonomy that gives it more flexibility. (For more on this topic, 
see Kermit Engh’s column on page 24.) 

While having a business follow The Switzerland Structure is certainly 
something that we recommend; we would like to encourage drycleaners to 
embrace this concept also when it comes to industry networking. 

Historically speaking, many drycleaners have taken the opposite approach. 
In the past, it often seemed like a majority of business owners preferred not to 
converse with other cleaners for fear that they may reveal any top secret 
information or trade secrets. This was understandable considering how 
competitive and crowded the drycleaning and laundry industries were at the 
turn of the century. However, this century has been less kind and the pandemic 
served as the last straw for many struggling cleaners. The number of operators 
in the industry has slimmed down, and those remaining are having no choice 
but to become more efficient, business savvy and willing to adapt their methods 
and services to fit the changing needs of their customers. 

More cleaners have also shifted away from isolationism tendencies and 
have become much more involved in industry groups and associations. After all, 
the idea of revealing the ingredients of your secret sauce is much less daunting 
once you realize just how many different secret sauces can lead to success. 

For Glen Gould, owner of Dry Cleaning Connection of Peachtree, GA — 
and this month’s profile (see page 6) — the secret sauce is always changing 
because, well, business conditions always seem to be changing. However, one 
precept has remained the same for his entire life: he has always benefitted from 
the power of networking and making connections. In many ways, he’s like the 
human embodiment of The Switzerland Structure. 

From his days selling candy to fellow neighborhood kids to working as a 
professional golf instructor for a decade, Gould has learned that you don’t know 
what you don’t know... unless you talk to someone who is in the know. As an 
example, he noted that he didn’t know about various drycleaning associations 
until he learned of them through his allied trades representatives.  

“That being said, I wouldn’t have made it through COVID if I wasn’t a 
member of DLI,” he said. “There’s no way I would have made it through COVID 
because I learned and found out so many things on those Zoom calls that I never 
would have had access to.” 

Today, he is a board member of the South Eastern Fabricare Association 
(SEFA) and he has some advice for the industry: “I would encourage anybody 
who’s a drycleaner to stop thinking like a drycleaner. We call our company a 
marketing company with a drycleaning problem. We’re not a drycleaning 
company with a marketing problem. I think you have to completely change the 
way you think.” 

So, for those who have always preferred isolationism, we encourage you to 
change the way you think and make more allies. Also, don’t be afraid to talk to 
your fellow cleaners. After all, you don’t know what you don’t know, but they 
might.

18 Bruce Grossman How do you stop press head valve 
leaks that wreak havoc with producing quality?

30 Classifieds
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When Glen Gould says 
drycleaning “is the most in-
teresting business I’ve ever 

been involved in,” he has quite a frame 
of reference for comparison. After all, 
his first business venture started at a 
very young age. 

    

“I used to go to the store across the 
street and buy bulk candy, and come 
back and sell it to the neighborhood 
and stuff like that... and I didn’t eat all 
of the profit,” recalled Glen, who cur-
rently owns Dry Cleaning Connection 
in Peachtree, GA, with his wife, 
Tammy.  

    

“For my first real job, I was 11 years 
old working for a catering company. 
The reason I ended up taking that job 
was my father died when I was nine,” 
he continued. “The guy who owned the 
catering company was a substitute 
teacher at our school. I think he kind of 
sensed that I needed some income and 
some male guidance, and he was kind 
enough to give me a job.” 

    

During his formative years, Glen 
worked at Dairy Queen, Wendy’s and 
was an assistant night manager at Taco 
Tico at 15 — though circumstances 
forced him to leave the job. Closing up 
and getting home at 3:30 a.m. wasn’t 
working out for him, so his brother, 
Scott, got him a job picking up golf 
balls on the driving range at the Stan-
dard Club in downtown Atlanta. 

    

Glen’s love of golf motivated him to 
learn the game intricately and he par-
layed that into a career as a golf profes-
sional for a decade — not to be 
confused with a professional golfer. 
“The professional golfers are the ones 
you see on TV who make a lot of 
money and the golf professionals are 
the ones who work at a country club 
and teach other people how to golf,” he 
explained. “I traveled across the coun-
try working at different country clubs, 
teaching golf and meeting amazing 
people.” 

    

Over the years, Glen taught golf in-
struction to many extremely successful 
people, such as Robert Half of the busi-
ness consulting firm of the same name, 
and he also worked several years as an 
assistant to Texas professional golfer 
Rex Baxter. 
 

A fter that experience, Glen found 
himself “needing to be success-
ful somewhere else.” After sell-

ing cars for a short while, he applied for 
and earned a spot on a nine-person ros-
ter of salespeople designated to bring 
the British sporting equipment brand 
Slazenger back to the U.S. golf industry. 

    

He loved that job and succeeded 
well for about four years, but realized 
it was time to look for another oppor-
tunity when his sales territory was 
greatly reduced. So, he joined his 
brother, Scott, who owned a company 
in Atlanta that sold janitorial supplies 
across the country. In time, that busi-
ness expanded to include contracting 
for the cleaning work, as well. 

    

“It was a very, very cutthroat busi-
ness,” Glen said. “We had one em-
ployee who went to work for a 
competitor and they ended up really 
putting us in a really tough spot and we 

ended up selling out to them. When we 
did that, we moved to Florida and we 
went to work for them for two years. 
After that, we picked up 167 K-Mart 
stores in our own business and that’s 
one of my favorite stories.” 

    

Gould had scrambled from Punta 
Gorda to Tallahassee for a last-minute 
face-to-face meeting with a K-Mart rep-

resentative who agreed to let him clean 
30 stores starting in 30 days. There was 
just a few problems. 

    

“I had no money. I had no equip-
ment. I had no employees, but I had a 
contract,” he laughed. “And, before we 
started the contract, I picked up an-
other 30 stores in Atlanta.” 

    

Using a vast network of business 
connections, it all came together and 
the business kept picking up more K-
Mart store contracts.  

    

“It was a very exciting time. Before 
long, we have over 160 K-Mart stores. 
Of course, the bad news about that is K-
Mart filed for bankruptcy. And so, at 
that point, we decided we didn’t like 
people anymore,” Glen laughed. 
 

Needing to be successful some-
where else, the two brothers 
bought a coin laundromat that 

took in drycleaning. 

    

“My brother wisely found a Dry 
Cleaning to Your Door franchise that 
was in the same general vicinity and 
we bought it, too,” Glen said. 

    

When an opportunity came along to 
buy a drycleaning business, the broth-
ers sold their Dry Cleaning to Your 
Door franchise in order to pay the clos-
ing costs and finance it. The name of 
the business was LaFrance Cleaners 
and Scott still owns it today. 

    

At that time, the Goulds knew noth-
ing of drycleaning so they began mak-
ing more connections and learning the 
craft. Then, in 2004, Hurricane Charlie 
hit. The company was “at ground zero” 
and took in a lot of water damage. 

    

Then, they learned a costly lesson. 
“We took in just a ton of cleaning from 
people after the hurricane and thought, 
‘No need to worry. The insurance com-
pany is going to pay us for all of this,’” 
Glen explained. “Well, after six months, 
nobody cared about the clothes they 
used to have. They bought new stuff and 
nobody came to get their clothes. We 
cleaned a whole lot of stuff for nothing.” 

    

Over the years, though, Glen became 
more embedded in the business com-
munity and local chambers of com-
merce. He used that experience to 
become the vice president of the Noo-
nan Coweta Chamber in Atlanta when 
he and his wife moved there in 2010. 
That same year, Glen and Tammy also 
launched Dry Cleaning Connection. 

When they started Dry Clean-
ing Connection, Glen and 
Tammy had decided they 

never wanted a physical plant; they 
wanted to keep the delivery-only 
model. Also, they never wanted to  
work on Fridays again. 

    

“That was what we thought we 
we’re going to do,” Glen laughed. 
“Then we look into how to market this 
thing and everybody tells you, ‘You’re 
number one marketing day is Friday.’ 
So, I guess that’s out the window.” 

    

By 2018, Dry Cleaning Connection 
had grown its routes considerably and 
the cleaning plant that handled their 
work was stretched pretty thin. 

    

“He decided to raise some prices 
and we didn’t think we could live with 
that, so my brother had decommis-
sioned a plant in Florida. We’d never 
built a plant before, but he shipped me 
the equipment and said he’d get us up 
and running in two to three weeks,” 
Glen recalled. “It took us nine months.” 

    

The plant opened in June of 2019 
and managed to be fully staffed by 
early the following year, just before the 
pandemic. By that time, the company 
also added a new drop store that didn’t 
go quite as originally planned. 

    

“In March of that year, the landlord, 
who was in the Chevron station next to 
us, told a black customer: ‘I hate dealing 
with you people,’” Glen said. “The next 
day we had Black Lives Matter protests 
out in front of our building... for three 
weeks. We finally just walked away. We 
were still doing strong business, but we 
polled our black customers and asked 
them a very simple question: ‘Do we 
look like we are associated with them?’ The 
majority said, ‘Well, we know you, but 
if we didn’t, we’d probably think 
you’re like them.’” 

    

Despite all of his original intentions 
when opening the business, Glen has 
learned to adopt a new strategy he 
learned from Jason Loeb, the owner of 
Sudsie’s Cleaners in Florida. 

    

“They have a saying that their oper-
ating procedure is COP — change of 
plans — and we live by that, too. I think 
there’s some truth to that,” Glen began. 
“It’s like that old Mike Tyson saying, 
‘Everybody’s got a plan until they get 
punched in the mouth.’ If you’re not hav-
ing problems, you’re probably not try-
ing hard enough.” 

When he’s not dealing with is-
sues at his business, Glen 
serves on the board of direc-

tors for the South Eastern Fabricare As-
sociation (SEFA) and he also works as 
a business consultant and public 
speaker (www.glengould.net). 

    

When those in this industry press 
him for advice, he tells them to stop 
thinking like a drycleaner. 

    

“We call our company a marketing 
company with a drycleaning problem. 
We’re not a drycleaning company with 
a marketing problem,” he explained. “I 
think you’ve got to completely change 
from what has worked in the past.” 

    

“The idea of putting out coupons 
and hoping people walk in your door 
— you can’t wait for them to come to 
you. You’re going to have to go to 
them,” he added. “I just really encour-
age people to turn their business up-
side down.” 

    

It all begins by changing the way 
you approach a problem. One of Glen’s 
mentors — Earl Nightingale — gave 
him excellent advice that he continues 
to follow today. 

    

“Earl used to talk about how, when-
ever he had a problem, he would hang 
it on a hook mentally and walk all the 
way around it,” Glen noted. “I know 
that sounds odd, but if you think about 
it, the only way to really look at some-
thing differently is to look at it from all 
angles — from upside down, from the 
bottom and all the way around it.” 

    

Sometimes that helps when events 
transpire that end up inspiring you to 
look for success somewhere else. Hope-
fully, Glen will not be going on to an-
other profession anytime soon, though 
he’d very likely excel at it. After all, 
good opportunities come to those who 
keep growing their social network. 

    

“Every lucky thing I’ve had happen 
in my life has been from connecting 
with somebody who helped me con-
nect with somebody,” he said. “Net-
working has worked for me.”
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Your 24-hour salesperson
who never takes a day off.
Experience the ultimate in reputation management with the #1 AI-powered program! 

Our solution seamlessly converts website visitors into valuable leads, engages in real-time live 
chat with customers, and harnesses the power of AI to promptly respond to inquiries.

Elevate your online presence and customer interactions with our cutting-edge platform.

Hello. 
Do you offer Free Pick Up and Delivery?

Yes, we do. You can sign up for our
convenient pickup and delivery service or
get more more information by
clicking here:
account.mydrycleaner.com/#/signup

AI Automated Chat Bot

Future Client

Future Client

Perfect. Signed up and 
placed order.

My Dry Cleaner (feedback request sent after order was delivered)

Thank you for choosing My Dry Cleaner. 
We hope you had a great experience. 
Please provide your feedback by clicking
the link: https://cx.page/60mksj 
Text STOP to unsubscribe  

Learn more about how our AI features work 
within Webchat and ReviewMyDryCleaner.

Join BeCreative360 for our free webinar on 
Wednesday, April 24th at 10:00 a.m. PT.

scan to join webinar

becreative360.com/webinar/
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To learn more, visit
ALWilson.com

or call 800-526-1188
 A. L. WILSON CHEMICAL CO.

Become a STAIN WIZARD at ALWilson.com

PPORTUNITY
every ink stain is an

Since stain removal matters to your customers,
each stain is an opportunity to impress them.  

InkGo is the effective and safe way to remove ink 
stains from all types of fabric - including acetates. 

Use it to remove adhesives, too.

It's eco-friendly... California compliant, 
chlorinated-solvent and NPE free, biodegradable 

and non-combustible.  And since InkGo is 
user-friendly and odor-free, it's pleasant to work with.

Use InkGo to deliver stain-free cleaning.       
You'll build your reputation for quality 

 – and keep customers coming back.

think about drycleaning, un-
sung heroes whose tireless 
work ensures the smooth oper-
ation of countless companies, 
or innovative minds who have 
propelled our industry into the 
future,” emphasized DLI Pres-
ident Kathy Benzinger. “Their 
impact cannot be overstated.” 
      Once submissions are 
sorted through, the new Hall 
of Fame inductees will join the 
inaugural eight recipients who 
currently comprise the ranks of 
its membership — all of whom 
were previous awarded the as-
sociation’s Diamond Achieve-
ment Award over a 25-year 
period. Those individuals in-
clude: Barney Deden, retired 
drycleaner in Omaha, NE; Stan 
Golomb, founder of The 
Golomb Group in Chicago, IL; 
Chris Edwards of A Cleaner 
World in High Point, NC; Jeff 
Miller of Miller’s Fine 
Drycleaning in Hendersonville, 
NC; Sid Tuchman of Tuchman 
Training Systems in San Fran-
cisco, CA; Don Fawcett of De-
pendable Cleaners in Quincy, 
MA; Milt Chortkoff of Milt & 
Edie’s Drycleaning in Burbank, 
CA; and Walter “Bell” Buster of 
Bell Laundry and Cleaners of 
Spartanburg, SC. 
      The 2024 recipients of the 
DLI Hall of Fame Award will 
be recognized at an industry 
event later this year. For more 
information about the DLI Hall 
of Fame Award or to make a 
nomination, visit them at  
DLIonline.org/HoF. 

DLI begins 
accepting 

nominations
for HoF

Continued from page 1

DL EXPOs East releases full schedule

enhancing member engage-
ment and driving significant 
growth. In her new role, she 
plans to leverage advance-
ments in AI and digital tools to 
innovate NCA’s services.  
       “I am deeply honored to 
lead the NCA and build upon 
a strong foundation that we 
have in place,” she explained. 
“The future of the drycleaning 
industry is bright and I am 
committed to introducing in-
novative solutions that will 
benefit our members and the 
industry at large. Together, we 
will navigate the challenges 
ahead and seize the opportuni-
ties that lie ahead in this new 
era of drycleaning.” 
       For more information visit 
www.nca-i.com. 

NCA names 
Hargrove-Avery 

as executive 
director

Continued from page 1

ing Entrepreneurs, who will at-
tempt to demystify the ever-
evolving world of artificial 
intelligence and show how it 
can be leveraged for a much 
better marketing impact. 
      That program will be fol-
lowed by another one from 

Glen Gould, owner of Dry 
Cleaning Connection in 
Peachtree, GA (and also the 
topic of this month’s profile ar-
ticle on page 6).  
      He will explore the various 
dynamics of team building and 
explain how you can use en-
thusiasm-based leadership to 

increase employee perform-
ance. 
      Another pair of speakers 
will be featured on Sunday 
morning, as well. Economist 
Chris Kuehl of Armada Corpo-
rate Intelligence will discuss 
some of the current economic 
trends and forecast what op-
portunities will lie ahead for 
business owners. Also speak-
ing will be Dan Miller, CEO of 
Mulberry’s. As the author of 
four published novels, Miller 
will discuss “From Laundry to 
Literature” and explore the se-
crets to success in realizing 
your goals and achieving your 
dreams. 
      The exhibit hall will be 
open from 11 a.m. to 5: 30 p.m. 
on Saturday, and from 10 a.m. 
to 3:00 p.m. on Sunday. 
      Hotel accommodations are 

available at the Gaylord Palms 
Resort in Kissimmee, FL. Dis-
counted room rates ranging 
from $229 to $304 per night, 
depending on amenities.  
      To take advantage of these 
rates, visit www.dlexpo.org, 
then choose DL EXPO East. 
      Four months following DL 
EXPO East, attendees will have 
the chance to attend the debut 
of DL EXPO West in October at 
the Horseshoe Hotel & Casino 
in Las Vegas, NV.  
      Hotel accommodations are 
already available  by visiting 
the official site. Go to 
www.DLExpo.org and clicking 
on the portal for EXPO West.

Continued from page 1

The Gaylord Palms Resort and Convention Center in 
Kissimmee, FL, will be the host site for the DL EXPO 
East coming up in two months.
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Our Automation Systems will help you
do more - with less!

Are you short-handed?

Reliable Affordable Available
Simple design 

along with 
great customer 
service. Keep it 

simple!

Provides the 
best return on 

investment.

Made in the 
USA. Delivery 
available in as 

little as 2 weeks.

501-420-1682
garmentmanagement.com

24 7EXPRESS
Dry Clean at Your Convenience
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Imagine you’re facing a 
critical business chal-
lenge. Your boiler breaks 

down, and it won’t be fixed 
for at least a week; or, new 
labor regulations emerge, 
shifting the playing field. 
Feeling isolated? Don’t be. 
The answer might lie in a 
network you haven’t fully 
leveraged. 

    

In today’s hyper-compet-
itive landscape, strong con-
nections are more than just 
friendly faces; they are a 
strategic advantage. 

    

For years, I, like many 
business owners, struggled 
to see the value in industry 
associations... the Dryclean-
ing and Laundry Institute 
(DLI), state and regional 
groups, and even cost 
groups — they all felt like 
pointless expenses. 

    

But then, in 2019, some-
thing shifted. The Southwest 
Drycleaning Association 
(SDA) held a conference in 
Tulsa, OK, and asked me to 
help facilitate the weekend’s 
events. 

    

During that short confer-

ence, I made a few new con-
nections that would later 
become an important part of 
my now much larger 
drycleaning network. 

    

This month, we’ll delve 
into the power of building a 
robust business network, 
forging transformational re-
lationships, and actively en-
gaging with trade 
associations. 

    

Throughout my nearly 
two decades in the 
drycleaning industry, I’ve 
witnessed firsthand how 
these connections can pro-
pel a business forward. 

    

While I’ve always valued 
my local network, it wasn’t 
until I expanded my reach 
through SDA that I truly 
tapped into the vast poten-

tial of the industry. No busi-
ness owner should be iso-
lated, burdened by the 
pressures of running their 
company alone. 

    

Instead, surround your-
self with a network of peo-
ple you can count on in both 
good times and bad. 

    

Some of these relation-
ships are obvious, like your 
local equipment dealer, 
community banker, and 
chemical representative. But 
other relationships may not 
be so apparent, like partner-
ing with a local competitor 
during a crisis, say, when 
your boiler goes down. 
       There are two types of 
business relationships: 
transactional and transfor-
mational. Transactional re-

lationships are fleeting; they 
can crumble in times of 
hardship because they are 
based solely on money. 
However, when you build 

your network on a founda-
tion of trust, honesty, and 
loyalty, you form a bond 
that endures. 
       These transformational 
relationships seek to build 
long-term value for both 
parties. 
       For example, during 
COVID, there was a period 
when hangers were scarce. 
Many cleaners found them-
selves out of inventory, 
struggling with a distribu-
tor unable to fulfill orders. 
Meanwhile, other cleaners, 
like myself, never ran out of 
this crucial supply. What 
was the difference? 
       The cleaners whose 
supplier relationship was 
purely transactional — 
based on buying products at 
the cheapest price — found 
themselves in a weak posi-
tion when supply suddenly 
dried up. 
       In contrast, drycleaners 
who had formed strong re-
lationships with their sup-
pliers, buying products 
based on long-term value, 
never faced such issues. 
       Ron Rogers of Intex 
Distributing said, “During 
COVID and the supply 
chain issues, many 
drycleaners reached out for 
the first time, desperate to 
buy hangers. Unfortunately, 
I couldn’t help everyone be-
cause I had a duty to take 
care of my loyal customers 
first.” 
       So, when suppliers had 
to prioritize who would re-
ceive limited hanger sup-
plies, there was only one 
clear choice. Long-term, 
loyal customers who con-
ducted business fairly were 
the ones who got the hang-
ers first. 
       In every business trans-
action, the most successful 
operators strive to create 

real long-term value for all 
parties involved; it’s a two-
way street. 
       As you reflect on your 
operation and business rela-
tionships, ask yourself this: 
Are my relationships trans-
actional or transforma-
tional? 

Actively Engage with Your 
Network 

      Every business profes-
sional, myself included, can 
benefit from expanding the 
size and diversity of their 
network. That’s where get-
ting involved with DLI and 
your state/regional associa-
tion becomes crucial. 
      Like many, I used to 
view our industry associa-
tions as offering limited 
value. Once you’ve com-
pleted their training 
courses, on the surface, they 
might not seem to offer 
much more. 
      Sure, they organize the 
Clean Show, and we’ve all 
used TABs to educate staff 
and customers, but it isn’t 
essential. Nonetheless, like 
everything in life, you only 
get out of it what you put 
in. 
      This past weekend, I at-
tended the joint SDA/SEFA 
conference in New Orleans. 
I had the opportunity to 
connect with cleaners from 
across the country. The fea-
tured speakers delivered 
powerful messages and 
fresh perspectives on the in-
dustry’s future. 
      One of the biggest take-
aways from the weekend 
was the palpable energy. It 
filled the entire room, and 
everyone was optimistic 
about their business and the 
direction of the industry. 
However, simply attending 
these events isn’t enough; 
you have to connect, truly 
connect, with the people in 
the room. 
      So, how do you make 
connections in a room filled 
with over 100 drycleaners 
and industry leaders with 
decades of experience? 
Here’s the secret: everyone 
in the room is looking for 
the same thing: connection. 
All you have to do is ask the 
first question. 
      Break the ice, introduce 
yourself, and find ways to 

How transformational are your relationships?

TURNAROUND TIME
BY JOHN ROTHROCK          

No business owner should be isolated, burdened by the 
pressures of running their company alone. Instead, 

surround yourself with a network of people you can 
count on in both good times and bad.

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

Continued on page 12
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ST-9200

This is TUNNEL VISION

Sankosha’s PRESS-FREE FINISHER©

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

www.sankosha-inc.com

• High Productivity and High Finishing Quality 

• Low Energy Consumption 

• Flexible Layout Matching Your Floor Plan 

• Removes Wrinkles and Dries 

• Low Speed Mode:  160 pieces/hour  

• Medium Speed Mode:  250 pieces/hour  

• High Speed Mode:  380 pieces/hour

This is VISION!
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John Rothrock 
How transformational are your relationships?
build a transformational re-
lationship. Then, take the 
initiative and invite them to 
join you for lunch or dinner. 
It’s really that simple. 
      Now, I understand 
many drycleaners are un-
derstaffed, forcing some 
owners to wear multiple 
hats while working open to 
close. So, traveling to indus-
try events might seem like a 
distant dream. 
      The good news is, you 
can still expand your net-
work virtually. DLI offers 
weekly Zoom calls — a fan-
tastic platform for connect-
ing with fellow drycleaners, 
big and small. 

      Born out of the need to 
connect during COVID, 

these digital meetups have 
become lively and open dis-
cussions. If you’ve partici-
pated before and found 
them underwhelming, I en-
courage you to give them 
another try. 
      The topics change 
weekly, so if one isn’t of in-

terest, the next one very 
likely will be valuable. 

      Even if you just jump on 
to listen, you’ll likely get 
drawn into the conversa-
tion. Better yet, ask a ques-
tion to spark discussion. 

Building Your Network 

       I hope by sharing my 
personal journey and high-

lighting the importance of 
building a strong network 

in the drycleaning industry, 
I’ve inspired you to take ac-
tion. But, how do you trans-
late this knowledge into 
practice? 
       The answer is simple: 
Get involved with DLI and 
your state/regional associa-
tion. DLI membership auto-

matically grants you mem-
bership in your state or re-
gional association, which 
gives you a powerful two-
fold advantage at no addi-
tional cost. Here’s what 
membership offers: 

       • Networking opportu-
nities. Connect with fellow 
drycleaners from across the 
country at local, regional, 
and national conferences. 

      • Educational resources. 
Gain access to industry best 
practices, training pro-
grams, and informative 
publications. 

       • Advocacy. DLI lobbies 
for legislation that benefits 
the dry cleaning industry. 

       • Supplier connections. 
Network with reputable 
suppliers and distributors 
who understand your spe-
cific needs and care about 
our industry. 

       • Sense of community. 
Find support, share chal-
lenges, and celebrate suc-
cesses with colleagues who 
share your passion for the 
industry. 

       Don’t wait another day 
to unlock the potential of 
your network. 
       Visit DLI online at 
DLIonline.org to learn more 
about all of the membership 
benefits, upcoming events, 
and how to connect with 
other drycleaning profes-
sionals. 
       By joining DLI and your 
state association, you will be 
taking a significant step to-
wards building a robust net-
work of transformational 
relationships that can help 
propel your business for-
ward. 
       Remember, in today’s 
competitive landscape, con-
nection is not a luxury — 
it’s a necessity. 

 

John Rothrock, a University 

of Oklahoma alumnus and 

Certified Garment Care Pro-

fessional (CGCP), leads Yale 

Cleaners in Tulsa, Oklahoma. 

John is passionate about ex-

ceeding customer expecta-

tions and innovation in the 

drycleaning industry. His ex-

pertise extends beyond gar-

ment care, with a viral video 

educating viewers on the 

drycleaning process. Cur-

rently, he leverages his in-

dustry knowledge by serving 

as the second vice president 

of the Southwest Dryclean-

ing Association (SDA).

Continued from page 10

Find support, share challenges, and celebrate 
successes with colleagues who share your passion 
for the industry. Don’t wait another day to unlock 

the potential of your network.

To learn more, visit www.nationalclothesline.com/ads
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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 vreed@mfmi.com or call 402-690-0066 

www.MethodsForManagement.com

UNLOCK SUCCESS WITH
Methods for Management
BUREAU MEMBERSHIP

AWGS gathers at 
Dublin Cleaners

      Members of the Associa-
tion of Wedding Gown Spe-
cialists (AWGS) met recently in 
Dublin, OH, to tour Dublin 
Cleaners, owned and managed 
by the Butler family, and to lis-
ten to a variety of seminars 
and socialize.  
      Guests at the event heard 
from digital marketing special-
ist and AI expert Kristina Stub-
blefirld, and Emily Rochotte, a 
social media manager whose 
specialty is TikTok content. 
      A highlight of the meeting 
was the presentation of the 
13th annual Jack Barth Memo-
rial Award of Excellence. Initi-
ated by Linda Stokes-Barth in 
remembrance of her late hus-
band and his achievements in 
the drycleaning industry, the 
award recognizes an AWGS 
member for advancement, pro-
motion, and development of 
industry standards for wed-
ding gown care and for out-
standing contributions and 
service to the association and 
its members. 
      This year’s honoree, was 
Nadine Rana of Style & Grace 
Cleaners in Toronto, Ontario. 
Her parents, Neville and Grace 
Mungal, joined AWGS in 1991, 

and Rana and her brother Don 
Mungal (of Drape Master) are 
currently second-generation 
owners. Rana has presided 
over rebranding her company 
from multiple names to the 
new designation Style & Grace 
Cleaners. 
      As she noted, “Our goal at 
Style & Grace is to take the 
term ‘Take you to the cleaners’ 
and turn it on its head, leaving 
you with a positive experience, 
polished product, and conven-
ient service.” 
      Other speakers at the event 
included Jim Gilligan of Snedi-
cor’s in Howell, MI, as well as 
Gary Fine of Parkers Custom 
Clothing Care in Toronto, On-
tario, and Mickey Goldberg of 
One Local. 
      Retiring president Kermit 
Engh of Fahion Cleaners in 
Omaha, NE, presided over the 
installation of officers: incom-
ing president Kyle Matthews 
of Janet Davis Cleaners in 
Berkeley, MI; vice president 
Gary Fine of Parkers Custom 
Clothing Care in Toronto, ON; 
and secretary-treasurer 
Rhonda Wernick of Oakwood 
the Greener Cleaners in 
Nashville TN.
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Less is MORE!!
SC-1 STEAM CABINET

Designed & 
Manufactured 

 in The USA
3501 Queen Palm Drive • Tampa, FL 33619 • 813-623-3731 

www.unipresscorp.com 

Compared to the traditional 
  Steam Tunnel... 
   • Less Space (Only 25% of a No Press Tunnel)  

   • Less Weight (Only 25% of a No Press Tunnel)  

   • Less Price $$$ (Only 25% of a No Press Tunnel) 

   • Less Moving Parts - Simple Design 

   • Less Ambient Heat 

   • Less Energy Consumption

SC-1 
Steam Cabinet 

Steam Cabinet is Ideal for Current Fabrics & Fashion

More Production - Over 300 pcs/hr... 
(20%-80% More than No Press Tunnel) 

Designated 5 Hook Slots per Cycle 

To learn more, visit www.nationalclothesline.com/ads
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H ere’s an easy repair 
you can do yourself 
to reduce the cost of 

production and utilities 
while helping to keep your 
employees happy. 

       

While on service calls, I 
observe presses with head 
valves leaking steam in al-
most every plant I visit. 
This type of leak annoys the 
presser and significantly in-
creases the time that is re-
quired to produce a quality 
garment. 

       

It’s a good idea to have 
the parts and tools handy 
before beginning the proce-
dure (See Tools and Parts in 
illustration). 
       With the head closed, 
slide a couple of hangars 
over the end of the head, 
then open it. Hangars will 
retain the position of the 
head to facilitate the repair 
(see Step 1 in illustration). 
       Before performing fur-
ther repairs, use a large-
bladed screwdriver to stop 
the leak — try screwing the 
screw plug into the valve 

handle (See Step 2 in illus-
tration)  
       Please note, on some valve 
handles, there is an allen screw 
retaining the plug that needs to 
be loosened first. 
       If the valve leaks steam, 
shut off the steam and re-
turn valves, then close and 
lock the head. 
       Then, press down the 
head steam valve while si-
multaneously stepping on 
the buck steam and vacuum 
valve pedals to bleed off 

any remaining steam pres-
sure. 
       Unscrew the plug from 
the valve handle and re-
move the spring from the 
head valve. Needle-nosed 
pliers are helpful for this 
task. 
       If the spring is broken, 
it’s usually a slam dunk that 
was the problem; if not, it 
could be a bad valve disk. 
Whether the spring is bro-
ken or not, if you have a 
spare, replace the spring. 
       Drop the new spring 
into the valve handle and 

get the lower end centered 
in the screw hole.  
       Lift the valve handle up 
all the way, and, using the 
large-bladed screwdriver, 
forcefully push the screw 
plug down into the 
threaded hole while rotat-
ing clockwise. 
       You may need someone 
to hold the handle up for 
you as you push down on 
the screw plug (See Step 3 in 
illustration). In cases where 
an allen screw is present, 
tighten it. 
       After screwing the plug 
into the handle until it 
stops, back the screw back 
out three-fourths of a turn 
and open the steam and re-
turn valves and wait about 
five minutes for the press to 
heat up again. You should 
be good to go. 
       If the valve still leaks, 
the valve disk is likely at 
fault and must be replaced, 
which will be a topic for a 
future article. 
       Well, that’s it for this 
month. Look for a down-
loadable PDF file of this ar-
ticle to be available on my 
website located online at 
www.fixit-academy.net where 
even an amateur can learn 
to make their own equip-
ment repairs. 
 
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.

BY BRUCE GROSSMAN

PAGE 18 / NATIONAL CLOTHESLINE / APRIL, 2024

WRENCH WORKS
How to stop press head valve leaks

If the spring is broken, it’s usually a 
slam dunk that was the problem; if not, 

it could be a bad valve disk. Whether 
the spring is broken or not, if you have 

a spare, replace the spring.

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

CURRY CLEANERS of Sa-
vannah, GA, recently pur-
chased a new Realstar 
KM218-C drycleaning ma-
chine. Owner John Curry 
(right) is pictured with Mike 
Yancy of DC Sales.
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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.  

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.

12647 Memorial Drive • Houston, TX 77024 
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M  any managers have 
heard this and it is 
difficult to argue 

with. It makes perfect sense, 
but what is hard to under-
stand is that few managers 
live by this golden rule. 

   

If you need to be con-
vinced that you can’t man-
age something if you don’t 
measure it, consider this: 
You want to improve the 
productivity (shirts pressed 
per hour) off your shirt unit. 
You consider it to be a prob-
lem primarily because you 
aren’t getting orders com-
pleted on time. 

   

Your drivers wait every 
afternoon for the shirt de-
partment. Perhaps you bark 
at the pressers in the shirt 
department. 

   

You aren’t measuring any-
thing, but you feel certain 
that if you press shirts more 
quickly, your problem will 
disappear. This seems logi-
cal, but it is inconclusive. 

   

This is called a correlation 
between x and y (x = poor 
production and y = delivery 
delays). The problem with a 

correlation is that you don’t 
have all of the facts. 

   

Does x cause y? Or, does y 
cause x? Or, is it another 
factor — z — that is the cul-
prit? The conventional wis-
dom is that poor production 
breeds delivery delays be-
cause it is “simple, conven-
ient, comfortable and 
comforting — though not nec-
essarily true.” 

   

We correlate poor produc-
tion with delivery delays (x 
causes y), but this is wrong. 
Perhaps z is the cause, but 
what does z equal? The only 
way to know is to have been 
measuring it. 

   

Maybe your delivery de-
lays have nothing to do 

with pressing productivity 
at all. It is possible that the 
inspection/assembly arena 
is a disaster; shirts get 
pressed quickly, but then 
they go into the black hole 
that is the assembly area. 

   

It’s possible that pressing 
productivity exceeds your 
expectation and because of 
that, your inspection/as-
sembly area is over-

whelmed. That suggests 
that your barking about 
poor production may be 
causing the delivery delays! 

   

Maybe the problem is the 
person scanning barcodes. 
They are too slow. Or, 
maybe it isn’t the scanner 
(person) but rather the scan-

ning device. 

   

Switching gears, if the 
drycleaning isn’t getting out 
promptly, you may assume 
that pressing productivity is 
the culprit.  

   

Measuring everything 
would have shown you that 
you can only clean 50 
pounds per hour, but you 
have pressing equipment 
that can easily press twice 

that. Big problem. 

   

The pressers know that 
they do not produce at max-
imum speed because they 
learned a long time ago that 
if they pressed clothes at 
their optimum rate, they 
would run out in 30 min-
utes. 

   

They may not be able to 
tell you, precisely, that you 
can only clean half as fast as 
they can press, but they 
know it in their hearts. 

   

You should be the answer 
man. Measure everything! I 
was working for a client in 
Oregon years ago and I was 
asked to look at one of his 
other businesses. I didn’t 
know anything about this 
business — it was a delivery 
service. However, I under-
stand business and produc-
tivity and goal-setting. 

   

One of the first things that 
I did was measure the time 
that the trucks went out. 
Something about it didn’t 
seem right: three vans, 
sparsely loaded, out for 8 
hours. 

   

I knew that I didn’t have a 
clue about the geography. 
It’s possible that the drivers 
had hundreds of miles to 
cover. I didn’t ask ques-
tions. I felt certain that if I 
did, the answers would be 
inaccurate. 

   

I asked the manager to 
look into driver/delivery 
time. It turns out that one of 
the drivers would come to 
work, load his truck and 
then go back home for 3 
hours. He would then head 
out to begin his route after 

lunch! 

   

I mentioned to a client 
that I was suspicious about 
a presser that did starch 
pants and BDUs. This em-
ployee had been clocked in 
for four hours and had only 
pressed 20 pieces (I know 
this because I measured it). 
I was clear about my dissat-
isfaction with this produc-
tivity rate. 

   

“It’s noon and this guy has 
been here since 8:00 a.m. This is 
not acceptable!” 

   

The owner corrected me 
by saying that this presser 
only gets in at 11 a.m. I 
showed him the time card 
report that showed him 
clocked in at 8 a.m. Every 
day. 

   

It turns out that someone 
in collusion with this dis-
honest employee would 
clock him in every morning 
at 8 a.m. She was caught on 
video. They were both ter-
minated that day, of course. 
But, the real lesson is that 
you can’t manage anything 
that you don’t measure! 

   

Measure everything! Even 
if you have no clue what the 
standard should be. And 
when you have no clue, it is 
amazing what you learn in 
24 hours. 

   

I have numerous exam-
ples of measuring some-
thing for which there is no 
previously established 
benchmark, but learning 
within a day, that one day 
the cost is double what it is 
on the other day. Measure 
everything and then go 
from there. Management 
will get much easier be-
cause undesirable statistics 
will be your manager ’s call 
to action! 
 
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. The Tail-
wind web site is at 
www.tailwind systems.com.
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SHIRT TALES BY DON DESROSIERS                    
If you do not measure it, you cannot manage it

Measuring everything would have shown you that you can 
only clean 50 pounds per hour, but you have pressing 

equipment that can easily press twice that. Big problem. The 
pressers know that they do not produce at maximum speed 
because they learned a long time ago that if they pressed at 

their optimum rate, they would run out in 30 minutes.

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



 ONLY AVAILABLE THROUGH AUTHORIZED DISTRIBUTORS

DON’T WAIT  
To Change Out Your 

PADS or COVERS
When your pads get burned out, garment pressing 

becomes difficult and results suffer. With a simple change to 
Air World products, your pressing quality 

 immediately goes up. 

Air World, Inc.     |     201.831.0700     |     info@airworldpads.com     |     airworldpads.com

AIR WORLD PRODUCTS

LAST LONGER
AIR WORLD PRODUCTS

SAVE YOU MONEY
AIR WORLD PRODUCTS

IMPROVE RESULTS

COLLAR & CUFF
 •  FEWER BROKEN BUTTONS  
 •  LESS TOUCH UPS
 •  FASTER DRYING TIME

PRESS PADS
 •  LASTS 50% LONGER
 •  BREATHES BETTER
 •  MORE HEAT-RESISTANT

GRID PLATES
 •  MOLDED FOR A PERFECT FIT
 •  HIGH-TEMP COVER
 •  ALL SIZES AVAILABLE

AIR WORLD PADS & COVERS

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

S ilk continues to be a 
troublesome fabric for 
many drycleaners. In-

dependent Garment Analy-
sis Service receives many 
silk garments ranging from 
color loss due to oxidation 
and spotting procedures. 

       

The dye choice of the 
manufacturer and its appli-
cation determines the fast-
ness of the dye. Poorly 
dyed silk fabrics can still be 
processed, but the inspec-
tions, spotting and cleaning 
methods must be changed. 

Inspection 

       If you go into a retail 
store and examine silk gar-
ments on the rack, it will 
enlighten you to the extent 
that fading can occur. Just 
compare unexposed areas 
to exposed areas such as on 
the shoulder. 
       The same inspection 
should be done at the 
counter. Examine for discol-
orations on the underarm 
area as well as weak areas. 
Silk fabrics are highly sensi-
tive to chloride salts found 
in deodorants and perspira-
tion. 

Safe spotting techniques 

       Flushing. Always place 
an absorbent towel under 
the fabric when flushing 
with the steam gun. 

       This will prevent dye 
transfer and indicate the 
stability of the dye to water 
and wetside agents. 
       If you flush into a 
screened area, the wet area 
of the silk will not indicate 
dye loss until it is dry. If 
dye transfer occurs readily, 
the method of stain removal 
must be modified. 
       Lubrication. If dyes are 
stable to flush, the garment 
is placed on a towel and a 
neutral lubricant is applied. 
Tamp the area with a soft 
spotting brush and note the 

stability of dye. 
       digesters. If dyes are de-
termined to be weak, the 
safest spotting agent avail-
able is a powdered enzyme. 

This is good for protein and 
albuminous stains as well 
as some tannin stains. 
       Alkali in protein formu-
las will bleed dyes on silk. 
Liquid enzymes have lubri-
cants in their composition 
and require extensive flush-
ing, which is not quite as 
safe. 
To use powdered enzymes 
put ½ teaspoon of digester 
in a pint of warm water 
(100 to 120°F). 
       Add a teaspoon of glyc-
erin or neutral lubricant for 
better penetration and also 

keep the area wet.  
       Place this mixture on 
stained area for 20 minutes 
before flushing. This 
method is considered to be 

as safe as just applying 
plain water. 
       Tannin stains. Most tan-
nin formulas are safe to 
dyes on silk. If the lubrica-
tion tends to bleed the dye 
when mechanical action is 
applied, use a chemical ac-
tion of the tannin formula.  
       Apply to stain and heat 
with a steam gun and then 
flush. Acetic acid can also 
be used for chemical action. 
       Test oxalic and rust re-
mover which are generally 
safe to the dyes on silk. 
       Protein and albuminous 
stains. Refer to the section 
on digesters. 
       Bleaching. Last traces of 
staining can usually be re-
moved with a mild hydro-
gen peroxide. This is the 
only neutral-based bleach 
available. 
       Sodium perborate and 
sodium percarbonate are al-
kaline in nature and will 
discolor silk dyes. Although 
testing is required before 
using peroxide, it is gener-
ally safe. 
       Apply hydrogen perox-
ide with a q-tip and allow it 
to be exposed to the air for 
20 minutes. Then, flush and 
repeat the method if it has 
been showing results. 
       Feathering. Many clean-
ers are adept at feathering 
by flushing the area and 
force drying the wet area 
from the outside toward the 
center. 
       The only problem with 
this method is that the 
forced drying can remove 
dye from the silk garment 
as well as chafing the yarns. 
       I would rather use the 
method of steaming the 
outside area of the ring and 
wiping the wet area with a 
towel so it blends into the 
dry area. 
       This is the safest and 

most efficient way of feath-
ering a silk fabric. 
       Leveling agents. Difficult 
feathering can be avoided 
by applying a leveling 
agent.  
       Drycleaners should seek 
from their supplier a tannin 
and enzyme-based protein 
formula with a built-in lev-
eling agent. 
       This means that after 
spotting, the area can be 
feathered or just hung to 
dry and then recleaned. 
       dryside stains. I would 
rather use a mild oily type 
paint remover than a strong 
one. 
       You can judge the 
strength by the color of the 
paint remover. The light 
colored paint removers are 
mild while the darker ones 
are stronger. 
       The problem with oily 
type paint remover is that 
water present in the paint 
remover will activate the al-
cohol that is present in its 
composition, causing color 
loss. 
       Oily type paint remover 
should also be used with 
amyl acetate which aids in 
dryside stain removal as 
well as diluting the 
strength. 
       drycleaning poorly dyes 
silk. The routine dryclean-
ing process should not af-
fect dyes on silk. If 
moisture is present, the 
dyes will bleed and dis-
color. 
       The problem I have ob-
served in my consultations 
is that a small load of silk is 
subjected to the same 
amount of soap injection as 
a large load. 
       Detergent is injected 
based on the amount of sol-
vent in the wheel rather 
than garment weight. 
       Batch injection deter-
gents contain a great deal of 
moisture, and small silk 
loads subjected to that 
moisture can bleed and dis-
color.

How to handle poorly dyed silk fabrics

The problem I have observed in my consultations is    
that a small load of silk is subjected to the same   

amount of soap injection as a large load.  Detergent   
is injected based on the amount of solvent in the 

wheel rather than garment weight.

Dan Eisen, former chief gar-
ment analyst for the National 
Cleaners Association, can be 
reached at (772) 579-5044, or 
by e-mail at 
dannyeisen39@gmail.com or 
through his website at 
www.garmentanalysis.com.
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O  ne of the eight factors 
that impact your 
company’s value is 

something the team at The 
value Builder SystemTM 
refers to as “The Switzerland 
Structure,” which empha-
sizes the importance of busi-
ness independence. 

    

Supplier dependency 
comes in many flavors, but 
the most pernicious is a de-
pendency on a single mar-
keting supplier for sales 
leads, such as a dominant e-
commerce site or social 
media platform. This also 
applies to having a primary 
single supplier for your 
poly/hangers/chemicals. 

    

Due to the changes in the 
industry, many of us have a 
single supplier. And if they 
close, as I have witnessed, 
you are in a world of hurt. 

Six Ways Supplier              
dependency Cuts Your value 

       Amazon, for instance, is 
a prime example where 
businesses heavily invest to 
gain market access and visi-
bility. However, dependence 

on a single sales platform 
like Amazon can devalue a 
business in the eyes of in-
vestors or acquirers for sev-
eral reasons: 

       1) Increased Risk Expo-
sure. Reliance solely on one 
platform exposes a business 
to the risks of sudden policy, 
fee, or algorithm changes. 
The platform’s negative al-
terations could significantly 
impact the business’s sales 
and profitability. 

       2) Lack of diversifica-
tion. Overdependence on a 
single channel is perceived 
as vulnerability, while a di-
versified sales approach 
suggests resilience and 
adaptability, appealing to in-
vestors and acquirers. This 
is why operators have diver-
sified into restoration, 

Airbnb work, hotel valet, 
home cleaning, fluff/fold 
and routes. 

       3) Limited Growth Po-
tential. Exclusive reliance on 

one platform can restrict a 
company’s growth opportu-
nities. Investors typically 
favor businesses with multi-
ple channels for growth. 
Being bound to one platform 
can limit a business’s poten-
tial for expansion. 
       4) Brand and Customer 
Relationship Limitations. 
Operating primarily through 
a third-party platform may 
lead to limited customer in-
teraction, hindering the de-
velopment of a strong brand 
identity and customer loy-
alty, both highly valued by 
investors. 
       Pay great attention to 

the POS system and any in-
tegrated marketing com-
pany you use. Measure the 
results you are getting, 
which is not easy. 

       5) Negotiating Power 
and Autonomy. Dependence 
on a platform like Amazon 
can reduce control over cru-
cial business aspects, such as 
pricing and customer serv-
ice. Investors may view this 
lack of autonomy as a strate-
gic weakness. 
       6) Perception of Innova-
tion and Independence. 
Businesses demonstrating 
innovation and independ-
ence are often more attrac-
tive to investors. 
Over-reliance on a single 
platform can create an im-
pression of a lack of these 
qualities. 

Improving Your Score on the 
Switzerland Structure 

       Chad Maghielse’s com-
pany, Pets Are Kids Too, 
originated with a simple 
spray to help improve his 
dog’s breath, and it swiftly 
expanded to over $2 million 
in sales with a 35% profit 
margin within three years, 
relying solely on Amazon. 
       Recognizing the risks of 
this dependence on the e-
commerce giant, Maghielse 
embarked on a path of sup-
plier diversification. 
       He expanded to another 
e-commerce platform, 
Chewy.com, and launched 
his own online store. 
       This strategy reduced 
Amazon’s share of his sales 
to 65%, while Chewy and his 
store contributed 30% and 
5%, respectively. This strate-
gic shift resulted in a signif-
icant reduction in his 
business’s platform risk and 
an increase in its appeal to 
potential buyers. 
       Thanks partly to 
Maghielse’s diversification 
strategy, Pets Are Kids Too 
was acquired in a deal val-
ued at three times its 
EBITDA, with a substantial 
portion paid upfront. 
Maghielse’s journey high-
lights the critical insight that 

diversification shields 
against market volatility and 
enhances a business’s over-
all value. 

Embracing the Mentality 
of the Swiss 

       Reducing reliance on a 
single marketing supplier 
bolsters your company’s 
market resilience and no-
tably increases its value. 
       Adopting a Swiss-style 
mindset, which values inde-
pendence and strategic au-
tonomy, is more than a 
tactical move; it is a key 
strategy for achieving sus-
tainable growth and boost-
ing your business’s value in 
the long run. 
       The Switzerland Struc-
ture is a vital blueprint for 
cultivating business re-
silience and independence 
in an ever-evolving market 
landscape. By diversifying 
marketing suppliers and 
sales channels, companies 
mitigate risks and enhance 
their appeal to potential in-
vestors and acquirers. 
       The journey of Pets Are 
Kids Too, under Chad 
Maghielse’s guidance, exem-
plifies the transformative 
power of strategic diversifi-
cation. 
       This approach safe-
guards against the erratic 
nature of market giants like 
Amazon and paves the way 
for sustainable growth and 
increased business valua-
tion. 
       Embracing the Swiss-
style mentality of independ-
ence and strategic autonomy 
is not merely a defensive 
tactic; it is an essential strat-
egy for any business aiming 
to thrive and maintain its 
relevance in a competitive 
landscape.

How the Switzerland Structure boosts value
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BUILDING VALUE
BY KERMIT ENGH               

Kermit Engh has been an 
owner/operator in the dryclean-
ing industry for over 30 years 
and has been a Methods for 
Management member for over 
27 years. His positions as man-
aging partner of MfM and as a 
Certified Value Builders Coach 
allow him to share his extensive 
background in strategic plan-
ning, finance, process improve-
ment, packaging and branding, 
employee training programs, 
profitability, cost analysis, acqui-
sition analysis and succession 
planning. To find out more about 
how Kermit can help you maxi-
mize the value of your business, 
contact him at 
kengh@mfmi.com.

Investors typically favor businesses with multiple 
channels for growth opportunities. Being bound to one 
platform can limit a business’s potential for expansion.
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I started my law firm in 
1988 after practicing with 
three other firms. The 

first two were large law 
firms and the third was a 
moderately-sized outfit 
where I was a “partner.” 

      

I quit the first firm, even 
though I was one of the ris-
ing stars there, because my 
department chair was accu-
rately described by one of 
his partners as “an insect, a 
subhuman.”  

      

He was nasty, duplici-
tous and generally despica-
ble, but for nearly three 
years he gave me great op-
portunities and experience. 
When he decided I might be 
a threat to his control over 
the labor department, he 
turned on me. I quit to go to 
another firm. 

      

The second law firm was 
stodgier, but the labor de-
partment there was congen-
ial. The department chair 
was larger than life, and I 
was his favorite associate 
until his favorite partner 
plagiarized an article for a 
seminar I was doing with 
him. [The author of the arti-

cle happened to be at the 
seminar — talk about bad 
luck.].  

      

I would not cover up the 
problem, so the department 
chair turned on me. He tried 

to fire me, but the other 
partners would not let him, 
so he found other ways to 
retaliate.  

      

I quit a few months after 
his favorite partner, the pla-
giarizer, was fired. I have 
since become friends with 
the true author of the article. 

      

My last firm before I 
started this one was my fa-
vorite of the three, but as my 
practice grew, I realized that 
the senior partners were un-
willing to make room for me 
at the higher echelons.  

      

It was then I decided I 
could not continue to work 
for anyone other than my-
self. It’s been 36 years and I 
have never regretted the de-
cision. 

      

In those 36 years, we 
have had to fire some folks, 
and we have had people 
quit — lawyers and staff —
who we would have wanted 
to remain. 

      

One lesson I have 
learned is that employees 
rarely, if ever, warn they are 
thinking of leaving. You 
have to look for signs and 
they are not always there.  

      

I also believe that if the 
employee had discussed his 
or her concerns prior to look-
ing elsewhere for employ-

ment, someone might have 
kept a good employee or ad-
dressed some serious con-
cerns that might have 
caused other good people to 
leave. 

      

I know it has become a 
cliché, but communication is 
the key to preventing most 
problems. If you are not 
talking to your employees, 
and more importantly... lis-
tening to your employees, 
you will be blindsided by 
unexpected resignations, 
lawsuits, and, in really bad 
cases, unionization.  

      

With respect to union-
ization, I have stated for 
years that the principal rea-
son why employees union-
ize is not wages, but 
hostility towards manage-
ment. And, how does that 
hostility come about? Usu-
ally, it’s lack of communica-
tion. 

      

The second largest cause 
of unionization is fear and 
anxiety about the direction 
the company is going, an-
other problem that might be 
solved by communication. 

      

If you want to keep good 
employees from quitting, 
bad employees from bring-
ing lawsuits, and all your 
employees from seeking 
union representation, you 
need to think about what 
the philosophy of your 
workplace should be. 

      

While this is not Plato or 
Aristotle, here are some of 
my thoughts on workplace 
management philosophy: 

      

1) Talk to your employ-
ees. 

      

2) Listen to your em-
ployees. 

      

3) Recognize and reward 
good work. 

      

4) Poor work is recog-
nized, remedied if possible, 
and addressed with disci-
plinary action if necessary, 
without undue delay. 

      

5) Supervisors are 
trained on the law and the 
company’s workplace phi-
losophy. 

      

6) Always do the right 
thing. In cases where that is 
not possible, do the best 
thing you can and communi-
cate the reasons to those em-
ployees affected. 

      

7) If an employee identi-
fies a problem, fix it. 

      

8) If an employee needs 
to be disciplined, have the 
courage to do it. 

      

9) Acknowledge the 
problems, even if it reflects 
badly on the business. Fix 
them. 

      

10) No one is indispen-
sable, including the owner. 
As Charles de Gaulle said:  
“Cemeteries are filled with in-
dispensable men.” 

      

I am sure you can come 
up with many more maxims 
that reflect your philosophy, 
but this is a start. 

      

Running a good work-
place requires a little effort.  
But, running a bad work-
place takes even more effort 
to contain and address the 
damage. Run a good work-
place.

If you want to keep good employees from quitting, 
bad employees from bringing lawsuits and all your 
employees from seeking union representation, you 
need to think about what the philosophy of your 

workplace should be.

KEEP IT LEGAL BY FRANK KOLLMAN
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Ten things to do for workplace management

Frank Kollman is a partner in the 
law firm of Kollman & Saucier, 
PA, in Baltimore, MD. He can be 
reached by phone at (410) 727-
4300 or fax (410) 727-4391. His 
firm’s web site can be found at 
www.kollmanlaw.com. It has ar-
ticles, sample policies, news and 
other information on em-
ployee/employer relations.
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NBC/UNIVERSAL STUDIOS of Orlando, FL, recently pur-
chased a Union HL-890. Anthony Jordan (left) of Gulf Coast 
Equipment Sales is pictured with Mike O’Brien of Universal.



OPTIONAL PROGRAMS:

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

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

• Curbside Ordering
• Point of Sale Systems

Recommendations, Solutions 
& Integrations

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

Snap, Checks and more

Next Day Funding with  
weekend settlement

Rates as low as .05%*

REDUCE YOUR CREDIT CARD  
PROCESSING FEES

�  FREE Credit Card Terminal Placement Wireless/Landline/High-Speed/Dial-Up

�  Easy setup (with no setup fees and quick approvals)

�  Seamless integration with your current POS
�  $295** towards your early termination fee (if you have one) with your current processor
�  Access to Payments Hub - our secure, online merchant portal
�  Free paper**

GROW YOUR BUSINESS.  PARTNER WITH NAB TODAY!

866.481.4604
© 2022 North American Bancard, LLC (NAB). All rights reserved. NAB is a registered ISO of BMO Harris Bank N.A., Chicago, IL, 

Citizens Bank N.A., Providence, RI, The Bancorp Bank, Philadelphia, PA, and First Fresno Bank, Fresno CA. American Express may 

require separate approval. *Durbin regulated Check Card percentage rate. A per transaction fee will also apply. **Some restrictions 

apply. This advertisement is sponsored by an ISO of North American Bancard. Apple Pay is a trademark of Apple.

WWW.NYNAB.COM

INTEGRATE
WITH YOUR POS

with
4G / Wi昀 STANDARD

TERMINAL

SMART TERMINAL

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

FREE TERMINAL PLACEMENT OPTIONS
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Professional Help without
Breaking the Bank!

Get experienced consulting via

telephone or Zoom for a low,

low cost. Get help with Shirts,

Production, Cost-cutting, logis-

tics, garment management

with barcodes and a host of

other issues with one of the

most experienced voices in the

industry, Don Desrosiers!  All for a low,

low Hourly rate!  No travel cost, no

other consulting fees, no hidden costs.

Discounts for recurring subscriptions.

References available,  This has worked

very well for those that have used this

service!  Low cost...Big return!

Go to www.tailwindsystems.com for more details

Call 508.965.3163 to book a session or for more details

Tailwind.don@me.com to book a session or for more details

Contactless Automation 
at the Front Counter, Plant & Routes

• Heat Seal Presses • Permanent Barcode Clothing Labels 
• EzLabelOff • EzLabelDispenser

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

TToll Free 877oll Free 877.906..906.18181818  wwwwww..ezpi.usezpi.us

The Ultimate Heat Seal Machine 
Call Toll Free 877.906.1818

• Presses and Solutions for all Budgets

• Best and Free Technical Support Forever

• OSHA, UL, CE and TÜV SÜD 

 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
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JUNE 7-9, 2024

Sponsored by South Eastern 
Fabricare Association

SCHEDULE & SPEAKERS

 REGISTRATION IS 

OPEN 
& FREE 
www.dlexpo.org 

Terry Brock 
Stark Raving Entrepreneurs 
 
Topic:  The EverEvolving World of 
Ar琀ficial Intelligence 

Gina Carr 
CEO of Stark Raving Entrepreneurs 
 
Topic:  The EverEvolving World of 
Ar琀ficial Intelligence 

Dan Miller 
CEO of Mulberry’s 
 
Topic:  From Laundry to Literature 

Glen Gould 
Drycleaning Connec琀on 
 
Topic:  The Dynamics of Team 
Building and Using EnthusiasmBased 
Leadership to Increase Performance 

Chris Kuehl 
Armada Corporate Intelligence 
 
Topic:  Explore the Current Trends and 
Forecast What Lies Ahead as We Strive 
to Take Advantage of the Opportuni琀es 
That Lie Ahead 

Saturday, June 8 
11:00 am  5:30 pm 

Sunday, June 9 
10:00 am  3:00 pm

Visit www.dlexpo.org for additional details.

Things To Do

Friday, June 7 
VIP Preview • 6:00 pm  8:00 pm 

 FULL EQUIPMENT SHOW 
COMPUTERS • SUPPLIES • DRY CLEANING MACHINES  

SEE FINISHING EQUIPMENT LIVE!

HOTEL INFORMATION

 Resort & Convention Center 
6000 W. Osceola Parkway • Kissimmee, FL 34746 

 
8773503236 • 4075860000 

Single or Double $229.00 
 

Must mention DryCleaning & Laundry Expo East

• Fine Dining 
   & Casual Restaurants 
• Relâche Spa & Salon 

• Relâche Fitness Center 
• Cypress Springs Water Park 
   & Resort Pools

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

1-800-568-7768 
CLEANERSUPPLY.COM 

OVER 20,000 
PRODUCTS 
 IN-STOCK.

GREAT PRICES.  
FAST DELIVERY.

Newhouse Specialty
Company, Inc.

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

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

High quality products for Drycleaners
and Garment Manufacturers.

Serving our customers since 1946.

Equipment 
and Supplies 

Market Place
Business Opportunities

Sell Your Drycleaner 
New Jersey 

Pennsylvania 
Delaware 

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

broker@patriotbusinessadvisors.com 
patriotbusinessadvisors.com

Catalogs

Plant 
Design

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

Position 
Available

DRYCLEANING & LAUNDRY EQUIPMENT PARTS
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Index of Advertisers

INDEPENDENT 
GARMENT ANALYSIS®

274 NW Toscane Trail  
Port Saint Lucie, FL 34986

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

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

Reweaving 
Services

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

QUALITY REBUILT  
EQUIPMENT 

Specializing in the 
Classics of Forenta and 
Ajax Presses and some 

hard to find parts 

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

www.mosena.com

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

at www.nationalclothesline.com/ads

Training & 
Education 

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

Waste Water 
Evaporator

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

Help Wanted

Railex Conveyor Corp is looking for 
manufactures agents to represent our 
products across the USA. All territori-
ties are available. If interested, please 
call (516) 983-6527 and ask for 
Richard.

Drycleaning business and building 
for sale. Established in 1947. Building 
includes living quarters upstairs. Staff 
is well trained with a specialized clien-
tele, located in Philadelphia, PA. Call 
609-605-7552 for more information.   
                                                     4/24
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POSITION AVAILABLE: Spotter 
(Scottsdale, AZ) Nationally/Internation-
ally recognized high-priced couture 
dry cleaner seeks technically skilled 
spotter for “dry clean only” garments. 
Another spotter handles all other gar-
ments/households. Over 12 dry clean 
& wet clean machines available. Our 
normal turnaround is ONE WEEK. Sig-
nificant compensation package. For 
full job description, minimum qualifica-
tions, compensation, benefits, etc. 
email stu@ravefabricare.com.     4/24Part-time rep needed (Florida): 

Fabritec International seeking sales & 
service rep for drycleaning/laundry 
products in Florida. Commission-
based with expenses paid. Perfect op-
portunity for a retiree wanting to stay 
active in the industry or for a rep to add 
a chemical line to your portfolio. Con-
tact Jeff at 859-781-8200. Experience 
highly preferred.                           4/24

       •  Buy    
      •  Sell   
      •  Hire  

in the classifieds  
To place your 

classified ad, call 
(215) 830-8467.



1-800-220-0630 • www.firbimaticusa.com

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