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    In a year marred by several cancelled 
conventions and meetings due to the novel 
coronavirus, the first 2020 Leadership Fo-
rum program was a change of pace. The 
online event, hosted by America’s Best 
Cleaners, featured a panel of six industry 
leaders: Sasha Ablitt, owner and CEO of 
Ablitt’s Fine Cleaners and Launderers; Rich 
Fitzpatrick, vice president of Kreussler, 
Inc.; Dave Troemel, partner and marketing 
director at BeCreative360; Tom Beidle, 
general manager of Spot Business Systems; 
and Wesley Nelson, president of Sankosha 
USA. 
    The event was moderated by Chris 
White, executive director for ABC, who 
noted, “This event is open to all. We want 
to be as inclusive as we possibly can with 
everyone.” 
    Catherine McCann, operations director 
for ABC, explained the impetus for the 
event. “Our intent is to provide a better 
sense of connection to our industry leaders 
and to find inspiration and guidance from 
them.” 
    The first session of the six-part series 
was an attempt to both inspire and com-
miserate — ironic considering quarantine 
conditions of the past several months — 
but it was also a chance to see that the 
allied trades in the industry are in the same 
struggling boat. 

    Each panelist brought a different per-
spective about the handling of their com-
panies during the pandemic. Ablitt’s 

drycleaning business had to reduce hours 
and adapt by offering to make custom 
masks. Customers could bring in an old, 
favorite t-shirt and the business would de-
sign a face mask to their specifications. 
     “We were in a time of such uncertainly 
and upheaval and everyone has been so 

afraid,” Ablitt noted. She also felt that her 
transparent style of servant leadership con-
tributed to her company’s survival. “We 

came together because everybody recog-
nized that we had to stay in business if they 
were going to save their jobs.” 
     For Spot Business Systems, it was a 
challenge to work together, remotely. That 
meant relying on Microsoft Teams to keep 
engaged. Spot also made a point to reach 

out to customers. “We had to make a lot of 
pivots,” noted Tom Beidle.  
    His company reacted to the crisis by 
communicating with their customers on an-
other level. “We were really in tune — from 
a customer’s perspective — on what they 
really needed,” Beidle emphasized. 
    Drycleaners who asked their customers 
what they wanted at this time were given 
plenty of answers: household goods, 
pickup/delivery service, wash-dry-fold, etc. 
Allied trade companies responded to help 
cleaners meet those needs. Marketing com-
pany BeCreative360 kept it simple. 
Troemel said, “Our customers have some 
really great ideas. We take their ideas and 
develop them into a project they can use.” 
    As a chemical company, Kreussler, Inc., 
focussed on helping drycleaners inform 
their customers on the effectiveness of their 
cleaning methods. “We have a large re-
source of knowledge within our company 
— over 100 years of research from our 
company’s activities. We wanted to make 
sure we supplied that information to our 
clients in the industry as best we could,” 
Fitzpatrick explained. 
     As for the equipment manufacturing 
wing of the industry, less demand meant 
more space was needed — and not that of 
the social distance variety. “When things 

Industry speaks in unified voice 
against FTC care label ban

Three associations team up for Fall Fest EXPO
     Next month, drycleaners will have an 
opportunity to take a “deep dive into the 
future of the fabricare industry” as the 
North East Fabricare Association (NEFA), 
the Pennsylvania and Delaware Cleaners 
Association (PDCA) and the South Eastern 
Fabricare Association (SEFA) will work in 
concert to present Fall Fest EXPO Week. 
     The virtual event, which will run from 
Nov. 9 to 13, should be virtually cancel-
proof. The weeklong schedule will feature 
online workshops, demonstrations and pre-
sentations designed to focus on a different 
aspect of a drycleaning business each day.  
     “We are really excited about this new 

program,” said Peter Blake, executive di-
rector for NEFA and SEFA. “We have de-
veloped a comprehensive schedule that will 
e n c o m p a s s 
training for 
each facet of 
your business. 
Each day we 
will focus on a 
different seg-
ment of the 
plant including 
owner /man-
ager topics, customer service, route devel-
opment, production staff, and more.” 

     Already, the Fall Fest EXPO Develop-
ment Committee announced a partial slate 
of presenters with many notable industry 

experts. Partic-
ipants will in-
clude: Beth Z 
(Your Nerdy 
Best Friend), 
e c o n o m i s t 
Chris Kuehl 
(Armada Cor-
porate Intelli-
gence), Trudy 

Adams (Blue Egg Consulting), James 
Peuster and Mark Albrecht (The Route 

Pros), and more. 
     The price should be considerably less 
than attending a physical convention be-
cause of a lack of travel-related costs. The 
per-plant registration fee is $359 for mem-
bers and $599 for non-members (which in-
cludes a three-month Silver Membership 
with DLI). The registration fee includes ac-
cess to the entire week-long schedule of 
events as well as all of the recording ses-
sions for three months after the event. 
     “This is an incredible opportunity and I 
can’t wait,” noted Larry Fish, president of 
NEFA, “I always attended NEFA’s Fall 

Continued on page 8

    The Federal Trade Commission (FTC) Care Label 
Rule reached another pivotal point recently as the 
deadline lapsed for submitting public comments in 
response to the agency’s consideration of cancelling 
the dictum that has been in place for 49 years. 
    In just over a month, the number of public com-
ments jumped from 14 to 237 on Sept. 21, the date 
of the deadline. Most of the comments were from 
drycleaners overwhelmingly in favor of the FTC 
keeping the Care Label Rule in place. A few asked 
for the agency to improve, rather than remove, care 
labels. Other commenters recommended removing 
text and utilizing symbols only. 
   Judging by the comments, the drycleaning industry 
utilizes the tags “routinely,” though some cleaners 
might have opted for different verbiage. Carolyn 
Trienbenbach of Pegasus Cleaners noted that the 
care label instructions were her “Bible!” 

    For drycleaners, the rule has become a necessity. 
As Christopher Spaeth of Comet Cleaners in New 
Braunfels, TX, explained: “Since garment designers 
and manufacturers are the only people who know 
what types of fabrics are used in garments they con-
struct and sell, it is incumbent upon them to share 
safe handling instructions. Without a care label my 
employees will not be able to guarantee safe handling 
of items that customers bring to my business.” 
    The Drycleaning and Laundry Institute also of-
fered their opinion on the matter, emphasizing to the 
FTC that their thoughts were “submitted on behalf 
of the more than 6,000 U.S. fabricare specialists that 
are members of the Institute.” CEO Mary Scalco, 
who authored the letter, described the care instruc-
tions as “invaluable.” 
   “There are no benefits to the professional fabricare 

America’s Best Cleaners’ first Leadership Forum on Sept. 16 pooled together 
industry leaders from Sankosha USA, Spot Business Systems, Kreussler, Inc., 
BeCreative360 and Ablitt’s Fine Cleaners and Launders. The next one is 
planned for Oct. 14 at 4 p.m. EST.

EXPO
WITNESS THE FUTURE

FALL

Continued on page 8 

Continued on page 8

Why are your prices so high? 
Peter Blake asks: How prepared is your staff for this 
loaded question? 

Benefits of being essential 
Drycleaners need to reap the benefits of being labeled 
essential services, notes James Peuster. 

When boilers go bad 
Bruce Grossman offers troubleshooting tips for when 
your boiler decides to stop working properly. 

Changing with change 
We are overly attached to the status quo, notes Don 
Desrosiers, when we should be adapting.
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A message from the publishers 
Many years ago, we were surprised when the person who answered our Philadelphia-area ad for editorial help was a guy 

who had just arrived from Iowa. It took us about five minutes to realize that he was superbly competent, so we hired him on the 
spot. It was one of the best decisions we ever made. 

Hal Horning is a first class reporter and an excellent writer. He has helped shape National Clothesline into the publication 
it is today. Beyond that, he fully embraced the world of drycleaning and was a source of information for all of the rules, 
regulations and dramas we faced. Throughout our industry, people turned to him to answer their drycleaning-related questions. 
He helped set up and moderated the Fabricare Forum to help cleaners share ideas and opinions. 

Hal is a quiet person with a wonderful sense of humor. We are going to miss his presence in our office. We wish him lots 
of pleasure in his retirement, enjoying more time with his wonderful wife, Lucia, his kids and grandchildren, watching baseball 
games and playing his banjo. 

We must also share our pleasure in celebrating the promotion of Chris Pollay to editor. Chris has been working with Hal 
for over twenty years and shares the same passion for the industry. — Carol and Leslie 

His watch has ended 
American novelist Thomas Wolfe once aptly summed up the writing process by saying, “Writing is easy. Just put a sheet 

of paper in the typewriter and start bleeding.” 
Granted, the technology has greatly improved since the early 20th Century, but the bleeding aspect remains unchanged, at 

least, if you want to become a good writer. Make no mistake, for over 35 years Hal Horning has done a lot of bleeding for the 
drycleaning industry, writing and editing the news for this publication. It is a position that he has performed with perseveration, 
integrity and a dry wit that has certainly made this editorial page fun to read every month. Essentially, he has watched over and 
chronicled the story of this industry exceptionally, month in, month out, without fail — for the past 390+ months. 

But, now his watch is ending. 
I am happy for him. I hope his future is full of free time spent with family and the Philadelphia Phillies Of course, I also 

forsee a future where I will wish he was back in the newsroom. Working side by side with him for over two decades, I can’t 
think of a better mentor or partner in print. I knew next to nothing about drycleaning during my first issue (October 1999), but I 
remember Hal had a calming effect on me that helped instill me with confidence. By that time, he had seen everything 
(probably twice) and he knew full well that the publishing of a single newspaper issue could turn into an epic battle against the 
agents of punctuation, chaos and time constraints. That just meant it was the third week of the month. He also knew that, even 
when he ended the battle victorious (against all odds), it only meant experiencing the briefest of reprieves before that infernal 
realization: Time to work on the next issue. 

Over the years, I had a ringside seat for the monthly battle to beat the deadline and learned that an editor is one who 
wears many hats... writer, grammar guru, skilled spellchecker, fact finder, relentless researcher... but most of all, an editor acts 
as a safety net that filters out all that is unnecessary, unhelpful or untrue so only the relevant remains for the reader.  

It was a role that Hal played with unparalleled aplomb, and luckily, I had the opportuntity to learn from the best. Now, I 
will carry the torch, knowing I must try to remain true to the same principles that he has incorporated into this publication over 
a lifetime of hard work. First, however, I wish to tip my hat to the man who has worn so many himself over the years.  

Thank you, Hal, old friend, for all of the stories, and all of the memories. You will always have my — and, I strongly 
suspect, this entire industry’s — undying gratitude. —Chris 

Getting in the last word 
The Clean Show in New Orleans in 1985 was my introduction to the drycleaning industry. I was astonished — and maybe 

a bit intimidated — when I walked into the exhibition hall full of equipment and people. Washers and dryers of a size beyond 
my imagination, presses that could finish a shirt in a fraction of the time it took me to hand iron one on a board and do a much 
better job, and drycleaning machines (So that’s how it’s done. I had no idea.) and wizards who could make stains disappear 
from a garment without the use of scissors. But most of all, it was the people, thousands of them. People of all kinds and from 
all places who came together to discuss problems they had in common, share hard-earned knowledge and, by the way, have fun.  

I may have landed here accidentally but I landed in the right place. 
The industry had its problems back then, especially an ever growing body of government regulations that at times seemed 

to threaten its very existence. But the equipment companies made improvements in their machinery, the chemical companies 
came up with cleaning solutions that helped get cleaners out of the environmentalists’ crosshairs and association leaders argued 
strongly on cleaners’ behalf to keep the regulators at bay. Then there were the drycleaners themselves whose hard work, 
creativity and readiness to adapt kept the industry going. 

Coming full circle, the Clean Show in New Orleans last year will be my last. As in 1985, the industry faces serious 
problems today. But I am confident that once again the industry will put its nose to the grindstone and its brains to the drawing 
board and find solutions. I may have written my last story, but the industry still has a story to write. And I will be reading it. 
Meanwhile, if anybody is looking for me, I’ll be on the porch, picking the banjo. — Hal 
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Serious service
As a third generation drycleaner, 

Kathy Benzinger learned a lot 
about the industry at a young 

age, but she did not always see things 
eye to eye with her father. 

    

“My grandfather was a drycleaner. 
My dad was a drycleaner. So, out of 
high school, I went to work for my dad 
back in the late 1970s/early 1980s,” she 
recalled. “I was there for a while with 
my brother and my husband. I was 
deemed a troublemaker by my father, 
who had to let me go. And, since I was 
married to Joe, he had to let him go, 
too.” 

    

It reached the point where Kathy 
said they couldn’t even agree to dis-
agree. “I could see the real value of cus-
tomer service,” she explained. “I look 
back now because I struggled with that 
for a long time. Back then, drycleaning 
was a man’s world and the men 
thought that all the money was made 
in production. I didn’t feel that way. I 
felt that production and customer serv-
ice were equally important and you 
weren’t going to be successful unless 
you had both.” 

    

Her father had worked for R.R. 
Street for many years and had gained 
considerable knowledge. “He had the 
luxury of going into many drycleaners 
and he saw what worked and what 
didn’t,” she noted. “He was brilliant. 
He taught me everything I knew, but as 
smart as he was, there were some 
things that needed to be changed.” 

    

When her father let her go, he gave 
the couple a generous severance pack-
age that would allow them some free-
dom to pursue their own dreams. 

    

“My husband and I had invested 20 
years. We had two children and a mort-
gage so we looked at each other and 
said, ‘Oh boy, what are we going to 
do?’” 
 

The Benzingers hired Dryclean 
USA to build a custom cleaning 
plant in Hamburg, NY, from 

scratch in 1998, even while Kathy and 
Joe disagreed over the name. 

    

“He wanted to name it Benzinger’s. 
I was thinking nobody would really 
know that name, other than family,” 
she recalled. “I wanted it to be a name 
that people could remember. It would 
be short and identify what we do. So, 
we came up with Custom Cleaners.” 

    

The name would change three more 
times over the years — to Benzinger’s 
Custom Cleaners then to Benzinger’s 
Drycleaning and finally to Benzinger’s 
Clothing Care. 

    

One thing that didn’t change was 
Kathy’s passion to make the business 
great. It was her dream, so much so that 
she bought and stored a shirt pressing 
unit in her garage long before a location 
for the business was decided upon. 

    

Eventually, she and Joe divorced and 
now she is the sole owner, but in the 
early days, it was just the two of them 
and an employee whose job was to 
press shirts. 

    

“I had never pressed in my life be-
cause I wasn’t allowed in production 
because I was a girl,” Kathy noted. “My 
dad didn’t allow me in the back where 
it was loud and dirty.” 

    

When Custom Cleaners first opened, 
it did have one thing going for it. As 
part of her father’s “severance” pack-

age, she was given a drop store location 
nearby in Derby, which proved to be a 
saving grace in the early days. 
 

In fact, throughout its history, Ben-
zinger’s Clothing Care has benefited 
greatly with drop store locations in 

key areas.  

    

In 2008, an incredible opportunity 

presented itself in the form of a phone 
call from a fellow drycleaner in the 
area. 

    

“He had a plant in Silver Creek, NY, 
and he had this drop store and they 
were probably about 40 minutes apart, 
maybe 50. He called us up and said, 
‘I’ve liked what I’ve heard [about Ben-
zinger’s]. Do you want my store?’ I 
said, ‘Excuse me?’” Kathy said. “He 
said, ‘You can have it. I give it to you. 
You can come tomorrow. I’ll give you 
the key.’” 

    

The drop store didn’t cost them a 
penny. Four years later, opportunity 
came knocking again. A drop store in 
an affluent area in East Aurora went up 
for sale, but an offer came in quickly 
and Kathy assumed it would be off the 
market. Fast forward to a year later, the 
purchase of the drop store still hadn’t 
been completed. 

    

“I guess the gentleman who was 
going to buy it tried to drive down the 
price,” she added. “They called us. 
They sold it to us for $10,000. It was 
worth way more than that. Those two 
drop stores are our biggest drop stores 
today.” 
 

The latest drop store addition to 
Benzinger’s Clothing Care suf-
fered a bit of bad luck in terms of 

timing. It opened last November. 

    

“It took off pretty well and then 
Covid hit. I had to shut it down for two 
months,” she noted. “So, that’s our big 
challenge now — how to market a 
brand new store.” 

    

Despite the harsh hit the industry 
has taken during the pandemic, Kathy 
has retained her optimism. 

    

“I’m not buying into the doom and 
gloom. I think the industry is changing. 
We changed when we had polyester. 
We changed a lot of things during the 
recession,” she explained. “I think that 
our business dropped to 20% and now 
we’re back up to 75, 80%, and we’re 
heading into our busiest quarter.” 

    

At this point in time, the best thing 
cleaners can do is to adapt to what their 

customers want. 

    

“That’s what I tell people,” Kathy 
said. “You know, drycleaning may be 
down, but casual wear is way up.” 

    

Benzinger’s has added wash-n-fold 
services and has been impressed with 
the results so far. 

    

“I think wash-n-fold is going to be-
come the next house cleaners,” she ex-

plained. “Back in the mid-1980s when 
people were just starting to get house 
cleaners, people would look at you like 
you were lazy or, ‘It must be nice to 
have money.’ It wasn’t that at all. It 
gives you more time to do things that 
you really love, like be with your chil-
dren.” 

    

In a year marred by a pandemic, 
racial clashes and horrible wildfires 
and hurricanes, people have placed a 
greater premium than ever on time. 

    

“So, I think that wash-n-fold is going 
to become the next house cleaners,” she 
said. 
 

In Buffalo, Kathy estimates that there 
may be seven cleaners in all — all of 
which are “good strong” businesses, 

which is just fine with her. Since the be-
ginning, she has wanted to help the in-
dustry improve its less-than-spotless 
reputation. 

    

“I was bound and determined to 
make the drycleaning image better and 
how I could do that is one store at a 
time,” she said. “I think, going forward, 
what’s going to happen is the operators 
who contributed to the poor image of 
the industry aren’t going to be here. 
You don’t ever want to see anyone lose 
their hard-earned business, but I think, 
too, there were a lot of poor operators 
back in the day because it was easy 
money. Because it was easy money, you 
had some operators who didn’t care 
about the industry. They cared only 
about the dollar.” 

    

Customer service is what Kathy 
cares the most about. “We have the four 
E’s of customer service, which is Eye 
contact, Enthusiastic, Engage and Edu-
cate. We have ‘never’ and ‘always’ cus-
tomer service rules. Never say ‘No.’ 
Never say ‘No problem.’ Never say, ‘I 
don’t know.’ Never overshare and al-
ways focus. Always say, ‘Certainly. My 
pleasure. Absolutely.’” 

    

Customer service employees must 
take 120 mandatory hours of training 
where they can learn from the com-
pany’s 80-page manual. Her system 

was not always so organized; in the old 
days, she would answer questions with 
whatever answer came to mind. In 
order to create consistency, the training 
and manual were created. Now, she 
doesn’t know how she ever got along 
without such a system in place in the 
first place. 

    

“It has made a huge difference for 

customer service,” she said. “It freed 
me up and freed the managers up to 
focus on different areas to grow.” 
 

Even as overall cleaning demand 
has declined, Benzinger’s Cloth-
ing Care is not content to merely 

survive. The goal is to grow, even now.  

    

Kathy hopes to expand routes in a 
subtle way with walk-in traffic. When 
orders are dropped off for cleaning, the 
customer is told when they will be 
ready and then asked if they can de-
liver it to them. 

    

“We keep saying it over and over. 
We don’t ask them to sign up for the 
service because that’s overwhelming 
for them,” she noted. 

    

It would be easy to be overwhelmed 
herself, but Kathy believes problems 
create opportunities. Besides, it’s all 
how you look at it. 

    

“I always tell people this industry is 
recession-proof because when cus-
tomers aren’t buying new, they’re 
cleaning and fixing up the old,” she 
added. 

    

That positive spirit has certainly 
been welcomed by the Drycleaning and 
Laundry Institute as Benzinger became 
the District 1 Director last year, a role 
she has enjoyed immensely. 

    

“It gave me the opportunity to meet 
some of the smartest drycleaners in the 
industry,” she said. 

    

One thing she’s learned is that, even 
though she enjoys working at the 
counter and in production, her business 
best benefits when she can focus on 
long-term planning. 

    

“I can sit here and envision and plan 
and fix,” she explained, noting that 
such a state of mind helps keep her 
stress levels down. “I think that stress 
comes in when you have all that in 
your head and you can’t do anything 
with it because you’re pressing coats or 
pressing shirts. Don’t get me wrong. 
Because I was forbidden from produc-
tion, I love that. I absolutely love pro-
duction because you can tweak it every 
day just to make it one percent better.”

Kathy 
Benzinger
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started to shut down, we already 
had a pipeline of containers and 
orders to our factory in Japan,” 
recalled Nelson. “So, when things 
slowed down here, those contain-
ers kept coming to our warehouse. 
We got very creative here how to 
stack machines and put them in 
places where there were normally 
no machines to stack.” 
     Nelson also noted that tough 
times often lead to a resurgence 
of the used equipment market, 
something Sankosha decided to 
embrace even though it directly 
competes with their interests in 
selling new equipment. The harsh 
truth is that many machines have 
been or will be repossessed and 
many remaining cleaners are not 
feeling confident in new invest-
ments right now. Sankosha hopes 
to add those searching for used 
equipment to its customer base. 
“We had our fields reps go visit 

these customers, help them with 
the units and just treat them like 
an everyday customer,” Nelson 
added. 
     One interesting question posed 
to the panelist was what economic 
indicators they use to gage how 
the drycleaning industry is doing. 
Many agreed that resources such 
as Spot’s tracking of overall sales 
average figures in the industry are 
helpful, while most keep an eye 
for a lifting of public gathering 
bans or keep track of hotel reser-
vations and airline flights. An-
other positive economic indica-
tion might be when more children 
are able to go back to a brick-and-
mortar school and parents can go 
back to work full-time. 
     “I know it’s difficult today. It’s 
going to be difficult tomorrow. It’s 
going to be difficult for a while, 
but try to keep the long game in 
vision,” Fitzpatrick said. “I know 
this is a difficult time for a lot of 

people, but there are still a lot of 
opportunities. There’s opportuni-
ties for consolidation, opportuni-
ties to expand markets. There’s 
lots of great resources available 
for you in the industry” 
     Beidle agreed that the current 
economic climate may be improv-
ing. “I would say I look at many 
of the days of the week and we’re 
not getting back to those pre-
Covid numbers,” he said before 
adding, “There is still data that is 
pointing us to better and brighter 
times in the near future.” 
    Like his company has done, 
Nelson hopes cleaners will em-
brace the recent changes. “Face it 
head on — maybe less pivoting 
and a little more proactive. Use 
all of these experiences that we 
are gaining during this time to 
make us stronger and more agile 
in the future.” 
     Perhaps Ablitt summed up the 
current situation best as she 

learned to never say never. “I 
think, as a result of this year, I’m 
going to take a saying out of my 
language, and that is: ‘Well, 
things, can’t get any worse,’” she 
said, before laughing.  
     Between pandemics, wildfires, 
hurricanes and protests, 2020 has 
pushed everyone to their limits. 
However, Ablitt sees a silver lin-
ing to the past year. “I feel when 
this is all over and things get back 
to normal, it’s going to be a dif-
ferent normal. And, I think in 
some ways maybe that a thing we 
keep in front of our minds is what 
is really important — our family 
connections and our kids and our 
own well-being.” 
     The second installment of the 
Leadership Forum will take place 
on Wednesday, Oct. 14 at 4 p.m. 
EST. Panel members will include: 
Victor Williams, vice president of 
Union Drycleaning; Harry 
Caranza, president of Select Risk; 

Ryan Luetzow, owner of Luetzow 
Industries; Dan Miller, CEO of 
Mulberry’s Garment Care; and 
Jeff Shapiro, president of Cleaners 
Supply. For more information, 
visit americasbestcleaners.com. 

Fest, and would bring three or 
four employees. By the time I was 
done I had invested close to 
$1,500. Now, for less than a third 
of that, I can provide vital training 
for my entire staff! This is amaz-
ing. Even if they can’t attend live, 
I can still have employees watch 
the recorded sessions. In light of 
all we are going through, I know 
this will better prepare me for the 
future, and better prepare my staff 
for the challenges and opportuni-
ties that lie ahead.” 
     “We are taking all the best 
parts of the trade show experience 
and brought them into a virtual 
platform,” added Leslie Schaeffer, 
executive director of PDCA. “ We 
are taking great care to provide as 
much interaction within the forum 
as possible. We know how valu-
able that peer-to-peer discussion 
can have. We are also bringing in 
the popular demonstrations and 
equipment showcases that live ex-
hibits have featured. This is your 
opportunity to make meaningful 
contacts with other drycleaners, 
consultants, equipment manufac-
turers, and service providers.” 
     For more information, contact 
Peter Blake at (617) 791-0128 or 
Leslie Schaeffer at Leslie@pd-
clean.org, (215) 830-8495. Keep 
watch on the sponsors webpages: 
nefabricare.com, pdclean.org, and 
SEFA.org for updates and new ad-
ditions.

Continued from page 1

Leading the industry forward

KEEP YOUR HARD EARNED MONEY
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Online Fall 
Fest coming

Continued from page 1

specialists or to consumers if the 
care labeling rule is repealed. 
There is only the potential for 
more damaged garments,” she 
added. 
     Many drycleaners used words 
such as “crucial,” “critical” and 
“imperative” to describe care la-
beling, while other submitters, 
such as Michael Leeming from 
Parker Boiler in Los Angeles, 
noted the reason behind the cre-
ation of the rule in the first place.  
    “The Care Label Rule helps 
fulfill the FTC’s mission to ‘pro-
tect and educate customers.’ If the 
FTC repeals the Care Label Rule, 
it would violate its mission by re-
ducing consumer education and 
protection, resulting more in ru-
ined garments and wasted money 
per American household,” Leem-
ing explained. 
    Other associations contributed 
comments, including the Toxics 
Use Reduction Institute, the Na-
tional Cotton Council and the Em-
pire State Consumer Project. 
    The few comments that were in 
favor of a Care Label Rule ban 
indicated that they believed free 
markets would dicatate if care la-
bels were really necessary.

Continued from page 1

Comments on 
care labeling
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If you ever want to see your 
staff caught like a deer in 
the headlights, ask them 

that question out of the blue. 
Or better yet, have one of your 
friends ask them that question 
at the front counter. You will be 
amazed at the responses you 
will get. Typical answers I have 
heard include: “I don’t know, I 
just charge what they tell me”, 
“The bosses need to make 
money,” “I know, crazy isn’t 
it?”and “It’s just the price.” 
These are actual responses I 
have heard from drycleaning 
CSRs. 

    

More often then not, these 
answers are followed up with 
a look to the floor and a very 
sincere, “I’m sorry.” Nothing 
should make you cringe more 
than your own staff not being 
able to make eye contact, and 
then apologizing for charging 
a fair price.  

    

You may think this isn’t 
your staff, but trust me, if you 
don’t have consistent training 
and systems in place you may 
be surprised. When put on the 
spot, even your best CSR can 
break out in a cold sweat and 
say the wrong thing. 

    

Script development is a key 
component to effective train-
ing. Your CSRs need to be pre-
pared to answer all the tough 
questions they get, or to know 
when to get management in-
volved. This is just one of the 
more common ones. 

    

What is the right answer? 
That is completely up to plant 
management. You need to de-
velop the answers you want 
your staff to repeat, provide 
them with your accepted 
script, and train them until 
they know it. You need to de-
velop their confidence. Noth-
ing impresses customers more 
when they ask a tough ques-
tion than a quick, concise, hon-
est answer.  

    

Here are some suggested 
talking points to draw your 
script from. 

    

Why are your prices high? 
Because it takes a lot of re-
sources to deliver a quality 
product. We take pride in de-
livering you the best quality 
cleaning, pressing and packag-
ing possible. We professionally 
train our staff and keep them 
updated with all the latest in-
formation on today’s fashions 
and fabrics. We invest in state-
of-the-art technology and ma-

chinery to make sure we keep 
you looking and feeling your 
best, while protecting the 
longevity of your garments. 
Labor is our single greatest ex-
pense and the cost of labor is 
rising dramatically. Attracting 
and keeping a talented staff 
like ours can be a challenge. If 
you have long-term employees 
in production, highlight them. 
“Our technical staff have 
worked together for over 30 
years, and it takes reinvest-
ment to keep a high quality 
staff like ours”. 

    

I think there is value in dis-
cussing the complexity of stain 
removal and the intricate 
knowledge of stain removal 
agents and how they react 
with fibers and fabrics. I would 
not, however, open the discus-
sion of solvents and/or clean-
ing solutions. Instead, I would 
focus on the professionalism of 
your staff and their expertise. 
Discussing solvents and solu-
tions can lead your staff into 
places that they are not 
equipped to handle. 

    

All of these answers are 
good starting points, but you 
need to develop your script 
based on your company brand, 
image and position in the mar-

ketplace. 

    

the “Pink” tax. No discus-
sion of pricing questions is 
complete without exploring 
the so-called “pink tax” where 
the perception is women pay 
more than men for their 
drycleaning. This dilemma has 
been around as long as I have, 
and will not go away. There are 
laws popping up all over the 
country trying to legislate 
“equality pricing” and they 
often use drycleaners as a per-
fect example. Let’s be clear: All 
pricing strategies must be 
based on the garment, fibers, 
fabrics and, essentially, the 
process it takes to produce a 
quality product. It doesn’t mat-
ter who brings in the garment, 
but rather how it is processed. 

    

Once you explain the 
process to the customer, they 
should understand the situa-
tion. If not, take them in back 
and show them the difference. 
Show them how you can press 
55 dress shirts per hour and 
why you can only do a fraction 
of that if they don’t fit on the 
automated presses. As I said 
earlier, labor is your single 
greatest expense and when 
you are doing extra work and 
taking extra time – you should 
charge more. Don’t be afraid to 
educate them and make them 
understand the difference. 

    

The problem is that too 
often people don’t supply their 
CSRs with the right answers 
and the understanding of why 
word choice is so important. 
They fall back into bad habits, 
like using archaic terms like 

“men’s shirts” and “women’s 
blouses.” Consistency is the 
key. If you are going to charge 
more because a shirt doesn’t fit 
on the automated presses, then 
you must charge the same for 
all garments that don’t fit. That 
means a tuxedo shirt and a 
blouse will both be charged 
higher. A small shirt will be 
charged more for small 
women, boys, and small men.  

    

If you have gotten one thing 
from this article — have some-
one ask your CSR why your 
prices are so high, and then 
when you hear the answer, 
work on your script. 

    

When you go to a Capitol 
Grille and order a steak, you 
don’t ask why its so expensive 
because you know. It is a high-
quality meal and cooked to 
perfection.  

    

Much like you produce the 
best quality that’s finished and 
packed to perfection. Be proud 
of your business, be confident 
in your pricing strategy, and 
communicate that to your staff. 

    

If you need help with script-
ing let me know, we have some 
tools to assist you. If you do 
test your CSRs, please e-mail 
me at peteblke@aol.com and 
share some of their responses! 
Peter Blake serves as executive 
director of the North East Fabri-
care Association, the Southeast-
ern Fabricare Association, the 
MidAtlantic Association of 
Cleaners and the California 
Cleaners Association. He can be 
reached by email at 
peteblke@aol.com or by phone 
at (617) 791-0128.

Why are your prices so high?

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

AN OUTSIDE PERSPECTIVE
BY PETER BLAKE         

CROWN CLEANERS in Des Moines, IA, recently purchased a 
new Columbia drycleaning system running Sensene. Pic-
tured here are Zach Anderson from Crown Cleaners and 
Chris Hogard, Columbia factory representative.
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THE ROUTE PRO
Does being essential have rewards?

BY JAMES PEUSTER

W hen this all hit, our industry 
was on pins and needles to 
see if we would be deemed 

essential by our local, county, state and 
federal authorities.  

    

While we celebrated the fact that we 
were to stay open; the reality of making 
a profit quickly dimin-
ished. It was like we all 
thought that it would 
go back to normal in 
three to four weeks. 
Well, looks like that’s 
not going to be the 
case anytime soon. 

    

When 2008 hit, it 
was like an earthquake 
that was followed up 
by a tsunami. Sure, the 
shock waves hit us at first, but many 
felt like it would rebound like it always 
did.  

    

Then, we soon realized that con-
sumers have found a new normal on 
their own and our industry took a hit. 
Add the business casual mindset with 
the no-smoking policies and dryclean-
ing has trended as a slowly diminish-
ing business in which to be in. 

    

Fast forward and many are looking 
for help in forums and through what-
ever seems to work for someone else. 
From creative marketing pieces to op-

eration adjustments, many of you are 
looking for the magic pill to save your 
business.  

    

Twenty-twenty took many from 
thriving to surviving in a moment. Oth-
ers had some wiggle room for lesser 
volume, but now are holding on to 

hope that it will return like before. 

    

What’s cool about this is the success 
stories we keep hearing and how that 
provides more than hope — it gives 
one the desire to thrive again and seri-
ously take a look at what really is 
needed in order to grow.  

    

While we couldn’t control what has 
happened to us the past few months, 
you can control the decisions you are 
making right now to become profitable 
again. 

    

The hard part is where to invest in 
order to make your business, essen-

tially, profitably essential! Our industry 
was deemed essential yet we haven’t 
reaped the benefits of being labeled in 
that category.  

    

In fact, it made us stay open and lose 
money in order to get back in the game 
when the dust settles. So, what is the re-

ward for all of this? I believe it comes 
down to three things. 

    

1. Most of us have stepped right into 
the fire and are witnessing things that 
should have been changed or imple-
mented. Many owners have stepped 
behind the wheel and are now driving 
more than just their van; they are driv-
ing sales. 

    

2. Most of us have learned to appre-
ciate the hard workers within the com-
pany. Being hands-on and getting your 
hands dirty has exposed the dedication, 
commitment and performance of their 

employees that they might have missed 
before. 

    

3. Most of us have learned or veri-
fied that customer experience is one of 
the two essential components to ensur-
ing that you are in business for years to 
come. Staying engaged with your core 

customers has pro-
vided some stability. 
The bottom line is that 
there will be a few of 
you reading this who 
won’t be around past 
2021.  
Don’t be one of those 
stats. Stay focused on 
your core customers 
and treat your employ-
ees as essential as your 

customers. Without their loyalty and 
dedication, you probably wouldn’t be 
reading this article.  

    

Get back out there and get your busi-
ness growing again. Your future de-
pends on it.

Our industry was deemed essential yet we haven’t 
reaped the benefits of being labeled in that category. 
In fact, it made us stay open and lose money in order 

to get back in the game when the dust settles.

James Peuster is a consultant who special-
izes in route development, management 
and maintenance. He offers onsite con-
sulting as well as ongoing coaching across 
the country. He also has cost groups to 
monitor route efficiency. For information, 
call (816) 739-2066 or visit   
www.theroutepro.com.

To learn more, visit www.natclo.com/ads
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L ubrication is a method of 
removing the stain by 
breaking up the stain, 

emulsifying and lifting the 
stain. 

    

Lubrication differs from 
chemical action since the 
chemical structure has not 
changed, only the physical 
structure. Lubrication is used 
on both wetside and dryside 
insoluble stains. It is the sec-
ond method of stain removal 
when solvent action has not re-

moved the stain.  

    

A difficult stain must un-
dergo lubrication before strong 
chemical action is to be used. 
Mechanical action is the art of 
tamping, brushing and rub-
bing a stain to aid lubrication.  

    

Since lubrication provides a 
soft and lubricated surface the 
fabric is protected from the 
mechanical action to be used.  

    

It is not just telling someone 
to use mechanical action, it is 
how it is used which separates 

the successful spotter from the 
unsuccessful one.  

    

lubricants are classified as 
wet and dry. They are used ac-
cordingly depending upon the 
stain. 

    

Wetside lubricants. Neutral 
lubricant, glycerin, spray spot-
ters, anionic detergents, non-
ionic detergents, tannin 
formulas and protein formu-
las. 

    

These lubricants are used 
on tannin stains, protein stains 
and ground in soil. 

    

Dryside lubricants. Oily 
type paint remover, dryclean-
ing detergent and leveling 
agents. 

    

They are used on dryside 
stains such as oil, grease, paint, 
nail polish, ink and glue. They 
are also used for ground in 
soil. 
 
tools for Mechanical 
action 

    

There are both wet- and 
dryside brushes. The white 
brushes used for wetside spot-
ting and the black brushes for 
dryside spotting. The only dif-
ference in the brushes is the 
color which separates the wet-
side and dryside lubricants.  

    

Lubricants are kept separate 
to avoid a chemical reaction on 
the dryside lubricants. 

If dryside lubricants contact 
water or a wet brush it releases 
alcohol which can damage the 
dye on the fabric. Some 
brushes are purchased with a 
stiff nylon bristle while the 
best brushes to purchase have 
a soft or hairlike bristle. The 
softer brush is considered bet-

ter and safer to the fabric than 
the stiff brush. 

    

silk brushes have a padded 
surface and are lighter than the 
bristle brushes. They are safer 
to fragile fabrics such as silk 
and rayon but lack the ability 
to provide sufficient mechani-
cal action. I sometimes find 
that putting a white sock over 
a bristle brush gives better me-
chanical action. 

    

spatula. This is referred to 
as a bone and must be used 
carefully to prevent fabric 
damage. It can easily mar the 
surface of silk, polyester and 
acetate. 

    

steam gun. The force and 
pressure of a steam gun is a 
form of mechanical action. It 
can help break up a stain when 
used efficiently.  

    

effective mechanical ac-
tion. tamping is using the 
brush to tamp the stain in a 
vigorous up and down mo-
tion. It pushes the lubricant 
into the stain while breaking it 
up. This is the best way of re-
moving oxidized oil stains, 
paint and nail polish. These 
stains cannot be efficiently re-
moved by only brushing.  

    

Tamping is also safer to fab-
rics which have a tendency to 
crock dye such as denims and 
cottons.  

    

When tamping, always 
tamp on a flat surface of the 
spotting board and not the 
screen area. The only time you 
want to tamp on a towel is 
when removing an ink stain 
that bleeds. 

    

Brushing. When brushing a 
fabric, brush one way. On del-

icate fabrics you can angle the 
brush so only the outside edge 
of the bristles contact the fab-
ric. This makes it safer to brush 
soft wools, silks and rayons. 

    

spatula. The spatula or 
bone should only contact the 
fabric with the round edge. On 
soft wools more pressure can 
be exerted to aid stain re-
moval.   
 
Making lubricants 
More effective 

    

When applying a lubricant, 
use enough of the lubricant to 
cover the stain so it protects 
the fabric when mechanical ac-
tion is used. On difficult stains 
allow the lubricant to remain 
on the fabric for a period of 
time to soften the stain. 

    

tannin formulas. Acid- 
based lubricants help make 
tannin stains more soluble. 
These types of stains include 
coffee, tea, mustard, medicine, 
soft and hard drinks. 

    

Protein formulas. The for-
mulations are alkaline-based 
and aid in removing protein 
stains such as milk, egg, blood, 
perspiration and urine. 

    

ammonia. When added to 
any wetside lubricant it makes 
the lubricant stronger and 
more effective in removing 
stains. It is very effective as an 
aid for removing ground-in 
soil. 

    

Nonionic lubricants. These 
lubricants have an ability to re-
move wetside stains with an 
oily base. Very effective for re-
moving ink stains. 

    

Wet, dry lubricants. These 
lubricants are wetside with a 
solvent base. They are highly 
effective on wetside stains 
with an oily base such as mus-
tard and chocolate. 

    

oily type paint remove. 
These agents vary in strength 
depending upon the product. 
Oily type paint removers 
which are the darkest in color 
and have the most pungent 
odor are usually the strongest. 
This also makes it very danger-
ous if the product contacts 
water. 

    

amyl acetate. This is used 
with oily type paint remover 
and makes it more effective. It 
creates a solvent base that dis-
solves any plastic residue that 
might be in the stain. Paint re-
mover, alone cannot remove 
plastic residue found in glues, 
nail polish and paint.

THE SPOTTING  BOARD

Dan Eisen, former chief garment 
analyst for the National Cleaners 
Association, can be reached at 
(772) 340-0909 or (772) 579-
5044, by e-mail at 
cleandan@comcast.net or 
through his website at www.gar-
mentanalysis.com.

BY DAN EISEN

Lubrication and mechanical action

MARTINIZING CLEANERS in Phoenix, AZ, installed a Co-
lumbia drycleaning system using Sensene purchased from 
New Wave Equipment. Pictured from left are Matt Bizzack, 
owner of New Wave Equipment, Ben and Livia Pavlov, the 
owners and Chris Hogard from Columbia/ILSA.

To learn more, visit www.natclo.com/ads
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WRENCH WORKS BY BRUCE GROSSMAN

Bruce Grossman is the chief of 
R&D for EZtimers Manufactur-
ing, the manufacturer of the Tat-
tler steam trap tester; Drop In 
The Bucket and Sahara line of 
high purity separator water mis-
ter/evaporators and the new EZ 
Level line of return tank level 
and temperature controllers. The 
EZ Level replaces the problem-
atic ball-float valve in your boil-
ers’ return tank, helping to 
eliminate boiler damage and lost 
production caused by boiler 
down time. See our ad in this 
issue and for further information 
on the EZtimers product line or 
visit www.eztimers.com. Ad-
dress any questions or com-
ments to bruce@eztimers.com 
or call (702) 376-6693.

Troubleshooting boilers gone bad
N ow! This is what you’ve 

been waiting for since 
the beginning of these 

interminable articles — infor-
mation on troubleshooting.  

    

Before trying to trou-
bleshoot any equipment, re-
member: Never rush in with 
assumptions of what is wrong. 
Take a moment to think about 
how the machine would be-
have when operating properly 
and then compare that with 
what is currently happening.  

    

Remember, always the 
“KISS” principle (Keep It Sim-
ple, Stupid). Most machinery 
problems are not exotic and are 
easily discovered.  

    

Unfortunately, fixing the 
problems will probably be 
much more of a trial than find-
ing it. Before beginning brain 
surgery, it’s always a good idea 
to find out if that headache 
might be caused by a collar 
that is too tight. With that con-
cept in mind, always start with 
the basic utilities required by 
the machine. You would be 
amazed at how many wild 
goose chases result from rush-
ing into a troubleshooting ses-
sion with faulty assumptions 
about utilities like air and 
power. 

    

1. Electric power. (Don’t just 
look at the breaker panel. Reset 
the circuit breakers for the ma-
chine in question). 

    

2. Interlock switch on con-
trol panel on. 

    

3. Emergency shut off 
switch outside the boiler room 
on. 

    

4. Make up water line to re-

turn tank on. 

    

5. Gas to boiler on. 

    

Having eliminated the “no-
brainer problems” which cause 
at least 20% of my service calls, 
let us move on to actual ma-
chine troubleshooting. 

    

Note: Before attempting 
troubleshooting, have a look at 
the accompanying illustration 
(right) and make sure your 
boiler is set up correctly. 

    

Troubleshooting any type of 
equipment employs four basic 
procedures: 

    

a. observe. Get yourself a 
good flashlight and do an in-
depth visual inspection of the 
machine in question (boiler, 
press, drycleaning machine, 
etc.).  

    

Look for discolored or mis-
shapen wires or components in 
control panels, sparks, smoke 
or burning odor, drips or leaks 
of oil solvent or water, accu-
mulations of debris such as 
metal or rubber dust or 
grounds. With the plant quiet 
listen for air or steam leaks. 
(When working around boilers 
and air compressors, always 
use protective eyewear and 
never put your ears or eyes 
anywhere near a suspected 
leak.) 

    

B. Measure. Quantitative 
measurement would require 
instruments of some sort: volt 
meters, ohm meters, pyrome-
ters, calipers, etc.  

    

Since most of you will not 
have these tools readily avail-
able, we will measure qualita-
tively, carefully using our 
sense of touch and vision. (Use 

only the tip of a finger when 
sensing temperature and ever 
grab or grasp an object if you 
are not sure of the tempera-
tures.)  

    

First, think about what the 
range of temperatures the ob-
ject in question could possibly 
be. Then think about what the 
range of temperature that the 
object should be if the machine 
was operating properly. Now 
touch the object to see how it 
compares to the proper tem-
perature. 

    

C. experiment. When you 
suspect a faulty part, do some-
thing to change how that part 
works within the machine. Is 
there a way to bypass it or iso-
late it, to turn it off or on? 

    

Can you make the problem 
worse or better by doing some-
thing? Can you easily replace 
the part and see how the ma-
chine operates? 

    

It’s been my experience that 
in drycleaning/laundry opera-
tions, the most common boiler 
problems relate to supplying 
water to the boiler and main-
taining the water level inside 
the boiler.  

    

You’ll recall that in the last 
month’s article (“The Steam 
Circulation — Condensate Re-
turn) I discussed the return 
tank. Most of what I will be an-
alyzing today concerns this 
major part of your steam sys-
tem.  

    

For now, we’ll assume that 
the electrical/electronic level 
controls are operating properly 
and that your boiler has a sight 
glass which allows you to see 
level of water in the water col-
umn. The most common com-
plaint would probably be “I 
don’t have enough steam pres-
sure.” 

    

I’m sorry but you’ll have to 

be more specific than that! 
Let’s sort out just what this 
complaint means. There are at 
least four different variants of 
this complaint: 

    

1. Pressure . So-called be-
cause the steam pressure regu-
larly rises and falls between 
normal operating pressure and 
a lower pressure like 30-40 
PSIG. This is likely a failure re-
lated to the return (conden-
sate) pump, although the 
problem may not actually lie 
with the pump itself.  

    

When you start the boiler or 
when the boiler pressure is 
low, the pump is able to push 
water from the return tank into 
the boiler. As the boiler pres-
sure rises the pump can no 
longer generate enough head 
pressure to overcome the pres-
sure inside the boiler, the water 
level drops below the primary 
low water level sensor and 
shuts off the flame.  

    

When the pressure inside 
the boiler falls low enough, the 
pump can then generate suffi-
cient pressure to overcome the 
internal pressure of the boiler 
filling the boiler with enough 
water to satisfy the water level 
sensors, thus allowing the 
flame to re-ignite repeating 
this process. 

    

symptoms of this problem 
are: 

    

1. Porposing steam pres-
sure. 

    

2. Continuously running 
pump. 

    

3. Sometimes,but not al-
ways, a low water condition 
which requires a manual reset.  

    

Causes for this problem 
can be: 

    

A. Adjustment of the return 
pumps impellor clearance.
    B. Pump cavitation, usually 
caused by high return water 

temperature and/or vapor 
lock.  

    

As the return water exceeds 
180° F the ability of the turbine 
type pumps found on almost 
all DC/Laundry type boilers 
to push feed water into the 
boiler begins to rapidly fail. 

    

The result of this degrading 
of pump performance causes 
much longer pump running 
times required to refill the 
boiler. Once the water ap-
proaches 200° F it begins to vi-
olently bubble (boil) forming 
vapor which the pump cannot 
eject so the pushing of water 
into the boiler ceases until the 
water temperature drops 
enough to allow pumping to 
continue. 

    

Vapor lock is a common cul-
prit in boiler malfunctions and 
is the result of bubbles forming 
inside the pump.  

    

That’s it for this month. 
Next month we’ll be getting 
into further troubleshooting of 
the boiler problems you’re 
likely to experience.

Via R. Morandi, 13 
06012 Città di Castello (PG) ITALY
Ph.+39 075 8521264 

www.consorziounimatic.it
info@consorziounimatic.it
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SHIRT TALES BY DON DESROSIERS                    
Changing your approach to change
W e all continue to play 

the hand that we’ve 
been dealt; the dead 

man’s hand of 2020 isn’t eights 
and aces — it’s worse because 
we live it every day, dressed in 
the ugly garb of Covid-19. The 
media bemoans how badly 
restaurants and bars have been 
hit by this global pandemic, 
but they don’t mention our in-
dustry, ever. I’ve spoken to 
many drycleaners who are 
down 80%. Coming back from 
that is a herculean task. Some 
are down much less than that 
but generally it is those who 
were at a relatively low vol-
ume to start with. If you were 
doing 100 pieces per day, all it 
takes is a couple of good cus-
tomer drop-offs and you can 
make up a lot of ground. Fur-
thermore, picking up one or 
two new customers to start off 
when you are not that busy can 
really make a big difference. 

    

But, I want to talk about the 
average sized to larger opera-
tors today. 

    

Let’s start with a key as-
sumption. We all agree that 
Monday is a busy day in the 
plant and Thursday is the 
slowest day. If for some reason, 
it is different at your plant, 
when I say “Monday” replace 
that day with the busiest day 
of the week in your plant and 
“Thursday” with the slowest 
so that my message remains 
clear. 

    

The big operators are down 
60-70% so they are running 
each day like it’s a Thursday. 
No good! They have to rein-
vent themselves and think like 

a small business. The bigger 
plants have a GM, a plant 
manager, a production man-
ager, maybe more. When 
you’re down 70%, you are 
doing 300 pieces per day rather 
than 1,000. At that volume, 

there are no such layers of 
management. At that volume 
there is a “manager” that is re-
ally just a “go-to” person, be-
cause there isn’t that much 
managing to do. This person 
also presses and maybe is the 
drycleaner, too. The big opera-
tions can do much better if 
they completely rethink their 
business. Their challenge, ad-
mittedly, may be that their 
long-term employee/manager 
has never pressed and/or 
probably wouldn’t be able to 
do it if asked. I believe that 
many low level jobs have been 
eliminated and I believe that 
many high level jobs have been 
eliminated, but what I believe 
isn’t happening is that the re-
maining jobs need to be rede-
fined, restructured or 
reinvented. 

    

For example, we love our 
general manager but we don’t 
need one anymore. But we do 
need a route manager, a cus-

tomer service manager and a 
retail manager and it all has to 
be the same person! Ouch! Or, 
we love our COO, but there’s 
no longer such a job so she 
needs to be the plant manager, 
the assistant plant manager 

(well, we don’t need one any-
more) and the production 
manager. 

    

As for plant employees, I’m 
going to make this really easy. 
You need to run your dryclean-
ing plant at 18 pieces per labor 
hour and your shirt depart-
ment at 28 pieces per labor 
hour. If you have a combined 
assembly area because you are 
doing automated assembly, 
let’s shoot for 22 pieces per 
labor hour. Forget about how 
many employees that you used 
to have, or how many employ-
ees you wish you needed.  
Take the number of pieces that 
you will do this week (using 
last week as an estimate is 
probably a good way to esti-
mate this) and divide that by 
the number that I just gave 
you. The result is the TOTAL 
number of labor hours that 
you can use in that department 
to process those garments.  
This includes everyone besides 

customer service. Really. 

    

The biggest problem that 
drycleaners have is that they 
aren’t reinventing themselves. 
Someone has moved their 
cheese. In the book, Who Moved 
my Cheese, four characters live 

in a maze: two mice, named 
Sniff and Scurry, and two little 
people, named Hem and Haw. 
As they travel the maze, look-
ing for cheese, it becomes clear 
that their journey isn’t just one 
to see what they find out. 

    

The two mice, Sniff and 
Scurry, don’t think about 
things too much. Instead, they 
spend their time running up 
and down the corridors of 
their maze in search of cheese. 

    

This seemingly “brainless” 
way in which these two mice 
set about achieving their goal 
is instructive, and is often the 
most effective method in 
reaching your own goals. In 
fact, acting without thinking 
too much can save you time 
and energy. 

    

If there’s no cheese at the 
end of a path, for example, 
Sniff and Scurry simply turn 
around and scramble down 
another path — without wast-
ing time being angry or frus-

trated. 

    

Hem and Haw were also 
searching for cheese in the 
maze, but not because they 
were hungry. Rather, they 
thought that finding cheese 
would make them feel happy 
and successful. 

    

With their more “complex” 
brains, Hem and Haw worked 
out strategies to find cheese, 
memorizing the maze’s dark 
corners and blind alleys. Yet, 
with all this planning, they still 
often got confused, and some-
times lost their way. And 
whenever the pair came up 
empty-handed, they became 
depressed, wondering if hap-
piness would ever be attain-
able. 

    

In “real” life, we too tend to 
overcomplicate things. Not 
only do we overthink issues or 
events, but we also become 
overly attached to the status 
quo. 

    

Finally, Hem and Haw 
found a huge stash of fancy, 
imported cheese down one 
corridor at Cheese Station C. 
Every day they made sure to 
wake up early and visit the sta-
tion for a snack. 

    

Yet the pair’s life gradually 
began to revolve around the 
feast at Cheese Station C. They 
felt at home there, and were 
very proud of it — yet, they 
also began to take it for 
granted. 

    

Like Hem and Haw, when 
we find success or “our 
cheese,” we can quickly be-
come dependent on it, so much 
so that our life revolves only 
around our “cheese.” 

    

So, Hem and Haw woke up 
one morning and were 
shocked to realize that their 
cheese was gone. Obviously, 
Covid shocked us all one 
morning. We all felt certain 
that “our cheese” was ours and 
we surely were dependent on 
it. 

    

Indeed, change always hap-
pens, sooner or later. Being 
aware of this can help you 
keep a closer eye on your cur-
rent situation, to better antici-
pate the change ahead. 

    

Sniff and Scurry, in contrast, 
never took the stash for 
granted, and made sure to 
keep an eye out for any 
changes to the supply. Conse-
quently, the two mice noticed 
that the amount of cheese was 
slowly but steadily declining. 

If you expect things to re-
main the same, you may miss 
the signs that things are indeed 
changing. Hem and Haw were 
so thrilled with the cheese that 
they didn’t notice the stash 
dwindling nor even when the 
cheese started to mold, or sud-

Continued on page 22To learn more, visit www.natclo.com/ads

In real life, we tend to overcomplicate 
things. Not only do we overthink issues or 

events, but we also become overly 
attached to the status quo.
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denly be taken away! 
Sometimes the things we 

believe about ourselves make 
it harder to accept change. If 
you feel you deserve success, 
good health or an endless sup-
ply of cheese, anything that 
takes these things away from 
you will feel unfair — so much 
so that you might even deny 
the fact that change is happen-
ing at all. 

Hem and Haw felt deep 
down that Cheese Station C 
was a reward for their hard 
work. After all, they had spent 
tons of time looking for it! So, 
when the stash finally disap-
peared, they just couldn’t ac-
cept reality. You never want to 
find yourself in this position. 
Instead, keep your eyes peeled 
for signs of change in your life 

and adapt as soon as you can. 
The sooner you do, the sooner 
you’ll find your way again. 

Once Sniff and Scurry real-
ized that Cheese Station C was 
almost out of cheese, or was 
suddenly taken away, they 
moved on without stressing 
too much about it. And luckily, 
they found a huge stash at an-
other station, Cheese Station 
N. 

Hem and Haw were not so 
lucky. Unable to cope, the pair 
kept returning to the empty 
station, growing increasingly 
hungry, depressed and weak. 

Take a lesson from these 
two “little people”: The less 
you hem and haw and the 
sooner you adapt to change, 
the better off you’ll be.  

Why do so many of us — 
like Hem and Haw — get 
blindsided by big changes? It’s 

fear. Fear is what makes con-
fronting change so difficult. 

After all, change requires 
you to cope with a new situa-
tion and grapple with a new 
set of rules. That can be both 
disorienting and frustrating, so 
it’s natural to be scared of 
change. For example, once 
they came to grips with the 
empty Cheese Station C, Hem 
and Haw had to venture again 
into the maze to find food. 
They worried that they might 
get lost, or find themselves in 
a blind alley with no way out. 

But, remember this: As long 
as you’re afraid of leaving your 
comfort zone, things will never 
get better. Imagine that your 
partner has left you, or that an 
injury is keeping you from 
playing your favorite sport. 
The loss you feel — of love, of 
movement — can be devastat-

ing. You won’t be able to re-
cover, however, until you find 
a new way to fill your life with 
things that bring you joy again. 
This means that you necessar-
ily have to look for something 
new. 

Even though Hem and 
Haw were hungry, they were 
still too fearful to explore new 
paths in the maze. Instead, 
they smashed down the walls 
of Cheese Station C to see if 
there was something to eat be-
hind them (all in vain)! Haw 
eventually discovered a good 
way to deal with his fear. He 
visualized himself sitting atop 
a huge wedge of his favorite 
cheese, soft-rind French Brie. 

Indeed, visualizing your 
goal in vivid detail will actu-
ally increase your desire to at-
tain it. So, if you find yourself 
stuck, or you can’t tame your 

fear, visualize your goal. That 
will stoke your desire and give 
you the energy to move for-
ward. 

After visualizing his goal, 
Haw moved on to find new 
cheese. But Hem refused to 
budge. He stayed at the empty 
cheese station, angry and ema-
ciated, and crucially, far too 
afraid to go out and search for 
cheese. At the same time, 
Haw’s experience improved 
dramatically. When you move 
in a new direction, you learn 
how to better embrace change. 
If you manage to conquer your 
fears just once, the next time 
you’re confronted with 
change, you’ll have the confi-
dence to move on again. Never 
again will fear paralyze you as 
it did previously. 

Haw found the courage to 
move on, even though he was 
all alone and still scared when 
he started his journey. But, he 
slowly gained confidence. Al-
though he came across just a 
few bits of cheese early on, he 
was still proud of himself for 
having come so far. Life just 
felt better now that he was no 
longer dominated by his fears. 

Haw learned an important 
lesson that the fear you allow 
to accumulate in your mind 
before you move in a new di-
rection is usually much more 
intense than a new situation 
actually deserves! 

And, once you start mov-
ing, it’s likely that things will 
improve. Sure, sometimes a 
new situation might end up 
being “cheeseless,” but don’t 
fret! There's always new cheese 
to be found. Your new 
“cheese” could be a new 
friend, a new job, or even a 
new way to handle conflicts or 
do business. All you need to 
do is step outside your comfort 
zone and start the search. 

Gradually, Haw began to 
regain his full strength and 
confidence. Full of anticipa-
tion, he searched the maze un-
til he found Cheese Station N 
and tons of cheese — the place 
where Sniff and Scurry had 
been all along. 

If you do what you've always 
done, you'll get what you always 
got.” 

Continued from page 20

Don Desrosiers 

Heming and hawing over change

Don Desrosiers has been in the 
drycleaning and shirt laundering 
business since 1978. He is a 
work-flow engineer and a man-
agement consultant who pro-
vides services to shirt launderers 
and drycleaners through Tail-
wind Systems. He is a member 
of the Society of Professional 
Consultants and winner of DLI’s 
Commitment to Professionalism 
award. He can be reached at 
186 Narrow Ave., Westport, MA  
02790 or at his office by fax 
(508) 636-8839; by cell (508) 
965-3163; or e-mail at tail-
windsystems@charter.net. The 
Tailwind web site is 
www.tailwind systems.com.To learn more,r visit www.natclo.com/ads
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Brent Padon: 561-644-5517
email: bpadon@renzacci-usa.com - info@renzacci-usa.com

Dry Cleaning Machines
IS ALL YOU NEED

EXCELLENCE 2.0

Huge range of machines hard & soft mounted with still and/or filtration unit from 20 up to 90 Lb.

Washer Extractors Tumbling Dryers

High Spin Soft Mounted, Extra & Regular
Spin Hard Mounted from 20 up to 264 Lb.

Complete range from 20 up to 264 Lb.,
With exclusive range of closed circuit - vent-less dryers

 COMPLETE PARTS INVENTORY
 TECHNICAL SUPPORT

 US SCHOOLING AND TRAINING CENTER
ON DRYCLEANING AND WET CLEANING

MACHINES
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For Contactless Automation 
at the Front Counter, Plant 

and Routes

Toll Free 877.906.1818  www.ezpi.us

• Presses and Solutions for all Budgets

• Best and Free Technical Support Forever 

• Proudly Made in the USA  

• We are the Only Manufacturer of TÜV SÜD Safety 

Certified Presses; Includes OSHA and UL Safety 

 Standards

• Low Cost of Ownership – Very Reliable, 

 Easy to Fix and Upgradeable

• Pre-printed Sequentially Numbered Heat Seal 

 Barcode Labels in One Day

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

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

Saves You Money, 
Time and Labor  

(816)  739-2066

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

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

WANT TO 
IMPROVE YOUR 
PLANT’S 
PRODUCTIVITY?  

 
CONTACT DON DESROSIERS  
Over 40 years of experience in dry 
clean operations,  
workflow engineering and 
management consulting means 
that you will be in good hands! 
Solutions for all types of plant 
operations; bar codes, automated 
assembly and conventional tag 
systems.  

 
 
 

617.207.5218 
TAILWINDSYSTEMS.COM 
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OPTIONAL PROGRAMS:

• Curbside Ordering

• Point of Sale Systems

Recommendations, Solutions 
& Integrations

Make the same profi t margin with 
cash and non-cash payments!

• Cash Discount
NAB makes it easy to make the same profi t from non-cash payments 
as you do with cash payments with our cash discount program.

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**

©2020 North American Bancard is a registered ISO of Wells Fargo Bank, N.A., Concord, CA, and The Bancorp Bank, Philadelphia, PA. 
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 Inc.

GROW YOUR BUSINESS. PARTNER WITH NAB TODAY!

866.481.4604    
   WWW. NYNAB.COM

Accept EMV/NFC

(Apple Pay, ETC.), 

Checks and more

Process credit cards on 

your smartphone

Next Day Funding with 

weekend settlement

Rates as low as .05%*

REDUCE YOUR CREDIT CARD 
PROCESSING FEES

• FREE NFC & 
EMV-Ready Terminal & Pin 
Pad or wireless terminal.

• Accept payments in-store, 
online, or on-the-go.

with

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



Turn your assets into cash! Sell your 
business or turn your unused equip-
ment into cash. National Cothesline 
classified ads connect sellers with buy-
ers throughout the industry. Just $1.70 
per word puts your ad before a nation-
wide industry audience for maximum 
results.

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.natclo.com/adform
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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 

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

Market Place

QUALITY REBUILT  
EQUIPMENT 

 BUILT TO THE HIGHEST 
STANDARD AT 

AFFORDABLE PRICES 

Phone: 757/562-7033. 
Mosena Enterprises Inc. 

PO Box 175 
26460 Smith’s Ferry Rd. 

Franklin, VA 23851 
richardm@mosena.com 

www.mosena.com

Destroys
• SmokeOdors
• Pet Odors
• Food Odors
• Mildew
Removes
Odors From:
• Clothes
• Rugs
• Drapes
• Furniture

Dry Cleaner’s Special!
www.sonozaire.com
Call 800-323-2115
for nearest
distributor

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

Turn your assets into cash! Sell your 
drycleaning business or your unused 
equipment with National Cothesline’s 
classified ads  for just $1.70 per word.

Catalogs

Plant 
Design

Expanding? Consolidating? Reno-
vating? Relocating? We provide cost-
saving plant layouts. Visit 
www.drycleandesign.com. Email: bill-
stork@drycleandesign.com. Phone 
618/531-1214.

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

Position 

To place your  
classified ad  

in the next issue,   
visit our website  and 

download the pdf form at 
www.natclo.com/adform 

For assistance or more 
information, email us at 

info@natclo.com  

Diamond Cleaners  
Computer from 

$39/mos 

800-298-5968

Miss an issue? 
Looking for an article? 

Want to connect to the industry? 
Point your web browser to 

www.natclo.com 

• Complete text of  the current issue. 
• Back issues to 2014 with search capabilities 
• Links to hundreds of  industry web sites 
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Professional Managers AVAIL 
Man & Wife Mgmt. Team seek  
New Career in Southeast US 

Confidential contact to Richard  
Richard@Ehrenassoc.com 

301-924-9247

30 - Year Current Employer 
Closing 

Work experience in Quality 
Shop: 

• Clean, Spot, Equipment Repair, 
Press Drycleaning & Laundry 

• Customer Service & Relations 
• Supervision Retail & Plant 
• Admin, Bookkeeping, 
Personnel 
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