
    The Drycleaning and 
Laundry Institute recently 
announced its 2021-2022 
board of directors, which will 
include Bobby Patel, owner 
of Kona Cleaners of Costa 
Mesa, CA, as president. 
    Patel was born in a small 
farming village about 200 
miles north of Mumbai, In-
dia. His grandfather wanted 
a better life for his family so 
he borrowed money for his 

sons to go to college. Patel’s 
father went on to become a 
public prosecutor in Zambia, 
Africa.  
    In time, the Patel family 
immigrated to California 
where Bobby earned a B.A. 
in Civil Engineering from 
California State Long Beach.  
    In 1995, he bought Kona 
Cleaners, a run-down busi-
ness in need of much mod-
ernization. In fact, he had to 

trade dryclean-
ing credit for his 
first used com-
puter system. 
    Since then, 
Patel has up-
graded Kona 
Cleaners consid-
erably over the 
years, added an-
other eight loca-
tions along the 
way and has be-

come an indus-
try leader in the 
utilization of 
d r y c l e a n i n g 
technology. 

Joining Patel 
on the board will 
be Jess Culpep-
per of Culpepper   
Cleaners in San 
Antonio, TX, 
who is now 
chairman; Jeff 

Schwegmann II of Sunshine 
Cleaners in Cold Spring, KY, 
who becomes president-elect; 
and Kathy Benzinger of Ben-
zinger’s Dry Cleaning in 
Hamburg, NY, who will 
serve as treasurer and district 
1 director. 
    Other district directors for 
the current term include: 
Mark Pollock of Signature 
Cleaners in Doylestown, PA 

    Last month, CNBC re-
ported that there were 10 mil-
lion open jobs in the U.S. Not 
only is that the highest level 
ever, it also meant that there 
were a million more jobs than 
unemployed people. 
    As complications from the 
coronavirus continue, em-
ployers are becoming more 
desperate for workers.  
    For drycleaners, it’s one 
more major obstacle to now 
overcome, and, true to form of 
late, it probably won’t be easy. 
    According to CNBC’s Mo-
mentive Small Business Sur-
vey (Q3 2021), about half of 
small business owners say it’s 
more difficult to find qualified 
help than it was a year ago, 
and 41% of small business 
owners say they are currently 
experiencing a rising cost in 
wages. 
    Not only does it costs a 
signficant amount to find a 
new employee these days, 
many businesses are also hav-

ing to spend much more just 
to keep the ones they already 
have. 
    In recent months, several 
big companies have aggres-
sively raised their starting 
wages to $15 an hour or more, 
including Target, Hobby 
Lobby, Costco, Wayfair, Mc-
Donalds and Chipotle — 
making it more difficult for 
smaller businesses to offer 
competitve salaries. 
    While salary is clearly a 
big factor, American employ-
ees are also actively looking 
for other rewards in the 
workplace, such as flexible 
schedules for a better work-
life balance, additional health 
benefits and a compatible 
employee culture to join. 
    For companies like Puritan 
Cleaners of Richmond, VA, 
fostering a strong employee 
culture is central to its reten-
tion strategies now more than 
ever. It’s not something that 
happened overnight, but 

owner Gary Glover has seen 
his company culture 
strengthen from taking part 
in its community service ef-

forts over the years. 
    “I think it’s really more 
about the family and commu-
nity values,” he explained. 

“For our Coats for Kids pro-
gram, we do about 17,000 
every year in the month of 
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When Frank Capo            
(pictured right) was 17 

years old, he walked into a 
Pittsburgh drycleaning 

plant and offered to start a 
pickup and delivery serv-

ice for them. Hard work 
paid off over time and, in 

1978, the plant went up for 
sale. Frank bought it and 

renamed it Suburban Dry 
Cleaners. Today, he is 82 

and out of commission 
with a broken hip. For 

Frank’s daughter, Ruth, it 
has been an opportunity to 
help a man who did every-

thing for his family. For 
more on the Capo family, 

see page 6.

Free Pants Wednesdays is a promotion Puritan Cleaners offers each summer to reward its 
loyal customers. More importantly, it has helped strengthen the company’s employee culture 
(see photo above) by the bonding that comes from giving back to the community together 
while showing off their tricked-out trousers.

Continued on page 8
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For drycleaners, the last year-and-a-half has proven to be endlessly 
challenging. It began with shutdowns and severe lifestyle changes for everyone, 
which resulted in massive customer shortages. Even when some customers started to 
trickle back more frequently, the global supply chain was disrupted enough to lead 
to supply shortages of everyday items needed by drycleaners — which, if you can 
find them these days, will cost you more. And now, on top of those shortages, there 
is a major labor shortage — the likes of which we have never seen before. The 
number of open jobs currently outnumber those who can fill them. 

Of course, all of this is happening while the Delta variant seems poised to 
wreak untold havoc in a national case of deja vu that nobody wants to relive. 
Welcome to the new *$#@ing normal. Those who are tired of popular phrases from 
last year such as “new normal” and “pivot” may soon grow weary of hearing another 
being frequently bandied about now: Culture. This one is important and there is a 
good reason for this. 

The truth is, we’ve all grown weary at this point, which is just a nice way to 
say exhausted, stressed and frustrated. Still, there has been nothing nice about the 
pandemic in terms of damage to physical and mental health. Over 600,000 
Americans have lost their lives to the coronavirus and, according to the Keiser 
Family Foundation, about four in ten adults have reported symptoms of anxiety or 
depressive disorder during the pandemic. The U.S. Census Bureau also reported 
similar numbers, which were up 11% from the previous year. 

While Americans have recently spent considerable time suffering from anxiety 
and depression, many also devoted time for reflection and change. In another survey 
from Parade magazine last year, 58% said that the pandemic has changed their way 
of life forever. As a result, the psyche of many American workers has drastically 
changed. Those who struggled financially through the past 18 months may still 
emphasize salary as the biggest motivating factor for employment. Others, however, 
are looking for more fulfillment in life, which means factors such as flexible 
schedules and better benefits in the workplace. Most, however, want to work at a 
place with a good work culture — 81%, according to Jobvite, feel that corporate 

culture is somewhat or very important in deciding on applying for a job. According 
to Lexington Law, nearly 70% of Americans place more importance on benefits and 
corporate culture than on salaries. 

Every business, no matter the size, has a culture. Some have a multifaceted 
culture, while others think they do not have one (a lack of culture is still a culture). 
Just look at the variety of company cultures on display in this issue. Puritan Cleaners 
has a strong one that was forged largely through community service efforts. This 
month’s profile, the Capo family of Pittsburgh, have built a culture of hard work and 
customer service. Meanwhile, new DLI President Bobby Patel grew up in a family 
culture that emphasized education before he bought a rundown cleaners that was 
transformed in part by a culture touting top-of-the-line technology. 

Ultimately, though, you should make sure there is not a disconnect between 
what you believe your company culture is and what your employees believe it is. 
When O.C. Tanner (makers of employee recognition software) asked 10,000 
employees around the world to offer a single-word description of their company’s 
culture, there was quite a variety of responses. Common positive answers included 
“respect,” “great,” “friendly,” “happy” and “team.” Those less happy with their 
employers described their work environment as “stressful,” “toxic” and rife with 
“negativity.” When the same employees were asked to rate their organization’s 
culture using a 100-point scale, the average came out to be a 65. 

Would you want to work for a 65? Would you want to spend a large portion of 
your life at a place that is stressful or negative? Those who still want to work are 
looking for a place where they can find meaning or satisfaction. They want to work 
for a place with values. They want to work for a place that recognizes employee 
achievement and contributions. They want to work for a place where their voice 
matters. Would you work for you if you wanted any of these things? It’s time to take 
a good hard look at what it’s like to work at your company. It can be daunting if your 
culture needs mending because creating a strong culture requires time. The good 
news is that every culture can be improved one day at a time. It will eventually be 
worth it. After all, the best potential employees look for the best company culture.
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Die hard for life
Frank Capo has worked relentlessly 

hard in the drycleaning industry 
for more than six decades with the 

same unflinching resolve that his fel-
low Pittsburghers often celebrate in 
their gridiron Steelers — a team tied 
with the New England Patriots for the 
most Superbowl wins with six. 

    

For Frank, however, it’s been a much 
less heralded life, which is probably 
just fine with him because he doesn’t 
have time to be in the spotlight. There 
is always more work to be done. In fact, 
the only thing that seems capable of 
stopping him is gravity itself. 

    

During the past year, Frank has been 
absent from his Suburban Dry Cleaners 
business. “He fell and broke his hip. 
He’s been in rehab and he’s not coming 
home anytime soon, unfortunately,” ex-
plained Ruth Capo, one of Frank’s chil-
dren who have followed in his 
footsteps in the drycleaning industry. 

    

It’s a strange thing for Frank not to 
be at his business. After all, he worked 
in the same building in Bridgeville 
from the age of 17 until his injury about 
a year ago. He’s 82 years old today. 
Even though he’s physically absent, his 
presence still permeates through Sub-
urban Dry Cleaners five locations as 
well as one laundromat. 

    

It all began when a teenage Frank 
walked into the cleaning plant (then 
known as Supreme Cleaners) and con-
vinced the owner that he could start a 
pickup and delivery service for him. 

    

“He would put flyers on every-
body’s doorstep — back in the day you 
could do that,” Ruth said. “The route 
got bigger and bigger and bigger. Then, 
his kids came along. He had four kids 
[at that time] that he raised all by him-
self on the income that he made from 
the delivery route.” 
 

It hadn’t been an easy life up until 
that point for the young route driver. 
He was an only child who had to be 

raised in an unusual place. 

    

“When Frank was just a newborn — 
he was only two or three years old — 
his mother suffered from tuberculosis 
back in the day and she was hospital-
ized for ten years — and he had to go 
to an orphanage. He went to a military 
base orphanage and was raised with-
out any family at all.” 

    

After Frank graduated from the mil-
itary-based orphanage, he served in the 
Air Force reserves for eight years. In 
time, he married and started a family, 
but his wife left him to raise their chil-
dren by himself. 

    

“Frank managed to work early in the 
morning to late at night, but he 
arranged it so that we had a nanny,” 
Ruth recalled.  

    

Even though he got home late, he al-
ways did the same thing. “My dad 
would come home, tuck us in and read 
us a story. That was every night,” Ruth 
emphasized. 

    

Meanwhile, Frank had learned the 
art of sewing from his mother, a seam-
stress who made clothes for all of her 
grandchildren. She passed away in 
1978, the same year the cleaning busi-
ness went up for sale. Frank bought it 
and used his tailoring skills to diversify 
the business. Soon, he also became 
known by customers as a “spotting 

wizard” and as an expert who could fix 
any problematic zipper. 

    

“He would fix them for $10. He has 
this big huge container filled with zip-
per parts. He would dig through that 
for the perfect part for any zipper and 
fix it,” Ruth recalled. “He was really 
good at matching a zipper to the cus-
tomer’s wants and needs.” 

One difficulty Frank faced — even 
as his efforts grew the business 
— was finding the right employ-

ees who could work as hard as him. 

    

“The place was extremely busy and 
Frank was a one-man show. He had 
employees, but they were never 
enough,” Ruth noted. “He put his kids 
to work as soon as they could get to 
work. We worked since we were really 
young.” 

    

All five of Frank’s children — Ruth, 
Carol, Teresa, Anthony and Frank, Jr. — 
have all been loyally devoted to the 
business throughout their lives. 

    

“I have a very good work ethic and 
I’m die hard. I’m just like my dad,” 
Ruth said. “Actually, all of us children 
are very dedicated, devoted, hard 
working, good people. We know what 
it’s like to spend a 100-degree day in a 
sweaty environment. We know the 
hardship of work and the struggle and 
the time put into it. And, I’m still like 
that. I still have a very good work ethic 
and it’s hard to find good workers like 
me, or like my family. We are die 
hards.” 

    

Ruth, who describes her father as an 
“old-fashioned Italian guy with 
morals,” has worked at the business 
her entire life. In many ways, her life is 
similar to her father’s. 

    

“I know it inside and out. It’s com-
fort. It brings me a living that is — not 
lavishing or anything — but I’m com-
fortable,” Ruth explained. “I have my 
own home and my own car and I am 
single. I was a single parent, just like 
my dad. I raised my kids working at 
the drycleaner because I could take 
them to work.” 

    

 

It was over four decades ago when 
Frank first purchased the business. 
During that time, there has not been 

a lot of time off. The Capo family al-
ways show up, day after day. 

    

“There were never any vacations 
taken in the drycleaning business for 43 
years by my family. I worked week-

ends, holidays, birthdays, graduation 
days and New Year’s. We would wrap 
presents for Christmas at work. If you 
broke your leg or foot or arm, you 
would go to the hospital, get a cast and 
get right back to work,” Ruth recalled. 
“People called off work all the time and 
you would basically have to fill in 
every single position and know how to 

do it. There is no glorified life here. 

    

“As for the Capo family, it was hard 
manual labor and discipline along with 
devotion and dedication to our family 
drycleaners. We all played a part.” 
 

L ike most cleaners, Ruth is having 
trouble finding employees these 
days. “It’s very hard to find any 

work at all in a drycleaners these days,” 
she said. “Nobody wants a sweat shop. 
Nobody wants to do the manual work. 
Nobody wants to press.” 

    

These days, the company requires 
between 15 and 20 employees, many of 
whom share a similar quality with the 
Capo family. 

    

“This will blow your socks off. Not 
only have I been here all my life — and 
my siblings — but we still have em-
ployees who have been there the same 
amount of time,” Ruth explained. 
“They are die hards. They are devoted. 
They are country folks. I’ll tell you 
what, all these years they’ve slaved 
away in the hottest environment, but 
they were the most devoted people 
who showed up for work and worked 
for ten hours a day and got the job 
done. And, they’re still here.” 

    

Over the years, Frank was willing to 
take chances on some people that no-
body else would, and oftentimes that 
strategy really paid off. 

    

“He employed many people who 
otherwise could never find a job. Some 
of these people had rough lives but they 
knew how to fix every washer or dryer 
in the laundromat for a case of beer. He 
would take people off the streets, beg-
ging for food, and give them a job and 
let them earn their money from the 
heavenly gifts they had painting or fix-
ing things around the building,” Ruth 
noted. “He employed disabled people if 
they knew how to write. For mentally 
challenged people, they were given jobs 
to wash and fold laundry in the coin-
operated laundromat. Or, they would 
fill up the changers or mop the floor 
and keep the place clean.” 

Hard work sometimes pays big 
dividends in the long run. When 
Frank built up the delivery route 

all those years ago, he certainly had no 
idea that service would be a saving 
grace for Suburban during the past 
year. So far, the business has kept its 
doors open. 

    

“We survived the pandemic and 

hopefully we’ll survive the variant 
that’s coming now,” Ruth said. “Hope-
fully, we’ll make it to 50 years.” 

    

“I’m 60 years old. I think one day at 
a time with this pandemic,” she contin-
ued. “I don’t know what tomorrow will 
bring but I will never leave my dad’s 
side unless I’m forced to. I will do what 
it takes for his business. I’m a good 
daughter to him. I’m devoted to him. 
I’m devoted to his customers to treat 
them with respect and run our business. 
And... that’s most of my siblings, also. 
It’s not easy to be raised in a dryclean-
ing business, especially with folks who 
have been in it for 43 years like us.” 

    

Such devotion was borne out of 
Frank’s own, many years ago, when he 
struggled to make ends meet and take 
care of his children. Ruth has not for-
gotten those efforts, and she attributes 
that same kind spirit for the business’s 
longtime success. 

    

“We are still around for this reason — 
because when you walk in the door at 
Suburban Dry Cleaners and Frank was 
sitting at the sewing machine, he would 
sew your garment on the spot and not 
charge you a dime,” Ruth noted. “He 
was a very honest business man. His 
whole entire life, people trusted him. 
People also trust me. People know that 
I’m credible. There’s a lot of family 
morals in the drycleaners here... people 
who care, people who worry, who work 
hard... people who are all just making a 
living and helping others.” 

    

Those morals have been passed 
down and the current generation of die 
hards have no plans to close the doors 
anytime soon.  

    

“Even though we all wanted to ven-
ture out — some of us did — this little 
girl stuck with my father from the day I 
started... from 1978,” Ruth said. “Me — 
I’m just going to die at the drycleaners 
because that’s my life. I’m there until 
my father passes away one day and I 
can’t be by his side anymore and I can’t 
help his customers anymore. I will be 
there until the day I can’t anymore.”
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Suburban Dry Cleaners 

Pittsburgh, PA
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November. Everyone on our 
team stays up late on nights 
and weekends and cleans 
them. Other team members 
volunteer at the distribution 
center. They give hundreds of 
dollars of their time and en-
ergy to help the community, 
and that cements them to us 
and our customers.” 
    In addition to coats, pants 
have also played a pivotal role 
in bringing the staff together. 
For a decade, the company 
has annually shown its appre-
ciation to customers by offer-
ing “Free Pants Wednesday” 
every summer.  
    This year’s event brought 
in 100 new clients for the com-
pany, which cleaned exactly 
1,001 pair of pants for free 
during the promotion. Ac-
cording to Puritan Vice Presi-

dent Norman Way, “Our 
Pants Wednesday campaign 
is a great customer incentive, 
but it is so much more of a fun 
culture event for our team. It’s 
an opportunity to turn the or-
dinary week into a magical 
week with everyone using 
their creativity, comparing 
pants and having something 
fresh to discuss with our 
clients.” 
    Anticipating growth in 
June, the company aggres-
sively sought to hire new 
team members by using... 
current team members. 
    “We did two things. We re-
ally pushed for the employ-
ees to find [new hires] 
because the folks seem to 
enjoy working here,” Way 
noted. “The other thing we 
did, we used Indeed, but we 
didn’t put an ad out. We paid 

for a higher subscription and 
we emailed people who we 
thought would be a good 
match, inviting them to come 
in and interview.” 
    Glover described the in-
tense effort to find new hires 
as “almost guerilla warfare,” 
while Way likened it to find-
ing needles in a haystack. 
    “We literally sent out a 
couple of thousand of emails 
to targeted people,” he ex-
plained. “A small portion of 
that responded, and a small 
portion of that showed up. 
But, we thought we got the 
good ones out of that. Let’s 
face it, drycleaning to the out-
side world isn’t sexy.” 
    The big push resulted in 
about 25 new hires. As Way 
noted, “That was very prof-
itable. Arduous — but prof-
itable.” 

Continued from page 1

(district 2); Don Holecek of 
Crown Cleaners in Knoxville, 
TN (district 3); Ray Kroner of 
Kroner Dry Cleaners in Cin-
cinatti, OH (district 4); Ed 
Longanecker of Iris City 
Cleaners in Mount Pleasant, 
IA (district 5); Kyle Nesbit of 
Tide Cleaners in Spring, TX 
(district 6); Hilary Taylor of 
Continental Cleaners in Salt 
Lake City, UT (district 7); 
Toran Brown of Rytina Fine 

Cleaners & Launderers in 
Sacramento, CA (district 8); 
and allied trades director Bill 
Odorizzi of Sankosha USA. 
    In addition to its board of 
directors, DLI leadership also 
includes district committee 
members who volunteer to 
help guide board policy.  
    The current term’s district 
committee members include: 
Larry Fish of Kingston Clean-
ers in Wakefield, RI (district 1); 
Norman Way of Puritan 

Cleaners in Richmond, VA 
(district 2); John Mertes of 
Ziker Cleaners, Inc. in 
Mishawaka, IN (district 4); 
Allan Cripe of Valet Cleaners 
& Coin Laundry in Temple, 
TX (district 6); Joe Blaha of 
GreenEarth Cleaning in 
Kansas City, MO (district 7); 
Sassan Rahimzadeh of Arya 
Cleaners in Chula Vista, CA 
(district 8); and Dru Shields of 
Enviroforensics of Indianapo-
lis, IN (allied trades).
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Fabricare 2021 
will soon be live 
in Las Vegas

The last time the California 
Cleaners Association was able 
to host its Fabricare show was 
in mid-August of 2018. At that 
time, about 800 drycleaners 
walked the aisles of the exhibit 
hall at the Long Beach Conven-
tion Center, a familiar landmark 
for attendees over the years. 
    In just a few short weeks, the 
association will host its Fabri-
care 2021 event in a new loca-
tion and 
under much 
d i f f e r e n c e 
c i r c u m -
stances. It 
will be the 
first live as-
s o c i a t i o n 
trade show 
for the indus-
try since the National Cleaners 
Association hosted Texcare 
2019 in Secaucus, NJ. Also, it 
will be in Vegas — more pre-
cisely — at the Sahara Las 
Vegas from Oct. 2 to 3. 
    The event is slated to coin-
cide with several live meetings 
planned by industry groups that 
will take place on Oct. 1, includ-
ing the Drycleaning and Laun-
dry Institute, America’s Best 
Cleaners, GreenEarth Cleaning 
Affiliates, SPOT POS User 
Group, Management Concepts-
12, Maverick Drycleaners and 
the Southwest Drycleaning As-
sociation. 
    The event will feature table-
top exhibits as well as a full ed-
ucational program featuring 
many of the industry’s leaders. 
Topics will include: “Keeping 
the Entrepeneurial Focus on 
Your Business,” “Employee Re-

tention and Engagement,” “The 
Future of the Industry,” “Cus-
tomer Service... More Than Just 
Words,” “Beyond the Front 
Counter,” “Leading Forward,” 
“The One Tool Required to be in 
the Top 5% of Drycleaners,” and 
“Generation Now: Can 
Drycleaning Deliver?” 
    The cost to attend is $249 per 
person. To register, visit 
www.fabricareshow.com and 

click on the 
registrat ion 
link. Also on 
the site, atten-
dees can click 
to make a 
rese rva t ion 
with the Sa-
hara Las 
Vegas. 

    Current rates at the hotel are 
$114 plus tax nightly for a room 
in the Marra tower with either a 
king or two double beds. 
    In between the speaker ses-
sions, cleaners will have an op-
portunity to visit vendors and 
socialize. The full schedule, 
available on the show site, has 
events from 8 a.m. unto 7 p.m. 
on Saturday and from 8:30 a.m. 
until 1:15 p.m. on Sunday. 
    On Saturday evening, CCA 
will also host its Fabricare Re-
ception from 5:30 to 7 p.m. 
    Prior to leaving, it is recom-
mended that you look up the lat-
est coronavirus guidelines for 
the state of Nevada and the Sa-
hara Las Vegas. For state guide-
lines, visit online at 
www.nvhealthresponse.nv.gov 
and click on the link for “Cur-
rent Status: Mitigation Meas-
ures” at the top of the homepage.

Puritan Cleaners 
of Richmond, VA, 
has created a 
strong employee 
culture over the 
years. Last month, 
the employees at 
Puritan worked 
their pants off (so 
to speak) during 
their annual Free 
Pants Wednesday 
offer. Pictured are 
Sara Moncrieff, 
community rela-
tions, and Norman 
Way, vice presi-
dent, donning fun 
slacks to mark the 
unique occasion.

To learn more, visit www.nationalclothesline.com/ads
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Peace of Mind

Whether you purchase a piece of our new or used equipment, 
you become a part of the Sankosha family. And you get the 

highest standard of service plus
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WRENCH WORKS BY BRUCE GROSSMAN

In my travels as a 
drycleaning mechanic, 
one of the more common 

complaints I hear is the loss 
of steam pressure caused by 
low water level in the boiler. 
Low water level can be 
caused by several different 
problems. In this and ensuing 
issues, I’ll be explaining how 
to find the cause/causes of 
low water faults.  

    

Causes of this type of fault 
mimic each other, so finding 
the culprit is more or less a 
process of elimination. I’m 
going to discuss these prob-
lems starting from the fault 
that is easiest to identify. 
Therefore, in this issue, I’ll 
be talking about how to lo-
cate faulty check valves in 
your boiler ’s condensate re-
turn system.  

    

The purpose of a check 
valve is to limit the flow of 
water to one direction indi-
cated by an arrow stamped 
into the body of the valve 
showing the direction of the 
water flow. These types of 
valves are used between the 
boiler return pump and the 
boiler pressure vessel with 
the direction of flow towards 
the boiler. When the water 
level in the boiler drops 
lower than the pump activa-
tion sensor in the water col-
umn, the pump motor is 
turned on and the pump 
pulls water out of the return 
tank and pushes it through 
the check valves into the 
pressure vessel of the boiler.  

    

The filling continues until 
the water level reaches the 
pump deactivation sensor 

and then the pump turns off. 
However, there is pressure in 
the boiler pressure vessel 
and there needs to be some 
method to prevent this pres-
sure from pushing the water 
back out of the boiler pres-
sure vessel through the 
pump and into the return 
tank.  

    

This is what the check 
valves do. When the pump is 
off, the pressure inside the 
boiler holds the check valves 
shut, preventing water from 
being forced back out of the 
boiler pressure vessel. Un-
fortunately, steam systems 
generate a lot of scale, and 
steam and return piping con-
tinuously shed large parti-
cles of rust and other bits of 
metal as well. This detritus 
often finds its way into the 
internals of the check valves 
causing them to partially 
fail, allowing water to be 
pushed out of the boiler 
pressure vessel into the re-
turn tank.  

    

This valve “blow-by” is 
costly in wasted energy with 
steam boiling away in the re-
turn tank. In addition, this 
superheated water forced 
into the return tank over-
heats the return tank often 
causing the return pump to 
“cavitate” and not be able to 
refill the water in the boiler 
pressure vessel. When the 
water level drops low 
enough, the boiler will shut 
down on a low water fault 
causing expensive loss of 
plant production due to 
boiler downtime. 

    

For these reasons, it’s a 

good thing to monitor the 
performance of these check 
valves and replace them 
when they fail. Fortunately, 
it’s easy to run a simple tem-
perature test which is a very 
accurate predictor of the con-
dition of these valves. After 
the boiler has been in opera-
tion for a couple of hours, 
wait for the pump to go on. 
Immediately after it shuts 
off, turn off the power switch 
to the pump. Now wait 90-
120 seconds and, using a 
laser thermometer as de-
scribed below, measure the 
temperatures at the points 
indicated on the accompany-
ing illustration.  

    

There should be at least a 
30° F. difference in tempera-
ture between the two points. 
If there is less, it’s an accu-
rate indication the check 
valve has a problem. Experi-
ence has taught me that it 
doesn’t pay to try to clean or 
repair them — just replace 
the faulty valve. It’s wise to 
have a replacement in your 
parts stock. 

    

We will be using the laser 
thermometer again for these 
measurements. The follow-
ing paragraph explains the 
best technique to obtain ac-
curate results. 

    

1. The surface of the target 
should NOT be a highly re-
flective color like silver or 
white or have a highly pol-
ished finish like chrome or 
stainless. If it does, take a 
black Sharpie marker and 
blacken an area about the 
size of a quarter. Use this 
blackened area as the target 

spot on the surface to be 
tested. 

    

2. The laser pointer is nor-
mally used to select the tar-
get area and illuminate the 
center of the sensed area. 
Since the sensor itself meas-
ures all of the infrared en-
ergy entering the lens, it 
becomes progressively more 
accurate the closer you place 
the sensor to the target area.  

    

When using the laser ther-
mometer to run these tests, 
be sure to position the lens of 
the thermometer slightly 
above the surface of the area 
being measured. Don’t just 
aim it and use the laser 
pointer to take the tempera-
ture. 

A Note on Boiler valves 

    

Valves used on boilers 
should be rated at the next 
higher level of the maximum 
rated boiler operating pres-
sure. For example, if the 
rated operating pressure 
(usually found on the name-
plate attached to the boiler) 
is 150 PSI then the valve 
would be steam-rated for at 
least 200 PSI. This rating 
usually appears on the body 
of the valve after the SWP 
abbreviation for “Steam 
Working Pressure” (you 
won’t find these valves at 
Home Depot or Lowe’s). 

    

Note: The numbers follow-
ing the abbreviation WOG 
stands for use with water-oil-
gas and is not the rating for 
steam service. 

    

Well, that’s it for this 
issue. I’ll be continuing with 
more troubleshooting infor-
mation next issue.

Bruce Grossman is the chief of 
R&D for EZtimers Manufactur-
ing, the manufacturer of the new 
EZ DOSE boiler compound man-
ager with a return tank level 
control. This device replaces the 
ball float valve in the condensate 
return tank and automatically 
adds the correct amount of 
boiler compound to the return 
tank preventing oxygen corro-
sion and scaling. Our Sahara and 
DIB-M high purity separator 
water mister/evaporators pro-
vide a thrifty, legal method to get 
rid of the separator water gener-
ated by your drycleaning ma-
chine. See our ad in this issue 
and for further information on 
the EZtimers product line or visit 
www.eztimers.com. Address any 
questions or comments to 
bruce@eztimers.com or call 
(702) 376-6693.

How to stop boiler shutdown 

To learn more, visit www.nationalclothesline.com/ads
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Dye bleeding is a fairly 
common occurrence 
plaguing drycleaners. 

Dye bleeding can occur in 
drycleaning, wetcleaning or 
spotting. 

    

It is important to pinpoint 
the source of the bleeding so 
proper remedies can be ap-
plied. Dye bleeding can occur 
due to several factors. 

    

1. Poor dye fastness in 
manufacture. This means that 
the dyes are not properly ap-
plied or set during manufac-
ture.  

    

Dye bleeding can occur in 
drycleaning due to solvent sol-
uble dye or wetcleaning due to 

fugitive dyes to water. 

    

Bleeding can also occur in 
spotting due to wet and dry 
side chemicals used.  

    

It is not unusual for fabrics 
to be soluble in both wet and 
dry side chemicals. 

    

2. Hot solvent. Hot solvent 
induces dye bleeding. There 
are many drycleaners using 
solvent heaters to heat up their 
solvent and make it more ag-
gressive. 

    

Hot solvent will make the 
solvent more aggressive, giv-
ing it the ability to remove 
more dry side stains, but also 
adding to its ability to produce 
bleeding and dye transfer. 

    

3. Poor dyes will bleed in 
wetcleaning even if proper 
dye setting agents are used. 
Dye bleeding is more apt to 
occur if the garments are not 
agitated enough to flush away 
loose dye. 

    

This means that garments 
that are soaked will tend to 
bleed and transfer dye more 
readily than if the garments are 
kept in motion by agitation. 

    

4. Spotting. Dye bleeding 
and transfer can occur in spot-
ting if the drycleaner does not 
use a white towel to contain 
the loose dye. 

    

The use of a towel is also 
necessary to detect poor dye 

fastness. The use of alkalis and 
protein formulas may increase 
the possibility of dye bleeding, 

especially on silk and wool. 

    

 Cures and Prevention 
    1. drycleaning. The cooler 
the solvent, the less chance dye 
bleeding will occur. Cool sol-
vent decreases the aggressive 
nature of the solvent. 

    If dye bleeding does occur 
in drycleaning the drycleaner 
should reclean the garments.  

    Water and wet side spotting 
agents should not be applied 
since this will set the dye and 
change a dry side dye into a 
wet side dye. 
    2. Wetcleaning. Wetclean-
ing using an acid-based deter-
gent reduces the incidence of 
dye bleeding.  
    Cooler water temperatures 
also reduce the incidence of 
dye bleeding. If dye bleeding 
does occur in wetcleaning, the 
garment should be wetcleaned 
again, using adequate mechan-
ical action so loose dye can be 
flushed away from the fabric. 
    3. Spotting. All spotters 
must use a white towel when 
flushing. Use a proper lubri-
cant when applying mechani-
cal action to a stain.  
    The lubricant will tend to 
suspend the loose dye so it can 
be flushed away without set-
tling on the fabric. 
    If the dye bleeding is notice-
able on a fabric, it should be 
flushed with the steam gun 
and then using air and pres-
sure to push the dye into the 
cloth while drying rapidly, es-
pecially on silk and wool. 

    

    Bleaching Process 

    When dye bleeding does 
not respond to the aforemen-
tioned processes it may need a 
bleaching process. Do not use 
a bleach without testing, mak-
ing sure it does not affect the 
base dye and will remove the 
dye that bled. 
    Titanium sulphate is usually 
the most effective bleach to re-
move dye bleeding.  
    It is not unusual, however, 
for other bleaches such as 
sodium hypochlorite to work 
on fabrics such as cotton, linen, 
rayon and polyester. 
    The drycleaner can also at-
tempt to use a mild solution of 
a bleaching agent, even if the 
base dye is slightly effected 
when testing.  
    The drycleaner would make 
up a very mild bleaching bath 
and only immerse the garment 
in the bath for a few seconds 
before removing and rinsing.

THE SPOTTING BOARD
The causes and cures of dye bleeding

BY DAN EISEN

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.
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Dye bleeding is more apt to 
occur if the garments are not 

agitated enough.
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There are so many cus-
tomer service tips, tricks 
and customer retention 

strategies out there that can ei-
ther make you money or cost 
you money.  

    

The challenge that we now 
face is trying to make the best 
decision to ensure proft and 
growth. So, what do you do?  

    

Well, let’s take a look at the 
top five customer service re-
tention trends we find that are 
working best in our industry. 

Trend #1: Covid Reset 
    Many of us were faced with 
making decisions that were 

based on survival and focus. 
Here is what you will need to 
do in order for a self-check. 
Some are stuck in 2019 and 
hope it will come back. Others 
are still making 2020 decisions 
while the successful cleaners 
are moving past 2021 and be-
yond. Where are you?  
    The sad thing is your cus-
tomer want to move forward 
— you should, too. 
Trend #2: New Expectations 
    One good thing that came 
out of covid is that we can 
make those necessary changes 
that are geared towards 

growth look like survival 
choices.  
    Consumers are prepared to 
adapt and they are witnessing 
price increases nationwide. 
Now is the time to do the 
things you need to do to get 
profitable. 

Trend #3: Consumers 
 Looking for Stability 

    While change is good, sta-
bility is great. After making the 
correct choices, get stable as you 
want to keep looking like you 
are doing well.  
    Marketing is all about mak-
ing you look good. It’s time to 

get great at this. 
Trend #4: Customers Want to 

Feel Important 
    Respect their concerns, cares 
and requests. Know their 
trends and simply be prepared 
to be more proactive with cus-
tomer retention. 
Trend #5: Customers Really 

Miss the Personal Touch 
    Automatic customer service 
is nice, easy and cheaper than 
a real person. However, the 
personal touch gets better re-
sults. Customers want to be 
heard when it comes to prob-
lem solving and a live person 

can at least provide a live ear 
for them. Raise the bar in your 
customer service department 
and you will see instant re-
sults. 
    The bottom line is... we 
work so hard to obtain new 
customers — it’s time to work 
hard to keep them.

PAGE 14 /  NATIONAL CLOTHESLINE / SEPTEMBER, 2021

THE ROUTE PRO
Top 5 customer retention trends of 2021

BY JAMES PEUSTER

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

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

DATELINE
2021 

Sept. 15 Drycleaning and Laun-
dry Institute webinar on “The 
Most Important Tool in Ob-
taining Financial Freedom” 
with Marketing Coach Dave 
Coyle of Coyle Marketing. 
Visit DLIonline.org. 

Sept. 22 Drycleaning and Laun-
dry Institute webinar on “Buy-
ing Out Your Competitor” with 
Riaz Chauthani. Visit DLIon-
line.org. 

Oct. 2-3 California Cleaners As-
sociation’s Fabricare ’21 at the 
Sahara Hotel & Casino, Las 
Vegas, NV. Call (215) 830-
8467. 

Oct. 4-8 Drycleaning and Laun-
dry Institute’s one-week Intro-
duction to Drycleaning course. 
Visit DLIonline.org or call 
(800) 638-2627. 

Oct. 11-22 Drycleaning and 
Laundry Institute’s two-week 
Advanced Drycleaning course. 
Visit DLIonline.org or call 
(800) 638-2627. 

October 19-22 Textile Rental 
Services Association annual 
conference and exchange. 
Carlsbad, CA. Call (703) 519-
0029. 
November 10-12 2nd Annual 
Fall Fest EXPO. Virtual event 
sponsored by NEFA, SEFA., 
PDCA and DLI. Call (215) 
830-8467 for information. 
November 27- December 1 
Texcare International. Frank-
furt, Germany. Visit 
www.messefranfurt.com. 

2022 
May 17-19 Excellence in Laun-

dry Conference, sponsored by 
the Coin Laundry Association. 
Rancho Bernardo Inn, San 
Diego, CA. Call (800) 570-
5629. 

July 30-August 2 Clean Show. 
Georgia World Congress Cen-
ter, Atlanta, GA. Call (770) 
984-8023. 
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G E T  S M R T

UNLOCK THE
POWER OF YOUR

BUSINESS



A t  t h e  h e a r t  o f  S M R T ,  w e  a r e  a  d r y  c l e a n e r .  I t ’ s  t h e  r e a s o n  w e 

c r e a t e d  o u r  s o f t w a r e  i n  t h e  f i r s t  p l a c e :  T o  s o l v e  t h e  e v e r y d a y  p r o b -

l e m s  w e  r a n  i n t o  a t  o u r  o w n  b u s i n e s s

W e ’ v e  s t o o d  i n  y o u r  s h o e s .  P r e s s i n g ,  c l e a n i n g  t h e  b u t t o n  t r a p ,  f i l l i n g 

i n  w h e n  t h e  d r i v e r  i s  s i c k ,  m a k i n g  p a y r o l l  a n d  r e p l a c i n g  e q u i p m e n t . 

A n d  w i t h  a  d r y  c l e a n e r ’ s  p e r s p e c t i v e ,  w e ’ v e  b u i l t ,  f r o m  t h e  g r o u n d 

u p .  t h e  b e s t  d r y  c l e a n i n g  s o f t w a r e  i n  t h e  m a r k e t p l a c e .

AT SMRT SYSTEMS WE GET IT

W E  U N D E R S T A N D  T H A T  D R Y  C L E A N E R S  A R E  D Y N A M I C ,  H I G H -

P E R F O R M I N G  E N T R E P R E N E U R S .  I t ’ s  n o  s m a l l  f e a t  t o  r u n  b o t h  t h e 

f a c t o r y  a n d  t h e  d e a l e r s h i p  e v e r y  d a m n  d a y .  Y o u  d e s e r v e  a  s o f t w a r e 

p a r t n e r  t h a t  k n o w s  y o u r  b u s i n e s s  a n d  i s  t h e r e  f o r  y o u  2 4 / 7 .  Y o u  d e -

s e r v e  S M R T .

“ S M R T  I S  T H E  C O M P L E T E  P A C K A G E .  T H E I R  P E O P L E , 

T H E I R  P R O D U C T ,  T H E I R  D R I V E  A N D  T H E I R  F O C U S 

M A K E  M Y  B U S I N E S S  B E T T E R ,  A N D  M Y  L I F E  E A S I E R . ”

K a t h y  B e n z i n g e r ,  O w n e r

B e n z i n g e r ’ s  C l e a n e r s

( 4 1 5 )  6 1 2 - 9 8 8 5  |  W W W , S M R T S Y S T E M S . C O MS M R T  S Y S T E M S  |  2 8 0  P R E M I E R  D R .  S U I T E  11 7,  H O L LY  S P R I N G S  N C  2 7 5 4 0

There has never been a better time to

GET SMRT 
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SMRT 
DELIVERS

HAPPINESS

R I C H A R D  A .


“ . . .SMRT br ings  dry  c leaning  and de l iver ing  a  great 
exper ience  to  customers  into  the  21st  century .  For 

decades ,  our  industry  was  underserved and wi th 
SMRT on the  scene,  we are  equipped wi th  the  f in-
est  sof tware  to  run a  wor ld-c lass  organizat ion. . . ”

G R E G  M .


“The customer  support  i s  hands  down the  best . 
From the  demo to  the  inst i l la t ion  and now use , 

the  support  team at  SMRT have  been there .  Th is 
system compared to  my last  POS is  1000% better . 

Eas ier  to  operate ,  s taf f  and customer  f r iendly . ”

S A M I  K .


“The text  program was  much bet ter  than the  com-
pet i t ion .  The t ra in ing  and introduct ion of fered 

was  and turned out  to  be  exce l lent .  The sof tware 
puts  the  de l ivery  company in  charge.  In  my eyes 

th is  makes  th ings  eas ier  and a lso  he lps  a l low more 
prof i t .  SMRT seems to  have  everyth ing  you can 

th ink  of  for  your  dry  c leaning  bus iness . ”

J O N  K .


“ . . . the  sof tware  i s  so  user  f r iendly  and powerfu l 
that  my ent i re  bus iness  runs  on i t .  I t  i s  the  com-
plete  CRM sof tware ,  f ront  to  back .  Not  only  i s  i t 

easy  for  me to  manage my bus iness ,  but  i t  i s  a lso 
even eas ier  for  my customers .  They  can do a l l  the 

schedul ing ,  communicat ion on the i r  own. ”

A M A N D A  E .


“We are  very  happy we made the  swi tch  to  SMRT.  I t 
i s  a  s imple  easy  p lat form to  use  and t ra in ing  em-
ployees .  Assembly  has  been much more ef f i c ient 

and contact ing  the  customers  i s  very  easy  through 
the  sof tware .  I  l i ke  that  i t  i s  browser  based so  I 
can log in  in  whenever  and where  ever  I  need to . 

Set  up is  super  easy  and I  am able  to  insta l l  myse l f 
instead of  ca l l ing  support . ”

W A Y N E  E .


“ I  can ’ t  be l ieve  we are  running  th is  system for  over 
4  years .  Would  be  lost  wi thout  i t . ”

M I C H A E L  B .


“ I  used a  legacy  system ( the  largest  in  the  industry ) 
for  13  years  before  swi tch ing  to  th is  “upstart ”  back 

in  2017.  The d i f ference  was  immediate ,  obv ious , 
and impact fu l  for  our  operat ion.  And that  was  back 

when they  were  an upstart ,  and the  sof tware  was 
s t i l l  in  i ts  re lat ive  infancy .  They  are  now one of  the 
dominant  p layers  in  the  market ,  and for  good rea-
son.  The absolute  best  th ing  about  th is  sof tware , 

IMO,  i s  the  way  customer  communicat ions  are  han-
d led.  I t ’ s  part ly  an  emai l  c l ient ,  part  text  inter face , 

and part  s lack ,  a l l  t ied  into  one,  f lawless ly . ”

J A M I E  M .


“SMRT is  easy  to  use .  The t ra in ing  was  very  he lpfu l 
as  the  t ra in ing  s taf f  was  here  a l l  week  to  get  us 
swi tched over  f rom our  o ld  sof tware  and up and 

ro l l ing .  We can access  customer  support  very  eas-
i l y .  I  love  the  route  management .  I t  i s  far  super ior 

to  other  dry  c leaning  sof tware  systems. ”

W I L L  W .


“There  i sn ’ t  just  one feature  I  l i ke  but  mul t ip le .  To 
name a  few:  user  inter face ,  the  p ickup/del ivery 

module  and not i f i cat ion/communicat ion center . ”

T H A Y N E  A .


“ . . . f rom the  change over  to  the  de l ivery  for  my 

bus iness  the  SMRT Systems is  [by  far ]  the  best  at 
teaching  employees  how to  work  the  system.  My 

customers  swear  that  the  text ing  to  le t  customers 
no the  there  Dryc lean orders  are  done is  [eas i ly ] 

the  best  in  our 
industry !  So  g lad  we went  wi th  SMRT! ”

J O E  F .


“ . . .SMRT a l lows you to  fo l low rea l  t ime the  da i ly  ins 
and outs  of  your  bus iness .  I  am able  to  phys ica l ly 
leave  my fac i l i ty  and check  in  remote ly .  Th is  was 
a  huge s tep in  me be ing  ab le  to  devote  t ime wi th 

my fami ly ,  and g iv ing  me back  contro l  over  my 
bus iness . ”

J O R D A N  W .


“SMRT Systems makes  our  d iverse  dry  c leaning 
bus iness  s imple  to  manage f rom one screen.  Easy 

to  setup and implement  th is  i s  a  no bra iner  for 
anyone needing  a  POS in  our  industry . ”

M A J O R  B .


“The extra  communciat ion features  for  my team 
and our  customers .  The ease  of  use .  The de l ivery 
and route  opt imizat ion features  to  he lp  bui ld  and 
organize  our  growing  P ickup and Del ivery  system. 

Has  incoporated into  our  market ing  ef for ts 
beaut i fu l ly . ”

R I A L  S .


“ I  am very  p leased wi th  how the  sof tware  i s  per-
forming and the  funct ional i ty .  I t  has  made com-
municat ion wi th  our  customers  more  robust  and 
s treaml ined.  I ssues  I  have  posed to  the  company 

have  been l i s tened to  and actua l  changes  have 
taken p lace  based on recommendat ions .  I  have  Im-
p lemented around 15  d i f ferent  sof tware  products 
on a  large  sca le  in  my career  and I  would  have  to 
say  th is  was  one of  the  best  exper iences  so  far . ”

D A N I E L  C .


“Hav ing  the  ab i l i ty  to  seamless ly  run a l l  facets  of 
our  operat ions  under  one user  inter face  and the 
program is  a  game-changer .  Not  only  does  SMRT 
run our  A/R ,  inventory ,  lo t  management ,  de l ivery 
routes ,  customer  promot ions ,  communicat ions , 

e tc .  I t  qu i te  f rank ly  i s  the  eas iest  to  use  and t ra in , 
which  i s  pr ice less  in  our  industry . ”

K E V I N  L .


“ I t  seems in  th is  day  and age ,  most  sof tware  has 
be l l s  and whist les ,  some of  which  do the  same 

th ing ,  on ly  i ts  a  s tep by  s tep process  to  get  to  re-
su l ts .  SMRT is  qu ick  about  i t ! ”

A L O N S O  C .


“Our  interna l  company communicat ions ,  automa-
t ion wi th  management  report ing ,  b i l l ing  and cus-
tomer  reso lut ions  have  been the  b iggest  benef i ts 
wi th  the  sof tware  implementat ion.  What  took  sev-
era l  emai ls ,  manual  phone ca l l s  and meet ings  wi th 

our  management  are  now eas i ly  reported across 
a l l  communica i tons  channels  and have  reduced the 

t ime to  reso lve  day  to  day  processes . ”

B R U C E  G .


“ . . .we love  how easy  the  sof tware  i s  to  use ,  the 
route  app is  terr i f i c ,  communicat ion through text 

and emai l  has  s ign i f i cant ly  cut  down on phone 
ca l l s ,  est imates  are  responded to  very  quick ly  and 
our  customers  love  i t .  The  reports  are  endless ,  we 

have  hundreds  of  KPIs  to  he lp  us  wi th  sa les  and 
market ing . ”

C H A R L E S  D .


“ . . .we love  how easy  the  sof tware  i s  to  use ,  the 
route  app is  terr i f i c ,  communicat ion through text 

and emai l  has  s ign i f i cant ly  cut  down on phone 
ca l l s ,  est imates  are  responded to  very  quick ly  and 
our  customers  love  i t .  The  reports  are  endless ,  we 

have  hundreds  of  KPIs  to  he lp  us  wi th  sa les  and 
market ing . ”

J A S O N  Y .


“My overa l l  exper ience  wi th  SMRT has  been fan-
tast ic !  They  are  a  great  partner  to  have  in  the 

industry . ”

J O N N I  M .


“My overa l l  exper ience  wi th  SMRT has  been great . 
The customer  support  and complete  openness  to 
look  for  and create  new funct ions  has  made our 

everyday  use  eas ier .  The ab i l i ty  to  t rack  garments , 
contact  customers ,  t rack  dr ivers ,  and opt ion to 
make just  about  any  k ind of  data  report  we re-

quest  has  been a  l i fe  saver . ”

B I L L  W .


“The deve lopers  are  a lways  work ing  to  make the 
system work  bet ter .  I t  a l ready  works  great  ,  but  i f 
there  i s  something  that  you would  l ike  for  i t  to  do 
you can request  i t  and i t  w i l l  probably  get  done.  I 
a lso  l ike  that  i t  i s  so  easy  to  use .  New assoc iates 

can be  up to  speed in  just  a  few days . ”

L A U R I E  C .


“We have  improved garment  t rack ing  and commu-
nicat ion interna l ly  and wi th  customers .  We are 

ab le  to  be  rea l ly  t ransparent .  The customer  inter-
face  i s  great .  The team is  great  to  work  wi th !  Our 

systems and processes  are  get t ing  s t reaml ined in  a 
way  we ’ve  been dreaming about  for  years ,  but  had 

roadblocks  wi th  prev ious  sof tware . ”

D E N I S E  T .


“The migrat ion to  SMRT was  va l idated and pra ised 
by  both  our  mul t i -generat ion of  employees  and 

customers .  The ease  of  learn ing ,  nav igat ing ,  and 
customer  interact ion has  e levated our  serv ice  and 

won the  conf idence and respect  f rom a l l .  Report ing 
and data  analys is  cont inues  to  become even more 
sophist icated.  Unl ike  many serv ices  where  support 

d imin ishes  af ter  the  honeymoon stage ,  the  SMRT 
support  team cont inues  to  be  very  respons ive  wi th 

great  at t i tudes  long af ter  convers ion. ”

R O S S  L .


Our prev ious  Compassmax sof tware  was  not  ade-
quate ly  address ing  our  needs  and we are  overa l l 
qu i te  happy wi th  how wel l  we have  been able  to 
improve the  management  of  our  bus iness  wi th  a 

system that  i s  eas ier  to  use  .

E R I C  D .


When we swi tched to  SMRT we d idn ’ t  have  a  route 
at  a l l  and now i t  i s  growing  week ly .  Wi th  the  c l i -
ents  be ing  ab le  to  setup a  p ickup/del ivery  r ight 

f rom the ir  ce l l  phone.

M A T T  F .


Br ings  current  tech  to  the  dry  c leaning  industry 
that  has  had archa ic  sof tware  for  decades .

P E T E R  L .


We have had noth ing  but  a  great  exper ience  wi th 
SMRT,  f rom the  hardware  & s taf f .  Support  i s  very 

quick  to  respond.  My pr ior  system support  was 
not  as  respons ive  and created f rustrat ion when we 

needed an issue/quest ion addressed.

J I M  G .


SMRT is  intu i t ive  and has  a  c lean look .  The deve l -
opers  are  cont inuous ly  updat ing  the  p lat form and 

Support  i s  qu ick  and usual ly  succ inct .

R O B E R T  S .


I  love  the  customer  communicat ion.  Route  t rack ing 
i s  top notch.  Assembly  conveyor  i s  very  re l iab le , 
cost  e f fect ive  and ef f i c ient .  Customer  b i l l ing  i s 

very  s imple  to  customize .

S C H E D U L E  A  F R E E  D E M O  A T

W W W . S M R T S Y S T E M S . C O M
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BUILDING VALUE
BY KERMIT ENGH               

Today we will discuss the 
idea of scalability and 
how to create a business 

that can thrive without you. 
The hallmark of a valuable 
company is one that can run 
without you, which means if 
you can create a business 
that’s built to sell, you also 
have the option to hold on to it 
without the stress of running 
your company on a day-to-day 
basis. A valuable business is a 
sought-after asset, making it 
more likely that you will get 
an unsolicited offer for your 
business. This gives you nego-
tiating leverage when you de-
cide to sell. 

    

Many business owners find 
themselves trapped in an un-
sellable business. Customers 
ask to deal with the owner, the 
owner becomes personally in-
volved in serving the cus-
tomer, reinforcing the 
customer’s reliance on the 
owner, and the cycle contin-
ues. A business reliant on its 
owner is unsellable, so the 
owner becomes trapped in the 
business. In the coming 
months, we will discuss steps 
to provide a road map for cre-
ating a company that can 
thrive without you. I’ve also 
included my own personal ob-
servations and experiences 
gleaned from applying the 
process in my businesses. 

     

The first step in building a 
company that can thrive with-
out you is to find a service or 
product that has the potential 
to scale. Scalable things meet 
three criteria: (1) They are 
“teachable” to employ ees and 
can be delivered through tech-
nology; (2) they are “valuable” 
to your customers, which al-
lows you to avoid commoditi-
zation; (3) they are 
“repeatable,” meaning cus-
tomers need to return again 
and again to buy (e.g., think 
razor blades, not razors). Brain-
storm all the products and 
services that you provide today 
and plot them on a simple dia-
gram with “Teachable” on one 
axis and “Valuable” on the 
other. Once you have plotted 
everything you offer on the 
chart, eliminate services or 
products that a customer needs 
to buy only once. Often, you’ll 
find that the most teachable 
services or products are the 
ones that customers value the 
least. Alternatively, you’ll find 
that the products and services 
your customers value most are 
the least teachable. That’s nor-
mal. Try combining one or 
more ser vices or products to 
create the ideal offering. 

    

Of the three criteria for a 
scalable product or service, I 
found the sin gle most impor-
tant factor in driving up the 
value of my companies was 
ensuring my revenue was re-
peatable, meaning customers 

had to repurchase somewhat 
regularly. Although all recur-
ring revenue will have a posi-
tive impact on your 
company’s value, some forms 
are more desirable than oth-
ers. Based on what I’ve 
learned from talking to buy-
ers, here are six forms of re-
curring revenue presented 
from least to most valuable: 

    

No. 6: Consumables — 
Toothpaste. 

    

Consumables are dispos-
able items customers purchase 
regularly but that they have 
no solid motivation to be 
brand loyal toward. Each 
morning I brush my teeth with 
Crest Whitening Gel. I’m sure 
the “whitening gel” is a 
placebo, but it appeals to me 
given the amount of black cof-
fee and red wine I consume. 
Every once in a while, I’ll go 
off the beaten path and try a 
Colgate product collected from 
the many hotels I stay at dur-
ing a normal year that prom-
ises “extra whitening,” but I 
always go back to Crest. If you 
sell a consumable, start track-
ing your repurchase rate from 
existing customers. This will 
be a number that acquirers 
will use to calculate your pro-
jected sales into the future, 
and to calculate how much 
they’re willing to pay to buy 
your company today.  

    

No. 5: Sunk Money Con-
sumables — Razor Blades 

     

More valuable than basic 
consumables such as tooth -
paste are “sunk money con-
sumables.” In the case of these 
items, the customer has made 
an investment in a platform. 
When I started using Gillette 
Sensor razor blades, I first had 
to buy a handle. Now I buy a 
new five-pack of blades every 
month, and I can’t bring myself 
to try Schick because then I’d 
have to purchase its handle 
mechanism. I’ve been a Sensor 
guy since I grew my first patch 
of peach fuzz. I’ve invested in 
the platform, and that makes 
me reluctant to switch. The 
same is true at the office. Years 
ago, when I was in the market 
for a printer, I bought a Xerox. 
And even though I probably 
won’t need to buy another 
printer for a while, I still have 
to buy Xerox’s expensive toner 
car tridges. Expect to garner a 
premium for your business if 
you can demonstrate a loyal 
group of customers who have 
made an investment in your 
platform. 

    

No. 4: Renewable Subscrip-
tions — Magazines 

    

Even better than having 
loyal customers who repur-
chase is having revenue that is 
guaranteed into the future. 
For example, I am a loyal sub-
scriber to Robb Report maga-
zine. Each year I get a re-up 

letter, and I send a check to 
cover my next twelve issues. 
Robb Report recognizes one-
twelfth of my subscription fee 
the month it receives the check 
and each of the next eleven 
months. Magazines are cheap 
compared with the subscrip-
tions that analyst firms such 
as Frost & Sullivan or IDC sell 
their customers, which can 
run into the hundreds of thou-
sands of dollars, making these 
companies more valuable than 
their competitors that offer 
project-based consulting on a 
one-off basis. 

    

No. 3: Sunk Money Renew-
able Subscriptions — The 
Bloomberg Terminal 

    

When customers make an 
investment to do business 
with you, they become very 
sticky. If they buy on a sub-
scription model, you will have 
one of the most valuable busi-
nesses in your industry. 
Traders and money managers 
swear by their Bloomberg Ter-
minal. Bloomberg customers 
must first buy or lease the ter-
minal and then subscribe to 
Bloomberg’s financial infor-
mation. Having sticky cus-
tomers loyal to a proprietary 
platform allowed Michael 
Bloomberg to build a valuable 
company. For most dryclean-
ing operators, we can relate to 
our hosted POS systems from 
SMRT, SPOT or others. Pretty 
sticky situation. 

    

No. 2: Auto-Renewal Sub-
scriptions — document Storage 

    

When you store documents 
with Iron Mountain, you are 
charged a fee each month until 
you ask for your documents to 
be shredded or you agree to 
pick them up. Unlike a maga-
zine subscription, for which 
you must consciously re-up, 
Iron Mountain bills you until 
you tell it to stop. Iron Moun-
tain tracks its cancellation rate 
down to the decimal point and 
it can predict its revenue well 
into the future, which is why 
it is such a valuable company. 
I challenge you to review your 
monthly credit card statement 
to see just how many auto re-
newals you have but may 
have forgotten. How about 
that gym membership or un-
limited car wash membership? 
At this point in time, there are 
several operators throughout 
the country which have cre-
ated WDF subscription serv-
ices with monthly auto 
renewals. I am aware of at 
least three who are experi-
menting with drycleaning 
subscription plans. The jury is 
still out on this service. We are 
looking to play around with a 
bedding program and also a 
shoeshine service. 

    

No. 1: Contracts — Wireless 
Phones 

    

More valuable than an auto-

matic renewal subscription is a 
hard contract for a defined 
term. As much as we may de-
spise being tied to them, wire-
less companies have mastered 
the art of recurring revenue. 
Many give their customers free 
phones if the customer locks 
into a two- or three-year full-
service contract. A related part 
of our industry would be the 
linen rental companies which 
contract with their customers. 
This guarantees revenue 
stream. Be careful of those con-
tracts which contain auto re-
newals requiring a 6-month 
advanced notice. Security com-
panies often use these. 

     

As you ascend the recur-
ring-revenue hierarchy, expect 
the value of your business to 
go up in lockstep. Once you’ve 
isolated what is teachable, 
what your customers value, 
and what they need most 
often, document your process 
for delivering this type of 
product or service. This will 
form the basis of your instruc-
tion manual for delivering that 
product or service. Use exam-
ples and fill-in-the-blank tem-
plates where possible to help 
ensure that your instructions 
are specific enough for some-
one to follow independently. 
Test your instructions by ask-
ing a team or team member to 
deliver the service or product 
without your involvement. 
Getting the instruction manual 
right will require time and pa-
tience. Next, name your scala-
ble product or service. Naming 
your offering gives you owner-
ship of it and helps you differ-
entiate it from potential 
competitors. Once you own 
something unique, you move 

from providing a commodi-
tized service or product to pro-
viding one whose terms of use 
you decide. If your product or 
service isn’t generic, customers 
won’t be able to compare your 
price to others. Instead, name 
your offering, along with each 
of the steps you take to deliver 
it, to differentiate your offering 
so that you can set its price and 
payment terms. 

    

After you come up with a 
name, write a short description 
of the features and correspon-
ding benefits of each step in the 
production. Revamp all your 
customer communications 
(e.g., website, store signage, 
brochure, social media) to de-
scribe your process in a uni-
form way. This likely is best 
done with your management 
team or a marketing firm. 
Sounds easy until you get 
started. If you are intrigued 
with this first driver of value, 
you can log on to and get your 
Value Builders Score. Until next 
time, enjoy building value. 

Can your business thrive without you?

Kermit Engh has been an 
owner/operator in the dryclean-
ing industry for over 29 years, a 
member of Methods for Man-
agement for more than 25 years, 
the president of the Association 
of Wedding Gown Specialists for 
17 years, a member of DLI and 
LCI, and winner of numerous in-
dustry awards including a 2016 
CINET Internationale Sustain-
ability Award. MfM is certified as 
a Value Builders coach and as a 
5 Steps to Freedom coach. These 
platforms provide proven 
processes to address the three 
primary areas business owners 
deal with: Time, Team and 
Money. Contact him directly by 
email at kengh@mfmi.com.
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We all know that there 
aren’t a lot of people 
vying for a job at any-

one’s drycleaning plant. It’s a 
fact of our everyday lives. This 
article is not about changing 
that fact. Frankly, I cannot imag-
ine what will ever change it. I 
doubt that there is anything on 
the horizon that will suddenly 
make working in the dryclean-
ing business so glamorous that 
a queue of eager applicants will 
appear outside your door. There 
isn’t a secret magic trick that 
will cause this to happen in this 
article, either. 

    

I bet that some of you have a 
better hiring policy than others. 
I have some clients who have a 
detailed interview process — 
perhaps multiple interviews 
with several people. I also have 
some clients who have a DISC 
profile test for initial screening. 
There are also some who have a 
“fog the mirror” test. It’s like a 
“roofer’s license,” it covers 
everything! If you can fog a mir-
ror, you can do any job in the 
plant. No matter how involved 
your screening, no matter how 
careful you are, no matter how 
thorough the background check, 
no matter how skillful you are at 
interviews... you will make bad 
hires. This article is about the 
person who needs to be re-
placed. 

    

I have written in the past 
about what is probably the least-
often followed bit of manage-
ment wisdom: hire slow, fire fast 
(pardon the grammar). It will 
seem like I am wavering on this 
valuable bit of management phi-
losophy, but that isn’t true at all.  
In fact, I am trying to solidify 
that school of thought in your 
mind. Hire slow. Fire fast. 

     

Let’s assume that you’ve 

hired slowly, and always do.  
Great. I’m not going to change 
that. Let’s also assume that you 
need to replace your drycleaner. 
The reason is immaterial. You 
are disappointed enough in him 
that you don’t want him as part 
of your organization any longer. 
But then, reality sets in. Who will 
do his job? No one has applied 
for a job at your plant in six 
months. You come to terms with 
a clear fact. No one is out there 
wishing to get hired by you or 
your company. Your 
drycleaner’s job is somehow 
saved because of this. 

     

No matter why you wanted 
him out — his performance, his 
attitude, his skill set or his man-
nerisms — it sets a new stan-
dard. It has established a new 
baseline of what you will accept 
from an employee. Now, imag-
ine that this has happened nu-
merous times with a handful of 
employees. This new, lower 
standard is why you have an in-
spector who can’t inspect, a 
presser who can’t press, an as-
sembler who can’t assemble and 
now, a cleaner who can’t clean! 

    

You can believe in dismissing 
an employee promptly with all 
your heart, but that doesn’t 
make a drycleaner drop out of 
the sky. And hiring slowly? 
Well, nobody has applied for a 
job here in six months! Isn’t that 
slowly enough? And if you were 
to somehow find a drycleaner 
just in the nick of time, does he 
get hired immediately? Regard-
less of qualifications? 

    

If you hire him immediately, 
you break the rule by hiring 
quickly rather than slowly. But 
if you don’t hire him immedi-
ately, aren’t you breaking the 
rule by not firing your 
drycleaner quickly, when it 

needs to be done? It surely is a 
paradox. But worse, it’s a para-
dox with a seedy underbelly. 
You unwittingly set a standard 
in your business that sends a 
terrible message to others in 
your employ.  

    

Let’s say that your 
drycleaner needs to be termi-
nated for repeated absenteeism. 
Let’s say he has called out four 
Mondays in a row, but you keep 
him around because you don’t 
appear to have a choice. This is 
a clear message to the other em-
ployees that this behavior is tol-
erated. The next time your shirt 
presser wants to teach you a les-
son, he will call out and you will 
be left to deal with it. This leads 
to a very hectic workplace full of 
underachievers who aren’t too 
concerned about the side effects 
of their behavior. The hard 
workers resent the underachiev-
ers. They also resent you for 
putting up with it. The under-
achievers are malcontents who 
want to punish others by doing 
things that they should get fired 
for, but don’t. 

    

But, I’m sure that you have a 
breaking point. Every employer, 
it seems, has a line in the sand. 
It can be anything. You can do a 
lousy job pressing, you can call 
in sick every Monday, you can 
steal cash from the drawer, but 
don’t use your cell phone in the 
bathroom. That’ll get you fired 
for sure. This doesn’t make you 
quick on the trigger. It just 
means that you tolerate some 
things and are intolerant of 
other things. 

    

Now, let’s turn the tables. 
Let’s say that your drycleaner is 
sick of you badgering him about 
taking Mondays off and he 
quits. Please don’t say that you 
would drop to your knees, beg-

ging him to stay, because if you 
do that, you will prove to him 
(and everyone else will learn 
about this, too) that his behavior 
is something that you accept. So 
he quits and a change is forced.  
By him. You proceed to do 
whatever it takes. 

    

This happened to a client of 
mine. The owner had to be the 
drycleaner for the next two 
weeks. But, maybe it would be 
different for you. Maybe there is 
a second string. It doesn’t mat-
ter what you had to do. Your 
hand was forced and you had to 
deal with it. I like it a lot better 
when I choose to do something 
and then do it. This is much bet-
ter than someone else forcing 
my hand. After all, I am the 
boss. 

    

So, accepting substandard is 
bad because it sets a bad exam-
ple and lowers the standards of 
your company and is bad for 
morale. 

    

Waiting for someone to quit 
means that you’ve lost control. 
Someone else ran you! And, 
while waiting for someone to 
quit, you still had to deal with 
the lower standards and the bad 
example. 

    

And, of course, there is that 
“hire slow, fire fast” crapola. 
Geez. Now what? 

    

There is an alternative. The 
first step is the acknowledgment 
that there is a difference be-
tween firing somebody in your 
heart and firing someone, liter-
ally. The wisdom is really sim-
ple: when you’ve had enough of 
your drycleaner, pretend that he 
just quit and go about hiring his 
replacement as vehemently as if 
you had just become the new 
cleaner. 

    

When someone quits, the 
need becomes immediate. When 

they do something that’s cause 
for termination, too many man-
agers get over it and the cycle 
continues to escalate. So, in the 
end, when someone does some-
thing that’s cause for termina-
tion and you fear that you’d 
never be able to replace him, fire 
him in your heart. Mark him for 
deletion, so to speak, but stick to 
your guns, by all means! If you 
get over it, you are accepting 
bad behavior. Fire him in your 
heart first, secure his replace-
ment, and then do the termina-
tion. 

    

Finally, I want to make one 
more point. This is something 
that I have wanted to say as a 
writer for over 20 years. 

    

When you fire someone, 
make certain that everyone else 
knows that the termination was 
your idea. Employees in your 
plant tend to be family and 
friends of each other so word 
gets around and the word get-
ting around isn’t always the 
truth. 

     

Let’s say that you have to fire 
your shirt presser because she is 
on her cell phone, while press-
ing, again. You have a lot of 
class and do it tactfully. Mo-
ments later, you are pressing 
shirts yourself. 

    

The truth: There are certain 
behaviors that are completely 
against company policy and 
they must be enforced. If that 
means that I have to do your 
job, so be it. Rules are in place 
for a reason. No employee will 
hold me hostage to my own 
rules. 

    

The story that gets told by 
the employee: The boss man told 
me I couldn’t use my cellphone and 
I told him “Too bad! I’m still press-
ing. If you don’t like it, I quit.” I 
put the screws to him! Now he’s 
gotta press LOL. 

     

Same exact scenario. Two 
completely different stories. The 
truth sends a clear message to 
other employees. It says: The 
boss is really serious about these 
policies and he will not hesitate 
to get rid of me and do my job if 
I don’t comply.  The lie does tells 
a story, too. The lie makes it look 
like the employees run the 
show. 

    

“If you do what you've always 
done, you'll get what you always 
got.” 
 
Don Desrosiers has been in the 
drycleaning and shirt laundering 
business since 1978. He is a 
work-flow 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 Con-
sultants and winner of DLI’s 
Commitment to Professionalism 
award. He can be reached at 40 
Winchester Ln, Suite #5, Fall 
River, MA 02721, by cell (508) 
965-3163, or email at 
tailwind.don@me.com. The Tail-
wind web site is www.tailwind -
systems.com.

SHIRT TALES BY DON DESROSIERS                    
Who’s running the show at your plant?

To learn more, visit www.nationalclothesline.com/ads
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TRAINING YOUR WAY
IN-PERSON COURSES
DLI’s School of Drycleaning Technology  
(est. 1927) is open for business and taking  
registrations for courses this October. 

Introduction to Drycleaning, October 4-8
•  Sorting loads
•   Fibers & fabrics
•  Drycleaning machine operation
•  Stain removal 
•  Finishing pants, coats, and skirts
•  Tensioning equipment
•  More

Advanced Drycleaning, October 11-22
•  Bleaches
•  Wetcleaning
•  Customer service
•  Pleated skirts
•  Shirt laundry
•  Wedding gowns
•  Effective plant workflow design
•  Solvents
•  Filtration
•  Distillation 
•  More

Take both courses together and save.

Members receive reduced tuition rates.

REGISTER EARLY TO RESERVE YOUR SPACE

VIRTUAL COURSES
Virtual Stain Removal Course:  
October 26 - November 16
DLI’s most popular topic offered in a  
convenient virtual format. No travel or  
lodging expenses. Topics include:
•   Stain removal tools and supplies
•   Fibers & fabrics
•   Bleaches
•   Digesters
•   More

Virtual Finishing Course coming 2022 

SELF-STUDY
Study on your own time with courses on:
•   Customer Service in Drycleaning
•   Drycleaning Finishing Procedures
•   Drycleaning Fundamentals
•   Stain Removal
•   Fibers & Fabrics
•   Wetcleaning

ON-DEMAND 
Recordings of DLI virtual training programs 
are archived on our website. Access nearly 100 
videos (and counting) covering:
•  Finishing
•  Management
•  Marketing
•  Route services 
•  Social media
•  Stain removal
•  Wash-Dry-Fold services
•  More  

Call 800-638-2627 or visit DLIonline.org/Education 
for more information and to register.
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KEEP IT LEGAL
Imposing discipline requires discipline

BY FRANK KOLLMAN

M ost employers in 2021 
are having trouble 
finding employees to 

hire. This means that employ-
ers are more reluctant to dis-
cipline or discharge marginal 
workers, which is always bad 
for business and employee 
morale. 

    

Failing to act against poor 
employees can cause produc-
tive employees to consider 
leaving, especially in a labor 
market where those produc-
tive workers can easily get 
work elsewhere. 

    

Despite this labor market, 
it is still essential that miscon-
duct and poor performance 
be addressed through disci-
pline. Nevertheless, disci-
pline, especially discharge, 
generates litigation. 

    

Even when discipline is 
clearly warranted, sloppy 
personnel practices can leave 
the decision open to chal-
lenge. 

Before You Act 

    

Every workplace needs 
written work rules. These 
rules of conduct can be con-
tained in the employee hand-
book, posted on bulletin 
boards, or distributed sepa-

rately to all employees.  

    

Under no circumstances 
should an employer make up 
rules as he goes along. 

    

You should have personnel 
files that contain the discipli-
nary record of each employee. 
If you do written evaluations, 

they should be kept in that 
file, but more importantly, 
they should accurately reflect 
the employee’s performance.  

    

In other words, evaluations 
should be truthful and high-
light weaknesses and areas 
for improvement.  

    

Firing an employee for 
poor performance with glow-
ing evaluations is a recipe for 
disaster. 

    

Lastly, supervisors should 
be trained in good personnel 
practices, including discipline 
and discharge.  

    

Too often, a supervisor is 
selected because he was a 
good worker.  

    

As a result, he infrequently 
has the requisite skill and 
ability to perform the person-
nel functions that are central 
to his success. 

discipline or discharge? 

    

Discipline should never be 
imposed precipitously or out 
of anger. At most, an em-
ployee engaging in serious 
misconduct should be sus-
pended indefinitely pending 
a full investigation.  

    

At the end of that investi-
gation, you should be able to 
convince 12 strangers that the 
employee deserved the disci-
pline. 

    

Once the investigation is 
completed, the decision to 
discipline or discharge can be 

made. The discharge decision 
should nevertheless be re-
viewed by the chief operating 
officer, who has ultimate au-
thority at the company.  

    

That person should make 
sure that the decision is con-
sistent with past discipline 

and fully justified. If he or she 
concurs in the decision, the 
decision should be communi-
cated to the employee. 

Implementing discipline 

    

A fully supported discipli-
nary decision can be weak-
ened as the result of poor 
implementation.  

    

Too often, employers con-
fronted with a distasteful dis-
ciplinary action will try to 
ease their discomfort by soft-
ening the words used to tell 
the employee.  

    

This only helps the em-
ployee prove later that he or 
she was the victim of discrim-
ination.   

    

Consider the following ex-
ample: 

    

An employee’s work per-
formance has steadily de-
clined. The employee has 
received counseling from his 
supervisor, though no written 
record was made of these ses-
sions.  

    

Finally, the company de-
cides to discharge the em-
ployee, but calls the 
termination a “layoff” to allow 
the employee to collect unem-
ployment insurance with no 
difficulty and to make the sep-
aration less hostile.  

    

The employee files charges 
of discrimination. 

    

In this example, the em-
ployer’s lack of documentary 
evidence of poor work per-
formance is the least of his 
problems.  

    

If the company now main-
tains that the employee was 
discharged for poor work per-
formance — not laid off — the 
“new” reason appears pretex-
tual.  

    

A court or jury might con-
clude that the “lie” told at the 
separation conference was de-
signed to cover up the real rea-
son: unlawful discrimination.  

    

Moreover, if the company 
decides to stick with the layoff 
story, which could be perjury, 

it may have to explain why the 
employee was not recalled, 
why new employees were 
hired, why less senior employ-
ees were not laid off first, etc. 

    

Discipline, especially dis-
charge, should be communi-
cated to the employee in a 
conference with the person-
nel officer.  

    

The employee should be 
told the reason why he is 
being disciplined in a candid, 
complete manner. If discipli-
nary forms are used, fill one 
out, tracking your oral pres-
entation to the employee.  

    

If the employee is being 
discharged for theft, tell him. 
If he is being discharged for 
unsatisfactory work perform-
ance, set forth in detail why 
his performance was sub-
standard.  

    

Do not under any circum-
stances call the discharge a 
layoff, furlough, or anything 
else except what it is. And do 
not tell the employee that the 
decision was “hard” or that 
you are not absolutely con-
vinced that the decision is 
proper. 

    

If an employee is dis-
charged, do not permit him 
to “finish the day” for this 
reason: the employee should 
be advised of the decision at 
the end of the day, if practi-
cal.  

    

Finally, do not embellish 
the reasons given for the final 
decision. For example, em-
ployers find it difficult to re-
frain from referring to 
incidents several years old. 
This may make it appear that 
the decision to discipline or 
discharge was made with 
some reservations.  

    

If the misconduct was seri-
ous enough to warrant dis-
charge, there is no need to 
give further justification. 

    

Established procedures for 
discipline and discharge are 
necessary for every company, 
small or large.  

    

Employees are more in-
clined to sue these days than 
take the company’s decision 
at face value.  

    

The fundamentals set forth 
above should help most em-
ployers minimize their legal 
troubles.

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.

Discipline should never be imposed 
precipitiously or out of anger.  At most, an 
employee engaging in serious misconduct 

should be suspended pending an investigation.

Want to Improve 
Profits & Operations?

402-690-0066
MethodsForManagement.com

Methods for Management serves the dry cleaning industry through independent consulting 
relationships as well as coordinating and facilitating Management Bureaus. MFM Management 
Bureaus provide a safe, non-competitive environment where members are comfortable sharing 

information, issues, and concerns with peers that they trust and respect

Contact us to find out how becoming a MfM bureau 
member can help you maximize your business.

MfM Currently Has A 
Limited Number of Available 

Memberships in Select Areas!

To learn more, visit www.nationalclothesline.com/ads
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By Jerry Pozniak 
     This is my first article for Na-
tional Clothesline so I will start 
out with an introduction. My 
name is Jerry Pozniak. I am a 
third generation drycleaner and 
the CEO of Jeeves New York. 
Jeeves is a worldwide luxury 
drycleaning firm with locations 
in 13 cities. My license covers 
the NYC area. I started working 
in my family’s “mom and pop” 
drycleaners in 1987 and ac-
quired Jeeves in 2007. I can be 
reached at jp@jeevesny.com or 
visit JeevesNY.com. 
     Will there be growth in our in-
dustry in the next 5 to 10 years? 
In my opinion, yes... but it may 
not be where we expect it to be. 
It was my stepfather, Lou Scricca, 
who taught me the business. I 
learned a lot from the “sayings” 
that he would use to educate cus-
tomers. Dad was the owner of 
Cameo Cleaners in New York 
City and, at the time, he was the 
most expensive cleaner in the 

neighborhood. He was proud of 
his high prices, along with the 
quality of his work. 
     When a customer would 
come in with an expensive gar-
ment and he quoted higher-
than-usual prices, he would 
look for the “wince.” When he 
saw it, he would counter with, 
“When you drive a Ferrari, you 
don’t bring it to the Ford dealer 
for service.” It was his way to 
nail down why the price was 
high and let the customer know 
he understood that luxury 
brands like Chanel are not inex-
pensive to own. 
     Recently, I have been working 
with Goldman Sachs’ 10,000 
Small Businesses Program which 
allowed me to take a deep dive 
into the economics of dryclean-
ing. Researching the IbisWorld 
Industry report on drycleaners in 
the U.S. was interesting, to say 
the least. Here are a few take-
aways from this report, which 
should not come as a shock to 

anyone in our industry: 
     • Drycleaning retracted from 
2016 to 2021 at an annual rate of 
-3.7%. 
     • Average profit margins from 
2016 to 2021 is listed at 5.6%. 
     • Most revenue is from 
drycleaning, not other services 
such as laundry. 
     • The primary  users of 
drycleaning are households 
with incomes over $100,000, pri-
marily from white collar work-
ers with garments that cannot 
be cared for at home. 
     We are all aware that lifestyle 
and workplace changes mean 
that there will be less dryclean-
ing for the entire industry. Gar-
ments are being manufactured 
that are easily washed at home 
and are acceptable for wear after 
coming out of the dryer. 
     With companies continuing 
to allow work from home either 
on a part-time or full-time basis, 
there is even less reason to put 
on a wool suit or a silk blouse. 

Many companies do not require 
office attire at all. 
     Jeeves was the first luxury 
drycleaning company in New 
York when we opened our doors 
in 1979, and, from what I was 
told, there was a line out our door 
for service. In 2014 when I bought 
the company, sadly this was not 
the case. New York City has a 
handful of luxury drycleaning 
brands besides Jeeves, and we 
had become irrelevant. 
     I changed the culture of 
Jeeves and started from scratch. 
Processes were re-engineered to 
eliminate waste. Staff wages 
were raised and training 
brought the Jeeves’ culture to 
the forefront. Quality and deliv-
ery issues were tackled and 
solved. After fixing what we 
could internally, we turned our 
attention to our competition. 
How can we make gains in a 
crowded market? How can 
Jeeves stand out? 
     I took the bold step and raised 

prices, making Jeeves the most 
expensive drycleaners in NYC. 
As we had the quality, client serv-
ice and delivery staff to back it up 
and I trusted that clients would 
understand our value. Soon after, 
I received one of the best compli-
ments ever from a client: “I send 
my everyday clothes to your 
competition and only send my 
best clothes to Jeeves.” 
     There was definitely a learn-
ing curve to transition from 
“mom and pop” operation to a 
company that took care of very 
wealthy clients. I learned a lot in 
a short period of time that 
primed Jeeves for growth well 
above the industry averages. 
From 2010 to 2019 the revenue at 
Jeeves tripled. Our major expen-
diture during this growth period 
was on human capital. We paid 
higher salaries and attracted the 
best possible staff to represent 
our brand. We also invested 
heavily on training. 
     In the luxury drycleaning 
market in NYC, the average 
price per drycleaned piece is 
significantly higher than the av-
erage, but not out of line for 
cleaning garments that are ex-
traordinarily expensive. At a 
much higher price point, profit 
margins can be 20 to 35%. 
     For the drycleaning industry 
as a whole, with the labor mar-
ket unstable, we are going to 
have to offer higher wages to get 
potential staff through the door 
for an interview. This will have 
to translate to higher prices to 
our clients no matter what else 
happens. And, let’s not even 
talk about supply prices. 
     Forbes recently had a column 
which focussed on wealth dur-
ing the pandemic. From March 
2020 to March 2021 the world 
minted a new billionaire every 
17 hours. Most made their 
wealth by finding growth op-
portunities to solve a “pain 
point” or through technical in-
novation. Our industry needs to 
technically innovate and look 
for the pain point for existing 
and potential new customers. 
     Of $13.5 trillion in new 
household wealth added during 
2020, more than 70% accrued to 
the top fifth of income earners, 
and about a third to the top one 
percent, according to the Wall 
Street Journal. 
     The future I see for our indus-
try is to pivot into luxury serv-
ices in your market. I am not 
suggesting having tiered pricing 
services within your brand, but 
to create a new entity to service 
this lucrative market. Most cities 
have pockets of High Net Worth 
individuals and I can guarantee 
that their closets are filled with 
garments that are very expensive 
and dryclean only. 
     Servicing the luxury markets 
takes a different skill set than 
servicing the mid-market, but it 
is attainable with some guid-
ance. Looking at business and 
cultural trends in the U.S., it is 
my opinion that luxury IS the 
growth opportunity for 
drycleaning. After realizing how 
many companies are in need of 
a solution, I am happy to pro-
vide help and support. 
     If my dad was still alive, I am 
sure he would say to all of us, 
“This is the customer you want, 
because you don’t wash Dior, 
Brioni and Chanel at home.” 
Dad, I know you would be right.
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Where can we expect the industry to grow? 
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Demonstration of the Venice Hydroclean SystemTM 
From Imesa, Italy’s leading manufacturer of Laundry Machinery

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

High Extraction Washer – 60 lbs. capacity  
With Circulation Pump  
Steam Dryer – 75 lbs. capacity  
With Drum & Fan Speed Controls 

Pantastar  
Pants Finisher 

Princess Ultra  
Tensioning Finisher 

Trevistar CR2  
Blown Air Shirt Finisher 

Presto FC  
Hot Plate Shirt Finisher 

LIVE demonstration of the Columbia Ipura Machine  

Personalized demonstrations are available by appointment. Please call (973) 535-8305 to arrange. 

781 Van Houten Avenue - Clifton, New Jersey 07013 

            Open House:  Sunday, September 26 
                                               11:00 am to 5:00 pm 

Live demonstrations of the latest innovations in Pressing Machinery including: 

Announces the opening 
of our new Showroom
Announces the opening 
of our new Showroom

 
Bring your garment challenges  

to the open house. 
See them cleaned in front of you. 

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



Trying out different mar-
keting approaches and 
strategies should be a 

basic part of every marketing 
plan. Trial and error is one of 
the ways we learn what works 
and what doesn’t. 

    

One of the lessons that the 
challenges of the past 15 
months has shown us is that 
what we need to be is adapt-
able, open to ideas and to learn 
from what we and others have 
done. 

    

Keep in mind, however, 
sometimes the oldest tried-
and-true methods still just 
work. There is nothing more 
effective than a handwritten 
thank-you note, for instance. 

    

If you are like me, you get a 
ton of emails all the time. At 
some point you begin to won-
der if they are effective or if 
they have lost their magic. 
There is a reason you are get-

ting all these emails from all 
these brand names, depart-
ment stores and local busi-
nesses who have paid a lot of 
money to marketing experts, 
and it is really very basic. 

    

You are getting them be-
cause emails work. In fact, it is 
probably working better now 
than ever because so many 
people can access email on 
phones and tablets rather than 
just their desktops. I have seen 
open rates rise over the past 15 
months, not decline. 

    

Back in college we did a 
case study on McDonalds and 
Burger King. Have you ever 
wondered why you find so 
many Burger Kings within a 
block of McDonalds? When 
McDonalds was really explod-
ing their franchise sales, they 
spent millions of dollars on 
market research. They looked 
at community demographics, 

income levels, studied their 
customers’ buying habits, traf-

fic patterns and then, strategi-
cally placed a McDonalds at 
the very best possible spot. 

    

Burger King saved millions 
of dollars of research and just 
put one in the same block. 
They knew McDonalds had al-
ready made the investment to 
see what would work, and 
they just joined in. You know 
what? It worked. So, some-
times you can use the experi-
ence of others to validate 

whether something is still 
working. 

The Ins of the Inbox 

    

One of the beauties of email 
marketing is the opportunity 
to communicate with and pro-
vide special offers to your cur-
rent customers. Remember the 
adage: the best customer to 
market to is your current cus-
tomer. You already have their 
business and they already 
know the great work and serv-
ice you provide. 

    

Email marketing is a great 
way to educate them on other 
services they may not know 
you offer. You can also use the 
platform to highlight your ex-
pertise, build trust and to spot-
light the ways you enhance 
and support the community. 
When looking at effective mar-
keting tools, you need to lever-
age the customers you already 
have, as well as work on cus-
tomer acquisition. 

    

So, the simple answer to 
whether email marketing is 
still effective is yes... when it is 
done right and it is part of an 
overall marketing strategy. Here 
are seven reasons why: 

    

1) Results can be measured. 
Every service can show you 
how many emails were 
opened, and you can see how 
many clients were engaged. 
The small business average 
open rate is 18%. Over the past 
year, the clients I am working 
with have seen an average 
open rate in excess of 23%. 

    

2) Email platforms are very 
user-friendly and easy to use. 
You can easily create content 
and images that people will 
want to see and can easily read 
from a computer or mobile de-
vices. 

    

3) Using a reliable service 
like Constant Contact or Mail 
Chimp ensures your emails 
will be delivered and not fil-
tered out. They also do the 
hard work of managing 
bounces and unsubscribe lists 
to make sure you are compli-
ant with the latest regulations. 

    

4) You can target audiences 
and segment your messages to 
over-the-counter, home deliv-
ery, or by store and personalize 

messages. You can test subject 
lines with A/B testing. 

    

5) You can link your website 
and your service menu to the 
emails, making it a valuable 
cross-marketing tool. 

    

6) It’s easy to forward and to 
send to new potential cus-
tomers. Links to the newsletter 
can be shared via social media 
platforms and even boosted to 
prospective new clients. 

    

7) It’s relatively inexpensive 
and can produce a high yield 
from a modest investment. 

    

While email marketing is a 
great way to reach your cus-
tomers, the effectiveness can 
reach beyond your current cus-
tomers. You should use your 
email marketing as a coordi-
nated effort. 

    

When I assist clients with 
their email, I suggest they take 
the main graphic we use in the 
email and post it on their social 
media pages with a link to an 
online version of the email 
blast. Then you can boost it to 
the audience of prospective 
customers you want to reach. 

    

If you are using texting 
services to reach your cus-
tomers, you can also text the 
link for the newsletter to your 
customers with their pick up 
or delivery reminders. I cau-
tion against using texting too 
much as a marketing platform 
rather than necessary commu-
nications. 

    

While email marketing may 
not be the shiny new tool in 
your toolbox, it remains a very 
effective way to communicate 
with your customers, and to 
alert potential customers to 
your services. 

    

If you need help with email 
marketing and want advice on 
some best practices, contact me 
at peteblke@aol.com or call 
(617) 791-0128.

Is email marketing still effective?

There is a reason you get all these emails from 
all these brand names, department stores and 
local businesses who have paid a lot of money 

to marketing experts.  Emails work.
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Peter Blake serves as executive 
director of the North East Fab-
ricare Association, the South-
eastern Fabricare Association, 
and the MidAtlantic Associa-
tion of Cleaners. He can be 
reached by email at 
peteblke@aol.com or by phone 
at (617) 791-0128.

AN OUTSIDE PERSPECTIVE
BY PETER BLAKE         

Email
Marketing by the 

numbers
The Virtual Highway has traffic. 
 
In 2020, the total number of email users 
worldwide reached 4 billion. 
The number of emails sent and  
received daily was over 306 billion.* 

*According to Statista.com 
**According to a recent study by email marketing platform  
   GetResponse. 
***According to an analysis of Constant Contact customer emails.

4,000,000
306,000,000

Welcome emails are most welcome. 
 
On average, welcome emails have an 
open rate about four times greater than 
newsletters, which have a rate of 20.48%** 

82.21%
Adding the personal touch makes a difference. 
Over one percent of customers are more likely to 
open an email that has their name in the subject 
line.**

19.57% 
20.66%

Personalized

Less is more in marketing emails.  
 
One study of over 2.1 million emails  
suggested that emails should ideally  
contain three or fewer images and  
approximately 20 lines of text, or  
about 200 words.***  
 
Incidentally, it takes the average person 
about 42 seconds to read 200 words. 

200
words

42
seconds
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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
4G / Wifi 

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

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

(816)  739-2066
To learn more, visit www.nationalclothesline.com/ads To learn more, visit www.nationalclothesline.com/ads

Fabricare 2021  
Educational 
Conference 

October 2-3, 2021  
Sahara Hotel & Casino, Las Vegas  

Confirmed Speakers

Kevin Dubios 
Clean Franchise 
Brands 
 
Keeping the 
Entrepreneurial 
Focus on your 
Business

Mary Scalco 
Drycleaner  
and Laundry 
Institute - DLI 
 
Future of the 
Industry 

Christa 
Hagearty 
Dependable 
Cleaners - MA 
 
Employee 
Retention and 
Engagement

John Rothrock 
Yale Cleaners 
 
Generation NOW: 
Can Drycleaning 
Deliver?

Nora Nealis 
National 
Cleaners 
Association 
 
Future of the 
Industry

Dave Coyle 
Maverick 
Drycleaners 
 
The ONE TOOL 
required to be in 
the Top 5% of 
drycleaners!

Chris White 
America’s Best 
Cleaners 
 
America’s Best Cleaners 
Leadership Forum - 
“Leading Forward”

Jennifer Marquardt 
Route Pros 
 
Customer Service, More 
Than Just Words & 
Beyond the Front 
Counter

fabricareshow.com

CCA
CALIFORNIA CLEANERS ASSOCIATION

www.CalCleaners.org

For more details 

or to register for 

events and hotel 

go to - 

fabricareshow.com

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



•Buy              
•Sell 

•Hire  

in the 
classifieds

To place your 
classified ad in the 

next issue,  
visit our website and 

download the pdf 
form at 

nationalclothesline.com/adform   

For more information,  
email us at: 

info@nationalclothesline.com  
 

or call 

 (215) 830-8467
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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.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 

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

Business For Sale Owner retiring, 
longtime established drycleaners — 
main plant and drop store. Owner fi-
nancing. Daytona Beach, FL. Call 
(386) 547-1520.

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.

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 
Available

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

at www.nationalclothesline.com/ads

September 2021

BeCreative 360 ..................7 
Cleaner Business System..3 
Cleaner’s Supply..............30 
Consorzio Unimatic..........19 
Diamond Computer..........30 
DLI ...................................21 
Dryclean 101.com............29 
Ehrenreich & Associates..30 
European Finishing....20, 32 
EZ Timers.........................28 
EZProducts ......................28 
Fabricare 2021.................28 
Forenta.............................13 
Gulf Coast Equipment......23 
Iowa Techniques ................8 
Methods for Management22 
Miele ................................12 
Mosena Enterprises .........30 

Newhouse Specialties......30 

NIE Insurance ....................5 

North American Bancard..27 

Parker Boiler ......................2 

Patriot Business Advisors 30 

Permac Parts Depot ........30 

PROS Parts .....................30 

Realstar............................24 

Renzacci ..........................14 

Route Pros .......................28 

Sankosha ...........................9 

SMRT Systems...........15-18 

SPOT Business Systems.31 

Sonozaire.........................30 

Tailwind ............................10 

Trevil America ..................25 

Union Drycleaning............11

Index of AdvertisersMiss an issue? Looking for an article? 
Want to connect to the industry? 

Point your web browser 
towww.nationalclothesline.com 
• Complete text of the current issue. 
• Back issues with search capabilities 
• Links to hundreds of industry web sites 
• On-line classifieds 

Find it fast when you need it at nationalclothesline.com

For Sale: Full drycleaning/laundry plant 
with real estate. 62 years operational 
plus 2 drop stores. Northeast Missis-
sippi. Contact (662) 891-4063.

For more information, email 
info@nationalclothesline.com  

or call (215) 830-8467

For Sale: Dry Cleaners, Shirt Laun-
dry and Alterations - Hydrocarbon 
plant and drop store in beautiful central 
South Carolina, adjacent to Shaw Air 
Base. Established in 1981. Gross 
sales in 2019, $380,000. Owner retir-
ing. Call (803) 720-1875. No brokers.
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For Sale: Owner retiring. Full dryclean-
ing plant, all drycleaning equipment and 
supplies for sale. Local pick up. St.    
Petersburg, FL. Call (727) 321-7774, 
Mon - Sat., 8 a.m. to 4 p.m.

INDEPENDENT 
GARMENT ANALYSIS®

274 NW Toscane Trail  
Port Saint Lucie, FL 34986

Tel. 772-340-0909 Cell 772-579-5044
E-mail: cleandan@comcast.net 

www.garmentanalysis.com

Purchase my Service Package for $500 
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
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Learn more about Connect from SPOT
spotpos.com/connect

801-495-1200         Spotpos.com

Xplor the Future
The most powerful dry cleaning software

Delivery Console with RouteTrac
Route management: anytime, anywhere.

connect and SpotTrac
Designed by you. Built by SPOT.

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