
    It was not so long ago that California 
drycleaners cleared a legislative hurdle 
with the assistance of the California 
Cleaners Association (CCA) and the 
Drycleaning and Laundry Institute 
(DLI) — drycleaning poly remains ex-
empt from the state’s single-use plastic 
ban for the time being. How-
ever, on the heels of that vic-
tory comes another pair of 
bills that could concern the 
California cleaning industry. 
    Most prominently, the 
state’s new Responsible Tex-
tile Recovery Act of 2023, introduced 
in February by Senator Josh Newman 
(D) as SB 707, was expected to go into 
committee for a hearing on March 29. 
If the bill eventually passes, California 
will need to adopt regulations for a 

new textile stewardship program by 
Dec. 31, 2025. Such a program will fa-
cilitate the repair and reuse of clothing 
and the recycling of textile fabrics. 
    When announcing the bill, Senator 
Newman cited statistics that the aver-
age U.S. consumer throws out more 

than 81 pounds of clothing 
annually. With the rise of fast 
fashion this century, that 
number has increased by 55% 
since 2000. The U.S. EPA esti-
mated that, in 2018, the recy-
cling rate for all textiles was 

only 14.7%. 
    As with the case of similar recycling 
programs for other industries – i.e. 
mattresses, carpet, pharmaceuticals – 
the new textile stewardship program 

    Dozens of drycleaners showed up 
last month in Elk Grove, IL, for a full 
day of educational programs sponsored 
by the Illinois Professional Drycleaners 
and Launderers (IPDL). 
   Out-of-state attendees came from 

Wisconsin, Indiana, 
Michigan and even 
Missisippi to hear from 
an array of expert 
speakers at the event, 
which was hosted at 
the Sankosha facility lo-
cated in Elk Grove, IL. 
    The first program of 
the day was presented by Peter Blake, 
from the Drycleaning and Laundry In-
stitute (DLI), who discussed the many 
programs and services DLI offers to 

help members get more out of their 
membership with “How to Do More 
with Less and Using All the Tools in 
Your Toolbox.” 
    He was followed by Dean Sheridan 
of Seitz Chemical who offered a hands-

on demonstration of 
“Equipment Repair and 
Maintenance Tech-
niques: How to Keep 
Your Plant Running 
Smoothly.” 
Chris Patten of A.L. 

Wilson showed atten-
dees firsthand how 

“What You Don’t Know About Spotting 
Can Hurt You.” Another demonstration 
— led by Tim Hush of Pariser Indus-
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Education Extravaganza draws in drycleaners

Delivering a better way

Pair of California bills 
may concern cleaners

Snedicor’s Cleaners 
of Brighton, MI,  
closes in on its 110th 
anniversary next 
year. See page 6 to 
read about the com-
pany’s history — 
from the poultry age 
to the digital age — 
as current owner Jim 
Gilligan discusses 
how he transformed 
the business into 
100% pickup and de-
livery routes utiliz-
ing three vans, 
including a new elec-
tric vehicle (left).

Continued on page 8

Continued on page 8

Last month, dozens of drycleaners headed to Elk Grove, IL, for an Educa-
tion Extravaganza presented by the Illinois Professional Drycleaners and 
Launderers and hosted at Sankosha’s facility.

    Though it’s still more than two 
years away, it’s probably not a bad 
idea to mark your calendar from 
Aug. 23 to 26, 2025  — those will be 
the official dates of the next Clean 
Show. The four-day 
event will take place at 
the Orange County 
Convention Center in 
Orlando, FL. 
    The Clean Show is 
organized by Messe Frankfurt in col-
laboration with five industry-lead-
ing associations: Drycleaning and 
Laundry Institute (DLI), Textile Care 
Allied Trades Association (TCATA), 
Coin Laundry Association (CLA), 
Association for Linen Management 
(ALM) and Textile Rental Services 

Association of America (TRSA). 
    According to Clean Show Direc-
tor Greg Jira, plans are already well 
underway.  
    “The Clean Show has proven to 

be the ideal exposition for 
industry leaders to find the 
latest innovations in textile 
care, ranging from indus-
trial machinery and con-
veyor equipment to com-

puter software and business 
systems,” he noted. “We’re excited 
to bring these business leaders, de-
cision makers, product designers 
and purchasers back together in 
2025 to continue to drive innovation, 
collaboration and growth within this 

Dates scheduled for 
Clean ’25 in Orlando

Continued on page 10
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In the immortal words of Mark Twain, “Clothes make the man. Naked people have 
little or no influence in society.” We have long been a society of book-cover judges, 
whether we want to be or not. We have a rich history of making decisions based on 
appearances, and we still have more confidence and trust in those who project a better 
image... especially when we have nothing else to go by. 

Yet, despite this aspect of human nature, clothing trends have taken a turn for the 
worse this century and it’s creating environmental havoc. Since 2000, growth of clothing 
sales have doubled from 100 to 200 billion units a year (according to Earth.org), but it’s 
not fine articles of clothing that people are purchasing. It’s fast fashion — inferior made 
clothing that is meant to be trendy, which means it’s also more frequently disposable. 

Thus, many of these fast fashion items gather dust in the closet before they are 
shuffled off to the landfill. It is estimated that more than $500 billion is lost every year 
due to lack of clothing utilization and recycling. Instead, we discard 92 million tons of 
clothing waste every year (which also produces about a half million tons of 
microplastics). According to the EPA, 85% of our textiles are never recycled and end up 
in landfills. If that weren’t enough, fashion manufacturing now generates more CO2 than 
aviation and shipping combined. 

In Europe, they are combatting this fast fashion problem with the EU strategy for 
sustainable and circular textiles — a program the European Commission adopted in 
March of 2022. The strategy proposes a plan for the entire life cycle of a garment by 
making fashion manufacturers much more responsible for the environmental impact of 
their textile production from its initial creation all the way to its demise. 

Ultimately, the goal in Europe is to manufacture a much higher quality of textiles 
with longer lives — garments which can be repaired and recycled until the point they 
becomes unwearable. Then, the garments can be broken down into their base components 
and the materials can eventually be utilized to create new fashion garments that will 
continue that circular path all over again. 

Of course, that regulation trend may be soon coming to the U.S., especially since 
California already has a bill in committee (see front page story) that, if passed, will 
require a similar circular fashion solution for citizens in the Golden State — though such 

a program will still need to be created and implemented and that will require a significant 
amount of time. 

Still, most forward-thinking drycleaners have long been in the business of 
prolonging the lives of garments and recycling them. In fact, every Coats for Kids, Belle 
of the Ball and other charitable clothing drive is a stunning example of how quality made 
garments can last for a significant amount of time and even be enjoyed by people of 
multiple generations. In the future, it seems likely that cleaners will may play an even 
larger role in clothing sustainability, though what that will be remains to be seen. 

This is an issue that the industry should care deeply about because the more that 
clothing matters to people, the more important of a role the drycleaner will have in their 
lives. This month’s profile, Jim Gilligan of Snedicor Cleaners in Michigan (see page 6), 
has strong feelings on the subject, “Fast fashion is not only killing the planet, but it’s had 
a really hard impact on the drycleaning industry because people don’t love their clothes 
anymore. A lot of people buy these cheap fast fashion pieces and they don’t even wear 
them. It’s a whim,” he said. 

It will take some time before we will be able to see precisely how California and 
others will deal with this problem, but there will eventually be regulations to address the 
fast fashion problem and, while such solutions may create additional headaches for those 
in the industry, it is ultimately a good thing for fashion trends to focus on sustainability. 

Not only does fashion sustainability make the world a cleaner place to live in, it 
will also help place a high premium on garments and manufacturing safety — imagine a 
world where there is no need for sweat shops and unsafe factories. Fashion sustainability 
will also put the spotlight fully on the drycleaning industry which does a better job than 
any other group when it comes to prolonging the life of textiles. 

Hopefully, we are in the beginning stages of a shift to place a higher emphasis on 
fashion and its shelf life. Drycleaners can do their part, as well, simply by informing their 
customers of the growth of fast fashion in this century and the problems it poses. The 
topic would make an excellent blog topic or social media post, and it will serve to remind 
customers how much more technical skill and expertise the professionals put into 
cleaning your clothes so they can continue to be wearable for as long as possible.
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Delivering a better way
After considerable research, Jim 

Gilligan — owner of Snedicor 
Cleaners in Howell, MI — has 

traced the lineage of his business all the 
way back to 1914 when it had a location 
on Mission Ave. Then, it was known as 
Culver Laundry. 

    

Years later, the Snedicor family 
bought the business in 1924, which had 
adopted the name Howell Cleaners, 
Tires, Rug Work and Laundry by that 
time. In 1927, they renamed it Snedicor 
Cleaners and has remained that ever 
since. According to Gilligan, prior to 
that venture, the Snedicors had been in 
the egg and poultry business since the 
late 1800s. 

    

“They would purchase egg and 
poultry from the local farmers, package 
it, and then drive a horse-drawn wagon 
down Grand River Ave. between How-
ell and Detroit reselling the goods to 
local mom-and-pop grocers,” he said.

    The Snedicors ran the business from 
the early 1920s until well into the 1950s. 
Jim’s father, Jim Gilligan, Sr., purchased 
the business in 1979, seeking to be self-
employed after spending decades 
working for others. 

    

“At that time, Snedicor’s had a very 
good reputation, good word of mouth, 
high quality. Margaret, who worked at 
the front counter by the time my dad 
took over — I think she already had 30 
years of experience, and they had two 
pressers — Stitch and Buck, a man and 
a woman, and they had been there for 
decades,” Jim said. “They were both 
operating the old foot-pounder presses, 
and not only could both do super high 
quality, they’d knock out numbers that 
would put a lot of modern operations 
to shame.” 
 

Early on, Jim, Sr., became an Appar-
elmaster franchisee and added 
commercial rental uniform service 

to Snedicor’s. 

    

In the early 1980s, he opened a loca-
tion on Michigan Ave. with a great 
counter and production space. Also, he 
opened his first dry store in the neigh-
boring town of Brighton. 

    

Meanwhile, Jim was a young man 
following his own path. “I always 
loved mechanical stuff. I was working 
in a boiler room at a large heating plant, 
working my way through school to be-
come a boiler operator, and maybe 
eventually a stationary engineer,” he 
recalled. 

    

During that time, he often visited his 
father’s plant and loved examining the 
antiquated equipment. Then, one day 
his father expressed anxiety at a steam 
pipe leak. Jim fixed it on the spot so his 

father soon had him working full time 
at Snedicor’s.  

    

While Jim, Sr. had expanded the 
business during the 1980s — including 
adding some Martinizing package 
plants —  he was ready to move further 
north in 1988, leaving Jim in charge of 
the business while in his late twenties. 

    

“I was very happy being in the back 

working on the boiler,” Jim recalled. 
“Managing people and customer serv-
ice and all of that was way out of my 
comfort zone. It was something I had to 
develop over the years.” 

    

“I learned very early on that you 
can’t run your business from the spot-
ting board or the boiler room. I had to 
develop the HR and marketing and 
customer service skills and I continue 
to this day,” he added. 

    

Jim also learned early on that he 
needed help. “I think probably the 
smartest part of my strategy — even 
though it wasn’t really thought out — 
was I surrounded myself with good 
people in good organizations.” 
 

In the late 1990s, Snedicor’s joined 
Methods for Management (then run 
by Deborah Rechnitz), and he a is 

now a part of her Inner Circle group 
with DLI. In addition to those wise 
moves Jim began to shift Snedicor’s 
focus more to pickup and delivery dur-
ing that decade, as well. The company 
had always offered the service, but only 
had one van that serviced a modest 
number of legacy customers. 

    

“I had heard about Whitmer’s 
Cleaners down in Cincinnati. John Ol-
stead was legendary for growing his 
business through routes, so I went 
down to his three-day training with 
John and his route manager, Rex Carri-
gan,” Jim said. “Pretty quickly, we had 
two very profitable vans on the road up 
until the crash of 2008. That was a 
doozy because even though we’re 
about 60 miles from Detroit, there’s a 
lot of manufacturing here for the auto 
industry.” 

    

During that period, the auto indus-
try was hit particularly hard as new ve-
hicle sales fell by nearly 40%. In turn, 
employment in the auto industry 
plummeted by about 45%. 

    

“I had three plants out there, two 
dry stores and we were just spread too 
thin,” Jim noted. “So, I dried up those 

plants and brought out the production 
to the Michigan Ave. store.” 

    

The move drastically cut operating 
and production costs, but it was still a 
long uphill battle back to recover from 
the 2008 recession. 

    

“By 2019, we had finally clawed our 
way back and 2020 was on track to be 
our best year,” Jim recalled. 

While traveling before COVID-
19 erupted into a full-blown 
pandemic, Jim was troubled 

by the number of masks he’d seen on 
passengers. He began researching the 
virus and contemplating potential ram-
ifications of a worst case scenario. Thus, 
when the lockdown orders in Michigan 
began, Jim already had a plan in place. 

    

“We could have kept our stores 
open, but I knew from experience it 
was going to be a ghost town,” he said. 
“I learned a lot from the crash of 2008. 
The two things I did wrong at that time 
was — I had to cut everything on the 
expense side — but I completely cut 
marketing. The second thing I did was 
I waited. I just waited for things to re-
turn to normal and it never really did.” 

    

This time, though, Jim prepared by 
installing a processing lab for his deliv-
ery vehicles so that he could close all 
stores and become 100% routes. His 
timing could not have been better. 

    

Still, it had been a difficult decision 
to make, so much so that Jim had to run 
the numbers through several people. 

    

“I had a hypothesis, or, at least, an 
idea. My idea was — 2019 was our 
most profitable year ever in my tenure 
— and I surmised that we would be 
more efficient and we’d have a lot less 
expenses operating with only pickup 
and delivery,” he said. “So, I posited 
the question: How much revenue with 
a pickup and delivery-only model 
would we need to generate to equal the 
dollar profit that we made in 2019? It 
came out to 55% of revenue would be 
needed to make 2019 profit.” 

    

Jim asked many others to calculate 
the percentage on their own, and they 
all came to the same conclusion: 55%. 

    

“So, I decided to go for it,” he said. 
 

Snedicor’s has been running 100%- 
only routes since the end of March 
in 2020. 

    

“I definitely had some sleepless 
nights and some anxiety, but four of 

our last six months we have hit our 
2019 revenue numbers and I believe we 
will probably be above 2019 by 20% or 
more in 2023,” Jim said.  

    

The company requires three vans 
now, including a 2023 Ford eTransit 
electric vehicle They average between 
60 to 80 stops a day.  

    

“We’re not at that super profitable 

level that the model was based on be-
cause of a few things. We had a lot of 
people driving quite a ways to get to us 
and I really don’t want to tell anyone 
‘no.’ All of our routes are more spread 
out than they should be,” Jim said. 

    

The move has also created some con-
fusion. Occasionally, customers have 
shown up at a closed location — where 
they are directed where to go online. 
Jim has also been filming videos where 
he walks those new to the delivery-
only process through each step. 

    

“The way I look at it now... we’re a 
digital company,” he said. 
 

The state of Michigan is home to 
the Great Lakes, so it’s not too 
surprising that Jim loves outdoor 

activities like cross-country skiing and 
bicycling. That love of nature has 
prompted him to try to make Snedi-
cor’s more sustainable in a number of 
ways, including switching to Green-
Earth many years ago and buying an 
electic van recently, which the company 
first put on the road last December.  

    

“So, in November — total — we 
bought 614 gallons of gas. In December, 
we bought 427 gallons of gas,” Jim said. 
“So, with the EV we saved 187 gallons 
of gas, and at $3.30 a gallon, we saved 
$617.10 in gasoline — and, I have not 
seen any movement on my electric bill. 
I haven’t seen any sort of spike.” 

    

So far, the Ford’s range of 120 miles 
has been enough to handle its daily 
routes and recharge overnight. Jim  
plans to buy more EVs in the future as 
he further tweaks the density and effi-
ciency of his routes. It seems very likely 
that Snedicor’s will celebrate 110 years 
in business next year. 

    

“I drew a line in the sand,” Jim said, 
referring to his decision to go routes 
only. “I know that we have customers 
who have used us maybe for years that 
are driving to another cleaners, but I 
feel very strongly that this is a very 
good model for the industry.”

Jim 
Gilligan  
Snedicor Cleaners 

Howell, MI
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tries — focused on “Wet 
Cleaning and Your Future: The 
Evolution and Your Next 
Step.” 
    For local cleaners who are 
looking to become more envi-
ronmentally friendly, Ricardo 
Magallon from Cook County 
Environmental Division spoke 
about a new program for Cook 
County (Chicago and sur-
rounding suburbs) that offers 
plant assessments and grant 
money to purchase new equip-
ment. 
    Magallon noted he proba-
bly learned more from the 
drycleaners than they do from 
him during the process, but 
many are anxious to receive 
some financial assistance for 
new and better equipment. 
    Also on hand was Dave 
Coyle from Maverick Market-

ing who concluded the day’s 
schedule with a program on 
“Proven Strategies to Make 
Money in Drycleaning and 
Laundry: Marketing to 
Today’s Clients.” 
    By the day’s end, attendees 
learned new ideas they could 
implement in their plants.
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Education event draws in drycleaners

will require California’s cloth-
ing manufacturers to set up 
free collection sites in every 
county where people can drop 
off unwanted clothing items. 
Used clothing will be sorted. 
Items in good condition will be 
donated to non-profit organi-
zations to distribute, while 
those only requiring minimal 
repairs will go to repair shops. 
Unsuitable clothing will be re-
cycled at designated centers 
where they will be broken 
down into raw materials for 
the making of new textiles. 
    If a textile recycling plan is 
submitted by the end of 2025, 
the fashion industry will need 
to submit a plan of compliance 
within the next 12 months. The 
bill also calls for a public edu-
cational campaign to let Cali-
fornians knows about the col-
lection sites and how the 
recycling program will work. 
    Meanwhile, another bill – 
Assembly Bill 1628 introduced 
by Tina McKinnor (D) — could 
require the installation of mi-
crofiber filters on all washing 
machines sold in the state by 
2029. “California has been a 
leader in reducing plastic pol-
lution and must continue to 
lead on this issue,” noted As-
semblymember McKinnor. 
“AB 1628 is a solution that is 
cost and energy efficient and 
has the potential to dramati-
cally reduce the volume of mi-
crofibers entering the atmos-
phere.” 
    Jay Zieler, director of Exter-
nal Affairs and Policy for the 
Nature Conservancy, noted: 
“Our research has demon-
strated that microfiber pollu-
tion is a sizable threat to Cali-
fornians. With at least 4.85 
million lbs. of fibers entering 
our lands and waters each 
year, mandating the use of fil-
ters can be an effective near-
term solution to limit emis-
sions.” 
    It is believed that microfiber 
filters could capture up to 90% 
of microfiber emissions and 
would have to be changed on 
a regular basis; however, there 
is no such product on the mar-
ketplace so there is no easy 
way to comply at this point in 
time.  
    Of course, such methods 
would need to be available by 
2029 to meet the deadline of 
the legislation. 
    Assembly Bill 1628 will be 
considered by the State Assem-
bly sometime this Spring.

Pair of CA 
bills may 
concern 
cleaners

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

Continued from page 1

During IDPL’s Education Extravaganza event last 
month, drycleaners showed up to hear a dozen experts 
including Peter Blake (left photo) who oultined all of 
the tools available in the drycleaners’ toolbox. Another 
program featured Tim Hush of Pariser Industries 
(right photo) talked about the evolution of wetcleaning.
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    Even though the Southwest 
Drycleaners Association’s 
(SDA) Cleaners Showcase 2023 
takes place at the end of this 
month – April 28 to 30 at the 
Irving Convention Center in 
Dallas, TX – additional an-
nouncements continue com-
ing. The latest is the addition 
of a new Networking Arena – 
where drycleaners and coin-
operators can discuss pertinent 
industry topics to improve cer-
tain aspects of their business. 
    Dave Coyle of Maverick 
Dry Cleaners will facilitate a 
structured network setting to 
ensure that all attendees leave 
with a wealth of knowledge 
and new ideas.  
    “We are excited to add the 
Networking Arena to the only 
dryclean and laundry equip-
ment show in 2023,” noted 
Amin Bata, owner of Pepper 
Square Cleaners and chairman 

of the SDA Showcase Commit-
tee. “Our industry is filled 
with innovators and veterans 
who have created systems and 
had success 
in different 
areas of their 
business.  We 
can all bene-
fit from 
learning from 
each other.” 
    The schedule for the desig-
nated Networking Arena will 
allow attendees to stop by dur-
ing a topic they’d like to dis-
cuss. On Saturday, themes will 
include “Route Creation and 
Development” from 1 to 1:45 
p.m., “Role of the Owner in the 
Business” from 2 to 2:45 p.m., 
“Client Acquisition” from 3 to 
3:45 p.m., and “Automation: 
Assembly and Bagging” from 
4 to 4:45 p.m. 
    On Sunday, there will be 

two sessions in the Network-
ing Arena: “Hiring and Retain-
ing Talent” from noon to 12:45 
p.m., and “Wash-Dry-Fold/ 

L a u n d r o m a t s ” 
from 1 to 1:45 p.m. 
Access to the Net-
working Arena is 
included with reg-
istration – which if 
free to members of 
SDA, DLI and 

CLA. For non-members, the 
cost is $100 on-site. 
    The Cleaners Showcase Net-
working Arena is open to all 
attendees and is included in 
the show’s registration fee.  
Registration is free to members 
of the SDA/DLI and CLA and 
only $50 for pre-registered 
non-members ($100 on-site). 

Showcase’s Schedule 
    On Friday night, the week-
end will kick off with a “Sneak 
Peek Exhibit Extravaganza and 

Reception” from 5:30 to 8:30 
p.m. The educational seminars 
will begin at 8:30 a.m. on Sat-
urday morning with keynote 
speaker Jeff Butler who will 
offer strategies for “Winning 
the Talent War.” Butler is a 
multi-generational labor ex-
pert who has addressed more 
than 100 organizations interna-
tionally including Google, 
Amazon and Wells Fargo. 
    After that program, the ex-
hibit hall will be opened at 10 
a.m. and will close at 5 p.m. On 
Sunday, it will be open from 10 
a.m. until 2 p.m. 
    Additional guest speakers 
scheduled for Saturday in-
clude Andrew Gibson, presi-
dent and CEO of Tide Services, 
who will present “Changing 
Consumer Behavior” at 10:30 
a.m.  
    Afterward, Frank Kollman 
of Kollman & Saucier, PA, will 

discuss “Managing Your Em-
ployees: The Top Five (Or So) 
Legal Mistakes and Pitfalls” at 
11: 30 a.m. 
    Sunday’s programs will 
begin with The Route Pros 
James Peuster and Jennifer 
Whitmarsh at 9 a.m. as they 
discuss “Retain to Gain 2023: 
How Employee Retention 
Leads to Customer Retention.”  
    At 10 a.m., Dave Coyle – the 
president/CEO of Maverick 
Dry Cleaners – will take to the 
podium for “Seven Secrets to a 
Seven-Figure Exit.” After that 
program, Kermit Engh from 
Methods for Management will 
explore “The Eight Drivers of 
Value” at 11 a.m. 
    In addition to the educa-
tional programs, SDA has 
scheduled time on the show-
room floor for live demonstra-
tions and events (1:00 to 3:50 
p.m. on Saturday and noon to 
1:50 p.m. on Sunday).  
    Some of the featured pro-
grams will include: “Stain Re-
moval Recipes for the 
Toughest Stains” from Jeff 
“The Stain Wizard” Schwarz, 
regional vice president of A.L. 
Wilson; “Machine Problem? 
Find It. Fix It. Forget It!” by 
Bruce Grossman, owner of EZ 
Timers; and “The OSHA Man 
Cometh” by Michael Tatch of 
Tatch Technical Services. 
    A full schedule of events, in-
cluding education track and 
exhibitors can be found at 
www.sda-dryclean.com.
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The greener 
  way to clean.  
•	 Solutions	for	laundries	and	Dry	Cleaners: Quick, e�cient, durable, and 

innovative laundry machines for commercial use

•	 The	“Green”	alternative	to	dry	cleaning:	WetCare - The original wet cleaning 
system developed by Miele

•	 Economical		&	Sustainable: Less water, less energy, easy to operate 

•	 Save	Money	and	Time: Fast wash & drying cycle times increase productivity

•	 Patented	Honeycomb®	Drum	(on	Washer	&	Dryer): Cleans textiles with extra 
care, and extends fabric life expectancy

•	 Excellent	Spin	Performance: Very low residual moisture on account of high 
g-force

•	 Technology	&	Innovation: Always the right machine for e�cient laundry care

•	 Freely	Programmable: Up to 200 fully easy-to-use custom programs

To learn more about Miele’s full line of WetCare 
laundry solutions visit mieleusa.com/professional.

sector.” 
    Details on exhibition space 
will likely be announced later 
this year. Returning exhibitors 
from Clean Show 2022 will 
have early access to secure 
their exhibition space. 
     “With the momentum of 
Clean 2022 still pushing our in-
dustries forward, we’re very 
excited to have our Clean 2025 
dates and location finalized 
and ready to share,” said Brian 
Wallace, president/CEO of 
CLA and the chair of Clean’s 
advisory council.  
     “The Clean Show is an es-
sential destination for all five 
partner associations – ALM, 
CLA, DLI, TRSA and TCATA – 
and for our collective stake-
holders,” he added. “We look 
forward to working together to 
bring the best show experience 
to all in 2025.” 
    For more information on 
Clean 2025, visit the official site 
at www.cleanshow.com.

Continued from page 1

Dates set 
for Clean 
2025 in 
Orlando

SDA adds networking arena to Cleaners Showcase
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THE SPOTTING BOARD BY DAN EISEN

I n the course of my con-
sultations and training, I 
come across drycleaners 

using a large variety of dif-
ferent chemicals from dif-
ferent manufacturers. The 
chemical formulations of-
fered by different manufac-
turers are not necessarily 
similar and the cleaner has 
to choose what works best 
for them. There is not just 
one manufacturer who has a 
monopoly providing all the 
best chemicals. The cleaner 
may use different products 
from different manufactur-
ers. Cleaners should jump at 
the opportunity to obtain 
samples and try different 
products to find out which 
works best for them. Using 
products properly is a must 
for obtaining best results. 

Neutral Lubricant 
    This is one of the most 
important aids for success-
ful wetside stain removal. 
The drycleaner who does 
not use neutral lubricant 
misses out on the opportu-
nity to remove wetside 
staining without using tan-
nin or protein formulas. 
    The quality of the neutral 

lubricant that you use and 
the way it is used are impor-
tant factors. Neutral lubri-
cant is used after the stain is 
flushed with the proper me-
chanical action. The neutral 
lubricant not only protects 
the fabric from damage it 

helps break up the stain — 
lift the stain so it can be eas-
ily flushed from the fabric. 

Protein Formulas 
    The safest protein formu-
las are the ones that have 
the lowest alkalinity. The 
formulation is effective on 
protein stains and provides 
safety to most fabrics in-
cluding silk. The more dan-
gerous protein formulas are 
the ones with a high alka-
line content and those con-
taining ammonia. 

Tannin Formulas 
    An effective and safe tan-
nin formula has a mild acid 
content. Tannin formulas 
with a higher acid content 
and those containing acetic 
acid may not have the same 
safety properties. 

Ability to Combine         
Products 

    Check with your chemi-
cal company or sales repre-
sentative whether you can 
combine tannin and protein 
formulas. I work with a 
chemical company who has 
shown me how a protein 
and tannin formula combi-
nation can be effective in re-
moving some difficult 
stains. Although combining 
acid- and alkaline-based 
chemicals are not recom-

mended, the results of com-
bining some products can 
be beneficial. 

digesters 
     Digesters are enzyme-
based products that convert 
protein stains into soluble 
sugar. Different manufac-

turers have different en-
zyme-based products with 
different properties and 
safety. You should under-
stand the properties of the 
enzyme-based products and 
choose the one that is best 
for you. 
     1) High Temperature En-
zymes. These enzymes are 
usually liquid and can be 
used at high temperatures 
up to 140°F and do not 
break down with other 
chemicals. They are used 
with mechanical action and 
have a relative degree of 
safety, but not entirely. 
     2) High Temperature Al-
kaline-Based Enzymes. 
These enzyme-based prod-
ucts can be used with soak-
ing or mechanical action. It 
is not designed for safety on 
fabrics such as silk or those 
with poor color fastness. 
     3) Low Temperature 
Powder Enzymes. These en-
zymes are the safest en-
zymes to use and are 
designed for use on silks 
and those garments with 
poor color fastness. They 
have the same degree of 
safety as using water. 

     They can be used in a 
bath or for spotting board 
use. They must be used with 
temperatures no higher 
than 120°F, no contact with 
chemicals and allowed to 
work on a fabric for at least 
20 minutes. These enzyme-
based products require no 
mechanical action. 

Ink Removers 
    There are several prod-
ucts manufactured for ink 
removal. Some have the ca-
pability of removing ink 
and are safe to the fiber and 
color. There are some ink re-
movers produced that are 
more aggressive and may 
affect fabrics such as acetate 
and tri-acetate. It should 
also be noted that some ink 
removers have the capabil-
ity of removing plastic-
based stains which has the 
benefit of eliminating amyl 
acetate, which is prohibited 
in some states. 

Oxygen Bleaches 
    Sodium perborate and 
sodium percarbonate — 
both bleaches are alkaline 
by nature, and I use them for 
whitening fabrics in a bath. 
Sodium percarbonate offers 
a higher degree of safety 
since it dissolves easier in 
cool water. 

Rust Removers 
    Hydrofluoric acid and 
oxalic acid are both products 
used as rust removers. Ox-
alic acid provides a higher 
degree of safety, especially 
on glass and metallic trim-
mings.

Choosing the best stain removal agents

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

Dan Eisen, former chief gar-
ment 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.garmentanalysis.com.

There is not just one manufacturer who has a 
monopoly providing all the best chemicals. 

Drycleaners may use different products from 
different mantufacturers to find out which works 

best for them.

RITZ CLEANERS in Los Angeles, CA, purchased a new Real-
star KM804 machine from JP Trading. Pictured at the start-
up are: (left to right) Jason Smith, Realstar technical 
manager; Yong Pak, JP Trading; Dylan Patel, Ritz Cleaners; 
Andy Lien and Steve Kno of GreenEarth; and Raj Patel, Ritz 
Cleaners.
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Model CT-2 DOUBLE BUCK

FASTER 
EASIER
BETTER

3501 Queen Palm Drive • Tampa, FL 33819 • 813-623-3731 
www.unipresscorp.com 

TENSIONING CUFF CLAMP

SNAP IN TAIL PLATE - No more screws

Booth #530

See Us at
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O ver the past two 
years,we have exam-
ined numerous ways 

to increase the value of your 
business, whether you are 
thinking of exiting or not. We 
have discussed how to value 
an acquisition target, which 
has been the subject of nu-
merous conversations I have 
had with Methods for Man-
agement (MfM) members dur-
ing the last 18 months. These 
are exciting times for those 
wanting to grow with oppor-
tunities in front of them. 

    

Many of you know that 
your gross margin impacts 
your profit, but have you 
considered the impact it has 
on the value of your com-
pany? When assessing your 
company’s value, acquirers 
and investors will often scru-
tinize your gross profit mar-
gin —  the difference between 
a company’s revenue and its 
cost of goods sold. In other 
words, it’s the profit a com-
pany makes from each unit of 
product or service sold after 
accounting for the variable 
cost of producing or deliver-
ing that unit but does not in-
clude other fixed expenses. 

    

For example, if a company 
sells a product for $100 and 
it costs $70 to produce and 
deliver it, the gross profit 
margin would be $30, or 
30%. I would add that many 
operators I come across do 
not know the actual variable 
costs required to produce the 

cleaning services they offer. 
If you are interested in a tool 
to assist in calculating this 
cost, send me email. This is a 
great exercise to educate 
yourself, your staff, and to 
determine if your pricing is 
logical. There is huge power 
in knowledge. Share it. A high 
gross profit margin is a cru-
cial factor for investors and 
potential acquirers as it indi-
cates that a company has es-
tablished pricing power 
through marketing differen-
tiation and possesses a com-
petitive advantage. A strong 
competitive moat is an indi-
cator of a company’s long-
term sustainability, making 
it more appealing to poten-
tial investors. 

    

When a company’s gross 
margin shrinks, it indicates 
to investors that the com-
pany may be competing on 
price. This is typically a sign 
that the business lacks a 
unique value proposition or 
marketing differentiation 
and that competing on price 
is the only way to attract 
customers. If you find your-
self in this situation, a 
change in strategy may be 
needed to survive and thrive 
in the future.  

    

A shallow moat leaves the 
company vulnerable to com-
petitive threats and makes it 
less appealing to potential 
acquirers. 

24 vs 6 Times Earnings 
    To illustrate the impact of 

gross margin on a com-
pany’s value, let’s compare 
two companies everyone is 
familiar with: Apple and 
Dell. Apple has a strong 
competitive advantage and a 
healthy gross margin, 
whereas Dell’s competitive 
moat is weaker, and its gross 
margin is lower. In 2022 
Apple’s average gross mar-
gin was 43%, compared to 
just 23% for Dell. 

    Apple has a highly differ-
entiated brand and controls 
the buying experience 
through its Apple stores. Ad-
ditionally, Apple has in-
vested in a range of 
high-margin subscription of-
ferings, such as Apple TV 
and Apple Music. The mar-
ket is willing to pay more 
than 24 times Apple’s 2023 
earnings forecast, and the 
company has a market capi-
talization of over $2 trillion. 
    By contrast, Dell offers 
commoditized technology 
products, which puts them 

in a weaker competitive po-
sition, requiring them to 
compete on price and result-
ing in a lower gross margin. 
    The market is only paying 
around six times Dell’s 2023 
earnings estimates, giving it 
a total market capitalization 
of around $30 billion. 
    Just as gross margin im-
pacts the world’s largest 
publicly traded companies, 
it also impacts smaller busi-
nesses. Ron Holt started Two 
Maids & a Mop, a residential 
cleaning company, in 2003. 
Holt ran a lean business and 
enjoyed healthy gross mar-
gins and a net profit margin 
of around 30%.  
    Holt invested his earnings 
in differentiating his busi-
ness from mom-and-pop 
cleaning services. He built a 
network of 12 locations 
across the southern U.S. and 
had plans to expand across 
the country. Holt was curi-
ous about franchising as a 
business model and at-
tended a Las Vegas confer-
ence where he had a chance 
encounter with Subway 
founder Fred DeLuca. Sub-
way had more than 40,000 
locations around the world 
at the time, so Holt asked 
DeLuca for his expansion 
advice. DeLuca cautioned 
Holt about actioning every 
idea from his employees as 
his company got bigger.  
    He told Holt, “Most of the 
time, employees bring you 

ideas to make their life eas-
ier, not to make you more 
money. Every time you make 
your employees’ lives easier, 
it comes at a cost.”  
    This was a lesson I 
learned during the early 
days of covid. Many of us 
got thrown back into pro-
duction tasks due to staff 
shortages. As I did, I started 
to see that processes devel-
oped had been changed, and 
not for the betterment of our 
customers or the company. 
    The changes came from 
laziness and shortcuts. See-
ing this and getting my pro-
cesses back on track was one 
of many benefits which 
came from the tough days of 
COVID-19. 
    Armed with DeLuca’s ad-
vice, Holt grew Two Maids 
& a Mop from 12 to 91 loca-
tions and $40 million in rev-
enue without seriously 
compromising his gross 
margin. In 2021 Holt sold his 
business to JM Family Enter-
prises for over ten times 
EBITDA. 

Taking Action 
    Apart from raising prices 
or reducing input costs, an 
often-overlooked approach 
to improving gross margin is 
to invest in carving out a 
point of differentiation for 
your business in the minds 
of your customers. Be the ex-
pert in specialty services 
where your competitors can 
not or will not follow. When 
your customers see your 
business as unique, you are 
less likely to have to com-
pete solely on price.  
    Charge a premium for a 
differentiated product or 
service, and you’ll beef up 
your gross profit margin—
and the value of your com-
pany. Until next time, 
continue building value. 

How gross margin affects business value
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BUILDING VALUE
BY KERMIT ENGH               

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

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

A shallow moat 
leaves the company 

vulnerable to 
competitive threats 

and makes it less 
appealing to 

potential acquirers.
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KEEP IT LEGAL
Here are 50 ways to be a better employer

BY FRANK KOLLMAN

Y
esterday, I copied a list 
of 100 short pieces of 
advice for living a better 

life. For example, item #4 was 
“say no (a lot),” and item #45 
was “know why you do what 
you do.” Because I love lists, I 
decided to put together my 
own. Here are 50 short pieces 
of advice for employers. 
1) Hire the best people you 
can. 
2) Fire the worst people you 
have. 
3) Never apologize for having 
to discipline an employee. 
4) Know how the wage and 
hour laws work. 
5) If you do not pay a salary, 
the employee is probably not 
exempt from overtime. 
6) Treat employees the same or 
have a good business reason 
for the different treatment. 
7) Talk to your employees. 
8) Keep personnel files up to 
date. 
9) Keep I-9s in a separate file. 
10) Have good time records. 
11) Train supervisors. 

12) Promoting the best em-
ployees to supervisory posi-
tions can result in the loss of a 
good employee and the pro-
motion of a bad supervisor. 
13) Words matter in the work-
place. 
14) Do not impose discipline 
out of anger. 
15) Document counseling ses-
sions. 
16) Document discipline. 
17) Document terminations. 
18) When documenting 
things, describe what hap-
pened in clear English. 
19) Do not write like a lawyer. 
20) Seek legal advice if you 
are not sure what to do. 
21) Some government web-
sites contain useful informa-
tion, such as www.dol.gov, 
www.osha.gov, and various 
state and local websites. 
22) Stop workplace behavior 
that is unprofessional, even if 
there are no complaints. 
23) Join a trade association 
that keeps you up to date on 
changing laws. 

24) Have a good accountant. 
25) Less important, have a 
good lawyer. 
26) Unions look for work-
places where the employer’s 
relationship to employees is 
hostile. 
27) Safety is important. 
28) The following words, 
without details, are meaning-
less: unsatisfactory, inappro-
priate, and unacceptable. 
29) Job descriptions are essen-
tial. 
30) If an employee has an in-
jury or disability, talk to them 
about possible accommoda-
tions, even when you’re con-
vinced no accommodations 
could work. 
31) Avoid romantic entangle-
ments with your employees. 
32) Never touch employees 
except to move them out of 
the way of danger. 
33) If you tell jokes, make sure 
they are funny. 
34) Nicknames are a bad idea.  
Are you listening, Jughead? 
35) Stop friction among em-

ployees before it blossoms 
into an argument. 
36) Use the probationary pe-
riod to screen out employees 
who are not going to make it. 
37) Well done employee eval-
uations are great; poorly done 
evaluations are dangerous. 
38) Get a signed authorization 
for payroll deductions other 
than taxes. 
39) Do not automatically 
allow OSHA into your place 
of business. Consider forcing 
OSHA to get a warrant. 
40) Keep good hiring records, 
especially those for applicants 
you rejected. They can sue for 
discrimination. 
41) There are no secrets in the 
workplace. 
42) It is illegal to prohibit non-
supervisory employees from 
discussing wages, benefits, 
and working conditions 
among themselves. 
43) Social media is dangerous. 
44) Learn your state’s rules on 
wage payment. They differ 
from state to state. 

45) In most cases, unemploy-
ment benefits cannot be de-
nied on the basis of poor 
performance. Resignation or 
misconduct must be found. 
46) Never call an employee an 
independent contractor. 
47) Never make under-the-
table payments to your em-
ployees. 
48) Read a few books on 
human behavior. You might 
be able to understand your 
employees better. 
49) No good deed goes unpun-
ished. Second chances in the 
workplace rarely work out. 
50) In the absence of a rule, 
use commonsense. In the ab-
sence of commonsense, ask 
someone to draft a rule.

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.

To learn more, visit www.nationalclothesline.com/ads
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    The Textile Care Allied 
Trades Association (TCATA) 
has opened registration for its 
2023 Annual Educational & 
Management Conference, 
which will be held at The 
Phoenician in Scottsdale, AZ, 
from June 4 to 7.  
    This year’s theme is “Renew 
& Reconnect.” 
    Currently, TCATA is offer-
ing a reduced early bird regis-
tration discount of $675 for the 
first attendee plus $625 for ad-
ditional attendees from the 
same company. Spouse regis-
tration is $300.  
    Those rates will increase 
after the early bird deadline ex-
pires on April 30. 
    The association has gath-
ered an impressive lineup for 
this year’s educational pro-
grams. The keynote speaker 
will be Gene Marks, president 

of The Marks 
Group. His 
program will 
help attendees 
u n d e r s t a n d 
the current po-
litical, eco-
nomic and 
technological 

trends that will likely impact 
companies in 2023 so you can 
make more profitable business 
decisions. 
    Also presenting at the con-
ference will be 
Scott Otto, the 
CEO and 
founder of Or-
ganizational 
Change Advi-
sors. He will 
discuss how to 
n a v i g a t e 
change in an ever-changing 
world.  

    A new networking style 
breakout session will be mod-

erated by Bill 
Odorizzi, for-
mer vice presi-
dent of 
marketing for 
Sankosha USA 
and also a past 
president for 
TCATA.  

    The program will be called 
“Developing a Business 
Growth Strategy: An Executive 
Idea Exchange.” 
    In addition to the business 
sessions, TCATA has plans for 
a golf outing at the resort on 
Sunday morning.  
    There will also be social out-
ings in the form of a welcome 
reception and dinner later that 
evening from 6 to 10 p.m., as 
well as a closing reception and 
dinner that will take place 

from 6 to 10 p.m. on Tuesday 
evening. 
    Additionally, there will be 
plenty to do at The Phoenician, 
which offers every amenity 
from a three-level pool com-
plex to 
an ath-
letic club 
and golf 
course.  
    For more information on the 
luxury resort, visit its official 
site located at www.thephoeni-
cian.com. 
    “From golfing to swimming, 
from sightseeing to shopping, 
the Phoenician Resort and 
Scottsdale are certain to have 
something for everyone to 
enjoy,” said Rusty Smith of 
Forenta, conference chair. 
“Best of all, you’ll get the price-
less benefit of network and fel-
lowshipping with your 

industry colleagues. See you in 
Scottsdale!” 
    TCATA has secured a room 
rate of $299 at the resort. The 
dates of availability run from 
June 3 to 7 of this year. 

  For more infor-
mation on the con-
ference or to 
register, visit the 
association online 

at www.tcata.org.  
You may also contact TCATA 
by phone by calling (813) 348-
0075, or send email to 
leslie@tcata.org. 

    William “Bill” Luse, a past 
president 
of the Tex-
tile Care 
A l l i e d 
Trades As-
sociation, 
p a s s e d 
away at his 
home on 
Feb. 24.  

    He was 95 years old. 
    Luse was born on Aug. 7, 
1927, in Springfield, OH, and  
was a graduate of Harding 
High School, before he at-
tended the Ohio State Univer-
sity.  
    He also served in the Navy 
during World War II before he 
married Donna Ruth Clark in 
1949. 
    Luse was the owner and op-
erator of the first laundromat 
in Marion County – Half Hour 
Laundry.  
    He and his father ran the 
family business, Marylyn 
Chemical Co., Inc., manufac-
turing and selling commercial 
laundry and drycleaning sup-
plies throughout the U.S. and 
Canada. 
    Luse served on the TCATA 
Board of Directors in the late 
1960s before he began his term 
as association president in 
1971. 
    He was also an avid golfer 
and was a member of the Mar-
ion Country Club. 
    He is survived by his chil-
dren: William C. (Linda) Luse, 
Barry (Janet) Luse, Bunny (Jeff) 
Britton, and Brian (Teresa) 
Luse; grandchildren: William 
K. Luse, Carrie M. Rogers, 
Kenneth “Erik” (Crystal) Luse, 
Nathan S. (Lisa Perkins) Brit-
ton, Dustin W. (Casey) Britton, 
Casey J. (Angela) Britton, 
Madison M. Luse and Parker 
T. Luse. 
    Donations in William Luse’s 
honor may be made to the 
Sarah Jean Luse Foundation, 
c/o Sandusky County Com-
munities Foundation, 1245 
Napoleon St., Fremont, OH, 
43420.
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Last month, I covered the 
correct piping for com-
pressed air systems. 

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

    

First, a quick note about 
air and temperature: the hot-
ter the air, the more water 
vapor it can hold. As the air 
cools, this water vapor con-
denses into liquid water.  

    

Liquid water in com-
pressed air systems is a con-
taminant stripping away 
helpful lubricants, degrad-
ing rubber and plastic parts, 
and corroding and rusting 
metal components.  

    

It has been my experience 
that liquid water is the lead-
ing cause of failure for air-
operated machinery.  

    

Several devices are avail-
able to reduce the amount of 
water that gets to the com-
pressed air components of 
machinery.  

    

Compressors are often lo-
cated in boiler rooms that 
characteristically have high 
heat and humidity levels. 

Locate a compressor’s air in-
take as close to an outside 
vent as practicable.  

    

Usually, providing the 
compressor air intake area 
with a vent line to the out-
side of the boiler room is 
fairly simple, providing 
cooler, drier air at the com-
pressor air intake. 

    

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

    

Water that has condensed 
out of the hot compressed 
air and fugitive oil from the 
compressor pump collects in 
the tank. When this drain 
valve is opened, this water-
oil mixture is blown out of 

the tank, removing it from 
the compressed air system.  

    

This water and oil may be con-
sidered a hazardous waste. Open-
ing the drain valve and 
draining the compressor 
tank should be done regu-
larly, at least once daily.  

    

Very effective, inexpen-
sive and easily installed au-

tomatic drain valves are 
widely available.  

    

These auto-drains contain 
an adjustable timer that reg-
ularly opens an electric sole-
noid valve allowing the tank 
to drain. 

    

Besides the obvious ad-
vantage of knowing your 
compressor is being drained 
regularly without you hav-
ing to squat down in a hot 
boiler room to open, wait, 

and then close a hot greasy 
valve, you’re also spared the 
maintenance on this inacces-
sible area. 

    

Even a small leak in the 
compressor drain valve will 
significantly affect your 
compressor, causing cycling 
more often, thus incurring 
greater wear and higher 
electric bills. 

    

2) After Coolers and Re-
frigerated dryers. Com-
pressed air exiting the 
compressor pump is ex-
tremely hot and can hold 
lots of water vapor.  

    

As this air cools, some of 
the water vapor condenses 
out as liquid water in the 
compressor tank requiring 
the draining procedure dis-
cussed in section one.  

    

However, the air is still 
hot, and lots of water vapor 
remains in the air stream, 
which will later condense in 
the cooler air lines and 
equipment.  

    

In the drycleaning plant, 
the most effective way to re-
duce the remaining water 
vapor before it condenses 
and travels into the machin-
ery is to cool the air flow fur-
ther.  

    

The simplest method of 
achieving this is using a de-
vice called an after cooler. 
An after cooler is usually a 
finned coil with a fan 
mounted on it.  

    

Compressed air leaving 
the compressor pump enters 
the tubing with the fins at-
tached while the fan blows 
air across the coil cooling the 
compressed air, condensing 
out much of the remaining 

water vapor.  

    

A variant of this method 
uses a water-cooled heat ex-
changer instead of a finned 
air-cooled coil.  

    

Refrigerated dryers are 
the most effective device to 
remove troublesome liquid 
water from the compressed 
air stream.  

    

They apply the same prin-
ciple as the aftercooler, but a 
refrigeration system is used 
instead of using air or water 
to cool the compressed air.  

    

Refrigeration provides a 
much lower condensing 
temperature, hence a lower 
level of water vapor in the 
compressed air stream.  

    

Keep in mind that you 
will still need some type of 
drain on any system used.  

    

After coolers and refriger-
ated dryers must be appro-
priately sized to the air 
compressor. 

    

Well, that’s it for this 
month. I’ll be continuing 
next month with more easily 
accomplished tasks that save 
big bucks. 

BY BRUCE GROSSMAN
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WRENCH WORKS
Monitoring your compressed air system V

Bruce Grossman is the Chief of 
R&D for EZtimers Manufactur-
ing. EZtimers manufactures 
machines that make your ma-
chines run better. For those 
needing to replace Zero-Waste 
or Galaxy misters, see our SA-
HARA 2 model. For those with 
boiler problems, check out our 
EZ-Level and EZ-Dose ma-
chines. For more information 
on EZtimers products, visit 
www.eztimers.com. Please ad-
dress any questions or com-
ments for Bruce to 
bruce@eztimers.com or call 
(702) 376-6693.
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Even a small leak in the compressor 
drain valve will significantly affect your 
compressor, causing cycling more often, 
thus incurring greater wear and higher 

electric bills.
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TradeshowTradeshow              EducationEducation              NetworkingNetworking            ReceptionReception

The Dryclean & LaundryThe Dryclean & Laundry
Show in 2023Show in 2023

April 28-30, 2023April 28-30, 2023      --      Irving Convention Center (Dallas)Irving Convention Center (Dallas)

Featuring these and many more speakers

www.sda-dryclean.com

FREE Registration for SDA / DLI and CLA membersFREE Registration for SDA / DLI and CLA members

R e g i s t e r  T o d a yR e g i s t e r  T o d a y

$50 for pre-registered non-members$50 for pre-registered non-members    //    $100 onsite$100 onsite

Winning the Talent War
 

Jeff Butler
Multi-generation
Workforce Guru

8 Drivers of Building
Value  

Kermit Engh
Methods for Management

Changing Consumer
Behavior

Andrew Gibson
Tide Services

7 Secrets to a 7 Figure Exit

Dave Coyle
Maverick Drycleaners

The Top 5 Legal Mistakes
and Pitfalls

Frank Kollman
Kollman & Saucier, P.A.

Retain to Gain 2023:
How Employee
Retention Leads to
Customer Retention

James Peuster &
Jennifer Whitmarsh
The Route Pros

To learn more, visit www.nationalclothesline.com/ads
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T  he sleeve press has not 
been missed by this 
writer, nor by most 

plant owners/managers.  
For many that have been in 
this business for less than 
ten years, they know of no 
other way. In fact, they may 
not be completely sure what 
a “sleeve press” is, exactly. 

    

For the uninitiated: for 
around 50 years, the first step 
in the shirt pressing process 
was placing the shirt onto a 
sleeve press. The machine 
was basically two arms that 
stood up out of a table that 
was at kneecap height. When 
actuated, the two arms 
would move into a cabinet 
and be squeezed between the 
steam chests, thereby drying, 
and pressing the fabric. This 
worked equally well for 
short sleeves. 

    

On paper, the sleever was 
perfect in every way. In 
practice, it was a disaster — 
and still is to this day. As 
simple as a sleeve seems, in 
reality, they come in all 
shapes and sizes, and a 
sleever has never been able 
to adapt. As a direct result, it 
is the one machine that 

causes more touch-up than 
any other. Think about all 
the errant wrinkles that are 
caused by the sleever and 
must be removed by an iron.  

    

Enter the blown-sleeve 
shirt unit. I was not an early 
adopter, but, at this point in 
time, there really was no 
other way. The hard-pressed 
sleeve has no advantage 
over the blown sleeve. Cou-
ple that with the risks that 
you take with a hard-
pressed sleeve. They are no-
torious button smashers and  
there is always the risk that 
those errant wrinkles get 
missed and end up in your 
customers’ closets. 

    

But — and it’s a big but — I 
have never been happy with 
the short-sleeve attachments 

on the blown-sleeve units. 
I’m guessing that you (or 
your pressers) are not com-
pletely happy with them ei-
ther based on how many 
pressers I have seen ignoring 
the short-sleeve device (I’ll 
call them SSDs) entirely. 

    

Depending on the brand 
of your machine, your SSD 
has its own issue. Some 
leave an imprint. Some leave 
an unpressed area. At least a 
couple of SSDs stretch the 
fabric in such a way that de-
forms the sleeve. And, they 
don’t work all that well. 

    

Sometimes the sleeve 
breaks loose from the con-
traption and the sleeve just 
flaps in the wind. Nine times 
out of ten —maybe more 
often — the pressers ignore 
the short sleeve equipment, 
and the touch-up staff take 
care of those types of sleeve. 

    

The old sleeve press did 
not crease the sleeve. It also 
did not deform the sleeve.  

    

I will show you how to 
press short sleeves on any 
shirt press, without deform-
ing the sleeve and without 
creasing the sleeve. If you 
have a customer base that 

expects a creased sleeve, you 
can do that with an iron on a 
touch-up board in about six 
or eight seconds. 

    

What I’m showing will 
work on any unit, any 
brand. Follow the step-by-
step photos. 

    

Press the collar as you nor-
mally would (Picture #1). Lay 
out the sleeve perfectly in half, 
with the bottom seam perfectly 
aligned with the bottom fold 
(Picture #2).  

    

Lay this sleeve on the collar 
buck. Close the head and press 
for three seconds only. Teach 
your presser to count out loud: 

One, Two, Three.  

    

Do not press for longer than 
three seconds. 

    

Do the same thing with the 
other sleeve. Press for three sec-
onds only.  

    

The sleeve does not dry in 
three seconds, especially Ox-
fords and heavier shirts, but the 
part of the shirt that touches the 
steam chest appears to be as 
dry as in Picture #3. However, 
if you turned the shirt over or 
put your hand inside the 
sleeves, you’d feel moisture.  

    

Next, dress the buck in the 
usual manner (see Picture #4), 
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SHIRT TALES BY DON DESROSIERS                    
A step-by-step guide for pressing short sleeves

As simple as a 
sleeve seems, in 

reality they come in 
all shapes and  

sizes, and a sleever 
has never been   
able to adapt.
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Continued on page 28
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but do not select the short 
sleeve cycle and ignore the 
SSD. 

    

As the shirt begins its cycle, 
the super-heated air that is 
designed to dry the sleeves 
does exactly that (Picture 
#5). 

    

Because there is still some 
moisture in the sleeves, the 
slight crease that you put 
into the sleeve when you 
pressed it on the collar press 
disappears. 

    

This is one of the three 
reasons why you do not 
press the sleeves for longer 
than three seconds.  

    

The second reason is that 
productivity will be ad-
versely affected when the 
collar/cuff pressers gets 
bogged down playing with 
short sleeves. 

    

Lastly, if you press those 
sleeves for a long time, the 
two halves will stick to-
gether, especially if the shirt 
is starched. 

    

As you can see in the re-
maining three photographs 
(Pictures #6, 7 and 8), no touch 
up is needed, no crease re-
maining, and — best of all — 
your pressers will find that 
this method is easier than 
what they are doing now. 

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

Don Desrosiers has been in the 
drycleaning and shirt launder-
ing business since 1978. He is 
a work-flow engineer and a 
management consultant who 
provides services to shirt laun-
derers and drycleaners through 
Tailwind Systems. He is a mem-
ber of the Society of Profes-
sional Consultants and winner 
of DLI’s Commitment to Pro-
fessionalism award. He can be 
reached by cell phone (508) 
965-3163, or email to: tail-
wind.don@me.com. The Tail-
wind web site is at 
www.tailwind systems.com.
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A step-by-step guide for pressing short sleeves
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Continued from page 26

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!
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No touch up is 
needed, no crease 

remaining and, best 
of all, your pressers 

will find this 
method easier than 

what they are  
doing now.
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OPTIONAL PROGRAMS:

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

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

• Curbside Ordering
• Point of Sale Systems

Recommendations, Solutions 
& Integrations

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

Snap, Checks and more

Next Day Funding with  
weekend settlement

Rates as low as .05%*

REDUCE YOUR CREDIT CARD  
PROCESSING FEES

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

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

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

GROW YOUR BUSINESS.  PARTNER WITH NAB TODAY!

866.481.4604
© 2022 North American Bancard, LLC (NAB). All rights reserved. NAB is a registered ISO of BMO Harris Bank N.A., Chicago, IL, 
Citizens Bank N.A., Providence, RI, The Bancorp Bank, Philadelphia, PA, and First Fresno Bank, Fresno CA. American Express may 
require separate approval. *Durbin regulated Check Card percentage rate. A per transaction fee will also apply. **Some restrictions 
apply. This advertisement is sponsored by an ISO of North American Bancard. Apple Pay is a trademark of Apple.

WWW.NYNAB.COM

INTEGRATE
WITH YOUR POS

with
4G / Wi昀 STANDARD

TERMINAL

SMART TERMINAL

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

FREE TERMINAL PLACEMENT OPTIONS

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

    This month, the Dryclean-
ing and Laundry Institute 
(DLI) will be offering two one-
hour webinars on how 
drycleaners can outsource 
their payrolls and maximize 
the Spring 
high season 
— plus a class 
of its virtual 
stain removal 
program will 
begin soon. 
    First up, DLI will host a vir-
tual education session on 
“Benefits to Outsourcing Your 
Payroll” at 1 p.m. EST on April 
12.  
    One week later, the associa-
tion will host a webinar featur-
ing Dave Coyle of Maverick 
Drycleaners who will discuss 
how to “Maximize the Spring 
2023 High Season,”  

    It will be held at 1 p.m. EST 
on April 19. Both are free for 
members. 
    Later this month, DLI will 
offer its virtual Stain Removal 
course beginning on April 25. 

The course 
will be pre-
s e n t e d 
with Zoom 
video con-
ferencing 
technology 

and will be spread out over 
seven two-hour sessions that 
will take place on Tuesdays 
and Thursdays through May 
16. 
    Topics for the course will in-
clude removing coffee, ink, 
grease and other stains from 
clothing; identifying cotton, 
silk, polyester and other fab-
rics; using bleaches without 

damaging the fabric color; 
using specialty products such 
as digesters, amyl acetate and 
acetone in stain removal; and 
identifying fibers and fabric 
construction. 
    Tuition is $495 for DLI 
Budget or International mem-
bers, $394 for Standard mem-
bers, $297 for Gold members 
and Premier members may at-
tend any three courses for free.  
    Non-members must pay 
$695 to attend. 
    In addition to its webinar 
presentations, DLI plans to 
continue offering its peer-to-
peer Zoom video conferencing 
meetings every Tuesday morn-
ing at 11:30 a.m. EST. 
    For more information on 
any of DLI’s upcoming events, 
visit them online at 
dlionline.com.

DLI will focus on wide variety 
of topics for April programs

    Recently, America’s Best 
Cleaners (ABC) was selected 
as one of the best of the 
Green Business Bureau 
(GBB) in 2022. The GBB are 
annual awards that recog-
nize members of the Green 
Business Bureau who have 
created greener businesses 
and demonstrated a commit-
ment to sustainability with 
tangible results. 
    GBB CEO Tom Permatteo 
noted, “America’s Best 
Cleaners has been a leader in 
sustainability for well over 
two decades. They have 
worked with the Green Busi-
ness Bureau not only to im-
prove their own 
organization, but to bring 
real and practical solutions 
to their affiliate membership 
and partners. ABC has 
spread the message that sus-
tainable business practices 
are critical to the long-term 
success of any company 
competing in the garment 
care industry, and they con-
tinue to make a huge posi-
tive impact on the planet and 
in their community.” 
    ABC Executive Director 
Chris White expressed grati-
tude for receiving the honor. 
“I’m so happy and pleased 
that our entire affiliation and 

network of partners is being 
recognized for our over 20-
year commitment to the en-
vironmental movement in 
the garment care industry,” 
he said.  
    “We take pride in our 
leadership position from our 
early adoption of liquified 
CO2 cleaning, professional 
wet cleaning and imple-
menting the world’s only 
bio-based textile cleaning 
agent, SystemK4,” he contin-
ued. “We continue to work 
with our technology part-
ners to implement paperless 
tagging, invoicing and man-
ifesting to reduce our con-
sumption of paper and 
further our pursuit of prod-
ucts, equipment and tech-
niques to lower single-use 
plastic consumption and en-
ergy. Our continued educa-
tional partnerships with 
fashion design houses, tex-
tile manufacturers, fashion 
institutes and retailers have 
positioned us as critical part-
ners in the circular fashion 
movement as we learn and 
share with each other how to 
lower our carbon footprint.” 
    For more information on 
America’s Best Cleaners, 
visit their website online at: 
americasbestcleaners.com.

ABC receives GBB 
green business award

Zips expands in Austin, TX
    Zips Cleaners recently 
opened a new location in 
Austin, TX, operated by multi-
unit franchisee Jason Frick. 
This is his fourth store in the 
city. The most recent “drop 
store” is at the former site on 
William Cannon Dr., a 1,732 sq. 
ft. facility with an on-site tailor 
and counter staff who receive 
and return items from their 

customers. The items are actu-
ally processed at a nearby fully 
equipped Zips location. 
    Frick partnered with new 
franchisees Jake Malishkevich 
and Alex Shuster to open the 
location and will soon open a 
second drop store with them in 
Round Rock, just north of 
Austin. Construction on that 
unit, located in the Randall’s 

Shopping Center at A.W. 
Grimes Blvd. and Gattis School 
Rd., has already commenced. 
    “This new location is very 
well known and heavily trav-
elled, so we’re very convenient 
both to residents of and com-
muters to the area, Frick noted. 
    For more information on 
Zips, visit them at 
www.321zips.com. 
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Questions? Contact Mark Pollock at mark@pdclean.org • Leslie Schaeffer at leslie@pdclean.org or 215-830-8495

The Art of Stain Removal & Customer Communication is a special, all-day program created for you  
and your staff, presented by the Pennsylvania and Delaware Cleaners Association and  

the North East Fabricare Association, held at Wedding Gown Preservation Co. in Endicott, New York.

Please feel free to bring as many of your staff as you wish.  
PDCA, NEFA, and DLI members are receiving this terrific program as a Membership Benefit. 

Non-members will pay a $99 fee per plant, which can be put towards DLI membership. 
 

Thank You to Wedding Gown Preservation Co. & Cleaner’s Supply for sponsoring the light breakfast and lunch.  
We appreciate your support! 

We’ll start the day with a light breakfast and tour of Wedding Gown 
Preservation Co. Then join industry experts Jane Zellers, JCZ Training 
& Consulting, and Bob Edwards, AL Wilson, for “How Do I Get This Out?” 
a clinic on stain removal solutions and techniques.  
           •  Recognize a problem garment before it becomes one 
          •  Knowing your fibers and fabrics and their limitations 
          •  Understand garment classification 
          •  Bleaching, dye stripping and digesting stains

Jane Zellers Bob Edwards

After lunch, Bob will continue his presentation and Jane will explain the most efficient ways to create 
lines of communication between your front counter and production department. 
 
                               •  How best to converse with your customers about potential issues? 
                               •  How to keep everyone on the same page? 
 
Afterwards, there will be a Q & A session followed by an exclusive tour of nearby Cleaner’s Supply. 

& Customer Communication

save 
thedate 
JUNE 9

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

Sparkle 
Cleaners 
hosts TAG
    In February, the Tuchman 
Advisory Group (TAG) were 
hosted by Heath Bolin and 
Ross Adams of Sparkle Clean-
ers in Tucson, AZ. 
    The group visited Sparkle 
Cleaners’ main plant, as well 
as a few drop stores. A high-
light of one of those stores was 
a separate back entrance for ac-
cess to 24/7 lockers.  
    Heath Bolin, president of 
Sparkle, noted, “It was great to 
have some of the top cleaners 
in the country visit our opera-
tion and share ideas and give 
us a ‘look in’ from the out-
side.” 
    In addition to offering a cri-
tique of Sparkle Cleaners, TAG 
members also had an opportu-
nity to share thoughts on their 
own operation, covering 
everything from financials and 
alterations to routes and social 
media and more. 
    “Having a fresh set of eyes 
to offer feedback on your oper-
ation is always an important 
exercise,” said Ross Adams, 
Bolin’s son-in-law who joined 
the company and is general 
manager. “When those obser-
vations are coming from in-
dustry experts like we have in 
the Tuchman Advisory Group, 
the information gained is in-
valuable.” 
    The group was also treated 
to a program from Frank 
Dubasik, director of U.S. oper-
ations for Metalprogetti. At the 
conclusions of the meeting and 
a final meal together, the group 
was surprised by tickets from 
Michael Jones of Highland 
Cleaners who purchased tick-
ets for everybody to watch the 
finals of a ballroom dancing 
competition being held at the 
hotel. 

Griffin’s Cleaners host latest RCS meeting in FL
    Renewal Claims Solutions 
(RCS) – formerly known as the 
North American Restoration 
Drycleaners – recently met at 
one of its partner plants lo-
cated in Sebring, FL.  
    Partners from all across the 
country attended. 
    One of the highlights of the 
three-day event was a plant 
tour of Griffin’s Cleaners, a 
local third generation family-
owned retail and textile 
restoration facility. 
    Located in central Florida, 
the business works with insur-
ance companies and mitigation 
contractors to help restore soft 
contents after fires and other 
natural disasters. 
    The most recent hurricane 
has left Griffin’s with an enor-
mous backlog of work. 
    Ray Griffin and his two sons 
showcased their recently in-
stalled Metalprogetti assembly 

conveyor, which, with proper 
tagging and software, is esti-
mated to take the place of up to 
two workers in a standard pro-
duction plant. 
    Also during the meeting 
was a presentation in a class-
room setting by Kermit Engh 
from Methods for Manage-
ment.  
    He discussed how his busi-
ness management services are 
available to those in the 
drycleaning industry, as well 
as success planning for those 
intending on transitioning 
their business to the next gen-
eration. 
    There was another presenta-
tion given by Liza Morantz of 
Morantz Ultrasonics, who, 
along with her husband, of-
fered a firsthand demonstra-
tion of some of the latest 
ultrasonic cleaning methods 
and equipment available to the 

restoration industry. 
    Morantz Ultrasonic equip-
ment can be used for certain 
textiles, delicate fabrics and 
hard surface blinds, electronic 
equipment and a variety of dif-
ficult items to clean that are en-
countered in the operation of a 
professional restoration busi-
ness. 
    Renewal Claims Solutions is 
a partnership of elite, inde-
pendently-owned drycleaning 
and laundry businesses across 
the country that work together 
to leverage their national foot-
print.  
    The partners collaborate in 
establishing industry stan-
dards and refining best prac-
tices that are then employed in 
servicing the insurance indus-
try and their customers. 
    For more information, visit             
the group’s official website at 
renewalclaimsolutios.com. 

During the recent 
Renewal Claims So-
lutions meeting in 
FL, Kermit Engh 
(top photo) dis-
cussed some busi-
ness management 
solutions. Members 
also enjoyed a tour 
of Griffin’s Cleaners 
of Sebring, FL,   
(bottom photo).
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Join now at DLIonline.org/Membership or call 800-638-2627 

 DLI Membership Pays

BeCreative360
Cleaner Marketing
Cleaner’s Supply
EnviroForensics and PolicyFind
EzProducts International, Inc. 
FabriClean Supply
Fabritec International
GreenEarth Cleaning
Kleerwite Chemical
Kreussler, Inc.
Luetzow Ind. Poly Factory Direct
Memories Gown Preservation

NIE Insurance 
Realstar, USA 
The Route Pros  
R.R. Street & Co. Inc. 
Sankosha USA, Inc.
Seitz – The Fresher Co.
SMRT Systems 
SPOT by Xplor
Union Dry Cleaning Products, USA 
Unipress Corporation
United Fabricare Supply, Inc.
U.S. Leather Cleaning

Start your DLI membership in 2023 and receive gift certificates worth
more than $3,000 from these industry manufacturers and suppliers:  

DLI Membership Pays You Back

“Kreussler is an industry leader in innovative 
chemistry and product development. To introduce 
and implement advanced products we need a 
well educated and trained marketplace. There  
is no better resource for drycleaners to learn  
vital skills than DLI’s School of Drycleaning  
Technology. Kreussler is proud to support the  
efforts of DLI in this mission.“  

Richard Fitzpatrick
Vice President, Kreussler, Inc.

Each of the students pictured here  
received a $200 scholarship from  
Kreussler, Inc. as a new member of DLI.

To learn more, visit www.nationalclothesline.com/ads
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Miss an issue? Looking for an article? 
Want to connect to the industry? 

Point your browser to:  www.nationalclothesline.com 
• Complete text of the current issue 

• Back issues with search capabilities 

• Links to hundreds of industry web sites 
• On-line classifieds

Rates: $1.70 per Word. $35 minimum 
Deadline 10th of the Month 

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

www.nationalclothesline.com/adform

1-800-568-7768 
CLEANERSUPPLY.COM 

OVER 20,000 
PRODUCTS 
 IN-STOCK.

GREAT PRICES.  
FAST DELIVERY.

Newhouse Specialty
Company, Inc.

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

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

High quality products for Drycleaners
and Garment Manufacturers.

Serving our customers since 1946.

Equipment 
and Supplies 

Market Place
Business Opportunities

Sell Your Drycleaner 
New Jersey 

Pennsylvania 
Delaware 

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

broker@patriotbusinessadvisors.com 
patriotbusinessadvisors.com

Catalogs

Plant 
Design

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

Position 
Available

DRYCLEANING & LAUNDRY EQUIPMENT PARTS
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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

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

Reweaving 
Services

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

QUALITY REBUILT  
EQUIPMENT 

Specializing in the 
Classics of Forenta and 
Ajax Presses and some 

hard to find parts 

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

www.mosena.com

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

at www.nationalclothesline.com/ads

Training & 
Education 

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

Waste Water 
Evaporator

Drycleaners for Sale:  One of the 
best locations in Arizona, good cash 
flow. Reduced for quick sale. Call 
Mike, 480-280-6502. 

Drycleaning Store for Sale: In 
Greenwood Village, Colorado. Busy lo-
cation (20 years), upgraded dryclean 
machine. Owner retiring. Asking 
$300,000. Contact Patel, phone 720-
333-5583.
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Buy Sell Trade National Cothesline 
classified ads put your ad before 
a nationwide industry audience. 
To place your classified ad, call 
(215) 830-8467.

 
 Buy  •  Sell  •  Hire  

in the classifieds 
 

To place your classified ad, 
call (215) 830-8467.

Laundry & Dry Cleaning Biz for 
Sale: Full service laundry & dry clean-
ing plant for sale near Green Bay, WI. 
This is a 7000 sf facility which has 
been in business 70 years. Day to day 
operations are in the hands of a long 
time experienced staff. Owner wants to 
retire. For more information call Bob 
312-576-1881.

Buy Sell Trade in National Cothesline 
Put your ad before a nationwide indus-
try audience. To place your classified 
ad, call (215) 830-8467.

Help Wanted
Established, Successful Drycleaner 
in Waterloo, Iowa is in need of a plant 
manager. Current plant manager/part 
owner is going to retire. For details call 
Stan (319) 233-3571 or email: 
stan@varistycleaners.com. 
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PRESS THE CLOTHES AND IMPRESS 
YOUR CUSTOMERS.

When you welcome American Express® Cards, you have access to benefits, 
services and programs to help your business thrive, including curated offers and 
discounts to help you get more out of your business, and solutions and tips to 
help attract new customers.

Scan the QR code for more information on available resources.

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