
    This October, the California 
Cleaners Association (CCA) 
will return to Las Vegas to host 
Fabricare 2023 at Harrah’s 
Casino and Hotel. The theme 
of the conference is “Shake Up 
Your Business Game.” 
    The event will take place 
from Oct. 6 to 8 this year and 
will include numerous expert 
speakers, including keynote 
speaker Jeff Barnes, author of 
The Wisdom of Walt: Leadership 
Lessons From the Happiest Place 
on Earth. Barnes is a world-
renowned speaker who ex-
plores the life of Walt Disney 
— who experienced many fail-
ures before success —  and the 
lessons gleaned from it. 
    He will present a 90-minute 
program on Saturday morning 
on “Walt Disney and the 

Power of Resilience.” 
    The education programs 
will kick off on Friday af-
ternoon when CCA 
plans to present 
three that will 
focus on “The 
Power of Mar-
keting.”  
    First up 
will be 
p o p u l a r 
industry 
s p e a k e r 
D a v e 
Coyle of 
Maverick 
Dryclean-
ers who 
begins at 1 
p.m.. He 
will be fol-
lowed by 

Yash Patel of BeCreative 360 at 
2 p.m.  

The day’s educational 
sessions will conclude 

with Jason Loeb of 
Sudsie’s, who will 

discuss the topic 
of “Brand Rev-

o l u t i o n ” 
starting at    
3 p.m.  
   After the 
p r o g r a m 
by Barnes 
from 9 to 
10:30 a.m. 
on Satur-
day morn-
ing, will be 
Ryan Fish, 

president of 
Red Hanger 

Cleaners of 

Salt Lake City, UT. He will 
present a program titled 
“Choose Your Hard” from 11 
a.m. until noon. 
    In the afternoon, Jason Loeb 
will return to offer more 
thoughts on “Brand Evolu-
tion” from 1:30 to 3:30 p.m.  
    The day will conclude with 
a panel discussion on “Moving 
Forward Together as an Indus-
try” from 4:15 to 5:30 p.m.  
    The panel will be moder-
ated by Peter Blake, DLI’s as-
sociation services program di-
rector, and will include: Kathy 
Benzinger, president of Ben-
zinger’s Clothing Care; Tom 
Zengeler, president of Zen-
geler Cleaners; John Thomas, 
vice president of M&B Hanger 
Supply; and Keisuke 
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When the fix is off 
There is no excuse to procrastinate implementing main-
tenance fixes that can improve your quality today. 
The dry side of stains 
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A plant tour in wine country
    Members of the Associa-
tion of Wedding Gown Spe-
cialists (AWGS) met recently 
in Napa, CA — famous for 
being the heart of the Napa 
Valley wine region. 
    The group, however, 
toured a drycleaning busi-
ness with a fine vintage —  
Greene’s Cleaners — the old-
est cleaning company in the 
Napa Valley founded in 1919 
by George Greene. Today, it 
is owned by Laurie and 
Alonso Corona. 
    During the meeting, the as-
sociation honored Dave 
Matthews and Kyle 
Matthews with its prestigious 
Barth Award of Excellence — 
named in memory of Cana-
dian drycleaner Jack Barth to 
recognize contributions to-

ward the advancement, pro-
motion and development of 
industry standards for wed-
ding gown care. 
    The Matthews’ company, 
Janet Davis Cleaners of 
Berkley, MI, has been in busi-
ness since 1938 and became a 
member of AWGS in 2006 
when Dave Matthews’ son, 
Kyle, joined the company as 
director of sales and market-
ing. Over the years, both 
Matthews have shared many 
useful ideas and procedures 
with the group including a 
method for instantly locating 
a wedding gown at any 
point between accessioning 
the wedding gown and de-
livering it back to the bride. 
    Recently retired, Dave 
Matthews has been named to 

the AWGS position of na-
tional training director, suc-
ceeding Ken Grippi of 
Dependable Cleaners of 
Boston, MA.  
    The meeting additionally 
featured many guest speak-
ers, including well-known 
wedding planner Terrica of 
Terrica, Inc. and Yash Patel of 
Be Creative 360. Topics in-
cluded important trends and 
ideas for branding and net-
working. There was also a se-
ries of roundtable 
conversations, which gave 
everyone the opportunity to 
discuss a variety of topics, 
from strategic alliances with 
other wedding professionals 
to recruiting and training a 
reliable in-house team. 
    The most popular part of 
the weekend was the group’s 
self-analysis of its own 
strengths and weaknesses. 
Led by Jan Barlow of Jan’s 
Professional Dry Cleaners of 
Clio, MI, and Nadine Rana of 
Style and Grace Cleaners of 
Toronto, Ontario, members 
laid out an ambitious plan 
for the organization’s future. 
The progress report will be 
given at the group’s next 
meeting in February of 2024 
and be hosted by Greg and 
Margaret Butler of Dublin 
Cleaners in Columbus, OH.

The Association of Wedding Gown Specialists met 
recently at Greene’s Cleaners of Napa, CA.

Clean ’22 makes Top 
100 trade show list

    Trade Show Executive maga-
zine recently announced its 
Gold 100 list — the top 100 
trade shows for the year — 
and The Clean Show made the 
cut. 
    Clean ’22, held in Atlanta, 
GA, was run by Messe Frank-
furt, Inc. Overall, close to 
10,000 attendees showed up to 
visit booths by 347 exhibiting 
companies that filled up over 
216,000 sq. ft. of exhibit hall. 
    At the time, it was the first 
Clean Show for the industry in 
over 1,100 days — Clean ’21 

had to be postponed as a result 
of the pandemic.  
    Now, in an effort to return 
to the odd-year format (where 
Clean shows takes place every 
other year on odd-numbered 
years), Messe Frankfurt will 
host its next offering in two 
years. 
    Clean 2025 is scheduled to 
take place from Aug. 23 to 26 
in Orlando, FL. 
    For more information about 
Messe Frankfurt or Clean 
Show updated, visit the official 
site at www.cleanshow.com.
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In a recent poll conducted by OnePoll on behalf of Dave’s Killer Bread, 60% 
of Americans don’t believe there are enough hours in the day to get everything 
done — which, of course, means that the other 40% are wrong. 

The average American would need an additional four hours a day to finish 
off their to-do lists. Nearly half of those items (48%) are likely to go unfinished. 
There are two main reasons why: running out of time (39%) and lack of 
enjoyment (39%). The tasks they tend to procrastinate on are the ones they don’t 
enjoy, i.e. housework (38%), outdoor work (37%) and laundry (31%). 

While that may look somewhat promising for the future of wash-dry-fold, 
it’s probably worth noting that perhaps our citizens’ overly ambitious and long 
to-do lists are the source of the problem. Regardless, most of us feel that there is 
no shortage of things that need to be done, though there is a shortage of time in 
which to do it. As a result of this ongoing dilemna, many people and business 
owners adopt (consciously or not) a strategy known as Worst Things First. It is 
exactly what it sounds like. Essentially, it’s a means of prioritizing tasks so that 
you tackle the most difficult ones early in the day when you are at your freshest, 
saving much easier ones for the end of the day when you find yourself running 
on fumes. 

Worst Things First is not the best strategy for everything, but there is one 
thing it is perfectly suited for: ending procrastination. It keeps you from running 
away from the thing you don’t want to do, and, instead, attack it head-on. 

With that in mind, Don Desrosiers had to overcome his own 
procrastination so that he could inform cleaners to stop procrastinating with 
little maintenance fixes that are affecting your shirt quality today. Many such 
issues make the employee’s job more difficult, add to labor costs and lessen the 
final quality of the product... yet they persist. For more on the topic, read the full 
column on page 10. 

What other problems do you need to address? If you have time to brush up 
on your spotting skills, you should pop over to page 12 and read about remedies 
for the dry side of stains. Learn about new dry side lubricants on the market and 

how they make stain removal much more effective and easier. 
Now that it’s summertime, it may be a good time to test water samples 

from your boiler. In the past, companies selling boiler maintenance chemicals 
had representatives come to your plant, take water samples and prescribe any 
necessary maintenance. That’s not so much the case these days, so Bruce 
Grossman is beginning a new series this month (see page 18) that will detail how 
you can obtain, measure and evaluate your boiler water samples. 

Another new column series beginning this month is one on The Focus 
Method by John Rothrock, who believes the industry needs to redefine the word 
“convenience.” He believes that by limiting the services you offer, you can 
greatly improve your speed of service which will drive sales up. On top of that, 
if you refine your systems and workflow in order to achieve better operational 
efficiency, you have a convenient situation where everybody wins. 

Finally, we have two very interesting columns that you might not expect to 
find in a national drycleaning publication, but are well worth your time. Our law 
expert, Frank Kollman, will chime in with his thoughts on a trio of Supreme 
Court rulings that made big headlines in the media for being controversial. His 
column on page 16 cuts into the details of each decision and explains how it will 
or will not change the law and who it will and will not affect. 

Before you finish, though, make time for Kermit Engh’s column on page 20. 
He is not actually a psychic, but his knowledge of management systems and 
business valuations can sometimes make him seem like one. In his vast 
experience, he believes your age significantly affects your attitude toward your 
business and your feelings about getting out. He breaks it down into three 
categories: ages 25 to 46; 47 to 65; and older than 65. Which category do you fall 
under? How much attention have you paid to planning your exit strategy? 

We realize there is a lot of good reading here that will take up some of your 
valuable time, but this is not something you can afford to procrastinate. Leave 
the dishes in the sink. For today, try adopting a Best Things First philosophy and 
spend time catching up on some required reading in these pages.
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Diving into cleaning
It was about 67 years ago when Don 

Schmitt originally started a cleaning 
business in Evansville, IN, that he 

named Don’s Cleaners. 

    

“My grandfather started the busi-
ness as more or less a bobtail route de-
livery. He would go and pick up 
laundry from customers and wash, dry 
and fold it in his own washer that he 
bought secondhand,” explained Bryan, 
who currently operates the business.  

    

“He had a truck that he delivered 
everything in and he expanded to pick-
ing up shirts and drycleaning, and he 
just dropped those off at some of the 
local cleaners that we had there at that 
time,” he continued. “Before long, he 
had decided that he had grown his 
clientele where he thought he could do 
it himself.” 

    

He found a location and began to ex-
pand his services, building the business 
up step by step throughout the late 
1950s and 1960s. 

    

“Then, in the 1970s, my father, Steve, 
got involved,” Bryan said. “He really 
went full time in the business just be-
fore I was born.” 

    

Bryan’s earliest memories of helping 
out around the family business go back 
to when he was eight years old. 

    

“If something needed to be cleaned 
up or grass ended up needing to be 
mowed, I’d end up doing it,” he 
laughed. “I always joke that I’ve 
worked for the company since I was 
eight years old for a Coke and a lunch. 
That was kind of my dad’s thing. He’d 
send me out to the plant and have me 
work with some people and just find a 
task to do. Then, he’d take me to lunch 
and that’s what I was paid.” 

    

Bryan officially worked for the com-
pany behind the counter when he was 
15. By 16 he had already decided to 
pursue the family business.  

    

After high school, he earned a busi-
ness degree from Murray State Univer-
sity in Kentucky, though he pointed out 
that he literally spent more time on his 
minor: equine science. 

    

“I’d be in business class for two or 
three hours a day sometimes, and the 
rest of the time I was out at the horse 
barn riding and shoveling stalls and 
just having fun getting dirty,” he said. 

    

 

A fter graduating college — and 
then DLI — Bryan returned to 
the business in 2002, a time 

when Don’s biggest competitor contin-
ued to be another long-owned family 
business in the area.  

    

Essentially, the two companies were 

like the Coke and Pepsi of the south-
west Indiana drycleaning market. 

    

“All I remember when I was a kid in 
the 1980s and 1990s is — my father and 
Andy Clayton, the owner of Claytons, 
just always duking it out,” Bryan re-
called. “The amount of money spent on 
their advertising... competing against 
each other and accepting each other’s 

coupons. Those two are just leg-
endary.” 

    

In the 1990s, though, “Coke” took a 
commanding lead when Steve figured 
out a way to gain a competitive advan-
tage in the ongoing drycleaning duel. 

    

“My father got involved with the 
DynaClean distillation system,” Bryan 
said. “His marketing ploy with it was 
odorless cleaning. He put that system in 
and got specially made Columbia 
drycleaning machines to work with 
that system. They didn’t have stills on 
them because he was going to a central 
still with that DynaClean machine. 
When he did that, it lived up to its 
promise and delivered odor-free 
drycleaning.” 

    

Additionally, he secured exclusive 
rights to the system to make sure the 
local competition couldn’t use it for a 
period of time. 

    

“His business tripled practically 
overnight,” Bryan said. “Within 
months and years, it really put a hurt 
on his local competition. He was very 
smart in getting in on the ground floor 
with that system.” 
 

In 2004, Steve bought out his main 
competitor, Claytons, combining 
both names to form one business: 

Don’s Claytons. As Bryan puts it, “It’s 
just been a whirlwind of nightmares 
and dreams come true at the same time 
ever since.” 

    

Over time, Don’s survived against as 
many as a dozen competitors, picking 
up customers whenever they closed. 

    

“It’s put us in the position now 
where I no longer have any real compe-
tition,” Bryan said. “So, I think we’re 
kind of an interesting case study that 
drycleaners need to pay attention to 
when you’ve maxed out your market 
and you really need to be concerned 
about where the work is coming from. 
Right now, we say our main competitor 
is the washing machine. It’s been that 
way for the past 20 years for us.” 

    

Decades before the pandemic, the 
Schmitts had fully embraced wash-dry-
fold because it was the best way to try 
to grow the business. 

    

“We also have delivery routes so 
we’re going out servicing homes, of-
fices, nursing homes, hospitals... we’re 
going everywhere and picking up this 
stuff,” Bryan noted. “I think that the 

amount of wash-dry-fold that we do is 
pretty impressive for the population 
density we have.” 

    

Even with the business on such solid 
footing, the pandemic shook things up.  

    

“We kept going the whole time. We 
stayed open, but I did lay off some peo-
ple, but, as soon as we could, we 
brought them back. We experienced an 
80% drop in our retail business,” Bryan 
said.“ 

    

That led to rent negotiations, apply-
ing for PPP loans and cashing in emer-
gency funds that were meant for harsh 
winter storm closures. The hardest part 
was keeping staff busy, but that 
changed when the company offered to 
make face masks for customers. 

    

At first, there were enough orders to 
keep everybody busy. However when 
news stories about the endeavor 
showed up online and on television on 
the same day, the number of mask re-
quests exploded like a bomb. 

    

“Altogether, we provided about 
9,000,” Bryan estimated. “It was to the 
point where my pressers — as soon as 
they got done with their work — were 
in our break room in a makeshift as-
sembly line. They were cutting pat-
terns. They were running sergers we 
had set up on tables.” 
 

Making masks was hardly the 
first time Bryan has ever looked 
out for the general public.  

    

In 2005, he earned a spot on a 
standby diving rescue team for local 
hydroplane races on the Ohio river, 
which led him down a volunteering 
rabbit hole.  

    

In addition to obtaining diving cer-
tifications, he also has trained to be a 
firefighter and EMT. During his years 
of working on rescue teams, he’s also 
learned a lot about the intricacies of 
management. 

    

“It taught me that no matter the or-
ganization that you’re working in, 
whether police, fire, military, a hospital 

or a drycleaners, there is a hierarchy, a 
chain of command, that is set up and 
it’s meant to work a certain way,” he 
said. “Working in an emergency re-
sponse kind of teaches you a few things 
about prioritizing and recognizing 
what needs to happen first to solve a 
problem, to get something moving, to 
get something going.” 

    

Though much of those management 
skills were utilized during the pan-
demic, today Don’s Claytons is pro-
cessing about “75 to 80%” of what they 
were before it began. 

    

“We’ve had to move timelines up on 
certain things,” he said. “But, it’s 
opened up other opportunities and 
areas. We’re really the only commer-
cially-oriented laundry in our area. As 
our drycleaning and retail work dries 
up, we still get lots of commercial de-
mand for wash-dry-fold.” 

    

One area that has proved to be lucra-
tive is safety wear, from hard hats to 
fire retardant suits to ball harnesses. 
Many of the items cost $500 to $1,000 to 
replace, and employees often tear them 
up and get really dirty. 

    

“It’s kind of neat when you put the 
word out there of the different things 
that you are doing and what type of re-
sponse that you get,” Bryan said. “It 
doesn’t really set the world on fire for 
you, but it’s still something to do. I see 
us going to more commercially-ori-
ented services instead of retail because 
demand for the retail side keeps falling 
and the commercial side of it... it keeps 
growing.”

Bryan 
Schmitt 

Don’s Claytons Dry Cleaning 

Evansville, IN
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Don Schmitt, original founder of Don’s 
Cleaners, holds a pile of laundry. The 
picture was taken in 1958.
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Uchikoshi, vice president of 
Sankosha Manufacturing Co. 
    On Sunday morning, Jeff 
Schapiro, president of Clean-
ers Supply, will begin the day’s 
sessions with “Understanding 
Today’s Consumer Needs” 
from 9:30 to 10:30 a.m.  
    Afterward, Norman Way 
from Puritan Cleaners will ex-

amine the topic “Wash-Dry-
Fold: Winner or Loser” from 
11:15 a.m. to 12:15 p.m. 
    Registration for the event is 
$299 per person and available 
on CCA’s website located at 
calcleaners.org. While there, 
you can also make reserva-
tions with the host hotel, Har-
rah’s, at a discounted price for 
event attendees.

Fabricare ’23 features 
full slate of speakers 
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Continued from page 1

DLI will begin virtual stain 
removal class next month

    The Drycleaning and Laun-
dry Institute (DLI) will soon be 
presenting its seven-day vir-
tual course on stain removal, 
beginning on Tuesday, Sept. 12 
and running through Oct. 3. 
    The unique class offers a 
mix of live lectures, videos and 
hands-on activities. Live 
classes meet online every Tues-
day and Thursday during that 
time from 1 to 3 p.m. EST via 
zoom conferencing technology. 
    Some of the topics that will 
be covered during the course 
include: removing coffee, ink, 
grease and other stains from 
clothing; identifying cotton, 
silk, polyester and other fab-
rics; using bleach without 
damaging fabric color; using 
specialty products such as di-
gesters, amyl acetate and ace-
tone in stain removal; and 
identifying fibers and fabric 
construction. 

    The price for non-members 
is $695. Members pay accord-
ing to their level: $495 for 
Budget and International; $394 
for Standard; $297 for Gold; 
and Premier members may 
take any three courses for free. 

Signature classes coming 
this Fall 

    A little further down the 
road will be DLI’s next offering 
(and final of the year) of its sig-
nature Introductory and Ad-
vanced Drycleaning courses 
set to take place in October. 
    The five-day Introductory 
course will meet from Oct. 16 
to 20 and be suitable for those 
with two years or less experi-

ence in the industry. The ten-
day Advanced course takes 
place from Oct. 23 to Nov. 3 
and is for those with a little 
more experience. 
    Tuition for the Introductory 
course is $1,195 for Budget and 
International; $956 for Stan-
dard; and $717 for Gold. Non-
members pay $1,595 each. 
    The Advanced course costs 
$1,695 for Budget and Interna-
tional members; $1,356 for 
Standard; and $1,017 for Gold 
members. 
    Discounts are available for 
those who take both classes 
concurrently: $1,995 for 
Budget and International; 
$1,596 and for Standard; $1,197 
for Gold. Non-members pay 
$2,895 each. 
    For more information on 
any of DLI’s upcoming pro-
grams or classes, visit them on-
line at www.dlionline.com.

Celebrating 70 Years 
MfM plans Success 2023

    This October, consulting 
firm Methods for Manage-
ment (MfM) will be celebrat-
ing its 70th an-
niversary by 
hosting Suc-
cess 2023, an 
event sched-
uled to take 
place Oct. 26 
to 28 at the Hilton Chicago 
Miracle Mile. 
    The event will feature two 
keynote speakers: Steve 
Baker, vice president of The 
Great Game of Business, and 
Jeff Butler, a speaker, author 
and workplace strategist 
who explores human behav-
ior within the working 
world. 
    Additionally, numerous 
speakers have been lined up 
to present at the event, in-
cluding: Bob Clements of the 
Benchmark Business Group; 
Jennifer Whitmarsh of The 
Route Pros; Bill Albers, pres-
ident of SMRT; Toran 
Brown, vice president of 
SPOT; and Jeff Gude of 
MfM. 
   The entire Methods for 
Management team is look-
ing forward to the celebra-
tory event and the 
opportunity to gather cur-
rent and past Methods for 
Management members,” 
noted Kermit Engh, manag-
ing partner for MfM. “We 

are thrilled to bring our 
members together to cele-
brate this momentous occa-

sion.” 
The firm 

was founded in 
1953 by Max 
Rechnitz, who 
was later joined 
by his daughter, 

Deborah, in 1980. Together 
they built a strong reputa-
tion as a top-notch manage-
ment consulting firm, 
assisting independent busi-
ness owners in achieving 
their personal and business 
goals. 
    In 1997, the team was fur-
ther bolstered by Diana 
Vollmer, who became a sen-
ior consultant with the firm 
until her retirement in 2014. 
    That is when Kermit 
Engh, an MfM member since 
1997, became managing 
partner, bringing with him 
decades of business experi-
ence as the owner of Fashion 
Cleaners in Omaha, NE. 
    In addition to the speaker 
programs, Success 2023 will 
kick off with a welcome re-
ception and conclude with 
an awards ceremony for 
winners of various cate-
gories such as Best Idea, Best 
Plant and Best Van. 
    For more information 
about the event, contact 
vreed@mfmi.

JUDI’S CLEANERS of Citrus Heights, CA, installed a new  
Realstar KM343 drycleaning machine, sold and installed by 
Abram Laundry Service. Pictured (left to right) are: Jared 
Abram, owner of Abram Laundry Services; Antonia Mazatzi, 
Judi’s production leader; and Ben Combs, owner of Judi’s.

Dates set for WDF ’23 in Nashville
    The Drycleaning and Laun-
dry Institute (DLI) and the 
Coin Laundry Association 
(CLA) will host a second offer-
ing of their WDF Workshop.  
This year’s event will take 
place from Oct. 4 to 6 at the 
Sonesta Hotel near the airport 
in Nashville, TN.  
    The workshop will teach 

best wash-dry-fold practices 
with educational programs, 
hands-on demonstrations and 
interactive roundtable sessions 
led by industry experts. Atten-
dees can also explore some of 
the latest products and tech-
nologies for growing WDF. 
    The cost to attend is $799 for 
CLA and DLI members; non-

members must pay $999 each.  
    The registration includes 
admission to the welcome re-
ception, as well as breakfast 
and lunch each day.   
  For more information or to 
register for the event, you can 
visit either host’s website: 
www.coinlaundry.org or 
www.dlionline.com.
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I  was with my son at a fam-
ily function a few weeks 
ago. I was talking about 

this column that I write. I 
told him that I was behind 
the eight-ball, so to speak. I 
usually have three or four of 
these columns written in ad-
vance, but this wasn’t the 
case today. My deadline was 
looming and I hadn’t written 
a word. 

    

I was at a bit of a loss for 
subject matter, but that is a 
bit lame. Once I get at this 

keyboard, I always have 
something to say. Frankly, I 
was procrastinating. 

    

My son, an amazing man, 
wise beyond his years said, 
“Dad, go write a column 
about procrastination!” He is 
in this industry and is well 
aware of the goings-on in a 
drycleaning plant. I told him 
that I would do exactly that.  

    

There are too many of us 
who procrastinate. Much of 
that is associated with main-
tenance. We seem to put off 

the silliest things. Adjust-
ments and minor parts re-
placements are put off. We 
wait for the catastrophe that 
puts our shirt unit out of 
business. That gets our atten-
tion and we fix it. 

    

But, we probably still 
don’t deal with the minor 
tweaks. These fall into a cat-
egory that I like to call de-
ferred maintenance. The worse 
part of this maintenance that 
never gets done is that it al-
most always is something 

that does, indeed, make an 
employee’s job more diffi-
cult, costs us labor dollars 
and lessens the quality of our 
product. 

    

Here are some examples. 
The woman doing touch-up is 
using an iron that leaks 
water. I’m not sure which is 
the worse possible outcome, 
but I have seen the shirt with 
a wet spot sent along for as-
sembly, I’ve seen the touch-
up person struggle for 
minutes in a (sometimes un-

successful) attempt at drying 
the fabric, or the water leaves 
a yellow spot that means the 
shirt needs to be re-washed. 
    Wait. I know what’s worse; 
the iron leaks water that the 
touch-up person tries in vain 
to dry, only to watch it turn 
yellow, but she sends it along 
for assembly anyway! (No, 
I’ve never actually seen that, 
but I bet it has happened 
somewhere.) 

    

There is a clamping device 
on your shirt unit for the 
cuffs. There are a number of 
types these days, not just the 
old kind on the sleeve press. 
In virtually every case, if this 
clamping device fails, it is, 1) 
a very simple adjustment, or 
2) a very inexpensive fix. So, 
why do we choose to pro-
crastinate and thereby allow 
our quality to suffer?  

    

In every case of a defective 
clamping device (the one at 
the collar, too), quality is af-
fected. Instead, we wait in 
the wings for a catastrophe 
that is worthy of our atten-
tion. 

    

There is a distasteful 
byproduct of deferred main-
tenance. Employees get the 
impression that you don’t 
care. This is not a good thing. 
I have heard so many times 
“they don’t fix anything 
around here.” I am sure that 
this is an exaggeration, but it 
does demonstrate that there 
are minor annoyances that 
the presser knows should be 
fixed, but is given the im-
pression that “it’s good 
enough.” 

    

That isn’t how you want 
your product to be evaluated. 
Only perfection is “good 
enough.” 
 
 
    “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 Profes-
sionalism award. He can be 
reached by cell phone (508) 
965-3163, or email to: tail-
wind.don@me.com. The Tail-
wind web site is at 
www.tailwind systems.com.
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THE SPOTTING BOARD BY DAN EISEN

L ubrication is the action of 
removing a stain by emul-
sifying, breaking up and 

lifting it. Dry side lubrication is 
working on stains that do not 
have a water base and do not 
mix with water. Even paint, 
which orignally may be water- 
based, becomes a dry side stain 
once dry. Typical dry side stains 
are oil, grease, lipstick, nail pol-
ish, make-up and most inks.  

    

Lubrication also produces 
protection for the fabric when 
applying mechanical action. 
Mechanical action is the use of 
brushing, tamping and spatula 
which aids in removing stains 
on a lubricated fabric. New dry 

side lubricants on the market 
now make dry side lubrication 
easier and more effective. 

dry side stains 
    Heat and age oxidize dry 
side stains. If a salad oil is 
dropped on a fabric, simple lu-
brication will remove the stain. 
If the stain oxidizes and sets, it 
is difficult to remove the stain 
and may require extensive me-
chanical action. Many oil stains 
appear to be tannin in nature. 
Oil stains often form a cross or 
T in the fabric because it ab-
sorbs slowly and follows the 
weave of the fabric. 
    The difference in tannin 
stains can be observed because 

it usually has a dark outer ring. 
If you hold the fabric up to the 
light, oil stains may appear to 
be translucent while tannin 
stains are not. Paint, nail polish 
and lipstick are not absorbed 
in the fabric and remain on the 
surface. If you work a stain wet 
side and it appears brighter be-
cause the fabric turned darker, 
it usually means it is dry side. 

dry side lubricants 
    The oily type paint remover 
formulations have changed. 
The original formulations used 
alcohol and solvents. There 
were many problems posed 
with this formulation. If the 
oily type paint removers 

(OTPR) contacted water, it re-
leased alcohol and caused 
color damage to the fabric. 
That is why it was important 
to have a black brush only 
used for dry side spotting. 
    When spotters were faced 
with an unidentified stain, 
they would work it dry side, 
and then dryclean the garment 
and work it wet side.  
    Other problems associated 
with the original OTPR was 
that it contributed to odor in 
the solvent and affected the 
distillation process. Different 
companies make different 
products and usually the 
darker and one with a strong 

odor was stronger. Enviromen-
tal concern restricted the use of 
this formulation in many states 
such as California. This prod-
uct also cannot be used in 
some alternative solvents. 
New formulations for OTPR 
    The new formulations for 
oily type paint remover are ef-
fective and easier to use. The 
formulations may be slightly 
alkaline in nature but I have 
found it to be safe to fabrics 
and color if used correctly. 
    Some products can be left 
on the fabric for a period of 
time, while others must be 
drycleaned or flushed immedi-
ately. They can be flushed wet 
or dry and pose no distillation 
problems in the solvent. It 
should be noted, however, that 
vivid colors on delicate silk 
fabrics should be tested. 

Citrus-based lubricants 
    These are products that con-
tain a solvent derived from or-
ange peel. This solvent is 
referred to as d-limonene. It is 
also combined with a nonionic 
lubricant which also works on 
dry side stains. This formula-
tion is also effective on many 
inks that require wet and dry 
stain removal. It is a very effec-
tive lubricant when added to 
the wetcleaning operation. 
New oily type ink removers 
    These ink removers are very 
effective on many inks. These 
products are usually slightly 
acid in nature. They are also 
very effective on plastic-based 
stains such as nail polish, glue 
and some paint. In many cases 
I have found it to be just as ef-
fective as amyl acetate on 
many plastic-based stains. 

Lanolin type ink remover 
    These ink removers are very 
effective on some inks that 
other products are not. They 
are slightly alkaline in nature 
so some colors on silks must be 
tested. 
Combining dry side lubricants 
    Some dry side lubricants 
can be combined with wet side 
products to make the stain re-
moval more effective. 
    Oily type paint remover that 
is alkaline in nature can be 
combined with a protein for-
mula. Lanolin type ink re-
mover can also be combined 
with a protein formula. Oily 
type ink remover can be com-
bined with a tannin formula. 
Citrus-based products can be 
combined with a dry side or 
wet side lubricant.

Understanding dry side lubrication

Dan Eisen, former chief gar-
ment analyst for the National 
Cleaners Association, can be 
reached at (772) 579-5044, or 
by e-mail at cleandan@com-
cast.net or through his website 
at www.garmentanalysis.com.To learn more, visit www.nationalclothesline.com/ads
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KEEP IT LEGAL BY FRANK KOLLMAN

T  he Supreme Court de-
cided three cases this 
summer that will 

change employment discrim-
ination law in several ways. 
First, the Court changed the 
standard for employers asked 
to accommodate religious 
practices, making it harder 
for employers to say “no.”  

    

Second, the Court held 
that an employer’s religious 
beliefs could be a basis for 
refusing to provide services 
to certain customers. Lastly, 
the Court drastically cur-
tailed affirmative action pro-
grams in the form of college 
admission standards to 

avoid giving preferences to 
minority applicants. 
    The media is hyping the 
reports on these decisions. 
Yes, they are significant 
changes, but not unexpected 
decisions without justifica-
tion. I thought I’d devote this 
month to a calm explanation 
of what these changes mean. 
    With respect to religious 
accommodation of religious 
practices (holidays, Sabbath 
observances and clothing), it 
has been the law for many 
years that employers must 
grant the request unless it in-
volved more than a de min-
imis expense. This made it 

relatively easy for employers 
to deny requests. Under the 
new decision, to deny re-
quests, employers must show 
“substantial increased costs 
in relation to the conduct of 
the particular business.” 
    In the case before the 
Court, a postal worker 
wanted the Sabbath off, and 
because of the size and re-
sources of the postal service, 
it would not cause an undue 
hardship to cover the Sab-
bath with other workers.  
    This might not be the 
same with a small business 
where accommodating a Sat-
urday Sabbath would require 

more juggling and expense. 
    If you have an employee 
who has a religious practice 
in need of accommodation, I 
recommend engaging in the 
interactive process of dis-
cussing with the employee 
how the practice can be ac-
commodated with minimum 
disruption. It is fine to inves-
tigate whether the practice is 
actually dictated by religious 
belief or merely the em-
ployee’s personal preference. 
The wearing of certain cloth-
ing and jewelry may crop up 
from time to time. You are al-
lowed to consider safety in 
whether deciding to allow or 

reject the accommodation. 
Commonsense and employee 
agreement should prevail. If 
not, seek legal help. 
    The second case dealt with 
a web designer whose reli-
gion opposed gay marriage. 
The Court held she couldn’t 
be forced to design a site for 
a gay couple. While the 
Court said someone who did 
not have religious beliefs op-
posed to gay marriage could 
be forced to provide services 
to gay couples, those with 
such religious beliefs could 
not. The Court did not say a 
drycleaner could refuse to 
clean gay customers’ clothes 
because of religious beliefs. 
That would still be illegal. I 
could argue that a religious 
drycleaner could refuse to 
launder garments used in 
same-sex ceremonies, but I 
believe the Court wouldn’t 
have allowed the web de-
signer to refuse to create a 
site for a drycleaner just be-
cause he or she was gay. I be-
lieve the Court was saying a 
religious business owner 
couldn’t be forced to partici-
pate in the celebration of 
same-sex marriage. But, that 
owner could be forced to 
provide other services not re-
quiring participation. 
    Finally, affirmative action 
was supposed to try correct-
ing past discrimination 
against minorities by requir-
ing employers to seek minor-
ity applicants and, where 
qualifications were substan-
tially the same, allowing the 
employer to favor the minor-
ity to facilitate a more 
racially balanced workforce. 
However, it morphed into 
something where one could 
argue that racial preferences 
were granted. In fact, in col-
lege admissions, better qual-
ifications were being 
overlooked in favor of bal-
ancing the student body. 
    The Court’s decision to 
strike down these racial pref-
erences in no way changes 
anti-discrimination law. Very 
few employees are required 
to have affirmative action 
programs, so this decision af-
fects very few. Programs en-
couraging the recruitment of 
minorities are still legal. Em-
ployers without affirmative 
action programs will have no 
change to their businesses.

Frank Kollman is a partner in the 
law firm of Kollman & Saucier, 
PA, in Baltimore, MD. He can be 
reached by phone at (410) 727-
4300 or fax (410) 727-4391. His 
firm’s web site can be found at 
www.kollmanlaw.com. It has ar-
ticles, sample policies, news and 
other information on em-
ployee/employer relations.
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In the past, companies 
supplying boiler mainte-
nance chemicals like 

“boiler compound” had rep-
resentatives visit your 
plant, take water samples 
and analyze them to pre-
scribe the proper blow-
down procedures and how 
much boiler compound to 
add and when. However, 
the business model which 
provided that type of high-
level service is no longer 
workable in most areas. 

    

Therefore, these test pro-
cedures must now be car-
ried out by sending samples 
to a lab for analysis or by 
onsite water testing by 
plant personnel.  

    

So, this series of articles 
by me will aim to teach how 
to use modern testing de-
vices to analyze the water 
samples and determine the 
proper balance of boiler 
chemistry and blow-down 
procedure. This series will 
teach the methods used to 
obtain, measure, and evalu-
ate boiler water samples. 

   

Water is often referred to 
as the universal solvent, 
and therein lies the prob-
lem. Water can dissolve al-
most anything that comes in 
contact with it — salts, sug-
ars, acids, bases, many 
gasses — water just doesn't 
care. It dissolves them and 
keeps rolling along. Take a 
moment and think about it.  

    

What barbarian amongst 
us would confuse a glass of 
sparkling San Pellegrino or 

Perrier with a glass of ordi-
nary tap water? After all, 
isn’t it just H2O?  

    

Well, the difference in 
taste is what is dissolved in 
the water (a solute is a term 
for something dissolved in a 
solvent, in this example, 
water is the solvent). Water 
being added to the boiler 
must be treated to remove 
or control the concentration 
of most of these solutes. 
There are three sources of 
water referred to in this and 
future articles on this sub-
ject: 

    

A) Tap, Makeup or City 
Water. This is the raw water 
used to make up for water 
that has been lost in the 
process of using the steam 
generated by the boiler. 

    

B) Feed Water. This is the 
combination of fresh 
makeup and condensate re-
turning to the return (con-
densate) tank. 

    

C) Boiler Water. This is the 
water contained inside the 
boiler itself, which will be 
converted to steam. 

    

From this point forward, 
we will only be concerned 
with feed and boiler water. 
There are maximum allow-
able quantities of dissolved 
impurities for feed and 
boiler water, which will 
vary slightly with each 
boiler manufacturer.  

    

Although there is a long 
list of impurities to be 
found in water entering a 
boiler, in the drycleaning 
and laundry industries, by 

far, the major ones 
affecting the opera-
tion of boilers are: 

    

1) dissolved 
solids are known 
as TdS or total dis-
solved solids. This 
family of impurities 
provides the chemi-
cals which form 
scale. As scale accu-
mulates on the heat 
transfer surfaces in-
side the boiler, it 
acts as an insula-
tion blanket, reduc-
ing the boiler ’s 
efficiency, and dra-
matically increas-
ing fuel costs.  

    

A d d i t i o n a l l y, 
over time scale 
clogs the tubes 
and/or internal 
flow path of water 
inside the boiler re-
sulting in local hot 
spots on the heat 
transfer surfaces, 
leading to early boiler fail-
ure. 

    

2) Oxygen is dissolved in 
the new, city water entering 
the return tank.  

    

This oxygen combines 
with carbon dioxide to form 
carbonic acid, a destroyer of 
the metal in the boiler and 
piping throughout the 
steam/return systems.  

    

The pH indicates the con-
centration of acids in boiler 
water (pH is a scale used to 
specify how acidic or basic 
[alkaline] a water-based so-
lution is). 

    

Fortunately, test equip-
ment in the form of elec-
tronic meters is readily 
available, inexpensive, and 
easy to use, providing the 
data to control the concen-
tration of these bad actors. 

    

Measuring TDS and pH 
levels can indicate the con-
dition of the treated water 
entering and inside the 
boiler, allowing us to adjust 
the blow-down frequency 
and the volume and timing 
of boiler compound addi-
tion to the return tank to 
prevent boiler damage. 

Obtaining a water sample  
for testing 

    Where’s the best place to 
get a water sample? I’ve 
found the most accessible 
and safest place to obtain a 
water sample is from the 
blow-off drain at the bottom 
of the sight glass on the 
water column.  
    After turning the boiler 
on, wait until there is just a 
few pounds of steam pres-
sure, and while wearing a 
leather or rubber glove as well 
as eye protection, drain about 
a cup of water for testing (If 
there is not a ball valve at 
the bottom of the sight glass 
fixture, install one).  
    Caution: Steam will scald 
you on contact;  observe ex-
treme caution when obtaining 
a sample. 
    That’s it for this issue. 
Next month I will continue 
on how to use the two boiler 
water measuring devices — 
the TDS and pH meters. 

BY BRUCE GROSSMAN
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WRENCH WORKS
Boiler water testing — Part one

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.To learn more, visit www.nationalclothesline.com/ads
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A s I have gotten older 
and have been a multi-
business owner for over 

30 years, my perspective on 
what drives owners has 
changed. In my experience, age 
significantly affects your atti-
tude toward your business and 
how you feel about getting out. 
Here’s what I’ve found:  

Business owners between  
25 and 46 years old 

    Twenty- and thirty-some-
thing business owners have 
grown up in an age where job 
security did not exist. They 
watched as their parents got 
downsized or packaged off 
into early retirement, and that 
caused a somewhat jaded atti-
tude toward the role of a busi-
ness in society. I personally 
have been laid off three times 
in a 10-year span. The first time 
was a gut punch — I had small 
children, a mortgage, and a sig-
nificant questioning of my self-
worth and abilities. The second 
time just made me angry as, 
again, I had no control over the 

situation, nor had the 90 others 
laid off that day. The third time 
I didn’t care. I already planned 
never to have someone else 
control my life. 
    Business owners in their 
twenties and thirties see their 
companies as a means to an 
end, and most expect to sell in 
the next five to ten years. Like 
their employed classmates 
who have a new job every 
three to five years, business 
owners in this age group often 
expect to start a few companies 
in their lifetime. 

Business owners between  
47 and 65 years old 

    These individuals came of 
age when the social contract 
between company and em-
ployee was sacrosanct. An em-
ployee agreed to be loyal to the 
company, and in return, the 
company provided a decent 
living and a pension for a few 
golden years.  
    Many business owners I 
speak with in this generation 
think of their company as more 

than a profit center. They see 
their business as part of a com-
munity and, by extension, 
themselves as a community 
leader. To many in this genera-
tion, the idea of selling their 
company feels like selling out 
their employees and commu-
nity, which is why many busi-
ness owners in their fifties and 
sixties are torn.  
    They know they need to sell 
to fund their retirement but ag-
onize over where that will 
leave their loyal employees. 
They may also be in a situation 
where the business cannot run 
without them. I have discussed 
this particular example many 
times prior; it is called the Hub 
and Spoke driver of value. 
Essentially, they’re trapped by 
what they’ve self-inflicted on 
themselves and their business. 

Business owners older  
than 65 

    These entrepreneurs grew 
up in an era when hobbies 
were impractical or discour-
aged. You went to work while 

your wife tended to the kids 
(today, more than half of busi-
nesses are started by women, 
but those were different times), 
ate dinner, watched the news, 
and went to bed. With few 
hobbies and nothing other than 
work to define them, business 
owners in their late sixties, sev-
enties, and eighties feel lost 
without their businesses, so 
many refuse to sell or experi-
ence depression after they sell.  
    We all know operators in 
their advanced years still turn-
ing on the boiler every morn-
ing. Is that you? 
    Of course, there will always 
be exceptions to general rules 
of thumb. Still, I’ve found that 
your birth certificate defines 
your exit plan more than your 
industry, nationality, marital 
status, or educational back-
ground.  
    In previous articles, we have 
discussed the Eight drivers of 
Business value. This process 
positions your business for one 
of two primary futures. The 

first is to prepare for an even-
tual exit and the greatest value. 
The second is to have a more 
valuable business in the posi-
tion to sell if someday a buyer 
comes out of nowhere with the 
right size check. If you want to 
learn more about growing 
value in your business or have 
any other questions, please do 
not hesitate to contact me. 
Until next month... 

What your age says about your exit plan

PAGE 20 / NATIONAL CLOTHESLINE / AUGUST, 2023

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.
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I t was March 11, 2020. My 
wife and I had settled on 
the couch after putting 

our two kids to bed when the 
news broke, 90 miles down 
the turnpike in OKC. Chesa-
peake Arena was packed 
with a sellout crowd, ready 
for the Jazz and Thunder to 
tip off. But, news spread that 
one of the players had tested 
positive for something called 
COVID. The officials can-
celed the game. A short time 
later, the NBA decided to 
cancel the entire season. I re-
alized the world as we knew 
it was about to change. 

    

In the 1970s, my grandfa-
ther faced similar challenges. 
While the circumstances 
were different, so much re-
mains the same. Grandpa 
just built a state-of-the-art 
central production plant 
serving 22 dry stores. How-
ever, the polyester era fol-
lowed by an energy crisis hit 
the industry hard, causing a 
reported 33% of cleaners to 
go out of business. Yale 
Cleaners was hemorrhaging 
money, and my grandpa and 
great uncle hadn’t taken a 

salary in nearly two years. 

    

By comparison, in the fall 
of 2019, I embarked on my 
own building project. Yale 
broke ground on a multi-mil-
lion-dollar package plant in 
Jenks. Phase one was com-
plete, including building a 
23’ retaining wall backfilled 
with shale, bringing utilities 
to the site, and preparing the 
pad site. In April of 2020, I 
was finalizing plans to start 
Phase two — the building —
when Covid hit and 90% of 
Yale’s sales vanished 
overnight. Add fast fashion, 
athleisure wear and work-
from-home trends to the mix, 
and it’s no wonder over 20% 
of cleaners across the globe 
had to go out of business. 

    

Yale was losing money, 
forcing me to make tough 
choices, including temporar-
ily suspending salaries and 
buyout payments to all cur-
rent and past owners. Was 
history repeating itself? 

    

For years, I had heard sto-
ries from my dad about what 
happened in the late 1960s 
and 1970s. But, while I had 
heard those stories repeat-

edly, I couldn’t fully relate to 
all of the stress caused by 
having outside factors sud-
denly push a once successful 
company to the brink of fail-
ure. I stood in front of my en-
tire management team, many 
of whom had worked at Yale 
as long as I had been alive, 
poised to make many of the 
same tough decisions that my 
grandpa had during his 
crises. I realized that the sto-
ries of the past were no 
longer just stories — they 
were my reality. They were 
all of our realities. 

    

For the first time, I truly 
understood what grandpa 
had been through and the re-
solve it built within him — 
the resolve to reimagine 
what was possible in the 
drycleaning business, and, 
more importantly, the resolve 
to act on his ideas and do 
whatever it took to make 
them become reality. 

    

Now that the pandemic 
has subsided, I am taking a 
hard look at the health of our 
industry. Many experts give 
advice on how to add ancil-
lary services like delivery, W-

D-F and alterations. They ex-
plain best practices, market-
ing advice, and help with 

government assistance pro-
grams. However, to me, it 
seems to be surface-level in-
formation. No one is willing 
to give away the secret sauce. 

    

So, I have decided to write 
about the strategies Yale 
learned and developed over 
the past 40 years that have 
resulted in our enduring suc-
cess. The information I’m 
sharing in this multi-part se-
ries was not developed 
overnight. It took years of 
hard work, often doing 
things the hard way and the 
wrong way before learning 
what actually worked best. 
These same ideas, if imple-
mented in your company, 
will work for you, too. 

    

In order for our industry to 
thrive again, we need to take 
a hard look in the mirror. 
What do today’s drycleaning 
customers actually want? At 
Fabricare 2021 in Las Vegas, 
speakers emphasized the im-
portance of convenience for 
the future of the drycleaning 
industry. Convenience stood 
out as the most significant 
insight of the conference. 
However, I believe there is a 
fundamental issue with how 
our industry defines that 
word — cleaning everything 
for everyone. Is that truly 
what our current and future 
customers want? 

    

Let me be bold and sug-
gest convenience goes be-
yond that. In my opinion, 
most cleaners should con-
sider significantly reducing 
their current service offer-
ings and here’s why. Your 
company’s success, as well 
as the industry’s, is contin-
gent on how responsive we 
are to customer expectations. 
The answer to our chronic 
problems of operational inef-
ficiency (high cost to pro-
duce) and decreasing market 
share (declining sales) lies in 
executing three seemingly 
simple strategies I have de-
fined as The Focus Method: 
1) Fast Speed of Service; 2) 

Limited Service Offerings; 
and 3) defined Systems and 
Workflows. 

    

If increasing sales is your 
goal, then increasing your 
speed of service must be your 
mission. It will require you 
to limit your service offer-
ings. Ideally, it will force you 
to provide only the most 
popular and profitable serv-
ices. But, fast turnaround 
and limited service offerings 
alone are not enough. 

    

Consistently delivering 
fast service requires develop-
ing clearly defined systems 
and workflows throughout 
your operation. The goal is 
to manage systems and 
workstations, not people and 
activities. As you optimize 
your business systems, the 
resulting efficiency gains 
will enable you to provide 
faster service, which in turn 
will lead to more sales. And, 
there is another huge benefit 
to all of this: dramatic cost 
savings that go straight to 
your bottom line! 
    It really can be that sim-
ple! Fast service increases 
sales, and doing what it 
takes to provide fast service 
reduces costs. Talk about a 
win-win business strategy! 
Customers get what they 
want, and business owners 
get what they desire. 
    The Focus Method enables 
a business to profit by in-
creasing sales through effi-
ciency gains. As we move 
forward, we’ll explore each 
strategy in detail, providing 
actionable insights and prac-
tical advice for implementing 
them in your own operation. 

The Focus Method redefines convenience

John Rothrock is the president 
and CEO of Yale Cleaners, a 
family drycleaning business in 
Broken Arrow, OK, that is fo-
cussed on providing high qual-
ity, same day drycleaning with 
exceptional customer service. 
He earned a degree in Business 
Administration in 2005 from 
the University of Oklahoma. 
He is a graduate of the 
Drycleaning and Laundry Insti-
tute, and is a Certified Garment 
Care Professional (CGCP).

TURNAROUND TIME
BY JOHN ROTHROCK          

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

Are You an MfM Alum?
We’d love to see you at Success 2023!

Drop us a line at vreed@mfmi.com, and we’ll send you the details.

Additional speakers scheduled include Bill Albers, President of SMRT; Toran Brown, Vice President of SPOT, 

and Jeff Gude, MfMBI. Along with this fabulous speaker line-up industry leading POS systems SPOT and 

SMRT representatives will be hosting breakout rooms to enable users to talk one-on-one.

402-690-0066  |  www.MethodsForManagement.com

Methods for Management is proud to announce SUCCESS 2023 
A Celebratory 70th Anniversary Event. 

October 26-28, 2023, at the Hilton Chicago Miracle Mile in Chicago, Il.

SPEAKER LINE UP

Keynote Speaker

Steve Baker
Vice President of the  

Great Game of Business

Keynote Speaker

Jeff Butler
Speaker, author, and 

workplace strategist

Speaker

Jennifer Whitmarsh
Customer Service Pro 

Speaker

Bob Clements
Co-founder Benchmark 

Business Group
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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

“U.S. Leather Cleaning shares information to help my team 
talk to customers about leathers, furs, and suedes. They 
also have a great online portal and order tracking system. 
I also learn valuable information from DLI and look forward  
to making more connections in the cleaning community.”   

Travis Unema, Owner
Brio Cleaners, Bellingham, Washington

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

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

www.nationalclothesline.com/adform

1-800-568-7768 
CLEANERSUPPLY.COM 

OVER 20,000 
PRODUCTS 
 IN-STOCK.

GREAT PRICES.  
FAST DELIVERY.

Newhouse Specialty
Company, Inc.

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

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

High quality products for Drycleaners
and Garment Manufacturers.

Serving our customers since 1946.

Equipment 
and Supplies 

Market Place
Business Opportunities

Sell Your Drycleaner 
New Jersey 

Pennsylvania 
Delaware 

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

broker@patriotbusinessadvisors.com 
patriotbusinessadvisors.com

Catalogs

Plant 
Design

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

Position 
Available

DRYCLEANING & LAUNDRY EQUIPMENT PARTS
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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

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 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.                

H 2015 30HP Fulton Boiler 1035lb per 
hour fuel fired. Call Greg (281) 387-
8100. H                                              

Drycleaners for sale in Rhode 
Island:  Multiple locations, family 
owned 70 yrs., $885,000. Real estate 
negotiable. Serious inquiries only. 
Contact Ray 401-261-8032.         8/23

Dry Cleaning Business for sale if 
Charlottesville, VA:  Owner retiring. 
The longest running and most suc-
cessful operation in the community 
with 60+ years of service. Conve-
niently located near the University of 
Virginia Darden, Law & JAG schools. 
Clients include several UVA depart-
ments, local hotels, and municipal de-
partments. Long standing customer 
base. 3,200 sq. ft. facility with recent 
major equipment upgrades. For details 
call David Cooke 434-981-1667 or   
email:  davidcooke2@mindspring.com.
                                                     8/23

8/23

Drycleaning business and building 
for sale. Established in 1947. Building 
includes living quarters upstairs. Staff 
is well trained with a specialized clien-
tele, located in Philadelphia, PA. Call 
609-605-7552 for more information.   
                                                     8/23
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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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EUROPEAN FINISHING EQUIPMENT CORP. 
1 County Road, Unit A-10, Secaucus, NJ  07094 

Telephone: (201) 210-2247       Fax: (201) 210-2549 

TOLL FREE: (888) 460-9292 

sales@histeam.com 
www.histeam.com


