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An emerging emphasis on education
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coat in the picture above) of JCZ Training and Consulting was joined by Bob Ed-
wards of A.L. Wilson for “The Art of Stain Removal and Customer Communication”

at the Wedding Gown Preservation Co. in Endicott, NY.

While knowledge and skill
have always played a big role
in the success of the dryclean-
ing industry, there seems to be
an emerging trend of a greater
emphasis on education in the
wake of the pandemic.

Of course, the industry has
always emphasized education
—proper cleaning and stain re-
moval require plenty of sci-
ence, after all. But, after live
learning events took a hiatus
during lockdowns for much of
2020 and 2021, the industry
has since responded with an
insatiable appetite for all kinds
of new knowledge in live so-
cial settings.

Certainly, the virtual shows
and seminars offered by vari-
ous industry associations and
groups helped fill the void in
their absence; however, the
post-pandemic live offerings
have since exploded as if a
kinked hose had been quickly
let loose.

Major industry schooling

institutions like the Dryclean-
ing and Laundry Institute
(DLI) and the National Clean-
ers Association (NCA) have re-
turned to full curriculum of-
ferings, both in person and
with new online offerings.

In fact, DLI began hosting
“blended” classes for the first
time — taken via zoom and in-
person together — and more re-
cently, the association hosted
sessions of its Stain Removal
class in Anaheim, CA, another
first for the association. They
will still host one more install-
ment of their signature Intro-
ductory and Advanced Dry
Cleaning courses this year at
its school in Laurel, MD, be-
ginning next month. Visit
dlionline.org for more infor-
mation.

Meanwhile, NCA will be
hosting its own first — Virtual
TexCare 2023, set to take place
on Nov. 4 and 5. For informa-
tion, visit nca-i.com or call

Continued on page 20

Drycleaners hope for a Hollywood ending

For some drycleaners who
typically rely on garments
from local television and
movie productions, it has been
a harsh few months since the
Writers Guild of America
strike began in early May.

They were later joined by
SAG-AFTRA (Screen Actors
Guild and the American Fed-
eration of Television and Radio
Artists), grinding Hollywood

Making miracles

During her junior year in
high school, Tami Parks’
science fair exhibit
focussed on man-made
fibers and how to remove
stains from them. Today,
she is a full-on garment
whisperer and fashion his-
torian whose magic can re-
store any wedding dress
back to new — even when
the bride hiked all around
Yellowstone Park in it. See
the before and after
photos of that dress on
the right. For Tami’s story,
go to page 6.

to a veritable halt.

Film and television pro-
ductions, publicity appear-
ances, awards shows and even
office work are all on hiatus for
an indeterminate time. For
some local businesses that rely
on those buildings being full
of working people, it has been
a shaky summer.

While southern California
has been hit the hardest, the

in Michigan

strikes have also had huge
negative impacts on other pro-
duction hubs for television and
movies such as Georgia and
New York.

According to news website
Axios, such productions spent
a total of $4.4 billion in Georgia
during the 2022 fiscal year, and
the film and television indus-
try comprises 6.5% of New
York City’s GDP.

BT

At the 100-day mark since
the writers first began the
strike, it was estimated that the
dual strikes had already had a
$3 billion impact on Califor-
nia’s economy.

Robert Schapiro, manager
of Milt & Edie’s Dry Cleaners
of Burbank, CA, told The
Guardian: “Business is down
20% because of the hit we've
taken to our studio accounts.

What really sucks is that busi-
ness was finally back to nor-
mal [after the pandemic]. We
were finally hitting our pre-
Covid numbers.”

Another Burbank cleaner
facing a big dropoff is Toluca
Lake Dry Cleaners. Manager
Tom Malian believes the
nearby studio buildings and
offices (including Warner Bros.

Continued on page 20
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Cleaning classic clothing
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FOR QUALITY OR SAFETY

5930 Bandini Blvd.
Los Angeles, CA 90040

Tel: 323-727-9800
www.parkerboiler.com
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We may never be the lowest initial cost, but
we have lowest cost of ownership because:

Products have proven to last up to 10 times longer than
similar production in this industry and applications.

We have many installations with steam boilers that have
been in service for over 50-years, 10 hours per day.

The materials used in current products are better than

the materials used 50 years ago. For example, in the 80’s, Our heating surface or amount of steel absorbing energy
steam drum went from 3/8" thick to 1/2" thick. has always been 2 to 3 times that of other units (up to 6

sf of heating surface per boiler horsepower, which some
units are closer to 2 sf of steel per hp, and some even 1
sf).

We have the best distributed flame or most even surface
area evenly distributed under the entire pressure vessel.
It is also a modular design, so it can be repaired easily.
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Tubes went from Seamless rated pipe to seamless rated TRV TS

tubing which is now annealed which gives the material
a mill scale coating for longer lasting and more corrosion
resistance.

Thickness went from .133 pipe with 10 percent under to
12 with 10% over, and is always .133 wall tubing.

To learn more, visit www.nationalclothesline.com/ads
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A cleaner’s need for education never subsides

During a webinar earlier this year presented by the National Cleaners
Association (NCA), Dr. Lorynn Divita discussed what the cleaning industry can
expect from Generation Z (born between 1997 and 2012) as they enter the
workforce. Dr. Divita is an associate professor of apparel design and
merchandising at Baylor University, and has seen many Gen Z'ers in her
classroom. “They tend to be connected, very pragmatic and driven by values,”
she said. “They absolutely have no time for things that do not serve them or lack
utility, but what they see as being useful is not necessarily what we would.”

One thing they tend to greatly value is their wardrobes. They dislike fast
fashion and love to go thrifting for vintage garments. However, a poll conducted
by OnePoll and Swash Laundry detergent last year found that 68% of Generation
Z dread doing laundry and 41% believe it is easy to mess up their clothing
during the cleaning process so they limit how often they wear their favorite
outfits. Still, their buying preferences are a big part of the reason why the resale
market for apparel, footwear and accessories has reached about $120, according
to Dr Divita, and it is anticipated to grow considerably in the coming years.

That will inevitably lead to more work. It will also inevitably lead to more
need for education. Not only do cleaners have to keep up with the latest in
technological developments and fabrics these days, they must also learn about
old fabrics and manufacturing methods from long ago, as well.

As mentioned on the front page story, there indeed seems to be a trend of
greater emphasis on education for the cleaning industry. Certainly, there has
never been a shortage of educational opportunities, but there seems to be a
greater need for more of it in the wake of the pandemic. After all, the cleaning
industry that emerged on this side of it does not really resemble the one that
preceded it. It is a much leaner, more efficient industry, with much less room for
error. So, with vintage fashion making a comeback, it is never a bad idea to take
a refresher course on proper cleaning procedures for them.

This month, instructor Dan Eisen discusses how to properly clean several
kinds of vintage garments based on which fabrics they are made of (including

imitation Persian lamb?!?) and other complexities they may contain like beads
and trimming. See page 24 for his column.

Unfortunately, these days, just having all the knowledge and cleaning skills
is not enough. Plant owners and managers have to become better leaders. One
way they can do that, according to columnist James Peuster, is to be willing to
lead by example to build trust and inspire your team to work better. In a time
when many drycleaners still struggle to find new employees, keeping your
current ones become much more important. Read his column on page 8.

Even if your cleaning skills are solid and your staff is filled, it can still be
difficult to navigate your way to profitability. As Don Desrosiers writes this
month, “We have become an industry of survivors.” With that comes a tendency
to absorb costs in fear of raising our prices, but that will only hurt the value of
your product in the long run. Find out how and why on page 10.

Raising prices is not the only adjustment cleaners can make to become
more profitable; you can also limit your service offerings. As John Rothrock
writes this month, trying to be everything to everyone makes it very difficult to
control production efficiency. However, if cleaners are willing to simplify their
services and focus on what they do best, it can prove to be a very successful and
profitable strategy. See page 18 for more details.

The most profitable strategy in the world means very little, though, if your
boiler isn’t working. This month, Bruce Grossman continues his series on
keeping your boiler going with a look at blow-down procedures and all the
things you need to look for and do to make sure it runs uninterrupted. His
column is on page 12.

Lastly, we would be remiss if we did not draw your attention to an Online
Exclusive column this month on our website. Frank Kollman shares some of his
solid labor law advice on making sure your business does not run afoul of the
Americans with Disabilities Act (ADA). You can do this by engaging in an
interactive discussion with employees if they require a specific accommodation.
To read his full column, visit www.nationalclothesline.com.
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We've personally handled insurance for thousands of dry cleaners!
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clothing care

Clothing Care & Wedding Gown

Specialists in Holland, MI, Tami
Parks grew up around laundromats
and cleaning plants belonging to her
grandfather and parents.

“I started working when I was 12 or
13 in the laundromat,” she recalled.
“The summer I was 14, I managed an
entire laundromat all by myself, and
then I slowly began to learn all the
other parts of the business. I would do
the assembly and I would press the
shirts. My best friend came and worked
with me. She and I would press shirts
all morning. We’d run home to my par-
ent’s house at noon, jumped in the
swimming pool because we were so
hot, have a quick lunch, and then we’d
run back to work and finish pressing
shirts in the afternoon.”

There were certainly worse ways to
spend a summer for a young girl who
was quite passionate about fashion.

“I've always loved clothes. My mom
was also a seamstress, and so she
would make me clothes,” Tami said. “I
loved to go to the fabric store and pick
things out. I learned pretty quickly the
difference between types of fibers and
fabrics. My junior year of high school, I
took Chemistry and my science fair
project was on man-made fibers and
how to remove stains from them.”

In fact, she’s still friends with the sci-
ence teacher today. “I remind her fre-
quently that she had a big part in my
career choice,” she laughed. “Now, I do
that science project every day.”

ami watched her parents develop
I Lemon Fresh Cleaners into a
much bigger and stronger brand.

“They started in the 1970s. They had
a couple of laundromats,” Tami re-
called. “Then, my mom started really
getting into professional drycleaning.
She became quite excellent at spot re-
moval and handling vintage items and
wedding gowns. This was in the 1980s
so there were all sorts of silks and dyes
and things that didn’t play nice. She
took a lot of time researching and learn-
ing them and they really built up a
great business.”

Tami’s mother retired for health rea-
sons early this century, leaving nobody
able to handle the intricate wedding
gown preservation portion of the busi-
ness. At the time, Tami was raising two
children at home, so the business began
sending the wedding gown work down
to a specialist in Mississippi.

“Then, Hurricane Katrina hit and
just decimated their plant. That was
about the time my kids started school,”
Tami explained.

She decided to take on the work
with a new business she created in 2006
called Great Lakes Wedding Gown
Service. It was a completely separate
business from the one owned by her
parents.

“Then, in 2007, one of my bridal
boutique customers that I had whole-
saled for closed their doors. I reopened
that bridal boutique,” she added.

She owned both businesses until
2014 when she sold the bridal boutique.
At that point, she focussed her energies

I ong before she owned Great Lakes

on cleaning and preserving gowns,
something she has worked tirelessly to
master. In addition to being trained by
the the Drycleaning and Laundry Insti-
tute and the Association of Wedding
Gown Specialists, she also wasn’t
afraid to experiment on her own.

“I would go buy old wedding
gowns from thrift stores,” she said.
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“Then, I'd take them home and I'd try
to destroy them. Then I'd try to fix
them. I'm not going to experiment on
customers’ gowns, obviously, but I did
alot of experimenting on what worked
and what didn’t work.”

ver time, Tami has honed her
0 cleaning skills and has become

a fashion historian to better un-
derstand how to work on vintage gar-
ments. One time, her garment
whispering skills had to deal with one
wedding gown that needed to be worn
by three different sisters.

“It was grandma’s gown and both
mom and aunt had already worn it...
and then they came to us. Three sisters
who were all of marriageable age... and
they all wanted to wear it,” she noted.
“But, the gown had also not been
stored properly so the lace was wanting
to shred more each time we cleaned it.
So, we ended up completely backing all
the lace with a really sheer fabric, and
then quilt-stitching all of that together
so it wouldn’t fall apart while it was
being worn and handled.”

Then, to make things easier, she in-
corporated a removable train, as well as
detachable sleeves and sashes so each
bride could customize it to their own
preferences. “That one was really some-
thing,” she said.

Another difficult job that stands out
in her mind involved a bride who
hiked in Yellowstone National Park for
her wedding. “She had a full, long
white lace gown that had a train on it,”
Tami recalled.

Once the wedding was over, her
dress barely resembled its former glory.
“It literally looked like it was an ombre
gown, like the top was white and the
bottom was black,” she added.

“In between the two, the lace had
just acted like a sponge and it had just
dragged up — I think — all the mud
from the entire park of Yellowstone,”
she added. “It was so bad. We got it so

clean we actually took a picture.” (See
the front page photo for a side by side
comparison of before and after Tami
working her magic.)

as Great Lakes Clothing Care and
Wedding Gown Specialists, and
began accepting a much wider scope of

I n 2020, Tami rebranded her business

st A garment whisperer

very creative and empowered team of
strong women who will not complain,
but at some point, you kind of get tired
of stepping over wedding gowns all
day long.”

On top of having the two businesses
share the same location, Tami also re-
cently held a grand opening for a new
bridal boutique, dipping her toes back

Tami Parks

Great Lakes Clothing Care &
Wedding Gown Specialists
Holland, M1

garments for cleaning and restoring.

Part of the reason for the name
change was to emphasize that her busi-
ness doesn’t just clean the garments.

“We're caring for your clothes. We're
going to sew the buttons back on that
popped off. We're going to make sure
the hooks are tight,” she said. “If you
have a hem that’s coming loose, we're
going to make sure it gets tacked up.
It's not just throw this in a washer and
hang it up. It’s caring for your clothes
and making sure they last longer and
look good on you.”

“The [wedding dress]
lace acted like a sponge
and dragged up — |
think — all of the mud
from the entire park of

Yellowstone. It was
so bad.”

According to Tami, the way to offer
that is to hire excellent people, some-
thing she wishes she could see more of
in the industry.

“We need to hire excellent people.
We need to pay them well,” she said.
“A lot of drycleaners I know... they
don’t pay well. They get away with
paying a little bit and then those em-
ployees aren’t always being trained.”

cramped in the plant that houses

both Tami’s clothing care business
and her separate wedding gown care
business.

“The next project is to find a space
and separate out the wedding gown
care business because we currently
have 200 wedding gowns in a 1,500 sq.
ft. plant. Literally, I have room to dry 12
gowns at a time,” she said. “We are a

Currently, things are a getting a bit

into the world of retail.

“It’s going to be different than most
bridal boutiques. I wanted stuff for
people who really don’t want to walk
into a traditional bridal boutique and
see everything white, size 10,” she ex-
plained. “We are offering a vintage col-
lection of gowns that I've curated. I find
them. I clean them. We fix them up and
resell those. We also do a couple of in-
dependent designers who do gowns in
different colors, some unusual fabrics
— and also, we dye gowns. We've got
quite a collection of wedding gowns
that are in pinks and peaches and blues
and blacks — different colors that peo-
ple want and can’t find anywhere else.
We also offer some gender neutral op-
tions. We have a beautiful line of suits
that can be worn by men or women.”

Whether she’s selling, cleaning or
restoring a garment, Tami still contin-
ues the science experiment that she
began back in high school. She has
found it to be quite rewarding.

“I love working with clothes. I love
solving problems for people and I espe-
cially love the wedding gown industry,
too,” she said. “I've managed to find a
way to put all those together and do
what I like and what I'm good at.”

Above, Tami dances in the street in a
Dutch costume (of her own making) dur-
ing Holland’s Tulip Time Festival.
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THE ROUTE PRO

By JAMES PEUSTER

Quit trying to manage routes from a desk

eadership plays a piv-
Lotal role in guiding and

inspiring your route
team towards achieving or-
ganizational goals. While
leading from behind the
desk has been a conven-
tional managerial approach,
there is a growing recogni-
tion that leading by example
is far more effective and im-
pactful. By embracing active
leadership, leaders can fos-
ter a culture of inspiration,
motivation and collabora-
tion, resulting in stronger
teams and improved organi-

zational outcomes.

1) Building Trust and
Credibility. Leading by ex-
ample establishes trust and
credibility among route per-
sonnel. When you actively
engage in the tasks and chal-
lenges faced by your team,
you demonstrate your com-
mitment and dedication. By
participating alongside em-
ployees, you will show that
you understand the balance
of selling and retention and
you are willing to invest
time and effort to achieve
success. This builds trust,

enhances respect, and moti-
vates team members to fol-
low suit.

2) Inspiring and Motivat-
ing Others. Actions speak
louder than words. By ac-
tively participating in the
work, a hands-on route
manager will inspire and
motivate your team. When
employees witness you tack-
ling challenges, demonstrat-
ing resilience and embracing
a strong work ethic, they are
more likely to feel moti-
vated to do the same. Lead-
ing by example ignites a

sense of purpose and pas-
sion in your team members,
creating an environment
that fosters high perform-
ance and continuous im-

provement.
3) Fostering a Culture of
Collaboration. Leading

from behind the desk often
creates a hierarchical barrier
between leaders and their
teams. However, active
leadership breaks down
these barriers by promoting
collaboration and team-
work. When you actively
engage with your employ-

Coming October

THE

BENCHMARK
MACHINES

Precision. Speed. Tailored to your business.

There’s only one Miele clean.

mieleusa.com/professional

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

ees, you encourage open
communication, idea shar-
ing and problem-solving.

This collaborative ap-
proach cultivates a sense of
ownership and collective re-
sponsibility, leading to a
more engaged and cohesive
route department.

4) Developing Skills and
Mentoring. Leaders who
lead by example have the
opportunity to develop the
skills of their team members
through hands-on mentor-
ship. By actively participat-
ing in tasks and projects,
you can provide real-time
guidance, share your expert-
ise and offer constructive
feedback. This approach
helps employees learn and
grow, fostering a culture of
continuous learning and de-
velopment.

5) Cultivating Ethical Be-
havior. Ethical leadership is
crucial for building a strong
organizational culture.
Leading by example sets the
tone for ethical behavior
and integrity. When you
consistently  demonstrate
ethical conduct, your em-
ployees are more likely to
follow suit. This fosters a
culture of trust, fairness,
and transparency, enhancing
employee morale and over-
all organizational reputation
and leads to greater em-
ployee retention.

The Bottom Line. While
leading from behind the
desk has its place in certain
managerial functions, lead-
ing by example is undeni-
ably a more impactful and
effective leadership ap-
proach. By actively engag-
ing with their teams, leaders
building trust, inspiring mo-
tivation, fostering collabora-
tion, developing skills,
adapting to change and cul-
tivating ethical behavior.

Embracing active leader-
ship not only strengthens
the connection between
leaders and their teams but
also drives organizational
success by creating a culture
of excellence, innovation
and shared values. By the
way, if you can’t do this, hire
or develop a route manager
now!

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

b/

s DON DESROSIERS

Are you giving more than you used to or less?

ing putting sugar in my

coffee when I came up
with the idea for this col-
umn. If you read the writ-
ings of a  frequent
contributor of virtually any
publication, I bet that one
time or another, sooner or
later, you wonder how the
author continues to come up
with ideas for columns,
month after month. I'm al-
ways thinking. So, for me, I
come up with ideas all the
time and those ideas are
sparked by an infinite array
of triggers. This column was
triggered by sugar in my
coffee.

When I pour coffee into a
standard size mug, I put
four packets of sugar in, as
well. I know that I have just
made some of you nauseous
and some of you are think-
ing things like, “Hey Don,
do you like a little coffee in
your sugar?” and other such
wise guy remarks, but bear
with me for a minute. I have
a point to make.

It used to be that a packet

I was in a hotel one morn-

“

of sugar contained “one
level teaspoon.” It said so on
the package. It doesn’t say
that anymore and has not,
actually, for years. It also
used to be true that a pound
of coffee actually weighed,
well, one pound. It doesn’t,
and has not for years.

prices haven’t gone up as
sharply as they actually
have. I haven’t a clue what a
restaurant pays for a case of
sugar packets now or what
they paid for them in the old
days.

My point is that they are
giving you less. They may

expensive?

Have you reduced the
wages of your employees so
that you can charge less for
shirts or so that you can
make more profit?

Have you begun to under-
portion your detergent with
the hopes that customers

It continually costs more and more to maintain our
desired level of service and quality, regardless of how
high or how low our standard may be.Absorbing those
costs — even once — can have deadly consequences.

When a packet of sugar
contained a teaspoon of
sugar, I used two of them.
When I actually bought a
pound of coffee — a real 16
oz pound — it went 25-30%
further than it goes now.
The people who sell these
items — arguably — aren’t
deceiving you. It says 13 oz
on the coffee can and it
doesn’t say “one level tea-
spoon” on the sugar packet.
No deception is involved,
but perhaps it’s a clue that

want to fool you for as long
as they can, but in reality,
they have reduced what you
get and charged you more
for it.

Are you doing that with
your shirts?

Have you stopped replac-
ing buttons to keep the costs
of a button inventory and a
button machine out of the
equation?

Have you stopped repair-
ing your shirt equipment be-
cause the parts are too

« Mini
«Regular
«Stretch
- Transit
«Sprinter

Call or go online for details!
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won’t notice the shirts get-
ting a little bit dingier
month after month?

Have you stopped using
the collar cone because the
light bulb burned out and
replacing it simply isn’t in
the budget?

Have you quit replacing
pads and covers with the
knowledge that customers
never see that shredded
cover or blown-out air bag?

Have you quit attending
trade shows, seminars or
peer group meetings be-
cause they offer no value?

Have you started to stuff
10 shirts into a poly bag to
keep that budget in line?

Have you quit using hot
water, arguing that you are
simply flushing it down the
drain?

Have you become an inno-
vator and decided to reuse
mark-in tags by simply
hand-writing a new number
on the back of the old one?

My bet is that you haven’t
done a single one of these
things. In fact, you have
continued to do everything
that you have always done
in order to be certain that
your customers get the same
thing that have always re-
ceived from you. Yet, be-
cause of the pressures from
the world around us, we
drag our feet when it comes
to raising prices. I submit
that this is because we aren’t
prepared to explain why, if
and when we are ap-
proached.

The reasons why are sim-
ple. It continually costs
more and more to maintain
our desired level of service
and quality, regardless of
how high or how low our
standard may be. Absorbing

those costs — even once —
can have deadly conse-
quences.

If we are resistant to in-
creasing prices, we, in turn,
fear that our customers view
rising prices like we do.

We have become an indus-
try of survivors. This may
have come about because
we view one supplier as
pretty much the same as his
competitor. Both sell hang-
ers that do the same thing.
I'll buy the cheaper one. Both
sell poly. What’s the differ-
ence? I'll buy the cheaper one.
You’ll buy a truckload of
things from the catalog be-
cause you’ll save a bundle.
As a direct result, we as-
sume that our customers
will go elsewhere to save a
dollar here and there.

You may be quick to insist
that they will. Although in
my heart of hearts, I want to
disagree — let’'s go with
your thought that they will
drop you without a second
thought.

You must believe that
when they visit your com-
petitor, they will notice a
difference. What kind of a
difference will it be? You
have control over this if you
think about it for a minute.
If you fear that your cus-
tomer will be more pleased
with your competitor than
they are with you, then you
really need to raise your
standards, don’t you think?
Maybe your “packet of
sugar” no longer contains
“one level teaspoon.”

“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-
site is at

wind web

www.tailwindsystems.com.
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here is a long list of
impurities in water en-
tering a boiler. How-

ever, in the drycleaning and
laundry industries, the
major ones affecting the op-
eration of boilers are dis-
solved solids (known as
TDS, or total dissolved
solids) and oxygen, which 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
[or alkaline] a water-based
solution is). Measuring TDS
and pH levels indicate the
condition 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 addition
to the return tank to prevent
boiler damage.

Establishing the correct
blow-down procedure

Blow-down and com-

WRENCH WORKS

pound addition are the two
most important factors in
maintaining the proper
boiler water chemistry. No
matter how efficient the
water treatment program is,
water entering the boiler
(feed water) will contain im-
purities such as salts and
suspended and dissolved
solids. The process of boil-
ing away water to generate
steam leaves these impuri-
ties behind, accumulating
inside the boiler during
daily operations.

Blow-down uses gravity
and steam pressure to expel
this accumulated debris,
residue, and other impuri-
ties before they adhere to
and/or corrode the internal
surfaces of your boiler and
steam system piping. Some-
times it seems like every
boiler manufacturer and/or
operator has their own idea
about how and when to
blow down their boiler.

The recommendations I
will be making are based
upon several years’ experi-
ence in troubleshooting and
repairing boilers of many
different manufacturers in
arguably the worst area for

boiler water impurities in
the country and maybe dif-

fer from those recom-
mended by the boiler
manufacturer. When in

doubt, follow the manufac-
turer’s procedure.
When to blow down

Under normal circum-
stances, two daily blow-
downs are sufficient: one in
the morning and the other in
the early afternoon (never
leave the boiler or return
tank empty overnight).
While the boiler is shut
down, much of the particu-
late matter, being heavier
than water, will settle to the
bottom of the boiler in an
area where the blow-down
is very effective.

The morning blow-down
would be done shortly after
the boiler is started up. Wait
until the steam pressure
rises to about 30 to 40 PSI,
then, start the blow down.
For the afternoon blow
down, shut down the boiler
while you're still using
steam so boiler pressure
drops quickly. Initiate the
blow-down procedure when
boiler pressure drops to
about 30 to 40 PSI. You will

y
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quickly  determine  the
length of time after a blow-
down until steam pressure
rises sufficiently to resume
production. Use this recov-
ery period to calculate the
best timing to minimize pro-
duction loss by timing blow-
downs. Hence, the recovery
period occurs during an em-
ployee break or lunch pe-
riod would be shortly after
the boiler is started up.

How to blow down

Boilers used in dryclean-
ing and small laundry oper-
ations usually have two to
four blow-down valve loca-
tions. The first (1) is below
the water column; the sec-
ond (2) is at the bottom of
the boiler shell (pressure
vessel). If the boiler is speci-
fied to run at pressures over
80 PSI there is usually a
large “Y” type slow-opening
globe valve (3); there may
also be a small valve (4) at
the lower end of the sight
glass fixture, which can also
be used to drain water sam-
ples for testing.

The most effective part
of the blow-down is during
the first several seconds.
Therefore, short blow-
downs are recommended.
Always open valve (3) if it is
present before any blow-
down, and shut it after the
blow-down procedure is
complete. Use blow-down
durations of about 15 sec-
onds for the water column
valve (1), 25 seconds for the
boiler shell valve (2) (pres-
sure vessel), and five sec-

onds for the sight glass
valve (4) — if a valve is in-
stalled for that purpose.
The location of these
valves is shown in the illus-
tration. Slowly open a valve
and start the timing after the
valve is fully open. (If the
boiler is specified to run at
pressures over 80 PSI, there
is generally a slow-opening
globe valve, valve (3), that
must also be open during
blow-down). Blowing all the
water out of the boiler
and/or draining the return
tank and refilling with city
water is not necessary. It’s a
waste of water softening ca-

pacity and boiler com-
pound. When the
blow-down is complete,

reset the valves for regular
aboiler operation.

Next month I'll be dis-
cussing how to measure the
level of impurities present
in your boiler water using
inexpensive TDS and pH
meters.

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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BUILDING VALUE

s KERMIT ENGH

The most important question when selling

hese past two years
have been incredibly
interesting to me. Per-

sonally, I have never seen so
many business transactions,
both buying and selling
within the industry. For the
acquirer, there have been
many opportunities.

Covid contributed to this
trend, which prompted
smaller and weakened oper-
ators to consider retirement
instead of continuing the
battle. Additionally, age has
played a significant role for
those who believe the time is
right to sell. Regardless of
the reason behind selling, it’s
crucial to maximize the
value of your business, and
that may require one to three
years of preparation.

In previous editions of Na-
tional  Clothesline,
delved into the “Drivers of
Value,” highlighting the key
elements that contribute to
maximizing the worth of
your business [Editor’s Note:
go to nationalclothesline.com
for full archived issues dating
back to 2018]. However, it’s
essential to understand that
selling your business isn’t
simply passing the baton in
a relay race — once you're
finished running, you get to
relax.

On the contrary, buyers
often insist on a transition
period ranging from three

we've

months to five years, during
which you continue working
in your business to help
them capitalize on their in-
vestment.

This is particularly true
when the buyer comes from
outside the industry. Look-
ing back at my own experi-
ence 31 years ago, I received
only one month of transition
time from the seller, and I
quickly realized it wasn’t

have one foot out the door.

While honesty is crucial,
there is a right and wrong
way to answer this question.
Responses such as “I want to
slow down a bit,” “I want to
travel,” or “We've got a baby
on the way, and I want to
spend more time at home”
may convey to potential
buyers that you plan on
winding down once they
take over.

next level, we need to find a
partner with more sales, peo-
ple, distribution, geographic
reach, or capital, which is
what your company brings
to the table.”

If you're between 40 to 55
years old:

Most people will under-
stand the need to shore up
your personal balance sheet.

You can express this by
saying, “I've reached a point

Let’s address the most important question that
prospective buyers will inevitably ask during the
selling process:“Why do you want to sell your
business?”These seemingly innocuous eight words
have derailed more deals than any others.

enough, given my limited
knowledge  about  the
drycleaning industry.

Now, let’s address the
most important question
that prospective buyers will
inevitably ask during the
selling process: “Why do you
want to sell your business?”

These seemingly innocu-
ous eight words have de-
railed more deals than any
others. Buyers ask this ques-
tion to assess your commit-
ment and willingness to stay
on-board or if you already

Instead, they want to hear
your intention to help them
unlock the untapped poten-
tial within your business.

To craft an effective re-
sponse, consider the follow-
ing suggestions based on
your age.

If you're under 40:

You clearly aren’t ready to
“retire” so you need to com-
municate that you see an up-
side in merging your
business with theirs.

For example, you can say,
“In order for us to get to the

in my life where creating liq-
uidity from the value I've
built so far is important,
while also finding a partner
who can help us elevate our
business to the next level.”

If you're over 55:

You can start to talk about
retirement, but you want to
make sure you communicate
that you still possess abun-
dant energy and passion for
your business.

This is the stage where
owners should focus on cre-
ating maximum personal
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value. For instance, you can
state, “I'm at a stage where
retirement planning has be-
come a priority. It’s a long
way off yet, but I want to be
proactive and ensure a
smooth transition for the fu-
ture.”

This is the time to polish
the business operations and
the financials to be prepared
to a new owner or add to
your net worth.

Remember to rehearse
your answer to this question
so that it becomes a natural
response when inevitably
asked by a potential ac-
quirer. Understanding your
“why” is crucial for evaluat-
ing your company’s pre-
paredness.

Obtaining your Value
Builders score will identify
areas to strengthen and en-
hance. As a seller, you typi-
cally only have one shot to
get it right.

It’s worth noting that an
attorney I have worked with
has indicated that nearly
80% of deals fall apart, often
due to sellers not being ade-
quately prepared. Don’t find
yourself in that group.

By adopting a direct and
confident approach, backed
by clear and concise lan-
guage, you can effectively
address the most important
question and position your-
self for success in selling
your business.

If you want to learn more
about growing value in your
business or have any other
questions, please do not hes-
itate to contact me.

Until next month...

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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TURNAROUND TIME

Simplifying success: The power of focus

ast month, I embarked on
La multi-part series in

which I introduced a
thought-provoking  concept
called The Focus Method to
the industry for consideration.
If you haven’t done so already,
I encourage you to read that
column first before continuing,
as each subsequent article will
build upon the previous one.

As you examine The Focus
Method diagram, the first
thing that catches your eye is
the bold infinity symbol. Its
weighty presence immediately
draws your attention to its
endless loops, devoid of obvi-
ous starting or ending points.
This intentional design signi-
fies a key concept.

Positioned at the center of
each loop are two distinct and
competing business goals:
Market Share and Opera-
tional Efficiency. As seasoned
operators are aware, these two
goals often find themselves at
odds. Concentrating on opera-
tions can lead to a decline in
sales, while focusing solely on
sales might result in reduced
operational efficiency and in-
creased labor costs.

Traditional  drycleaning
business models make it chal-
lenging to effectively manage
both objectives simultaneously.
But here’s the encouraging
news: there is an alternative
approach. The Focus Method,
when fully implemented,
equips operators with the
strategies and tools necessary
to effectively balance and man-
age both business goals.If
you're anything like me, you
may wonder, “Where should I
begin?”

“Begin with the end in mind.”
— Dr. Stephen R. Covey

As a drycleaning business
owner, your primary goal is to
make a profit by delivering
professional garment care to
the communities you serve.
Unfortunately, in today’s mar-
ket, characterized by ever-in-
creasing labor costs and
seemingly decreasing demand,
it can sometimes feel like the
industry is navigating rough
waters. This ongoing cycle,
spanning over the last two
decades, has led many indus-
try leaders to adopt the mantra
of “Let’s clean everything for
everyone” to compensate for
the decline in piece count vol-
ume. While the idea of catering
to a wide array of customer
needs might be enticing, set-
ting a goal of “cleaning every-
thing for everyone” may not be
the most practical or effective
approach for a drycleaning

business. Here’s why:

1) Resource Allocation.
Striving to clean everything for
everyone stretches already lim-
ited resources, including
equipment, staff training and
inventory. Focusing on a spe-
cific area allows you to allocate
resources more effectively and
maintain consistent quality.

2) Expertise and Specializa-
tion. Drycleaning businesses
often excel when they special-
ize in particular garment types
or speed of service. Becoming
an expert in a specific niche en-
ables the delivery of higher-
quality cleaning and care for
those items, leading to en-
hanced customer satisfaction
and word-of-mouth referrals.

3) Efficiency. Specialization
often results in more stream-
lined workflows and quicker
turnaround times as your staff
becomes adept at handling spe-
cific garments and materials.

Increased
Sales

Results

- -

Speed
of,
Service

The Focus Method

Profiting by Increasing Sales through Efficiency Gains

Cost
Savings

Operational
fliciency

‘L;,ystems &
ork Flows

Limited .
Service Offerings

Raising Cane’s Chicken, puts it
succinctly: “Do one thing, and
do it better than anybody
else...consistently do it great.
Customers will come back.”
Think of McDonald’s — you
think of burgers and fries.
Ruth’s Chris brings to mind
sizzling steaks on a 500-degree

While the idea of catering to a wide
variety of customer needs might be
enticing, setting a goal of “cleaning
everything for everyone” may not be
the most practical or effective
approach for a drycleaning business.

4) Quality Control. At-
tempting to handle a wide
range of items can lead to in-
consistency in cleaning meth-
ods and quality. Specialization
allows for refining and perfect-
ing processes, leading to more
dependable outcomes.

5) Brand Identity. Specializ-
ing in a particular niche helps
establish a clear brand identity.
Customers are more likely to
remember and trust a business
renowned for its expertise in a
specific type of cleaning or
service.

Rather than aiming to clean
everything for everyone, con-
sider streamlining your service
offerings to optimize efficiency
and profitability. This ap-
proach prioritizes providing
customers with swift turn-
around times and consistent
quality. Such a focused strat-
egy can help establish a loyal
customer base and build a
strong reputation poised for
rapid growth.

Limited service offerings

The concept of limiting your
service offerings may initially
seem counterintuitive. How
can narrowing your services
actually lead to increased
sales? To illustrate this point,
Todd Graves, the founder of

plate. Raising Cane’s is syn-
onymous with their famous
chicken. Each of these restau-
rants has all the necessary
components to prepare a wide
array of dishes, yet they don’t.
They each have the tools to cre-
ate any meal, but they excel by
specializing. The same princi-
ple applies to drycleaning. The
industry need not be unneces-
sarily complicated.

At Yale Cleaners, we offer a
concise list of services. Our
focus is on serving today’s cus-
tomers by restoring everyday
clothing to like-new condition
the same day — items such as
laundered shirts, pants, blaz-
ers, drycleaned blouses,
dresses, and skirts. These are
the garments people wear
daily to work, church and so-
cial gatherings.

The only exceptions to our
same-day service pledge are
comforters and wedding
dresses for the obvious rea-
sons. What might surprise
many is the services we do not
offer, including leathers,
drapes, alterations, cold stor-
age and even route delivery.
Yale Cleaners is laser-focused
on our mission. We're not
striving to clean everything for
everyone. However, it wasn’t

always this way.

During our central plant era,
we did it all. We not only
cleaned drapes, but we also
sold and installed them. Alter-
ations? No problem. We even
had a fur cold storage vault for
grandma’s winter coats. We
followed the very same “clean
everything for everyone” busi-
ness model that some industry
experts still advocate today. As
a company, we were lost and
struggling because we lacked
specialization.  So,  what
prompted change?

Motivated by the threat of
bankruptcy, Yale’s leadership
team chose to challenge the
status quo. They refused to do
things just because they’d al-
ways been done that way. Un-
certain where to begin, the
team started studying the prof-
itability and popularity of the
services we offered.

For instance, we conducted a
study to identify which serv-
ices led to the highest number
of unclaimed orders. The re-
sults might surprise you: Alter-
ations. Too often, when
customers dropped off items
for alteration, the orders were
eventually abandoned for var-
ious reasons. After extensive
consideration and team discus-
sions, Yale Cleaners stopped
offering alteration services at
one location. The outcome? No
customer complaints, and
same-store sales increased by
10 percent year over year.

The decision became evi-
dent, and the service was even-
tually phased out across all
locations. This process was
replicated for all underper-
forming services to optimize
our service mix. This new-
found insight enabled us to
focus solely on providing
highly demanded and prof-
itable services, while minimiz-
ing high-risk, low-reward
services like drapes, leathers
and furs. We eventually real-
ized that, to be a highly suc-

cessful drycleaning company,
we didn't need to “clean every-
thing for everyone.”

So, here’s a question for
you. Why did you enter the
drycleaning business? Was it to
become a drycleaning expert
capable of professionally clean-
ing any fabric-based item? To
clean everything for everyone?
Or, was it to generate profit by
offering a valuable service to
your community? Simply be-
cause an item can be cleaned
doesn’t mean your company
must clean it.

I present you with a chal-
lenge today. Go to your point-
of-sale system and generate
several reports. Create a list of
services that are either unprof-
itable or experience high rates
of abandonment. Then, sys-
tematically remove them from
your service offerings. This
will free up time for you to
concentrate on services and ac-
tivities that genuinely con-
tribute to your profits and
business sustainability. Sounds
straightforward, doesn’t it?

While I can’t dictate which
services you should eliminate
from your organization, I can
share what has proven success-
ful for Yale Cleaners. Utilize
this straightforward yet pow-
erful strategy to immediately
streamline your business. It in-
curs no costs, has the potential
to save you thousands and will
enable your store to focus on
the services that make you the
most money.

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).
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Ill RE V”_ Designed with Your

A MERI ¢ BusinessinMind

Drycleaners today face new challenges with labor availability, retention, and training chief among them.
At the same time customers demand high quality and quick turnaround time.

/Il TREVIL equipment combines high quality finishing, high productivity, and ease of operation and
training to help you overcome the challenges of today while providing the flexibility to be prepared for
the future.

PRINCESS ULTRA with Touch Screen

Tensioning Blouse / Shirt / Jacket / Form Finisher

e Sizes from O Petite to 3XL and Larger

) - R\ , ¢ Dual, Rotating Front Clamps (Patented System)

H,BI Pl | =4l ° OneHeated for Wet Shirts / Blouses

S "B Ml < OneUnheated for Drycleaned Shirts / Blouses / Jackets
* Front Clamps Pivot & Rotate

[INEW MODEL

No Need to Disconnect & Store Unused Clamp!

TREVISTAR CR3 with Touch Screen

Tensioning Shirt Finisher

Ultra High Quality Finishing
Similar Productivity to Hot Plate Unit
Easy to Operate
Lower Utility Cost
e Smaller Footprint

Heated Cuff Placket Press

13dOW M3AN///

TREVIFORM with Touch Screen

Tensioning Form Finisher

360 Degree Rotation

Inverter Blower Motor Control
V= Perfect for Wetcleaned & Drycleaned Garments
T Smaller Footprint

[IINEW MODEL

)
rrevulm-
Trevifor™ ’ .

/_// AR
D

For additional information and videos of these and other great Trevil products visit:
III TRE V”_ www.TrevilAmerica.com

Or make an appointment to visit our showroom in Clifton, New Jerse
AMERICA PP /

Showroom: 781Van Houten Avenue, Clifton, NJ 07013 * Telephone: 973-535-8305 ¢ Email: TrevilAmerica@aol.com

To learn more, visit www.nationalclothesline.com/ads
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An emerging emphasis on education

Continued from page 1
(212) 967-3002.
New Programs, New Topics

In recent months, there have
been dozens of new and inter-
esting programs presented by
various industry consultants
and groups, ranging from the
Illinois Professional Dryclean-
ers and Launderers’ (IPDL)
first Education Extravaganza
to the Mid-Atlantic Associa-
tion of Cleaners (MAC) team-
ing up with the Pennsylvania
and Delaware Cleaners Associ-
ation (PDCA) for the inaugural
East Coast Leadership Confer-
ence.

Another popular event that
debuted recently was a W-D-F
Workshop hosted by the Coin
Laundry Association (CLA)
and DLI last year.

It was so popular that it will
return next month. The Wash-

YOUR BUSINESS GAME

Dry-Fold 2023 Workshop will
be from Oct. 4-6 in Nashville,
TN. Visit coinlaundry.org for
more information.

WORKSHOP 2023

wash dry fold « delivery « commercial

Other Programs Coming Up
in the Fall

Also just around the corner
will be Fabricare 2023, which
will be hosted by the Califor-
nia Cleaners Association
(CCA) from Oct. 6 to 8 at Har-
rah’s Las Vegas
Hotel.

Many might re-
call that CCA’s Fab-
ricare 2021 show —
held in October of
that year in Las
Vegas — was the

first major live

event after a long absence dur-
ing the pandemic.

Hoping to build on the ex-
cellent turnout of that event,
the association has enlisted
keynote
speaker Jeff
Barnes,
who
speak on
“Walt Dis-
ney and the
Power of
Resilience.”

Other experts lined up to
present include Dave Coyle,
Yash Patel, Jason
Loeb, Ryan Fish,
Jeff Schapiro and
Norman  Way.
Also on the
schedule will be
a panel discus-
sion moderated
by Peter Blake

will B >

that will discuss the topic of
“Moving Forward Together as
an Industry.”

The cost to attend is $299
per person. For more informa-
tion, visit calcleaners.com.

On the heels of Fabricare
2023 — though on the opposite
coast — will be the North East
Fabricare Association’s
(NEFA) ProfitFest 2023 sched-
uled from Now. 4 to 6 in Salem,
NH.

The event will take place at
The Artisan Hotel at Tuscan
Village. For details, be sure to
go to nefabricare.com.

Also just around the corner
is Success 2023 presented by
Methods for Management
(MfM), the consulting firm that
will celebrate its 70th anniver-
sary this year at the Hilton
Chicago Miracle Mile.

The event will be held from

a:%

/

~
&
(4

2023 Educational Conference

www. fabricareshow.com

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

Oct. 26 to 28 and will feature
two keynote speakers: Steve
Baker, vice president of the
Great Game of Business, and
Jeff Butler, a speaker, author
and workplace strategist.

Additional speakers sched-
uled to appear include: Bob
Clements, co-founder of
Benchmark Business Group;
Jennifer Whitmarsh of The
Route Pros; Bill Albers, presi-
dent of SMRT, Toran Brown,
vice president of SPOT; and
Jetf Gude of MfMBL.

Late next month, the South-

west Drycleaners Association
will host a meeting at the Em-
bassy
Suites in
down-
town
North
Phoenix,
AZ from Oct. 20 to 22. It will
feature a program by Dave
Coyle of Maverick Dryclean-
ers, who will divulge “Five
Leadership Secrets Create an
Empowered Team.”

The meeting is free to at-
tend. To register or learn more
information, visit online at
sda-dryclean.com.

Cleaners
hope for a
Hollywood
ending

Continued from page 1
and Disney studios) provide
about 70% of his business.

“If nobody’s in the office,
no clothes are coming in. It’s as
simple as that,” he told AFP.
“It’s hurting everybody at this
point.”

It has proven difficult for
such cleaners to keep employ-
ees with shortened hours,
though some businesses have
already had to force layoffs.
Tom Malian of La Cienega Stu-
dio Cleaners of North Holly-
wood told a reporter for
Deadline that this is his third
Hollywood strike, and it is by
far the worst. Recently he laid
off 17 of his 56 employees.

“We are down to one soap
opera, two reality shows and
three commercials compared
with the 65, 70 shows [ used to
do a month,” he said. “The
longer it’s going to take, more
people will struggle. That’s all
it is. It's just a struggle.

For now, that struggle has
no clear ending in sight. Even
at the 100-day mark, the WGA
strike was only the fourth
longest in history. It still has a
way to go to surpass the
longest: the one in 1988 lasted
153 days.
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@ GREENEARTH®
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Future Proof
Your Business

e Effective dry cleaning
with no compromise
on quality

e | owest utility costs
(electricity, water, & gas)

e No hazardous waste
removal costs

e No contamination liability
e Technical operations &

marketing support are
always by your side

Interested in finding out about an opportunity to

join the GreenEarth Network in your market area?
Scan the QR Code below:

A
& o3

e

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

' Equipment Sales
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LABOR DAY
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With over 30 years experience, we offer competitive pricing
on the leading brands of equipment for the dry cleaning industry.

Union HP & HL 800 Series B&C Technologies HE-65

We are family owned and centrally located in Lakeland, Florida.
Our factory trained technicians are able to deliver, install and service most brands.
And, with more than 100,000 parts in stock, our parts department is ready to serve.

%
*

- /‘

3 wrzzza ( Bk

Technologies |

=HRuilton

Financing Options Available

For New or Used Equipment, Service and Parts call

) Gulf Coast
Q\& Equip{f'lent Sales

-

To learn more, visit www.nationalclothesline.com/ads
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BETTER
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Model CT-2 DOUBLE BUCK

UNIPRESS.

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

To learn more, visit www.nationalclothesline.com/ads
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THE SPOTTING BoARD

By DAN EISEN

How to properly clean vintage garments

intage garments are
fashionable and big
business. I deal with

many people who buy, re-
store and sell older gar-
ments.

One such project was the
restoration  of  Colonel
Sanders’ (Kentucky Fried
Chicken) white suits that he
wore while he cooked his fa-
mous fried chicken. After
restoration, one of the suits
was auctioned off for
$82,000.

As a garment analyst for
37 years, I have tested many
of the original fabrics which
have now turned vintage.

Cleaning vintage
garments

Rayon — It was used
years ago and was never a
fabric that could be wet-
cleaned. The rayon used was
termed viscose rayon which
would shrink excessively
when put into water. This
rayon should only be
drycleaned.

Crepe — This is a fabric
with a rough texture created
by tightly twisted yarns.
Vintage crepe fabrics should

never be wetcleaned or put
into water because excessive
shrinkage is likely to occur.
This fabric should only be
drycleaned.

plastics. The vinyl plastic
should be wetcleaned. The
only solvent that would be
safe for cleaning vinyl is
GreenEarth.

in the 1980s. When the coat-
ing is only on one side of the
fabric, it should be wet-
cleaned.

When the coating appears

Vintage garments are fashionable and big business.
After restoration, one of Colonel Sanders’ white
suits that he wore while he cooked his famous
fried chicken was auctioned off for $82,000.

Moire — This was a fab-
ric with a water grain or
wood grain pattern put on a
fabric by manufacturers
who used heat, pressure and
engraved rollers.

Moire fabrics were made
of rayon, acetate, polyester
and nylon. Only polyester
and nylon moire fabrics can
be wetcleaned.

Imitation Leather,
Suede and Wet Look Fab-
rics — This was popular in
the 1970s and 1980s. Manu-
facturers use vinyl and
polyurethane plastic.

It was very difficult to
differentiate between two

For safety these fabrics
should be wetcleaned.

Gortex — I originally
tested Gortex when it first
came out. Most Gortex used
for outerwear can be wet-
cleaned.

To retain the water re-
pellant properties, it
quires thorough rinsing.
Some vintage Gortex made
was only drycleanable due
to fabric construction.

re-

Velvet — The vintage vel-
vet used is mainly rayon, ac-
etate and silk. This can only
be drycleaned.

Gold and Silver Coated
Fabrics — This was popular

Professional Help without
Breaking the Bank!

el "‘.Sfﬂk

Get experienced consulting via telephone
or Zoom for a low,

low cost.

Get help

with Shirts, Production,
Cost-cutting, logistics,

garment management
with barcodes and a

host of other issues with one of the most experienced
voices in the industry, Don Desrosiers! All for a low,
low Hourly rate! No travel cost, no other consulting
fees, no hidden costs. Discounts for recurring subscriptions. References
available. This has worked very well for those that have used this service!

Low cost... Big return!

Go to www.tailwindsystems.com for more details

Call 508.965.3163 to book a session or for more details

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

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

through and through the
fabric, it should be
drycleaned.

Rayon Matte Jersey — An
expensive knitted fabric that
was popular in the 1980s.
This can only be drycleaned.

Imitation Persian Lamb
— This was popular in the
1960s. Manufacturers glued
on fibers to a fabric and
made it look like fur.

This should only be sent
to a professional furrier for
cleaning.

Ultra-Suede — This is an
expensive imitation suede
fabric that I tested when it
first came out on the market.

This fabric can be wet-
cleaned or drycleaned de-
pending upon the fabric
construction (e.g. lining,
trimming, etc.)

Pouf or Pouffe — This is a
French word to describe a
vintage styling, accentuated
by a double layered fabric.
Flounces, gathers and ruf-
fles gives a balloon or
puffed effect. This should
only be drycleaned.

Flocked Print and Coated
Fabrics — A popular older
fabric used was imitation
velvet print or a velvet look
created by gluing fibers on
the surface of the fabric.

This fabric was often un-
serviceable to drycleaning
and sometimes to wetclean-
ing.

It was often mislabeled as
drycleanable. GreenEarth
solvent would be the safest
way of cleaning this fabric.

Hologram — Older styling
by American designers such
as Daang Goodman and
Tommy Hilfiger.

They used prints and fab-
rics that created kaleido-

scopic and a  three
dimensional look. These
fabrics should be hand
washed.

Bonded Fabrics — A pop-

ular old styling was bond-
ing a urethane foam onto a
fabric.

This gave the fabric bulk
and was still a lightweight
fabric. Age and oxidation
will deteriorate the urethane
foam.

Any cleaning would be
dangerous and should only
be attempted with the cus-
tomers written permission.

Micromattique — This
was the original micro poly-
ester fiber from DuPont.
This fabric was serviceable
to wetcleaning procedures.

My original testing of the
fabric showed that some-
times drycleaning proce-
dures would remove the
fluorescent dye causing a
dulling and loss of bright-
ness.

Beaded Trimming — The
plastic trimming used was
unserviceable to both chlori-
nated and petroleum sol-
vents.

The safest way to handle
any older beaded garments
would be in wetcleaning.
GreenEarth solvent would
be the only way to dryclean
these fabrics.

Angora Sweaters — This
was a popular fabric in the
1980s and 1990s.

This fur fiber had strong
shrinkage  characteristics
when drycleaned. This
should be wetcleaned by
hand for safest results.

Matelasse — A raised de-
sign on a fabric usually cre-
ated by a bonding process.
Age will deteriorate the
bonding process and this
garment should be
drycleaned with the cus-
tomers permission and risk.

Trimming attachment —
Beads and other trimming
were attached with a chain
stitching.

One broken strand can
cause loss of all the trim-
ming. Check the stitching
thread carefully before
cleaning.

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.
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Wet clean to replace Y & R | " > Grow wash/dry/fold
solvent processing 'y ’ ' v ' for casual wear

S0

Expand into valet : Develop textile
laundry & work wear : R, restoration service

610,

Offer commercial (7R Y — 3 / Embrace Environmentally
laundry services 3 / > | = ' Friendly Laundry Processing

More Wash Capacity = More Opportunity

Our products and market diversity make us unique. With a Poseidon Textile Care
System in place at your facility, you’re set to explore new market and money-making
opportunities beyond traditional dry cleaning. Grow the utilization of Poseidon
equipment and increase revenue streams.

[TPOSEIDON #*cessseier "

TEXTILE CARE SYSTEMS®

To learn more, visit www.nationalclothesline.com/ads
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REDUCE YOUR CREDIT CARD
PROCESSING FEES

(%) Rates as low as .05%"

Ea IS
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Accept EMV/NFC Next Day Funding with
(Apple Pay, ETC.) EBT, weekend settlement
Snap, Checks and more

© 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**

FREE TERMINAL PLACEMENT OPTIONS

INTEGRATE
WITH YOUR POS

¢ Send digital receipts:
Email or SMS a receipt STANDARD °©

e Send Invoices TERMINAL
OPTIONAL PROGRAMS:

EDGE: The Best CASH DISCOUNT PROGRAM
from North American Bancard

e Curbside Ordering
Are you ready to get rid of the impact of payment processing costs ® POint Of Sale SYStems

on your business?

Recommendations, Solutions

With the Edge Cash Discount program you will enjoy the same profit & Integrations
margins from cash payments as you do from non-cash payments.

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.

To learn more, visit www.nationalclothesline.com/ads
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The EcoGreen models
come standard with a
Vortex Vapor Drying
System, Secure-Lock
Door System, and Smare
Microprocessor. With'as
40-95 1b. wash space”

Other Features: Inverter Driven 3V
IExtraction Motor, Oversized Button
Automatic Soap Injection Pump. B
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The Future

NEXT EXIT N
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THE ROUTE PRO

WWW.THEROUTEPRO.COM
(816) 739-2066

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

For Contactless Automation
at the Front Counter, Plant
and Routes

« Presses and Solutions for all Budgets

« Best and Free Technical Support Forever

« Proudly Made in the USA

7 - We are the Only Manufacturer of TUOV SUD 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 A Proven Industry Leader
The Ultimate Heat Seal & Recommended by the
Machine with terms and plans Consultants You Trust.
that work for you.

Saves You Money,

nt i
Time and Labor 7/?‘0(”0,[8 | ern(’ﬂ’o”é?/, I

m TABLE TOP
ricare) SPONSOR

garment labeling experts since 1989

Toll Free 877.906.1818 WWwWWw.ezpi.us

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

NEWSMAKERS

America’s Best Cleaners
(ABC) recently partnered
with Dress for Success
Pittsburgh  for  the
launch of Empower-
Wear. ABC will assist in
collecting gently used
women’s  professional
and casual attire via a
pilot program with its
local affiliate, Owl
Cleaners.

The partnership with
Dress for Success Pitts-
burgh  will  allow
drycleaning customers
to easily donate clothing
via their regular sched-
uled delivery.

The EmpowerWear
partnership seeks to pro-
vide professional and ca-
sual attire to women in
need, helping them
achieve economic inde-
pendence and access em-
ployment opportunities.

Dress for Success
Pittsburgh CEO Tanya
Vokes added, “Dress for
Success Pittsburgh is
proud to partner with
ABC through the new
EmpowerWear initiative,
a powerful collaboration
aimed at ensuring
women have the cloth-

ing and employment
readiness support they
need as they take the
next important step in
their career journey. Ap-
propriate clothing is the
basic foundation every
woman needs to look
and feel confident as she
showcases her skills and
abilities in an interview
or new job. ”

In 2023, Tide Cleaners
has opened four stores in
Charlotte, NC.

These new stores are
in addition to the three
existing stores and home
delivery services from
the Charlotte franchisee.

“Our mission has al-
ways been to free the
burden of drycleaning
and laundry from our
customers, and by open-
ing four additional stores
in Charlotte, we will do
just that,” said Robert
Lyons, CEO of Consoli-
dated Cleaners, Inc.

“This community in
Charlotte has much to
offer and we can’t wait
to give them the oppor-
tunity to not worry
about their drycleaning

and laundry and instead
enjoy their everyday
life,” he added.

Consolidated Clean-
ers, Inc. has been recog-
nized by Tide Cleaners
as the Tide Franchisee of
the Year six times, and as
Rising Tide award win-
ner eight times.

“We are proud to set
ourselves apart in Char-
lotte by delivering qual-
ity and convenience to
our customers,” Lyons
said.

Earlier this year, Javier
Garcia became the
owner of the Lapels
Cleaning of Buckeye,
AZ, located at 1510 S.
Watson Rd.

“Lapels Cleaners has
been received very well
here in Buckeye and
we're excited to continue
that with the environ-
mentally friendly clean-
ing methods Lapels has
developed,” said David
Grippi, Lapels Cleaners’
chief operating officer.

Lapels Cleaners is part
of Clean Brands, whose
corporate offices are lo-
cated in Naples, FL.

REPLACE THAT ZEROWASTE OR GALAXY

SAHARA’S CARBON FILTER USES CHEAP GRANULATED CARBON
ALWAYS AVAILABLE AT AMAZON, PETCO, WALMART

SAHARA II

DESIGNED FOR TODAYS SOLVENTS
IT'S SO RELIABLE YOU'lL FORGET IT'S EVEN THERE

2 YEAR WARRANTY

Complies with Federal, State and
Local environmental regulations

Easy installation all parts included

No costly filter cartridges to buy,
uses replaceable inexpensive
granulated carhon

K- LEVEL

ELECTRONIC LEVEL CONTROL

REDUCE DOWN TIME
AND SERVICE CALLS

REDUCE WATER AND
CHEMICAL CONSUMPTION

REDUCE SCALING AND
PIPE DAMAGE

E TINCRS

MANUFACTURING

www.eztimers.com

702-376-6693

$695 | |

ALL SOLVENTS

GET RID OF YOUR RETURN TANK’S TROUBLESOME
BALL FLOAT VALVE

PUSHTOTEST

WATER
SOLEMUIDx

{ RED
INDICATE

*REQUIRES 24 VAC
SOLENOID

"R~ LEVEL

A~ RAPIDLY BLINKING
C RED

INDICATES WATER
SOLENOID
1S OPEN T0O LONG
- PRESS
SWITCH TO RESET

BLINKING
GREEN INDICATES
LEVEL IS OK

=mrow mmoz=
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E Z MRNUFACTUHINE Www. el“mers com

702! 376 5593 bruce@eztimers.com
————
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“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.
| also learn valuable information from DLI and look forward
‘ to making more connections in the cleaning community.”

Travis Unema, Owner
Brio Cleaners, Bellingham, Washington

DLI Membership Pays You Back

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

BeCreative360 NIE Insurance

Cleaner Marketing Realstar, USA

Cleaner’s Supply The Route Pros
EnviroForensics and PolicyFind R.R. Street & Co. Inc.
EzProducts International, Inc. Sankosha USA, Inc.
FabriClean Supply SEITZ - The Fresher Co.
Fabritec International SMRT Systems

GreenEarth Cleaning SPOT by Xplor

Kleerwite Chemical Union Dry Cleaning Products, USA
Kreussler, Inc. Unipress Corporation
Luetzow Ind. Poly Factory Direct United Fabricare Supply, Inc.

Memories Gown Preservation U.S. Leather Cleaning

DRYCLEANING & LAUNDRY
INSTITUTE INTERNATIONAL

Join now at DLIonline.org/Membership or call 800-638-2627

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

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

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

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

Visit the
advertisers’ web sites!

Links to all are listed at
www.natclo.com/ads

When You Need HELP!

 Business Exit Strategy

o Merger, Sale or Acquisition

 Business Fair Market Value

o Succession or Partner Issues

o Financing or Environmental

 Business Strategic Thinking

We seek a Retired Biz Owner with B to B
Sales to train as a Consultant.

Send resume w- location & availability

Contact us for a
complimentary chat:

Richard Ehrenreich, CED, SBA, F-CBI

Ehrenreich & Associates, LLC
301-924-9247¢ Richard@Ehrenassoc.com
8/23

Buy, Sell, Hire
in the classifieds

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

Equipment

and Supplies

Ky

PROSParts

Your one-stop parts shop

DRYCLEANING & LAUNDRY EQUIPMENT PARTS

NEXT DAY DELIVERY

ALL BRANDS J&5
LOW PRICES

1-866-821-9259
PROSPARTS.COM

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

WERCRIVEIE

Evaporator

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

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

Help Wanted

Established, Successful Drycleaner
in Waterloo, lowa 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.

Miss an issue? Looking for an article?
Want to connect to the industry?
Point your browser to: www.nationalclothesline.com

e Complete text of the current issue
 Back issues with search capabilities
e Links to hundreds of industry web sites

e On-line classifieds

Life goes on

Read More

Light always follows darkness

by Peter Blake

Ithas been a long, interesting
and challenging 18 months, to
ave
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Industry balancing act to
continue in 2022 back
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Read More

Don's wishlist to St. Nick: 2021

by Don Derosiers

SERVING THE DRYCLEANING INDUSTRY FOR OVER 60 YEARS

FallFest EXPO pushes date

Even though interest for
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ATribute to James Peuster

by Mark Albrecht and Jennifer
Whitmarsh

Newhouse Specialty
Company, Inc.

High quality products for Drycleaners
and Garment Manufacturers.
Serving our customers since 1946.

Call 877-435-3859 for a
Newhouse Catalog or go to
www.newhouseco.com
to download and print a page.

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.

cleaners

SUPPLY

GREAT PRICES.
FAST DELIVERY.

OVER 20,000
PRODUCTS
IN-STOCK.

1-800-568-7768
CLEANERSUPPLY.COM

Reweaving
Services

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

Position

Available

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

Training &

Education

I NDEPENDENT

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
e 1 Art of Spotting handbook

o 1 Art of Wetcleaning handbook
¢ 6 personalized online training sessions
for any employee on spotting, bleaching,

wetcleaning, drycleaning and fabrics

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

DON'T 0(0 buginess witHouT IT

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




RHI-STEAM

TIME TO UPGRADE
YOUR PLANT?

Out with old presses
in with the new, fast,
easy finishers!

PAM-510 Pants Topper

e To finish Pants and shorts
e Automatic tensioning

2 e Waistband expands to 455"

| e 9 Electronic program controls

TURBO-440 =
Hi-speed, Deluxe Shirt Finisher g~ |

B ¥ Made in Italy
e Hand-finished quality

e Small to size 3XL shirts

e All fabrics (including microfiber)
e No broken buttons, no color loss
([ J
([ J

Smaller foot print
Touch screen control

JAM-467R Form Finisher

e Rotating form (360°) for easy loading +
adjustment of garments

e Telescoping form (94”) for short or long
garments

e 6 clamps for jackets with multiple vents

e Touchscreen computer control

e 2 HP motor

EUROPEAN FINISHING EQUIPMENT CORP.

1 County Road, Unit A-10, Secaucus, NJ 07094
Telephone: (201) 210-2247 TOLL FREE: (888) 460-9292
sales@histeam.com www.histeam.com

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




