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NCA names interim director 
Dawn Hargrove-Avery is the new interim executive direc-
tor for NCA in the wake of Nora Nealis’s passing. 
Cost-effective chemical use 
Dan Eisen examines some of the practices cleaners 
may use that are not so efficient. 
Full speed ahead 
Offering solid same-day service will increase the number 
of garments you receive from customers. 
Terminate bad firing habits 
Frank Kollman offers an in-depth guide to properly firing 
an employee and avoiding any legal issues.
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SDA and SEFA plan March meeting in Big Easy
      This March, Mike Nesbit 
and Jason Loeb will headline a 
joint meeting that will be 
hosted by the South Eastern 
Fabricare Association (SEFA) 
and the Southwest Dryclean-
ers Association (SDA) in New 
Orleans, LA. 
      The event will take place 
from March 8 to 9 at the newly 
renovated Hotel Indigo French 
Quarter. 
      “For the first time in mem-
orable history, SEFA and SDA 
will join forces for a free event-
filled meeting,” noted SEFA 
President Randy Parham. 
“Drycleaners won’t be able to 
pass up this opportunity to 
network with colleagues from 
the two largest regional 
drycleaning organizations in 
the nation.” 

      The meeting is free for 
drycleaners and SDA/SEFA al-
lied members. Non-member 
vendors can attend for a $100 
registration fee.  

      Registrants may choose to 
attend an optional dinner on 
Friday, March 8, at Deanie’s 
Seafood, which will be at an 
additional cost. 

      SDA President Kyle Nesbit 
noted about the upcoming 
meeting, “We made sure to se-
cure speakers for this meeting 
who will focus on expanding 
and improv-
ing your 
b u s i n e s s . 
Jason Loeb 
of Sudsies, 
the ‘King of 
C u l t u r e , ’ 
will provide 
his secret 
recipe for cre-
ating dynamic, cheerful and 
productive teams. Mike Nesbit 
will share how to diversify 
your revenue with little to no 
investment funds.” 
      Mike Nesbit’s program on 
“Diversify or Die: Unveiling 
the Vision of Increased Piece 

Counts” is scheduled to begin 
at 8:30 a.m. on Saturday morn-

ing. After 
lunch, Loeb 
will present 
“Creating a 
Contagious 
B u s i n e s s 
Culture” at 
2 p.m. 
 The host 

hotel for this 
event is the Hotel Indigo 
French Quarter, located at 705 
Common Street, in New Or-
leans.  
      A special hotel rate of 
$199/night is available 
through February 13, 2024. A 
link for this rate, as well as 
more information, is provided 
on the SDA website at 
www.sda-dryclean.com. 

When: 
March 8 to 9, 2024 
 
Where: 
Hotel Indigo French 
Quarter,  
New Orleans, LA 
 
Cost: 
FREE 
for all drycleaners

Jason Loeb

Mike Nesbitt

DLI announces 2024 dates 
for training opportunities

      For those seeking the best 
cleaning education and knowl-
edge, there will be 
ample opportuni-
ties offered by the 
Drycleaning and 
Laundry Institute 
(DLI) throughout 
the year. 
      Most notably, DLI will host 
its signature introductory and 
advanced cleaning classes this 
Spring and Fall at its School of 
Drycleaning Technology, orig-
inally established in 1927. 

      The Introduction to 
Drycleaning class, which is 

suited for 
newcomers 
to the in-
dustry, will 
take place 
twice this 
year: March 

4 to 8 and Oct. 7 to 11. 
      Some of the topics to be 
covered in the class include: 
sorting loads for drycleaning; 
fibers and their characteristics; 
fabric construction; cleaning 

silk, stain and other fabrics; 
drycleaning science; operating 
a drycleaning machine; stain 
removal chemistry and proce-
dures; pressing pants, coats 
and skirts; and using tension-
ing equipment to improve fin-
ishing quality. 
      For graduates of that 
course, or industry members 
with a few years of experience, 
the Advanced Drycleaning 
course consists of two full 
weeks of instruction.  

Clean Show ’25 to 
open pre-sales soon

      This month, pre-sales for 
Clean Show ’25 
booths will 
open up  for 
those who ex-
hibited at the 
last Clean 
Show that took 
place in the city of Atlanta, 
GA, in 2022. 
      Next year’s Clean Show 
will be held in Orlando — 
the first show to do so since 
2003 and the third time over-

all it has been chosen as the 
host site. 

Exhibitors 
who took part in 
the 2022 Clean 
Show will be able 
to begin booking 
space and receive 

priority placement for Clean 
’25, starting on Tuesday, Jan. 
16.   
      The Clean Show will be 
held at the Orange County 

Continued on page 8
Continued on page 8

Finding a nice balance

The pandemic and Hurricane Ian have helped make Chris and Craig Bamberg’s 
first five years as owners of Florida’s Platinum Dry Cleaners “action packed.” 
Still, difficulties have not prevented them from upgrading the business’s fleet, 
equipment and branding. For more on the Bambergs, see page 6.
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30 Classifieds

The year has barely begun and it already feels like it’s going to be a busy 
one for the drycleaning industry. There is a lot on the schedule already and much 
of it bears repeating — like the opening of pre-sales for Clean 2025 in Orlando 
that begins on Jan. 16. 

On that date, those who exhibited at Clean 2022 in Atlanta will have the 
opportunity to obtain priority placement for the next one, which we expect to be 
a big one as it will once again be almost three years between shows. At any rate, 
those with designs on exhibiting should take advantage of the opportunity. 

Speaking of opportunities, there is another pair of important ones this 
month. The International Committee of Textile Care (CINET) will host two 
events — one on each coast — to give drycleaners the chance to be a part of this 
year’s Global Best Practices awards. 
      The first opportunity will take place from 11 a.m to 2 p.m. EST on Tuesday, 
Jan. 9 at Hallak Cleaners in Hackensack, NJ – a 2020 CINET Global Best Practices 
finalist. Then, on Friday, Jan. 12, CINET will host a second event from 11 a.m. to 
2 p.m. PST at Margaret’s Cleaners in San Diego, CA. The events will offer an 
introduction to CINET and its Global Best Practices Awards Program, which take 
place every other year and showcase the best drycleaners in the world in terms 
of sustainability, technology and innovation. (See our front page story in the 
October 2023 issue that can be found in our online archives at 
www.nationalclothesline.com). 
      The events in California and New Jersey will allow domestic cleaners to 
apply and take part of the contest, seeing firsthand what other cleaners are doing 
successfully at this time on a global level. Later this year, CINET will present the 
2024 winners of its 6th edition of Global Best Practices Awards during TexCare 
International, which will be held from Nov. 6 to 9 in Frankfurt, Germany. 
      Numerous other educational opportunities are already scheduled to take 
place in 2024,  including offerings from the Drycleaning and Laundry Institute 
(DLI) and the National Cleaners Association (NCA). 

DLI’s plans for its 97th year in existence includes Spring and Fall offerings 
of its signature one-week introductory and two-week advanced cleaning courses 
that will take place in March and October at its School of Drycleaning in Laurel, 
MD. Additionally, the association will also host three offerings (Spring, Summer 
and Fall) of its Virtual Stain Removal course.  

Each class meets online over the course of seven dates — all of which must 
be attended in order to obtain certification. For more details and specific dates, 
visit DLIonline.org. 

Meanwhile, NCA has named Dawn Hargrove-Avery as its interim director 
in the wake of Nora Nealis’s passing recently. She has already announced 
numerous in-person course offerings from the association through July. 

On the docket will be programs to supercharge CSR performance this 
month and May, a basic spotting course in February and June, an advanced 
spotting course in March and July, and a pair of pressing courses (basic and 
advanced) in April. For more information, visit nca-i.com. 

Other notable upcoming events this year include a joint meeting hosted by 
the Southwest Drycleaners Association (SDA) and the South Eastern Fabricare 
Association (SEFA) on March 8 and 9 in the Big Easy. (www.sefa.org or sda-
dryclean.com) The North Carolina Association of Launderers and Cleaners 
(NCALC) is planning its annual convention May 24 to 27 at the Hilton Atlantic 
Beach in  North Carolina. (www.ncalc.org) 

In the second half of 2024, the South Eastern Fabricare Association (SEFA) 
will host Drycleaning and Laundry EXPO East from June 7 to 9 in Kissimmee, 
FL, along with marketing partner Pennsylvania and Delaware Cleaners 
Association (PDCA).  

Lastly, the California Cleaners Association (CCA) will join forces with the 
Southwest Drycleaners Association (SDA) to host Drycleaning and Laundry 
EXPO West in Las Vegas, NV, from Oct. 4 to 6. Look for more details in this 
publication as they become available.

12 John Rothrock The faster service you offer to 
customers, the more garments they want to bring in.
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Finding balance
The Bamberg Brothers both grew 

up around their family’s com-
mercial offset printing business 

in Buffalo, NY, before they each found 
their own professional path down 
south in the state of Florida. 

    

Chris bought Cache Cleaners in 
Naples in 1999, and owned it for seven 
years altogether. After working in sales 
and marketing for a couple of different 
companies, he returned to the industry 
to serve as the president and managing 
partner of Deluxe Cleaners in Jack-
sonville, FL, and the president of the 
Certified Restoration Drycleaning Net-
work (CRDN). 

    

Meanwhile, Craig found his profes-
sional path in corporate America. He 
spent over 17 years altogether with 
ASG Software Solutions in Naples, FL, 
handling everything from community 
relations to serving as senior director of 
central operations. 

    

Both Bambergs had accrued a fine 
pedigree of professional business expe-
rience, but they never combined their 
skills to work together on a project until 
they decided to purchase Platinum Dry 
Cleaners in Naples, FL. 

    

“I was getting set to look for chapter 
two, having left corporate America and 
I think Chris always wanted to get back 
into owning his own drycleaner, and 
the opportunity for Platinum came 
along around mid-2018, and we closed 
on it in January of 2019,” Craig noted. 

    

At the time, the business was in its 
second generation of family ownership 
and about 30 years old. 

    

“It was definitely in need of a re-
fresh, if not a reintroduction to its glo-
rious past,” Craig said. “It had four 
locations at the time. It had delivery 
routes. It had a large processing facility. 
If you’ve never done it before, I’m not 
sure it’s your best first venture. It was 
a bit overwhelming.” 
 

F or Chris, it was less so because he 
had considerable experience with 
big drycleaning operations. Craig, 

on the other hand, was glad he wasn’t 
attempting an industry new to him on 
his own. Neither brother, however, 
were prepared for what was coming. 

    

“We’re a member of America’s Best 
Cleaners and we were a member of 
Route Pros, as well — so, talk about 
people who have been in the industry 
for a while... and they talk about back 
when it was normal,” Craig began. 
“When you talk to me, what is normal? 
I’ve been here for five years. 

    

“So, 2019 was our first year, and we 
were just setting things up the way we 
wanted to do things. Then, in February 
of 2020, here comes the first year of the 
pandemic, then the second year of the 
pandemic. Once things started to settle 
down a bit, we got hit with a hurricane 
here about 15 months ago. So, it really 
has been crazy. We’re on Florida’s 
southwest coast and we’re just a little 
south of Fort Myers Beach, which was 
the epicenter of Hurricane Ian.” 

    

Fortunately, Chris’s background in 
CRDN paid dividends when it came to 
the Bambergs helping their customers 
recover through difficult times. 

    

“The northern flank of our customer 

base was certainly affected, and we 
were able to assist a lot of our cus-
tomers with our restoration dryclean-
ing,” Craig explained. “It was a very 
traumatic time for a lot of our clients. 
For a lot of them, it was their first rodeo 
whereas my brother did restoration in 
Jacksonville. He knew what to do. It 
was a really big comfort to a lot of our 

customer base, and they are very grate-
ful for it even to this day.” 
 

Though it’s been an “action 
packed” first five years as own-
ers of Platinum, Chris and Craig 

have still managed to invest in it to get 
the business back to its former glory. 

    

“The fleet definitely needed an up-
grade, so we invested in that right 
away,” Craig said. “There was some 
equipment in the back that needed up-
grading. We started off with the 

drycleaning equipment. We’ve since 
moved into packaging and we picked 
up a MetalProgetti Giuletta and we’ve 
upgraded some of our pressing equip-
ment, as well.” 

    

When it came to the company image 
and how to market it, however, the 
Bambergs decided to go back to the old 
school approach with the logo. 

    

“What we ended up doing is bring-
ing back the old logo,” Craig said. “It 
was a reintroduction to that glorious 
past that Naples and Fort Myers was 
accustomed to with the Platinum 
name.” 

    

High standards are important in an 
area rich with wealthy residents who 
regularly wear the most luxurious fash-
ion on the market. 

    

“We live in a very, very high net 
worth community west of 41 here in 
Naples. It is considered some of the 
most prime real estate, not only in the 
U.S., but across the world,” Craig ex-
plained. “There’s a lot of very cultured, 
cultivated closets and wardrobes that 
come from high net worth global travel 

and business. I equate it to if you and I 
were going to go out and buy a Ferrari, 
I’m not sure Quickie Oil Change is 
where we’re going to go for the main-
tenance.” 

    

Meanwhile, the Bambergs have been 
performing maintenance on Platinum, 
as well. During the pandemic, they 
trimmed down from four stores to two, 

converting most of the customers of the 
closed stores to route customers. As a 
result, Platinum’s pickup and delivery 
is booming like never before with a 
dozen routes. 

    

“Even in 2019, we lived in an Ama-
zon and DoorDash world, but the pan-
demic made it more of a reality for 
everybody as opposed to: Do I want to 
try it?” Craig noted. “We were just in 
the right place at the right time for that. 
The pandemic electroshocked us into 
home delivery.” 

W ith 40 employees at Platinum, 
Craig is the first to admit that 
it is easy to spread yourself 

thin as an owner. Fortunately, with 
Chris as partner, he believes they have 
been able to find a nice balance for the 
business. 

    

“There are some days where we 
don’t see each other. We’re going down 
the same road. We’re just in different 
lanes,” Craig said. “Over the summer 
when we installed the Guiletta, I was 
working on the data that was going to 
fill the labels that are going to be 
printed on the machine where Chris 
was in the midst of training the people 
who were going to actually work on the 
machine.” 

    

While Chris utilizes his 15 years of 
production experience to make sure 
Platinum produces the quality their 
customers expect, Craig brings a global 
business perspective and a marketing 
background that has been quite useful. 

    

“We have 82-year-old customers. We 
have 25-year-old customers. So you 
know what you do? You just give them 

what they want,” Craig explained. “If 
they respond to a mailing, I’ll do some 
mailings. If they respond to social 
media, we’re going to do that, too.” 

    

Marketing was a recent topic during 
an America’s Best Cleaners meeting 
featuring Jeff Schapiro of Cleaners Sup-
ply who discussed the findings of his 
company’s recent surveys on dryclean-

ing owners and customers. In particu-
lar, Craig was stunned that 54% of 
owners didn’t believe in spending 
money on marketing. 

    

“That just amazes me,” he said. 
“Even if you open up a pizzeria, you’ve 
got to advertise. I don’t know how 
good the pizza is. If nobody knows it’s 
good, they’re not going to sell it.” 
 

These days, the Bambergs believe 
Platinum has come back stronger 
since the pandemic, but there 

was a time when they wondered if their 
clientele would return after a pandemic 
and a huricane. 

    

“In terms of drycleaning, we were 
one of the first to fade away, but we 
were also one of the first ones to come 
back — and that’s primarily the state of 
Florida,” Craig said. “When something 
happens like Sept. 11, it’s the first place 
to kind of curl up. When something 
happens like a pandemic — because 
there are a lot of second and third 
homes here — it’s the first place to kind 
of clam up. But then, when it’s time to 
reopen, a lot of times it’s the first to re-
open.” 

    

Every market is different, which is 
why the Bambergs have worked so 
hard to know theirs. At the end of the 
day, success still largely hinges on good 
communication with customers, 
whether it’s in person, on the phone or 
online. 

    

“Talk to them. They’ll tell you,” 
Craig said. “That’s why we have great 
customer service people. I know people 
at the counter deal with the customer 
all the time. The drivers, around holi-
day time, will maybe see the customer 
in the driveway, but primarily a cus-
tomer on route — the reason they’re on 
the routes is they’re busy and that 
works for them. But again, when they 
do talk to a customer, they’ll just kind 
of listen to them and they’ll tell you 
what you need to hear: the good, the 
bad and the ugly.”

Chris and    
Craig            

Bamberg 
Platinum Dry Cleaners 

Naples, FLw
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“I equate it to if you and I were going to go out 
and buy a Ferrari, I’m not sure Quickie Oil 
Change is where we’re going to go for the 

maintenance.”
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      The board of directors for 
the National Cleaners Associa-
tion (NCA) recently an-
nounced the 
appointment 
of Dawn 
H a rg ro v e -
Avery who 
will serve as 
its interim 
executive di-
rector. 
      She will 
take over the role that was left 
open following the recent 
passing of the association’s 

longtime Executive Director 
Nora Nealis late last year. 
      Hargrove-Avery’s educa-
tional background includes a 
Bachelor of Science degree in 
Technical Management.  
      She also has worked 22 
years for NCA, including over 
14 as its digital marketing 
manager. 
      In that time, she has ac-
crued a multitude of accredita-
tions in marketing, writing, 
content, and AI such as Certi-
fied Social Media Pro and Con-
tent Manager Pro. 

      A key aspect of Hargrove-
Avery’s new role will be to 
work side by side with Ann 
Hargrove and Alan Spielvogel, 
two prominent members of the 
industry. Hargrove is known 
for her vast contributions to 
the wetcleaning sector and 
Spielvogel brings with him a 
wealth of technical expertise 
and insight. 
      Hargrove-Avery’s main 
focus will be to continue build-
ing on the strong foundation 
established by her predecessor 
and to keep NCA positioned as 

a leading association in the in-
dustry. 

A 6-Month Planner 
      To that end, Hargrove-
Avery also released a 6-month 
planner from NCA of all of its 
educational programs sched-
uled between now and the end 
of July. 
      First up is a program called 
“Supercharge CSR’s Perform-
ance that is set to take place on 
Jan. 21. Other programs in the 
coming months will include: 
Basic Spotting on Feb. 11; Ad-
vanced Spotting on March 3; 

Basic Pressing on April 7; and 
Advanced Pressing on April 
28. Then on May 19, NCA 
plans to host another “Super-
charge CSR’s Performance” 
program. Finally, a Basic Spot-
ting class will take place on 
June 2, followed by an Ad-
vanced Spotting Course set for 
July 14. 
      For more information on 
any of NCA’s upcoming pro-
gram, visit them online at 
www.nca-i.com or contact 
them by phone at (212) 967-
3002.

      The course will take place 
from March 11 to 22 and Oct. 
14 to 25. 
      The advanced class covers 
some similar ground from the 
introductory course, but more 
in-depth, plus includes addi-
tional topics such as: designing 
a drycleaning plant with the 
most effective workflow; using 
bleaches without damaging 
fabric color; current regula-
tions facing the industry; 
cleaning and preserving wed-
ding gowns; customer service 
techniques; and understanding 
the differences between sol-
vents including perc, Green-
Earth and hydrocarbon. 
      Both on-site classes run 
Monday through Friday from 

9 a.m. until 4 p.m. Tuition costs 
vary depending on your asso-
ciation membership level; 
however, non-members pay 
$1,595 for the introductory 
course and $2,195 for the ad-
vanced course. 
      Additionally discounts are 
available for those who sign 
up for both the introductory 
and advanced classes concur-
rently. 

virtual Stain Removal 
      This year, DLI will also be 
offering three complete ses-
sions of its virtual stain re-
moval course. It covers 
everything from fiber identifi-
cation and characteristics to 
stain removal chemistry and 
procedures to using bleaches 
and specialty products such as 

digesters, amyl acetate and 
acetone to assist in the spotting 
process. 
      Altogether, the class meets 
virtually on seven different 
dates, all of which are required 
attendance in order to gradu-
ate. There will be classes in the 
Spring, Summer and Fall. 
      The Spring session will 
meet on the following dates: 
April 30, May 2, 7, 9, 14, 15 and 
21. The Summer session will 
take place on July 9, 11, 16, 18, 
23, 25 and 30. Finally, the Fall 
session will meet on Sept. 10, 
12, 17, 19, 24, 26 and Oct. 3. 
      The cost to attend DLI’s 
Virtual Stain Removal course is 
$695 for non-members while 
DLI members receive dis-
counts ranging from 20% off to 

free, depending on the level of 
association membership. 

Self-Study Courses  
      For those whose schedule 
runs on the busy side, DLI 
does offer self-guided courses 
for students who wish to learn 
at their own pace or are not 
able to attend scheduled 
courses. 
      DLI issues certificates of 
completion to all students who 
pass the final exam at the end 
of each course. 
      Available courses include: 
Customer Service in Dryclean-
ing; Drycleaning Finishing 
Procedures; Drycleaning Fun-
damentals; Fibers & Fabrics; 
Stain Removal; and Wetclean-
ing. For more information on 
the self-study courses, visit 
DLIonline.org/SelfStudy. 

virtual Options 
      DLI will also continue to 
host its weekly member meet-

ings on Zoom every Tuesday 
morning at 11:30 a.m. EST. 
      In addition to that, there 
will be a virtual training op-
portunity that will take place 
this month. 
      The program is scheduled 
for Jan. 17 and will be called 
“How to Create a Team That 
Operates and Grows Your 
Company Without You.” 

It will 
be presented 
by Dave 
Coyle of 
M a v e r i c k 
Drycleaners 
at 1 p.m. 
EST. Also on 
Jan. 17, DLI 

will host a Marketing Lab Vir-
tual Roundtable Discussion. 
      For more information 
about any of DLI’s upcoming 
programs, visit their website at 
www.DLIonline.org.
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Convention Center in Orlando 
from Aug. 23 to 26, 2025. 
      The 2022 outing that took 
place in Atlanta saw approxi-
mately 10,000 attendees show 
up to participate in the four-
day event. 
      The exhibit hall at the 
Georgia World Congress Cen-
ter included 347 exhibiting 
companies altogether filling 
up 216,400 sq. ft. of space. 
      For those registering to at-
tend the Orlando show next 
year, Messe Frankfurt is utiliz-
ing Map Your Show to provide 
exhibitors with an online con-
tract and exhibitor portal that 
will serve as a one-stop shop 
for all show information. 
      This will be the second 
Clean Show by Messe Frank-
furt, who purchased the show 
from its sponsoring associa-
tions who still work to coordi-
nate it today. 
      Those sponsoring organi-

zations are: the Drycleaning 
and Laundry Institute (DLI); 
the Textile Care Allied Trades 
Association (TCATA); the Tex-
tile Rental Services Association 
(TRSA); the Coin Laundry As-
sociation (CLA); and the Asso-
ciation for Linen Management 
(ALM). 
      The first Clean Show dates 
back to 1977 in Chicago where 
it possessed a fancier title: the 
World Education Congress for 
Laundry and Drycleaning. 
      For questions, contact the 
sales team by email at clean-
show@usa.messefrankfurt.com. 
       Additionally, more infor-
mation about Clean 2025 can be 
found at Messe Frankfurt’s offi-
cial website located at 
www.cleanshow.com. 
       After Clean 2025, the next 
installment of the Clean Show is 
scheduled to take place from 
July 16 to 19, 2027 in Las Vegas, 
a city that has previously hosted 
it on six occasions.

Clean Show ’25 to 
open pre-sales soon

Continued from page 1

NCA appoints Hargrove-Avery as interim director

Dave Coyle

Hargrove-Avery
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ST-9200

This is a TUNNEL

This is a PRESS-FREE FINISHER©

Sankosha USA Inc. 
TOLL FREE: (888) 427-9120 • TEL: (847) 427-9120 

www.sankosha-inc.com

• High Productivity and High Finishing Quality 

• Low Energy Consumption 

• Flexible Layout Matching Your Floor Plan 

• Removes Wrinkles and Dries 

• Low Speed Mode:  160 pieces/hour  

• Medium Speed Mode:  250 pieces/hour  

• High Speed Mode:  380 pieces/hour
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THE SPOTTING BOARD BY DAN EISEN

M anufactures today 
are producing the 
most efficient chem-

icals designed for quality 
and safety. 

    

The chemicals that were 
taught for spotting years ago 
were good then, but not 
now.  

    

Acetic acid, ammonia and 
solvent-based paint re-
movers caused many fabric 
damages. 

    

The formulations pro-
duced now are extremely safe 
when used properly. 

    

The chemicals produced 
today are far more expen-
sive, but can be cost effec-
tive when used properly. I 

am able to reduce the costs 
of the product by teaching 

how to use them effectively. 

    

These are some reasons 
why cleaners are increasing 
their chemical usage: 

    

1) Setting stains that re-
quire more chemicals for re-

moval. 

    

2) Spotting procedures 
that use more expensive 
chemicals first. 

    

3) Using pre-spotting 
agents because of poor wet-
cleaning formulations. 

    

4) Failure to properly di-
lute their formulations. 

    

5) Failure to properly 
combine some chemicals to 
make the spotting more effi-
cient. 

    

6) Using chemicals in wet-
cleaning that do nothing. 

    

7) Failure to use enzyme-

based products which can 
be more cost effective. 

    

Now, let’s talk about the 
first one this month. 

    

1) Set stains. All spotters 
hold the steam gun too close 
to the fabric. 

    

This may remove a por-
tion of the stain but the 
residue left over is a set 
stain. 

    

This means more chemi-
cals and time are required 
for removal. 

    

The steam gun should be 
held six inches from the fab-
ric. This will make the lubri-
cant used more effective. 

    

The new lubricants are 
very effective and will re-
move most stains as long as 
they have not been set by 
high heat. 

    

These lubricants have 
also been known to work on 
dye transfer from wetclean-
ing. 

    

This will give you a valu-
able spotting agent that is 
very cost effective on a mul-
titude of stains. 

    

We will talk about other 
cost saving procedures in 
my next article. 

    

If anybody would like to 
discuss chemical usage with 
me, please contact me at the 
phone number or email listed 
below.

Ensuring cost effective chemical usage

Dan Eisen, former chief gar-
ment analyst for the National 
Cleaners Association, can be 
reached at (772) 579-5044, or 
by e-mail at 
dannyeisen39@gmail.com or 
through his website at 
www.garmentanalysis.com.

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

All spotters hold the steam gun too close 
to the fabric. This may remove a portion 
of the stain but the residue left over is a 
set stain. This means more chemicals and 

time are required tor removal.

COMPLETE CLEANERS in 
Trussville, AL, replaced two 
23-year-old Union HP 850 
machines with two new 
Union Nova 60SS machines. 
Pictured at the startup, from 
left to right, include: David 
Daniels, owner of Trade-
mark, Vic Williams, Union’s 
eastern sales manager, and 
Alex Yearout, owner of Com-
plete Cleaners.
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Our Automation Systems will help you
do more - with less!

Are you short-handed?

Reliable Affordable Available
Simple design 

along with 
great customer 
service. Keep it 

simple!

Provides the 
best return on 

investment.

Made in the 
USA. Delivery 
available in as 

little as 2 weeks.

501-420-1682
garmentmanagement.com
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Dry Clean at Your Convenience
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D o you desire more 
than your fair share 
of the drycleaning 

market you serve? If you 
answer that question with 
anything other than yes, 
there is no point in reading 
further. 

    

The formula for dominat-
ing your market is remark-
ably simple: Offer fast 
same-day service, six days a 
week, at a fair price. Believe 
me, Yale Cleaners isn’t the 
only company to discover 
this secret. There are more 
than a few of us “crazy 
cleaners” out in the wild. 

    

So, if the winning for-
mula is really that simple, 
why haven’t most cleaning 
businesses found the win-
ning answer? Because, win-
ning ain’t easy! 

    

Since 1980, my family has 
been perfecting the art of 
same-day service. For over 
four decades now, through 
tireless trial and error and 
far too much misspent 
money to count, The Focus 
Method is the culmination 
of what is possible in the in-
dustry. 

    

At its heart, The Focus 
Method is a continuous im-
provement system for clean-
ers. It has no starting or 
ending point and seeks to 
manage the constant con-
flict between increasing 
sales and reducing costs. 
For The Focus Method to 
work, same-day service 
must be your company’s 
unwavering ultimate goal. 

    

If your sales are stagnant 
and neither quality nor 
store location is the prob-
lem, then increasing your 
service speed is the only 
way to organically grow 
piece counts.  

    

Sure, there are a lot of 
marketing gimmicks that 
provide temporary results. 
However, actual sustainable 
growth will only be 
achieved when your com-
pany meets — or, better yet 
— exceeds customer expec-
tations of faster service. 

    

Operationally, the slower 
your service speed, the 
higher your costs. It takes 
time and money to let 
clothes sit in carts waiting 
for their chance to be serv-
iced. You are quite literally 
letting cash flow die a 
painful death in that buggy. 

    

Instead, becoming a 
same-day cleaner will in-
crease your sales. More im-
portantly, doing what it 
takes to provide same-day 

service will decrease opera-
tional costs.  
       The benefits of same-
day service compound daily 
for you and your customers 
alike. Let’s explore how it 
accomplishes this and com-
pare it to the drawbacks so 
you can decide for yourself. 

The Benefits 

       Aligns with customer 
expectations. 
       Catering to the demand 
for quicker service meets 
customer expectations, fos-
tering satisfaction and loy-
alty. Meeting or exceeding 
customer expectations 
builds confidence and satis-
faction, building long-term 
relationships. Remember 
those stats from Cleaners 
Supply’s 2023 Consumer 
Report? 
       Increases sales due to 
customer preference. 
       Fast service is a signifi-
cant factor influencing cus-
tomer choices, translating 
into higher sales. While 
most customers have huge 
closets of clothes, they only 
wear a tiny percentage of 
those items. 
       If their cleaner offered 
faster service, they would 
bring in their favorite items 
more often, thus increasing 
sales. 
       Minimizes customer 
service problems related to 
delays. 
       Quicker service miti-
gates potential issues and 
complaints associated with 
delays, ensuring a smoother 
customer experience. 
       Facilitates same-day 
payment, improving cash 
flow. 
       Prompt service allows 
for quicker payment, posi-
tively impacting your busi-
ness’s cash flow.  
       While not every cus-
tomer will come back the 
same day, most will, so you 
actually get paid the same 
day you did the work. It is 
like being a pre-paid cleaner 
without all the related prob-
lems. 
       Enhances operational 
efficiency. 
       Streamlined processes 

and quicker turnaround 
times contribute to overall 
operating efficiency.  
       Being a same-day 
cleaner will force you to 
evaluate and subsequently 
eliminate many non-value-
adding activities in your 
current workflow. 

       Eliminates the need for 
time specials or multiple 
service speeds. 
       Offering consistent 
same-day service removes 
the complexity of managing 
multiple service speeds or 
time-specific special cus-
tomer requests. 
       Reduces claims and lost 
clothes with quicker turn-
around. 
       Faster service reduces 
the chances of claims or 
misplaced items, enhancing 
customer satisfaction. 
       Requires less customer 
service representative (CSR) 
training. 
       A streamlined service 
process reduces the need for 
extensive training, saving 
time and resources. 
       Imagine never again 
having to answer the ques-
tion, “When were these 
clothes promised... are they 
due today?” 
       Simplifies management 
processes. 
       Same-day service sim-
plifies managerial tasks by 
offering a clear, consistent 
operation approach. 
       Provides a distinct 
competitive advantage, es-
pecially in a crowded mar-
ket. 
       Offering same-day serv-
ice sets your business apart, 
giving it a competitive edge 
in the market. 
       Since the majority of 
cleaners offer two-plus day 
service, being a same-day 
cleaner will set you apart, 
which, over time, will result 
in increased sales. 
       The drawbacks associ-
ated with same-day service 
should also be acknowl-
edged and addressed for a 
balanced perspective. How-
ever, the advantages of im-
plementing a same-day 
service strategy are undeni-

ably significant. 

The drawbacks 

       Limited time for pro-
cessing difficult items or 
stains, potentially compro-
mising quality. 
       The faster turnaround 
time may pose challenges in 

thoroughly addressing stub-
born stains or handling del-
icate garments, possibly 
affecting the overall quality 
of the service. You will be 
required to set up systems 
to move orders efficiently 
throughout the cleaning 
process; this is where the 
One-Hour Lot system be-
comes the most valuable. 
      Increased pressure to 
complete work within the 
promised timeframe. 
      Same-day service places 
additional stress on employ-
ees to meet tight deadlines, 
potentially impacting 
morale and job satisfaction.  
      If running a same-day 
cleaner was easy, everyone 
would do it. Remember, just 
because something is hard 
doesn’t mean it shouldn’t be 
done; it just means it's hard, 
and that’s OK. 
      Requirement for redun-
dant equipment, backup 
plant, or backup partner-
ships to handle equipment 
breakdowns or the loss of 
utilities. 
      To ensure seamless 
same-day service, busi-
nesses must invest in redun-
dant equipment or establish 
backup plans, which will 
incur additional costs and 
logistical challenges. Addi-
tionally, you may need to 
keep an ample supply of re-
placement parts with the 
ability to repair anything 
that breaks quickly. 
      Potential labor issues 
due to increased workload, 
tight deadlines, and absen-
teeism. 
      The increased workload 
and strict deadlines may 
lead to burnout, absen-
teeism, or potential labor 
disputes, affecting the over-
all productivity and well-
being of the workforce. 
Taking a no-excuses ap-

proach to your same-day 
service pledge will require 
building a culture that can 
withstand the pressure. 
      Possible challenges in 
maintaining consistent 
quality with a faster turn-
around. 
      Ensuring consistent 
quality becomes challeng-
ing when striving for a 
quicker turnaround as it re-
quires a delicate balance be-
tween speed and precision 
in the drycleaning process. 
Building a culture focused 
on fast service with a qual-
ity product will be required. 
      While acknowledging 
these drawbacks, it’s essen-
tial to implement strategic 
measures to mitigate these 
challenges. Addressing 
these concerns proactively 
can help businesses harness 
the benefits of same-day 
service while maintaining a 
high standard of quality 
and employee satisfaction. 
      As we usher in the start 
of 2024, consider this a piv-
otal moment to redefine 
your business strategies. 
Make same-day service the 
cornerstone of your opera-
tions. Embrace the transfor-
mative potential it holds for 
your business.  
      Make 2024 the year you 
set a bold goal, shattering 
the barriers that have held 
back your potential for too 
long. Let the promise of 
same-day service be your 
catalyst for growth, opera-
tional efficiency, and a com-
petitive edge. 
      Same-day service is not 
for the faint of heart. The 
path to success is paved 
with challenges, and while 
the drawbacks may seem 
daunting, conquering them 
is where the true victory 
lies. Ultimately, it's not just 
about offering same-day 
service; it's about trans-
forming your business into 
a well-oiled machine that 
seamlessly delivers on its 
promises. 

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).

The pros and cons of same-day service

TURNAROUND TIME
BY JOHN ROTHROCK          

While most customers have huge closets of clothes, they 
only wear a tiny percentage of those items. If their 

cleaner offered faster service, they would bring in their 
favorite items more often, thus increasing sales.
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L ast issue, we took the 
necessary components 
and cobbled them to-

gether into a configuration 
that controlled the mainte-
nance of the proper water 
level inside the boiler. That 
was half of the picture. Con-
trolling the fire or “firing” 
the boiler is the other half. 

       

In this issue, I’ll describe 
how the different compo-
nents are organized into a 
safe and reliable system to 
convert the water inside the 
boiler into steam, and main-
tain that steam within a spe-
cific pressure range. 

Controlling the fire 

      The fire is controlled by 
simply turning a gas sole-
noid (an electrically oper-
ated valve) on and off. 
Sounds simple, but there are 
a lot of things that need to 
happen to accomplish this 
safely. An ignition con-
troller coordinates the ac-
tivities of the different 
sensors used for this open-
ing and closing of the gas 
solenoid. These ignition 
controllers may be called a 

Honeywell or Fire Eye (and 
other brand names depend-
ing on the manufacturer of 
the boiler). 
      Ignition controllers usu-
ally do six things (refer to 
the corresponding number) 
in the illustration): 
      1) The output from the 
first low water sensor lo-
cated in the water column is 
monitored when the water 
level drops below the probe, 
the gas solenoid is shut off, 
and an audible alarm is 
sounded. When the water 
level is at or above the sen-
sor, the gas solenoid circuit 
is enabled (if other condi-
tions are met, the flame will 
go back on), and the alarm 
will stop. 
      2) The output from the 
second low water sensor lo-
cated in the pressure vessel 
is monitored when the 
water level drops below the 
probe, the gas solenoid is 
shut off, and an audible 
alarm is sounded. The alarm 
will continue until the water 
level is at or above the sen-
sor and a manually oper-

ated switch is pressed to 
clear the alarm condition. 
      The gas solenoid circuit 
is then enabled (if other 
conditions are met, the 
flame will go back on), and 
the alarm will stop. 
      3) The high-water sensor 
output (not found on all 
boilers) in the pressure ves-
sel is monitored when the 
water level is at or above 
the probe, the gas solenoid 
is shut off, and an audible 
alarm is sounded. The alarm 
will continue until the water 
level is below the sensor 
and a manually operated 
switch is pressed to clear 
the alarm condition. 
      The gas solenoid circuit 
is then enabled (if other 
conditions are met, the 
flame will go back on), and 
the audible alarm will stop. 
      4) The condition of the 
operating pressure control 
switch is monitored. This 
switch normally has closed 
contacts that open when a 
pre-set pressure in the pres-
sure vessel is reached and 
closes again when the pres-

sure drops to a pre-set pres-
sure (the difference between 
this switch’s opening and 
closing pressure setting is 
called the differential). 
      The opening of the gas 
solenoid valve can only 
occur if the operating pres-
sure control switch is 
closed. This means the 
upper limit of the boiler op-
erating pressure had not 
been reached. 
      5) The condition of the 
high-pressure safety limit 
switch. This switch nor-
mally has closed contacts, 
which open when a pre-set 
pressure in the pressure 
vessel is exceeded and re-
quires a manual reset. 
      Opening the gas sole-
noid valve can only occur if 
the high-pressure safety 
limit switch is closed. When 
this switch opens, it indi-
cates the safety limit of the 
boiler operating pressure 
has been exceeded. Usually, 
there is no alarm indicating 
this condition. 
      6) Gas ignition is moni-
tored. Before the gas sole-
noid valve is opened, a 
smaller pilot solenoid valve 
is opened, and an electric 
spark is used to ignite a 
small burner to act as an ig-
nition source for the larger 
volume of gas released by 
the gas solenoid valve. 
      If a flame is not sensed 

after a short pre-set time, 
the pilot solenoid valve is 
shut. Depending on the ig-
nition controller, it will try 
a few times for a successful 
pilot ignition, then go to an 
alarm condition requiring a 
manual reset. Most ignition 
controllers provide a visual 
indication when an ignition 
fault has occurred. 
      Most ignition con-
trollers have visible indica-
tor lights; use a smartphone 
to record light patterns 
while the boiler operates 
properly. Referring to that 
video goes a long way in en-
abling you to troubleshoot 
ignition problems, perhaps 
saving an expensive, unnec-
essary service call. 

 

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.

BY BRUCE GROSSMAN
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R  ecently, a survey con-
ducted by Cleaners 
Supply found that 

the average age of the oper-
ators surveyed was 58. 
Think about that for a mo-
ment. Are you close to that 
age or older? Have you 
thought about your future 
and what that could look 
like? 

    

At the recent Methods for 
Management (MfM) Success 
Conference in Chicago, 
Steve Baker of The Great 
Game of Business presented 
a workshop on quality time 
remaining. Rarely does a 
presentation create the emo-
tions and discussion as this 
one did. 

    

If you don’t intend to 
transfer ownership to a 
family member, which is the 
case for me, you will even-
tually need to sell your 
business. 

    

Whether you want to sell 
your company next year or 
a decade from now, you will 
have two basic options for 
an external sale: the finan-
cial buyer or the strategic 
buyer. Let’s examine these 
two options. 

The Financial Buyer 
       The financial buyer is 
buying the rights to your 
future profit stream, so the 
more profitable your busi-
ness is expected to be, the 
more your company will be 
worth to them. 

       Strategies that are key to 
driving up the value of your 
business in the eyes of this 
buyer include: 
       • De-risking it as much 
as possible. 
       • Creating recurring 
revenue. 
       • Reducing reliance on 
one or two big customers. 
       • Cultivating a team of 
leaders. 
       If you have followed the 
column for the past three 
years, you have been intro-
duced to the Eight drivers 
of value. 

The Strategic Buyer 
      The alternative is to sell 
to a strategic buyer. They 
will care less about your fu-
ture profit stream and more 
about what your business is 
worth in their hands, typi-
cally calculating how much 
more of their product they 
can sell by owning your 
business. 
      Strategic buyers are usu-
ally big companies, so the 
value of selling more of 
their product or service 
with the purchase of your 
business can be substantial. 
      This motivation often 
leads strategic buyers to 
pay more for your business 
than a financial buyer ever 
would. 
      For example, Nick Kel-
let’s Next Action Technolo-
gies created a software 
application that takes a set 

of numbers and visually ex-
presses them in a Venn dia-
gram. 
      Next Action Technolo-
gies was generating approx-
imately $1.5 million in 
revenue when they received 
their first acquisition offer; 
Kellet’s first valuation was 
for $1 million, which was a 
little less than the revenue 
being generated at the time, 
which is typical of a finan-
cial buyer. 

       Kellet knew the busi-
ness could be worth more to 
a strategic buyer, so he 
searched for a company that 
could profit by embedding 
his Venn diagram software 
into their product. Kellet 
found Business Objects, a 
business intelligence soft-
ware company looking to 
express its data more visu-
ally. 
       Business Objects could 
see how owning Next Ac-
tion Technologies would en-
able them to sell more of 
their software, leading them 
to acquire Kellet’s business 
for $8 million, more than 
five times revenue — an as-
tronomical multiple. 

Preparing for Every        
Eventuality 

       Why bother making 
your business attractive to a 
financial buyer when the 
strategic buyer typically 
pays so much more? 
       The answer is that 
strategic acquisitions are 
very rare. Each industry 
usually only has a handful 
of strategic acquirers, so 
your buyer pool is small 
and subject to several vari-

ables out of your control; 
the economy, interest rates, 
the competitive landscape, 
and a whole raft of other 
variables can all impact a 
strategic acquirer ’s appetite 
to buy your business. 
       Imagine your child is a 
promising young athlete 
who intends to go pro. Be-
coming a professional ath-
lete is a long shot, fraught 
with unknown hurdles: in-
jury, the wrong coach, or 
not having what it takes to 
compete at the highest lev-
els. Do you squash her 
dream? No, but you ensure 
she does her homework, so 
if her dream fades, she has 
her education; you make 

sure she has a backup plan. 
I have a grandson who as-
pires to get into the NFL. 
His backup plan is the NBA. 
Ten-year-olds dream big. 
His grandfather focuses on 
content in school. 
       The same is true of posi-
tioning your company for 
an exit. You may want to 
sell your business to a 
strategic buyer in a spectac-
ular exit. Still, a financial 
acquisition is much more 

likely, and financial buyers 
are looking for companies 
that have done their home-
work and have worked to 
become reliable cash ma-
chines. 
       In summary, while the 
allure of a strategic buyer is 
undeniable, it’s essential to 
recognize that such oppor-
tunities are rare and often 
influenced by factors be-
yond our control. Just as we 
prepare for all eventualities 
in life, the same principle 
applies to preparing your 
business for sale. Whether 
enhancing profitability, di-
versifying customer base, or 
cultivating a strong leader-
ship team, the goal is to 
make your business a ro-
bust, attractive asset for any 
potential buyer. 
       Remember, the journey 
to a successful exit requires 
foresight, planning, and 
guidance. If you’re contem-
plating this significant step 
and seeking expertise to 
navigate these waters effec-
tively, I am here to help.

Strategically preparing your business for sale
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BUILDING VALUE
BY KERMIT ENGH               

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

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

Whether you want to sell your company next year or a 
decade from now, you will have two basic options for an 
external sale: the financial buyer or the strategic buyer.
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OPTIONAL PROGRAMS:

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

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

• Curbside Ordering
• Point of Sale Systems

Recommendations, Solutions 
& Integrations

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

Snap, Checks and more

Next Day Funding with  
weekend settlement

Rates as low as .05%*

REDUCE YOUR CREDIT CARD  
PROCESSING FEES

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

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

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

GROW YOUR BUSINESS.  PARTNER WITH NAB TODAY!

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

WWW.NYNAB.COM

INTEGRATE
WITH YOUR POS

with
4G / Wi昀 STANDARD

TERMINAL

SMART TERMINAL

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

FREE TERMINAL PLACEMENT OPTIONS
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TENSIONING CUFF CLAMP

SNAP IN TAIL PLATE - No more screws
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I  have been a management 
labor and employment at-
torney since 1977. When I 

first started practicing, 
unions were still very active 
and the anti-discrimination 
laws were still in their in-
fancy. Today, unions are ex-
tremely active organizing 
government employees, but 
not so much in the private 
sector. The anti-discrimina-
tion laws go far beyond 
race, sex, color, age, national 
origin, and religion in their 
requirements now, in many 
cases not for the better. 

       

Employee discharges 
have become even more dif-
ficult than they were in 
1977, especially since Con-
gress decided that employ-
ees have the right to jury 
trials for discrimination 
claims. 

       

The first step toward a 
solid program of discipline 
is the preparation and distri-
bution of written work 
rules. These work rules 
should outline the bound-
aries of proper conduct for 
all employees.  These rules 
of conduct can be contained 

in the employee handbook, 
posted on bulletin boards, 
or distributed separately to 
all employees. 

       

In addition, they should 
be redistributed to all em-
ployees once a year, whether 
or not they have been re-

vised. 

       

Employees should either 
sign a receipt stating that 
they have received a copy of 

the work rules or a notation 
should be made in their per-
sonnel files that they have 
received a copy. Under no 

circumstances should an 
employer make up rules as 
he goes along. 

       

The work rules them-
selves should contain a pro-
gram of immediate and 
progressive discipline. Cer-
tain serious misconduct, 
such as theft, insubordina-
tion and intoxication on the 
job, should call for immedi-
ate discipline up to and in-
cluding discharge. 

       

Other minor offenses, 
such as absenteeism, late-
ness, and unsatisfactory 
work performance, should 
be subject to progressive 
discipline. That program of 
progressive discipline 
should provide for an oral 
warning, followed by a writ-
ten warning, suspension, 
and discharge. Some em-
ployers may wish to dis-
pense with the suspension 
phase, especially where ab-
senteeism itself is the mis-
conduct involved. In those 
cases, a final warning 
should be substituted in the 
progression of discipline. 

       

Another important ele-
ment in a solid disciplinary 
program is a comprehensive 
personnel filing system. At 
the very least, personnel 
files should contain the dis-
ciplinary record of each em-
ployee. Employees should 
be permitted to examine 
their personnel files at rea-
sonable times. 

       

A good disciplinary pro-
gram also has a senior man-
agement official who is 
responsible for employment 
decisions. In large and 
medium companies, this po-
sition is normally filled by a 
full-time personnel director.  
In smaller companies, this 
responsibility should be as-
signed to the chief executive 
officer. This individual 
should be responsible for re-
viewing all employment ac-
tions, especially discharge. 

       

The last, and probably 
the most important element 
of a good disciplinary pro-
gram is supervisor training.  
Supervisors — especially 
those who directly supervise 
rank and file employees —
should be given regular in-
struction on good personnel 
practices, including disci-
pline and discharge. Too 
often, a supervisor is se-
lected because he was a 
good worker. As a result, he 
infrequently has the requi-
site skill and ability to per-
form the personnel 
functions that are central to 

KEEP IT LEGAL BY FRANK KOLLMAN
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How to discipline or discharge an employee

Employee discharges have become even more 
difficult than they were in 1977, especially since 
Congress decided that employees have the right 

to jury trials for discrimination cases.

To learn more, visit www.nationalclothesline.com/ads Continued on page 24
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his success. 

       

A good supervisor pro-
gram should include the fol-
lowing: 

       

1) Instruction on the ap-
plicable state and federal 
employment laws. 

       

2) Lessons on how to cre-
ate a positive working envi-
ronment, especially where 
the company is non-union. 

       

3) Instruction on how to 
evaluate employees. 

       

4) Discussion on how to 
communicate with employ-
ees. 

       

5) Detailed instruction 
on proper methods of disci-
pline and discharge. 

       

6) Instruction on how an 
employment discrimination 
case is prepared for trial. 

       

Item 6 gives a supervisor 
a taste of what an improp-
erly prepared discipline case 
could entail in time, money, 
and aggravation. 

discipline or discharge? 
       Discipline should never 
be imposed precipitously or 
out of anger. At most, an 
employee engaging in seri-
ous misconduct should be 
suspended indefinitely 
pending a full investigation.  
That investigation should be 
conducted by the company’s 
chief personnel officer. If 
discharge is warranted, the 
suspension should be con-
verted to a termination. 

       The personnel officer 
should proceed in the inves-
tigation by first reviewing 
the employee’s personnel 
file. The employee’s length 
of service, past record, and 
prior evaluations could af-
fect the decision. 
       The next step is to inter-
view all the management of-
ficials with knowledge of 
the circumstances leading to 
the discipline. Detailed 
notes of these interviews 
should be kept by the per-
sonnel officer for later use. If 
employee witnesses are in-
volved, the personnel officer 
should take statements from 
the employees, which 
should be signed. In some 
circumstances, the employee 
should be interviewed con-
cerning the conduct, keep-
ing in mind that he may 
have the right to have a 
union representative pres-
ent. If he makes such a re-
quest, and there is a union, 
it must either be granted or 
the interview terminated. 
       All the necessary writ-
ten documentation for disci-
pline should be compiled 
during the investigation. 
The investigation should be 
conducted as though 
charges or discrimination or 
a lawsuit have already been 
filed. It is wrong to assume 
that this documentation can 
be compiled later. 

       Once an investigation of 
the underlying facts has 
been conducted, numerous 
questions should be consid-
ered by management offi-
cials. First, does the conduct 
violate a written rule? If it 
does, is immediate or pro-
gressive discipline appropri-
ate? If a minor offense, has 
progressive discipline been 
followed? 
       Second, the company 
should determine whether 
employees have been simi-
larly disciplined for such 
conduct in the past. If the in-
vestigation uncovers that 
exceptions have been made, 
the company should explore 
the circumstances surround-
ing the uneven enforcement 
of the rules. If an exception 
has been granted in the past, 
it may tie the hands of the 
company in future cases — 
because minorities are per-
mitted to prove discrimina-
tion by showing that a 
non-minority employee was 
treated differently in the 
past. 
       Third, the company 
should consider the em-
ployee’s length of service. If 
the employee is probation-
ary, more severe discipline 
may be suitable. On the 
other hand, a long-term em-
ployee may be entitled to 
less severe discipline. 
       Fourth, the company 

should ascertain whether 
the employee had notice of 
the rule violated. If not, dis-
cipline may be inappropri-
ate. Of course, certain 
misconduct is clearly pro-
hibited whether or not it is 
clearly set forth in work 
rules, such as stealing. 
       Fifth, the company 
should determine whether 
the employee in questions 
has engaged in certain “pro-
tected” activity in the recent 
past. For example, has the 
employee recently been en-
gaged in union activity? Has 
the employee recently filed 
a charge of discrimination?  
       If the answer is 
“yes,”the decision to disci-
pline of discharge may come 
under even greater scrutiny 
by a court or government 
agency. 
       Once the investigation is 
completed and the elements 
considered, the decision to 
discipline or discharge can 
be made. The discharge de-
cision should nevertheless 
be reviewed by the chief op-
erating officer, who has ulti-
mate authority at the 
company. If he or she con-
curs in the decision, the de-
cision should be 
communicated to the em-
ployee. 

Implementing discipline 
       A fully supported disci-
plinary decision can be 
weakened by poor imple-
mentation. Too often, em-
ployers confronted with a 
distasteful disciplinary ac-
tion will try to ease their 
discomfort by softening the 
words used to tell the em-
ployee. This only helps the 
employee prove at a later 
time that he or she was the 
victim of discrimination. 
       Example: An employer ’s 
work performance has 
steadily declined.  The em-
ployee has received counsel-
ing from his supervisor, 
though no written record 
was made of these sessions. 
Finally, the company de-
cides to discharge the em-
ployee, but calls the 
termination a “layoff” to 
allow the employee to col-
lect unemployment insur-
ance with no difficulty and 
to make the separation less 
hostile. The employee files 
charges of discrimination. 
       In this example, the em-
ployer ’s lack of documen-
tary evidence of poor work 
performance is the least of 
his problems. If the com-
pany now maintains that the 
employee was discharged 
for poor work performance, 
not laid off, the new reason 
appears pretextual. A court 
or jury might conclude that 
the “lie” told at the separa-

tion conference was de-
signed to cover up the real 
reason: unlawful discrimi-
nation. Moreover, if the 
company decides to stick 
with the layoff story, which 
could be perjury, it may 
have to explain why the em-
ployee was not recalled, 
why new employees were 
hired, why less senior em-
ployees were not laid off 
first, etc. 
       Discipline, especially 
discharge, should be com-
municated to the employee 
in a conference with the per-
sonnel officer. The employee 
should be told the reason 
why he is being disciplined 
in a candid, complete man-
ner. If disciplinary forms are 
used, fill one out, tracking 
your oral presentation to the 
employee. If the employee is 
being discharged for theft, 
tell him. If he is being dis-
charged for unsatisfactory 
work performance, set forth 
in detail why his perform-
ance was substandard. 
       Do not under any circum-
stances call the discharge a 
layoff, furlough, or anything 
else except what it is. And 
do not indicate to the em-
ployee that the decision was 
hard or that you are not ab-
solutely convinced that the 
decision is proper. 
       If an employee is dis-
charged, do not permit him 
to finish the day. For this 
reason, the employee should 
be advised of the decision at 
the end of the day, if practi-
cal. Finally, do not embellish 
the reasons given for the 
final decision. For example, 
employers find it difficult to 
refrain from referring to in-
cidents several years old. 
This may make it appear 
that the decision to disci-
pline or discharge was made 
with some reservations. If 
the misconduct was serious 
enough to warrant dis-
charge, there is no need to 
give further justification. 
       Established procedures 
for discipline and discharge 
are necessary for every com-
pany, small or large. Em-
ployees are more inclined to 
sue these days than take the 
company’s decision at face 
value. The fundamentals set 
forth above should help 
most employers minimize 
their legal troubles.

Frank Kollman is a partner in the 
law firm of Kollman & Saucier, 
PA, in Baltimore, MD. He can be 
reached by phone at (410) 727-
4300 or fax (410) 727-4391. His 
firm’s web site can be found at 
www.kollmanlaw.com. It has ar-
ticles, sample policies, news and 
other information on em-
ployee/employer relations.
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MfM peer management groups are more than just a network - they are a powerful resource for 
professional and personal development. In these groups, you will be able to share knowledge, 

discuss challenges, and find solutions with trusted peers who understand your journey.

MfM Currently Has A Limited Number of 
Available Memberships in Select Areas!

Learn how becoming a MfM bureau member 

can help you maximize your business.

Email vreed@mfmi.com or call 402-690-0066 

www.MethodsForManagement.com

UNLOCK SUCCESS WITH
Methods for Management
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Make it your New Year’s Resolution to become a

Certified Wedding Gown Specialist
We’re celebrating our all-new website—now including a member  
resource center   —with a special membership offer.  50% discount on  
your initial fee plus free registration for our annual meeting in  
Columbus, Ohio, February 22-25. 
Offer valid until February 28, 2024. 
  

Elevate your brand, grow sales, lower costs, and expand 
your bottom line! 

• Logos and trademarks set you apart from other dry cleaners
• Industry leaders share training and technical support
• NEW online member resource center
• Gown care labels refer brides to you
• Top wedding websites feature you at deeply discounted pricing 
• Archival-quality wedding chests at special pricing 

“The meetings are amazing, being able to share with and learn about a  
lot of ideas from other peers in this specialized service, as well as  
spending time with some really terrific people.”

Greg and Margaret Butler
Dublin Cleaners
Columbus Ohio
Jack Barth Memorial Award of Excellence 2022 

www.WeddingGownSpecialists.com
info@WeddingGownSpecialists.com • 800-501-5005

TM

To learn more, visit www.nationalclothesline.com/ads
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STUCKY’S STRATEGIES
BY STUCKY SZCZOTKA

Wetcleaning vs drycleaning cost comparison
I

 f your drycleaning ma-
chine is aging out and 
you’re on the fence about 

whether to invest in a new 
one vs a wetcleaning system, 
read on for a head-to-head 
cost comparison. 
    In this column, I will in-
vestigate operational ex-
penses of both options, 
including labor, utility costs 
and disposal fees, as well as 
purchase price and installa-
tion costs. When the num-
bers are crunched, there’s a 
clear winner — wetcleaning 
— a technology that can also 
help you grow wash-dry-fold 
(WDF) for more revenue 
and profit. 

WDF is an easy revenue 
stream to adopt as long as 
you have the washing and 
drying capacity for it. It can 
fall right into your current 
route pickup and delivery 
program. The problem is 
that most cleaners are lim-
ited on washers and dryers.  

So, when faced with the 
dilemma of adding a wet-
cleaning system or dryclean-
ing machine, the 
wetcleaning system comes 
out on top for more than just 
cost savings. It wins because 
it not only allows you to 
process dryclean only gar-
ments using water, it gives 

you the capacity you need to 
process and grow residential 
WDF. 

Initial Investment 
Let’s begin by evaluating 

the initial cost of each sys-
tem. In the graphic on the bot-
tom left is the amount 
required to purchase new al-
ternative solvent dryclean-
ing machines versus 
similarly-sized Poseidon 
wetcleaning systems. 
There’s a $60,000 to $64,000 
cost differential in favor of 
wetcleaning. 

Additional Capital           
Expenditures 

   Sometimes there are addi-
tional costs associated with 
a new drycleaning machine, 
including upgrading boilers, 
chillers, air compressors and 
electrical. If you have to up-
grade any of these because 
of your new drycleaning 
machine, you’ll spend con-
siderably more. If you go 
with a wet cleaning system, 
you won’t. 

For example, a customer 
of mine recently replaced a 
50-lb capacity perc dryclean-
ing machine with an 80-lb 
capacity alternative solvent 
drycleaning machine at a 
$100,000 list price. To get it 
installed, we had to replace 
existing doors in the plant 

and remove equipment and 
the slick rail. We also had to 
upgrade the plant’s electri-
cal. 

By comparison, an 80-lb 
capacity wetcleaning sys-
tem, which operates on two 
15-amp breakers, doesn’t re-
quire anything extra. So, if 
you add a wet cleaning sys-
tem, you’ll likely not have to 
purchase or upgrade any-
thing else. The new wet 
cleaning system also helped 
increase WDF revenue from 
current customers. 

Yet another high-end 
cleaner was operating two 
drycleaning machines. 
When one was aging out, 
they brought in wetclean-
ing. Now, they do more 
WDF using the wetcleaning 
machines. They grew that 
revenue stream so much that 
they’ve since added more 
wetcleaning machines and a 
flatwork ironer, which al-
lows them to iron sheets, 
duvets, drapes and table 
linens. 
Installation Costs & Hassles 

       Consider the installation 
process for both machines. 
When you get into larger ca-
pacities, installation can get 
tricky. Let’s say you are in-
stalling that 80-lb capacity 
drycleaning machine. Be-
cause of its large footprint, it 
won’t fit through a 42” door 
opening. But, an 80-pound 
capacity Poseidon wetclean-
ing system will. 

Recently, we installed an 
80-lb capacity drycleaning 
machine for a customer. Be-
cause it would not fit 
through the doorway, we 
had to replace the original 
with a roll-up door and up-
grade the electrical at a con-
siderable cost. 

If that customer had gone 
with an 80-lb capacity wet 
cleaning system instead, it 
would have fit through the 
door and eliminated the 
need to stop production and 
replace the door. 

Operational Costs 
       The minimal initial in-
vestment of a 60-lb capacity 
drycleaning machine is at 
least $60,000 greater than 
that of a similarly sized wet-
cleaning system. Other capi-
tal expenditures and 
upgrades are also part of the 
installation and operational 
equation. Now, let’s com-
pare labor, chemistry/sol-
vent, regulatory/licensing 

fees and utility costs. 
Chemistry 

       Initial start-up costs for 
chemistry for a 60-lb capac-
ity wetcleaning machine is 
around $1,300. It’s $5,000 or 
more for a 60-lb capacity 
drycleaning machine. From 
there on, there is not a huge 
difference. 

Water 
Water usage can vary. On 

the drycleaning side, when a 
chiller is utilized to recycle 
water through a drycleaning 
machine, very little water is 
used. However, a chiller 
costs between $15,000 to 
$45,000. The other way to 
cool a drycleaning machine 
is through the use of a cool-
ing/water tower. These are 
located on the roof, so they 
can lose some water through 
evaporation, and at certain 
times of the year, can’t be 
utilized because of high 
temperatures and extremely 
high humidity levels. When 
this happens, plants rely on 
city water to cool the 
drycleaning machines.  

In general, a 60-lb capacity 
wetcleaning machine uses 
40 gallons of water per load, 
and over the course of a 
year, would go through as 
much water as a drycleaning 
machine hooked to a water 
tower. A drycleaning ma-
chine hooked to a chiller is 
most water efficient. The 
only problem is that this sce-
nario requires a costly initial 
investment. 

Electricity  
When it comes to electric-

ity, wetcleaning wins. This 
is because a drycleaning ma-
chine requires 60 to 90 amps 
to operate, whereas a wet-
cleaning system requires 
just two 15 amps. 

Natural Gas 
Natural gas usage follows 

suit. The boiler needed to 
operate a drycleaning ma-
chine uses 670,000 BTUs, 
which dwarfs the wetclean-
ing requirement of 118,000 
BTUs. Plus, a boiler will run 
until all plant production is 
completed for the day. A 
wetcleaning system dryer 
operates in 15 to 20 minute 
increments a dozen times a 
day. 

Labor 
When compared, labor 

costs are very similar in 
both drycleaning and wet-
cleaning. Spotting likely in-
volves less time on the 

wetcleaning side because 
90% of stains are water-solu-
ble. They come out when 
they are wetcleaned. 

And as long as the wet-
cleaning machine is part-
nered with a properly 
programmed dryer (so items 
come out of the dryer at the 
proper moisture levels), fin-
ishing time is about the 
same as with drycleaned gar-
ments. 

Without a controlled dry-
ing process, wetcleaned 
items might take more labor 
time to finish. For these rea-
sons, labor costs are a draw. 

Regulatory & Waste          
disposal Fees 

Finally, regulatory fees 
and waste disposal costs are 
not uniform across the coun-
try because each state has its 
own set of laws. But, you 
can be sure there are never 
disposal or regulatory costs 
for wetcleaning.  

Drycleaning is another 
story. For example, Michigan 
drycleaners are inspected 
annually and licensed 
through the Environmental 
Great Lakes and Energy 
(EGLE). They are charged a 
fee based on the size of the 
drycleaning machines in 
their plants. Additionally, 
still-bottom-solvent wastes 
must be picked up and dis-
posed of, which costs hun-
dreds per drum.  

I recently had a customer 
dish out $1,130 for a 35-gal-
lon drum for a still-bot-
tom/water separator, as 
well as a 35-gallon drum for 
filters. 

Half of the Overall Cost 
When all factors are con-

sidered, wetcleaning costs are 
thousands less than those of 
drycleaning. The other bene-
fit? A new wet cleaning sys-
tem will allow you to 
expand and grow WDF.  

My recommendation? 
Make wetcleaning a larger 
part of your plant’s produc-
tion for less than half the 
cost of drycleaning, 50% 
more throughput, and the 
ability to significantly grow 
WDF business and revenue. 

Michael “Stucky” Szczotka, 
owner of Eagle Star Equipment 
in Troy, MI, is a textile care, 
drycleaning and wetcleaning 
expert with more than 45 years 
of hands-on industry opera-
tions experience. He is a fre-
quent contributor to industry 
journals and associations.
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For Contactless Automation 
at the Front Counter, Plant 

and Routes

Toll Free 877.906.1818  www.ezpi.us

• Presses and Solutions for all Budgets

• Best and Free Technical Support Forever 

• Proudly Made in the USA  

• We are the Only Manufacturer of TÜV SÜD Safety 

Certified Presses; Includes OSHA and UL Safety 

 Standards

• Low Cost of Ownership – Very Reliable, 

 Easy to Fix and Upgradeable

• Pre-printed Sequentially Numbered Heat Seal 

 Barcode Labels in One Day

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

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

Saves You Money, 
Time and Labor  

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

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



JANUARY, 2024 / NATIONAL CLOTHESLINE / PAGE 29

Sankosha USA Inc. 
TOLL FREE: (888) 427-9120 • TEL: (847) 427-9120 

www.sankosha-inc.com

New Year!WISHING YOU A HAPPY & PEACEFUL

To learn more, visit www.nationalclothesline.com/ads
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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 
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INDEPENDENT 
GARMENT ANALYSIS®

274 NW Toscane Trail  
Port Saint Lucie, FL 34986

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

www.garmentanalysis.com

Purchase my Service Package 
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 Visit the advertisers’ 

web sites! 
 

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

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.

Help 
Wanted

Railex Conveyor Corp is looking for 
manufactures agents to represent our 
products across the USA. All territori-
ties are available. If interested, please 
call (516) 983-6527 and ask for 
Richard.

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.   
                                                     1/24

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

 

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

POSITION AVAILABLE: Spotter 
(Scottsdale, AZ) Nationally/Internation-
ally recognized high-priced couture 
dry cleaner seeks technically skilled 
spotter for “dry clean only” garments. 
Another spotter handles all other gar-
ments/households. Over 12 dry clean 
& wet clean machines available. Our 
normal turnaround is ONE WEEK. Sig-
nificant compensation package. For 
full job description, minimum qualifica-
tions, compensation, benefits, etc. 
email stu@ravefabricare.com.             
                                                    2/24
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