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EXPO East equipment live
show set for early June

In an unprecedented
move, the South Eastern Fabri-
care Association (SEFA), the
California Cleaners Associa-
tion (CCA), the Southwest

in Las Vegas, NV.

“This is a great move for
the industry,” said SEFA Presi-
dent Randy Parham, “and one
we think will only strengthen

I?rycleaners L e ———— each show.
tion (SDA) and the These
Pennsylvania and shows are
Delaware  Cleaners = A\ S |important.
Association (PDCA) Without
will combine their DRYCLEANING & LAUNDRY them, the
four regional trade typical
shows down to two. drycleaner
The Drycleaning WEST |[doesn’t
have access

& Laundry EXPO East

will take place from June 7 to 9
at the Gaylord Palms Resort
and Convention Center in
Kissimmee, FL. Then, from
Oct. 4 to 6, the Drycleaning &
Laundry EXPO West at the
Horseshoe Resort and Casino

Celebrating 85 years with hundreds of people

In 1939, Alma and Lou
Kroner, Sr., opened Cheviot
Cleaners and Tailors in
Cheviot, OH. The first day’s
volume consisted of a single
pair of pants.

Fortunately, business grew
along with the company’s rep-
utation through three genera-
tions of Kroner family
ownership. It eventually be-
came known as Kroner Dry
Cleaners.

About 300 guests turned
up to celebrate its 85" anniver-
sary with family, employees,
customers, and a few govern-

and the opportunity to see all
the new and innovative prod-
ucts and services. By reducing
the number of shows from four
to two, we have made it easier
for exhibitors to commit to ex-
hibiting and having a much

ment representatives, as well.
Current owner Ray Kroner,
who first joined the business in
1978, back when it only had six
employees, noted that it has
two dozen today, typically
cleaning anywhere from 600 to
1,000 pieces a day. Even after
45 years in the business, he
hasn’t lost his enthusiasm.
“There’s no time like the
present to celebrate,” he said.
It's a philosophy he’s culti-
vated for the last 15 years.
When profiled by National
Clothesline in the March issue
of 2009, he recalled trying to

bigger presence.”

DL EXPO East names speakers
Those who are planning on
attending the
Drycleaning
and Laundry
EXPO East can
enjoy four ed-
ucational pre-
sentations.
The first
Saturday pro-
gram will fea-
ture Terry
Brock and
Gina Carr who
will show how |
attendees can g
implement a i
marketing plan Carr
enhanced by Al (artificial intel-
Continued on page 10

come up with an inexpensive
but effective idea to emphasize
the company’s upcoming 70"
anniversary. He decided on
building a ten-foot PVC laun-
dry hangar that would serve as
abillboard displaying the com-
pany’s years of operation
(1939-2009) and the words,
“Hanging around for 70
years.”

It was enormously eye-
catching and helped draw in
about 225 guests for the com-
pany’s celebration at a local
tavern.

Continued on page 10

A timeless Twin Cities’ tradition
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For over eight
decades, Pilgrim
Cleaners & Launder-
ers has been faith-
fully serving the
people of the Twin
Cities and support-
ing the local commu-
nity. It all began
over 80 years ago (al-
though with a differ-
ent name) with Don
Rosen. Today, it is
guided by his grand-
son, Derek Engle.
Read about the full
family history in the
drycleaning indus-
try on page 6.

So-Cal cleaners face new
regulations on boilers

The South Coast Air
Quality Management Dis-
trict SCAQMD) is develop-
ing various zero-emission
mandates as part of its Air
Quality Management Plan
adopted in late 2022, and
drycleaners within its juris-

diction will soon be facing
new hardships regarding
regulations.

The governing body
specifically amended Rule
1146.2 in an effort to curb
the Oxides of Nitrogen

Continued on page 10
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Cleaners gathered at Kona Cleaners for a CCA

event last month and one of the topics that came up
in conversation often was dealing with Rule 1146.2.
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S of Ohio recently celebrated its

85th anniversary with about 300 of its closest friends, which
included customers, employees and a few elected officials.
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Catching up with 203 years of drycleaning

The earth has circled the sun one more time and once again we celebrate
National Drycleaning Day on March 3 — designated so because that is the day
when Thomas Jennings was awarded a patent for his revolutionary “dry
scouring” process for cleaning clothes and removing stains.

The year was 1821, which means from an official standpoint, that makes the
drycleaning industry 203 years old... and counting. While not everything ages as
well as a fine wine, the fabricare industry continue to evolve its methods and
improve over time despite dealing with an increasingly harsh business
atmosphere.

While one individual is credited with kickstarting the industry, it has taken
a multitude of exceptional individuals throughout the years to keep it moving
forward and become more sustainable and convenient in a world that seems to
demand more and more.

With that in mind, this is a good time to mention that you will have an
opportunity to honor such exceptional individuals very soon. Next month, we
will have full coverage of the nomination process for the new Drycleaning and
Laundry Institute (DLI) Hall of Fame that will begin on April 1. Then, the
association will sift through all of those nominations and induct a new class of
deserving candidates.

In addition to the many people who have contributed to stronger footing
for this industry, it should also be noted that DLI and the many other
drycleaning associations have long assisted with its success and they continue to
grow in strength as an invaluable resource.

Fortunately, the associations of the industry have adapted to better suit the
times, as well. This can be evidenced by the fact that the South Eastern Fabricare
Association (SEFA), the California Cleaners Association (CCA), the Southwest
Drycleaners Association (SDA) and the Pennsylvania and Delaware Cleaners
Association (PDCA) have opted to combine all four of their regionals shows into
two: the Drycleaning and Laundry Expo East will be hosted in Kissimmee, FL,

from June 7 to 9 and the Drycleaning and Laundry Expo West will take place in
Las Vegas, NV, from Oct. 4 to 6.

The idea is to merge some of the smaller off-Clean Show year exhibitions
into a much bigger offering and to save a considerable amount of money for
attendees and exhibitors. Live, in-person events are more necessary than ever,
but people also seem busier than ever — so making every show count as much
as possible just makes sense.

In-between those shows, though, the industry now has more options than
ever to keep up with its education, and it’s nice to see that virtual offerings are
growing in number and popularity as an alternative option to traveling to off-
site schools and locations. It's a huge savings on travel and lodging costs. There
is simply no excuse for a drycleaner not to take advantage of this incredible
convenience.

Speaking of incredible convenience, we must make one last nod to all of
print publications and online sites that also keep the industry informed and
educated on drycleaning as much as possible. For example, you hold a few
drycleaning crash courses in your hands right now: how to run your business by
the numbers (Don Desrosiers, page 12), how to properly clean vintage garments
(Dan Eisen, page 14), what are the latest rules and trends in the workplace (Frank
Kollman, page 24), the inner workings of your boiler and steam delivery (Bruce
Grossman, page 18), and seven strategic steps to take before selling (Kermit
Engh, page 8).

When you're finished with the day’s lessons, there is one more column
from John Rothrock that poses an interesting question: Would you go to your
own drycleaning business? If the answer to that question is not “yes,” then take
comfort in knowing there are a lot of resources available to help you improve
your business and remove any barriers that might prevent your (or your
customers) from wanting to come in. After all, drycleaning has come a long way
so you may have some catching up to do.
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The Tivin Cilves” frvonite dry eleaner,

ing equipment salesman for Vic’s

Manufacturing, who wanted to get
in his own plant.

“When he got back from World War
II — shortly thereafter — instead of
working for Vic’s, the two partners
hired him on as a third. He eventually
bought them out,” recalled Derek En-
gler, Rosen’s grandson who currently
owns the family business, Pilgrim
Cleaners & Launderers.

Instead of selling equipment to var-
ious Pilgrim and Johnny on the Spot
franchises, Rosen now owned one and
was determined to be an active owner.

“Being hands-on in the quality and
customer service, I think that really has
been the part that has pushed us ahead
of our competition,” Engler added.

Another factor that played a big role
in the business’s success was strategi-
cally picking the best places to grow.
the emphasis was always on growing.

“] think my grandfather and his
partners were really good at choosing
the best locations in town, even if it
meant paying higher rent, because they
wanted to be where they had easiest ac-
cess to the neighborhood,” Derek
noted.

In 1984, Rosen became the sole
owner of the business, which had ex-
panded to include a multitude of loca-
tions. At that point, they would all be
known as Pilgrim. Then, twenty years
later, he sold the business to his daugh-
ter, Bonnie Engler, in 2004.

“When she bought the company, she
was rebranding,” Derek recalled. “We
had an Old English logo — a little hard
to read — and she made everything
more modern and clean looking and
renovated our front door lobbies to
look very clean and new and modern.”

Five years after Bonnie took over the
business, Derek joined in 2009, eager to
help Pilgrim offer pickup and delivery
service to customers. In fact, one of his
projects while studying to be an entre-
preneur in college was to make a plan
for starting a route service.

“I'm not one who likes to sit around
in the office all day,” Derek said. “So,
we bought a truck and I was knocking
on doors and calling on apartment and
condo buildings. I just grew it that way,
with one truck and me knocking on
doors.”

I t began with Dan Rosen, a dryclean-

fter many long days, Derek

began getting to know more

people and the route business
slowly grew... at first. However, persist-
ence paid off.

“By year five, we were doing about
a million-and-a-half in business,” he
added.

In time, Derek stopped knocking on
doors; he was too busy managing a
fleet of drivers that brings in $3 million
in business today. By 2017, his role in
the company changed to vice president.

“I was doing a lot more with lease
negotiations and looking at new loca-
tions to open and kind of determining
the best use for our current location. We
started looking for places where we
could own our own cleaning facilities,”
he explained.

Growing, not going

This year, Derek assumes control as
the business encompasses 200 employ-
ees, 27 locations and three cleaning fa-
cilities. They had five production sites
when the pandemic began and were
paying rent on three of them.

“Today, we operate out of three
buildings that we own so we don’t
have to worry about the landlord rais-
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ing our rent, or making the updates
that we need to — it’s nice being your
own landlord,” he said. “It gives you a
lot more flexibility.”

During the lockdowns, with
drycleaning volume down 80%, Pil-
grim had to find a way to fill that gap.

“We hadn’t really specialized in
business-to-business laundry before,”
Derek said. “We had to shift. We picked
up a lot of clinics. We did scrubs, lab
coats, towels — that type of stuff — in
addition to making masks and that
helped keep us afloat. It also helped
that a lot of our competitors decided to
lay off their employees and close a lot
of locations. So, in a lot of suburbs, we
were the only ones left for a period of
months before they reopened their
doors.”

nother opportunity for business
came along during the pan-
demic, though this one was tem-
porary. In May of 2020, thousands of
National Guard soldiers were deployed
in Minnesota when thousands of pro-

:?’A

In May of 2020, Pilgrim Cleaners performed laundry service for thou-

testers gathered in the streets to protest
the killing of George Floyd.

“I get a call from the National Guard
saying, “We have 10 hotels we rented
out the entire hotel for... we're going to
have armored tanks around them all
day. We don’t know how long we’ll be
here, but we need daily laundry service
for all of our servicemen'’s fatigues... for

a crazy job!”

erek is not a believer in saying
D”no” when opportunity knocks;
perhaps it's because he origi-
nally heard no often when knocking on
doors in an effort to build up Pilgrim’s

route service.
“There’s the phrase, “You grow or

Derek
Engler

Pilgrim Cleaners & Launderers
Twin Cities, MIN

10,000 troops. Can you do it?”” Derek
recalled.

He immediately responded yes, but
then added that he needed an hour to
figure out the logistics of how to ac-
complish such a demanding challenge.

“I showed up the first day to these
hotels and — I'm not joking — we had
dropped off two of our largest rolling
bins in each conference room at these
hotels,” he said. “They filled those floor
to ceiling twice a day with laundry
bags. We were running a military-based
laundry facility for the better part of
two weeks.”

The production plants never shut
down during the exhausting, all-hands-
on-deck scenario.

“We were making about four or five
trips a day to the ten hotels. I took one
of our big box trucks and parked it at
my house because I was working 22-
hour shifts,” Derek said. “I went home
to eat and get a one-hour nap and then
I'd go back and do constant circles be-
tween our facilities and the hotels all
day every day for about a week. What

sands of National Guard soldiers who filled up ten entire hotels. They
were deployed to Minnesota following the George Floyd incident.

you go.” I'm not interested in running a
company that has flatline sales so, in
our industry, some years that means
you've got to go out and find some-
body to buy,” he added. “We’re not
afraid to invest in our company by
going out into our market and having
that conversation with competitors.”

In addition to adding new customers
whenever possible, Pilgrim has long
worked extra hard in keeping the ones
they already have by giving back to the
community and showing their appreci-
ation. Through the Rose Foundation
(named after Don Rosen), the company
has collected and cleaned over 600,000
coats for the local community and has
been a strong supporter of Masonic
Children’s Hospital at the University of
Minnesota. They also clean Boy and
Girl Scouts uniforms for free and host
a “Costumes for Kids” drive annually
in October for Halloween.

“If there’s a need in the community
and it involves kids, we try to be on the
forefront of that and help,” Derek
noted, adding that his grandfather
started the tradition while he and his
mother followed. “He joined all of the
chambers of commerce in all of the
communities we were in. He spent a lot
of time outside of work for these causes
and you saw his face everywhere in the
community. You know, there’s two
types of giving. There’s charitable giv-
ing with your money, and there’s char-
itable giving with your time. We really
want to focus on both.”

Today, the company remains strong
after 85 years and the plan for the fu-
ture is to keep growing.

“I think my grandfather and mother
laid the path to where we are today,
and I just want to continue in terms of
our image and our culture,” Derek said.
“I think focussing on our community,
focussing on quality, service and con-
venience are still in the forefront — and
just continuing what they have instilled
in me over the last 20 years.”
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Seven strategic steps sellers should see

ave you thought

about your end game

for your business?
You may be years away from
selling your business, but
it’s never too early to under-
stand what the process in-
volves.

If you have ever promised
your child a gift in return for
good behavior, you know all
about negotiating leverage.
When selling an attractive
business, you also have
leverage — but only up to
the point where you sign a
letter of intent (LOI), which
almost always includes a
“no shop” clause requiring
you to terminate discussions
with other potential buyers
while your newfound fiancé
does due diligence.

After you sign the LOI,
however, the balance of
power in the negotiation
swings heavily in favor of
the buyer, who can then take
their time investigating your
company. At the same time,
with each passing day, you
will likely become more psy-
chologically committed to
selling your business. Savvy

buyers know this and can
drag out diligence for
months, coming up with
things that justify lowering
their offer price or demand-
ing better terms.

With your leverage di-
minished and other suitors
sidelined, you are then left
with the unattractive op-
tions of either accepting the
inferior terms or walking
away.

long-term, standardized
contracts, including a clause
stating that the obligations
of the contract survive any
change in company owner-
ship. This clause may not be
for regular retail customers,
but could work with the
commercial account you
may service.

2) Nurture and prepare a
group of 10 to 15 “refer-
ence-able” customers.

3) Ensure your manage-
ment team is all on the
same page.

During due diligence, ac-
quirers will want to inter-
view the company managers
without you present. They
want to determine if every-
one in your company is
pulling in the same direc-
tion. I know that many of
you reading this will flinch
at the thought of letting

If you take all seven of these steps, you will protect the
value of your business as the balance of power in the
negotiations to sell your company swings from you to

the buyer.

Here are seven things you
can do — before you even
put your business up for
sale, and before signing an
LOI —to minimize the
chances of your deal drag-
ging on for months and be-
coming watered down:

1) Make sure your cus-
tomer contracts have “suc-
cessor” clauses.

Have customers sign

Acquirers will want to ask
your customers why they do
business with you and not
your competitors.

Before you sign the LO],
cultivate a group of cus-
tomers to act as references.
They need to be friends or
customers you know well. A
well-thought-out story as to
what you are thinking of
doing is vital.

* Mini
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«Sprinter

Call or go online for details!
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your team know you are
thinking of retirement, but
they already know it is com-
ing if you are of a certain
age.

4) Consider getting au-
dited financials.

An acquirer will have
more confidence in your
numbers and perceive less
risk if a recognized account-
ing firm audits your books.
It is critical to have clean
numbers for a prospect to re-
view. A recent Methods for
Management member, who
concluded his end game, re-
ceived 15% more in the sale
than the first offer due to
clean numbers and historical
trend analysis reports.

5) Disclose the risks up-
front.

Every company has some
risk factors. Disclose any
legal or accounting hiccups
before you sign the LOI. For
some, this may include envi-
ronmental factors, govern-
ment loans from during the
pandemic, or maybe even
projected retirements of staff
members.

6) Negotiate down the
due diligence period.

Most acquirers will ask
for 60 or 90 days to complete
their due diligence. You may
be able to negotiate this
down to 45 days — perhaps
even 30 with some financial
buyers. If nothing else,
you’ll alert the acquirer that
you're unwilling to see the
diligence drag past the
agreed-to-close date.

If you have prepared your
business for this event, you
will have collected all neces-
sary documents for the
buyer. A good broker, if

used, will assist in this.

7) Make it clear that there
are others at the table.

Explain that while you
think the acquirer’s offer is
the strongest and intend to
honor the “no shop” agree-
ment, other interested par-
ties are at the table.

If you take all seven of
these steps, you will protect
the value of your business as
the balance of power in the
negotiations to sell your
company swings from you
to the buyer.

Now, what if you are the
buyer of one of your com-
petitors? Then flip each of
these to your benefit.

In conclusion, preparing
your business for sale well
before signing a Letter of In-
tent is crucial in retaining
control and maximizing
value. By ensuring your cus-
tomer contracts include
“successor” clauses, nurtur-
ing a robust group of refer-
enceable customers, aligning
your management team, ob-
taining audited financials,
disclosing risks upfront, ne-
gotiating a shorter due dili-
gence period, and subtly
hinting at other interested
parties, you lay a strong
foundation for a favorable
negotiation.

These proactive steps
safeguard the business value
and streamline the sale
process, keeping you in a
position of strength
throughout the transition.

Whether you are a seller
fortifying your exit strategy
or a buyer looking to capi-
talize on opportunities, the
principles  of  thorough
preparation and strategic
foresight remain your most
powerful tools in any busi-
ness transaction.

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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S0-Cal cleaners face new boiler regulations

Continued from page 1
(NoX) from large water
heaters, process heaters and
small boilers by phasing them
out in stages in order to meet
federal air pollution standards
by 2037.

While the final regulatory
details are still being reviewed
by SCAQMD — the deadline
for public comments lapsed
last month — the regulation
stands to affect a large number
of California cleaners who, as
of Jan. 1, 2025, will no longer
be able to install natural gas-
powered boilers or water
heaters in a new building.

SCAQMD regulates
sources of pollution in a wide
geographic area that covers
95% of Los Angeles, Orange,
Riverside and San Bernadino
County populations — totaling

163 cities and unincorporated
counties and nearly 17 million
people.

“Essentially, they’re phas-
ing out any natural gas-fired
boiler or water heater in south-
ern California,” noted Mike
Leeming, national sales man-
ager for Parker Boiler. “They
pick on boilers, which is less
than 3% of the emissions of the
whole basin.”

He is certain that the pro-
posed  amendments by
SCAQMD will create a pair of
particularly tricky new chal-
lenges for cleaners.

As an example, he men-
tioned the logistical problems
that will potentially plague
Milt & Edie’s, a prominent
drycleaning business in Bur-
bank, CA.

“They have two 25-HP

steam boilers. They run those
things 24-7, almost all day and
all night. so their gas bill is
about $14,000 a month,” he ex-
plained.

“Well, the first challenge
they have is they have to bring
in about 900 amps to power
the average electric boiler.
They don’t have it. They have
400 amps now, and both the
city and the Burbank Depart-
ment of Water and Power say
there’s no more to give them,”
he emphasized.

Even if insufficient power
somehow proves to be a sur-
mountable issue for dryclean-
ers, there is also the prospect of
paying much higher monthly
energy costs in order to oper-
ate the electric equipment.

“I did a calculation — util-
ity costs for electricity are 5.3

times that of natural gas — so,
take that $14,000 figure times
53 and that will be his
monthly electric bill!” Leeming
continued. “What are shirts
going to cost now?”

So far, the public com-
ments from the drycleaning in-
dustry noting the potential
financial hardship have not
generated any empathy from
regulators.

“Unfortunately, the feed-
back from the AQMD is that
economic impact is not their
concerns,” Leeming said.

Those seeking ongoing up-
dates on Rule 1146.2 may visit
SCAQMD’s site located at
www.scaqmd.gov and type
“Rule 1146.2” in the site’s
search engine. Then, click on
the link for “Proposed
Amended Rule 1146.2.”

Reliability ana SImplicity

Cleaning Machines. After running our first

Realstar for 15 years with very little trouble
we purchased another one to add to the
capacity. There was never a question

on which one we would purchase. The
reliability, the simplicity, and mostly
the support when there was an issue
were all the reasons we needed to stick
with Realstar. It’s incredible when you
call support and provide your model
number and problem, you feel like the
tech on the phone is standing in front
of the machine with you, immediately you
know you are in good hands. I've been doing

this for 40 years now and have encountered a lot of
vendors but none that I would write a testimonial on,

until now. Keep up the great work you guys.”

— Ben Combs, owner of Judi’s Cleaners
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Production Leader and 17 year
emplayee of Judi’s Cleaners, and Ben
Combs, owner of Judi’s Cleaners.
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EXPO East
show set for
early June

Continued from page 1

ligence). Later that day, Glen
Gould of £
Drycleaning e
Connection in i

Peachtree, GA, 1
explore
the dynamics
of team build-
ing and using

will

. Gould
enthusiasm-
based leadership to increase
performance.

On Sunday, Chris Kuehl of
T Armada Cor-
porate Intelli-
gence
examine cur-
rent economic
trends and
forecast what
lies ahead. Af-
terward, Dan
Miller, CEO of
Mulberry’s
Garment Care,
present
“From Laun-
dry to Litera-
ture”  which

— explores how
Miller 1, leveraged
his accomplishments in the
drycleaning industry into a
way to fulfill his ambitions of
writing.

For those planning on
making the trip, the Gaylord
Palms Resort will be offering a
special convention rate of
$229 /night.

For more information
about either upcoming show
or to register, visit the joint
website located at www.DL-
Expo.org.

Celebrating
85 years
with
hundreds

Continued from page 1

will

will

Since then, Kroner doesn’t
pass up any chances to cele-
brate successes, honor em-
ployees and give back to the
community.

This year’s 85t celebration
gathered an even bigger
crowd and attracted a lot of
media attention, as well, in-
cluding coverage from two TV
news crews and a radio sta-
tion.

“We're part of most cele-
brations of life. We are part of
celebrations of life and cele-
brations of death,” Kroner ex-
plained. “We are the clothes on
somebody’s back. We hear
those stories from customers.
This is a very personal and
unique business.”
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SHIRT TALES

sy DON DESROSIERS

Running a drycleaning plant by the numbers

and written many times

about running a
drycleaning business by the
numbers — that is — to set,
strive for and attain a cer-
tain level of productivity in
each department.

I like to break it down like
this (keep in mind, the goals
will not be the same for
every plant):

Ihave spoken, lectured

Drycleaning Room:
60 pieces per labor
hour (PPLH)

Laundry Washroom:
200 PPLH

Drycleaning Inspection,
Assembly & Bagging (IAB):
60 PPLH

Total Drycleaning de-
partment:
17.5 PPLH

Shirts IAB:
60 PPLH

Total Shirt Department:
28 PPLH

Hot Head:
21 PPLH

It doesn’t matter
whether or not you agree
with these goals or believe
in their attainability be-
cause my point today has to
do with training new em-
ployees.

Often, plant operators
fail to attain their goals and
the official catch-all excuse
is there are trainees in the
mix of employees. Fair
enough.

First of all, you must
make sure that the trainees
have been trained. That is
certainly job one. The prob-
lem with excusing poor
numbers and blaming them
on the “new kid” is that it is
wasteful, costly and com-
plete <insert common barn-
yard animal colloquialism>!
Here’s why.

Let’s say that your laun-
dry manager needs a new
shirt presser. The interview-
ing process takes place and
a new hire is given a job as
a shirt presser.

Let’s assume the equip-
ment is a single buck unit
where the previous presser
regularly pressed 55 shirts
per hour and the total de-
partment PPLH was at 25.

With the introduction of
the newbie, shirts per hour
productivity drops to, say,
40 shirts per hour, and the
total shirt plant PPLH to 19.

Let’s further suppose
that the company policy
here has been that the laun-
dry plant manager reports
his productivity numbers to
the owner daily.

fectively “spend” some of
that money in such a way
that his numbers look fine.

As time goes by, the train-
ing budget depletes, of
course. If the shirt laundry

presser replaced a presser
that was producing, so the
proof exists that quality and
quantity can co-exist.

We can always compli-
cate this issue with the feel-

The question is, when does a “new guy” graduate to
non-new-guy status. When he is pressing 55 shirts per
hour? After 60 days? If it’s a certain amount of time,
does the newbie ever somehow morph from new guy
to under-producing employee on a short leash?

Probably not.

Now, with the 25 PPLH
out the window, the laun-
dry plant manager reports a
subpar number coupled
with the stock explanation;
“We’ve got a new guy press-
ing shirts.”

The question is, when
does a “new guy” graduate
to non-new-guy status?
When he is pressing 55
shirts per hour? After 60
days?

If it’s after a certain
amount of time, does that
newbie ever somehow
morph from new guy to
under-producing employee on
a short leash? Probably not.

In real life, he probably
drops the new guy moniker
when he has begun to min-
gle with the staff and talks
to his co-workers in the
break room — when he
demonstrates that he is part
of the staff

But, the subject is num-
bers and the manager’s re-
sponsibility  for  those
numbers to his superiors.
Naturally, I am presuming
that someone is accountable
to someone else for produc-
tivity numbers. (I wish that
wasn’t such a huge pre-
sumption at so many
plants).

Still, I admit that there
must be some concessions
made when a new em-
ployee is introduced. A
training budget is the first
thing that comes to mind.

Let’s say that you have
calculated into your operat-
ing expenses such a budget,
and that dollar amount is
$20,000 per year. You can
call it $1,650 per month if
you like.

In this scenario, your
laundry manager gets to ef-

in this example processes
2,500 shirts per week, the
actual cost for the differ-
ence in PPLH from 25 down
to 19 is around $300 per
week. Therefore, the man-
ager subtracts $300 from his
training budget, leaving
$1,350 for that month.

Arguably, he would al-
ways be within budget be-
cause he would never run
out of training money as-
suming that he doesn’t ever
hire another person. The
fact is, this is called lying
with numbers.

It is foolhardy to think
that this plant is anywhere
near 25 pieces per labor
hour. The trainee is the per-
sonification of “smoke and
mirrors.”

The trainee excuse will
linger, profits will fall far
short of their potential,
labor costs will be too high,
and it will be too late to ad-
dress the real issue: ill-
trained employees that
under-produce.

So, what is the solution?
It isn’t that complicated. I
always recommend that the
person in charge of a partic-
ular department is really in
charge of labor costs for
that department because it
is such a huge expense.

Sure, quality and serv-
ice remain a large part of
their responsibility too, but
labor cost can never be ig-
nored. With that in mind, a
department manager
should be bonused based
upon pieces produced per
labor hour.

True, low labor cost that
yields poor quality and
service is suicidal, but re-
member how we started
this discussion: the new

ing that the newbie does a
better job than the person
that he replaced, but that
would be a digression from
the point.

How do we compensate
for a trainee’s relatively in-
ferior production rate with-
out penalizing the manager
who is doing the best that
he can?

The answer does lie
with a training budget, but
it isn’t so much measured in
dollars, but rather in hours
or time.

Typically, a newbie is
hired and allowed to get
better with practice. You
probably have become
aware of my feelings re-
garding that. The newbie
will simply get better at
being slow. Nothing more.
If they do get faster, it is
more attributable to chance
than proper training.

What you need to do
when a new hire is intro-
duced is grant the manager
a grace period that allows
for proper training.

To illustrate using the
aforementioned example,
PPLH has plummeted to 19
from 25 and this is directly
caused by the new shirt
presser.

The department man-
ager is allowed to retain his
bonus structure for a lim-
ited period of time — let’s
call it two weeks.

After that time period
has lapsed, the manager
loses his bonus because he
has failed to adequately
train a new employee
within a reasonable time
frame.

You are charged with
setting those time frames. It
might be two days for a

bagger or three weeks for a
shirt presser.

This method puts rea-
sonable pressure on the
manager to do his job while
making it clear that the
company does not afford
him an endless supply of
money for labor.

The manager is granted
artistic license for substan-
dard numbers for a limited
time but knows that it will
cost him personal money if
he doesn’t get on the ball
and train the new shirt
presser.

Now, before anybody
screams “Foul!”, consider
how fair this really is: if you
are the owner reading this,
you are paying a manager
to do a certain job (run a
profitable shirt department)
with built-in bonuses for
reaching certain levels of
quality, service and prof-

itability.
The manager’s pay
structure, by the way,

should always be set up as
a minimal base pay, plus
bonuses. The manager has
to really want the bonuses
to make his job one with a
good pay.

If he fails to meet his
goal, he punches you in the
nose (so to speak) and you
don’t have to pay the
bonuses, so you effectively
get to punch him right
back. In biblical terms it is
known as an eye for an eye.

So, this keeps the pres-
sure on the manager to do
his or her job, certainly a
big part of which is to de-
velop his/her subordinates.

“If you do what you've al-
ways done, you'll get what you al-
ways got.”

Don Desrosiers has been in
the drycleaning and shirt
laundering business since
1978. He is a work-flow engi-
neer and a management con-
sultant who provides services
to shirt launderers and
drycleaners through Tailwind
Systems. He is a member of
the Society of Professional
Consultants and winner of
DLI's Commitment to Profes-
sionalism award. He can be
reached by cell phone (508)
965-3163, or email to: tail-
wind.don@me.com. The Tail-
wind web site is at
www.tailwindsystems.com.
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THE SPOTTING BOARD

By DAN EISEN

Helpful hints for cleaning vintage clothes

here is an increasing
interest by consumers
to not only collect, but

wear the fashions of years
past. Amazingly enough,
people who kept garments
for many years knew some-
thing about preservation. I
have dealt with many peo-
ple who brought vintage
clothing to me wrapped in
tissue paper or a white
sheet that had been pre-
served in pretty good condi-
tion for many years.

The cleaner who under-
takes the cleaning and
restoration of vintage cloth-
ing should know something
about dyes, the fabrics of the
era and also have a thorough
knowledge of chemicals and
expertise in drycleaning
and wetcleaning.

I have been involved for
many years cleaning vin-
tage clothing for museums,
including the Metropolitan
Museum in New York. I have
dealt with many private col-
lectors who buy and sell
vintage clothing.

In the past, I noted that I
was a consultant brought in
to clean Colonel Saunders’

(Kentucky Fried Chicken)
suits that he wore while
cooking his famous fried
chicken. After restoration,
one of the suits was auc-
tioned off and sold for
$80,000.

In dealing with vintage
clothing understand what
fashion, fabrics, trimming
and dyes were used.

Trimmings: Hooks and
eyes were common before
1915. Snaps were common
after 1912. Elastic was used
after 1915 and zippers after
1935.

After 1856, garments
were machine stitched.
Epaulettes appeared on the
shoulders after 1859.

Fibers: After 1910, com-
mercial production of rayon
started in the U.S. Acetate
started in 1953 and acrylic
began in 1950. Polyester
started in 1953.

Fabrics: All fabrics were
used in antique clothing
employing characteristics of
the three major weaves
(plain, twill and satin). This
includes taffeta, brocade,
batiste, velvet, muslim,
crepe and ribbed fabrics.

Dyes: Vegetable dyes
obtained from fruits and
vegetables were commonly
used up until the middle
1800s. Anilin dyes and syn-
thetic dyes were first intro-
duced in 1860. History
reports that sailors intro-
duced blue indigo dyes in
their uniforms because they
did not fade.

After 1930, white be-
came the traditional color
for wedding gowns. Prior to
that, brides had choices of
color including wine, black,
blue, brown and pastels.

Accepting Vintage Clothes
for Cleaning

Vintage clothing in wool
fabrics should be carefully
examined for moth infesta-
tion. Skirts and bodices
used bone and metal inserts
and should be inspected for
damages on the fabric
caused by the inserts.

Beads and trimmings
were usually applied in a
chain stitch, which means
that when the sewing
thread snaps, all of the trim-
ming unravels.

Dye fading can be ob-
served by examining the re-
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verse side of the fabric for
color difference. Buttons
were often made of glass,
which should be removed
before cleaning.

Check for re-dyeing of
the fabric, which was often
the fashionable thing for the
bride to do after a wedding.
The white gown was often
cut down, dyed and used as
a regular dress.

Drycleaning

Dryclean vintage gar-
ments in a moisture-free
load using mild agitation to
prevent fabric damage. Use
proper soap addition to ob-
tain soil removal and pre-
vent redeposition of soil.

When drying the fabric
the drum should be con-
trolled so that the garment
receives less mechanical ac-
tion. This means that the
drum is turned a few times
and the garments are al-
lowed to only lie in the
drum before the drum is
turned again.

Crinolines with bone in-
serts are best handled in
wetcleaning. These should
be soaked with a mild deter-
gent, rinsed and dried on a
wind whip or steam air fin-
isher.

Fringe trimming should
be tied with string and put
into a net bag to prevent
tangling and knotting.

Fortuny is a vintage
pleated dress made of silk.
The pleats were put in by a
method in the early 1900s
and the method was kept a
secret. These dresses should
be twisted and tied and
then put into a net bag be-
fore cleaning. Some colors
may bleed and transfer dur-
ing drycleaning but this can
usually be corrected by re-
cleaning a few times and
making sure no moisture is
used in drycleaning.

Spotting

The spotting of antique
clothing differs in dye sensi-
tivity from today’s modern
fabrics. Due to the vegetable
dyes often used, acids can
cause dye bleeding or per-
manent color changes on
some fabrics.

Cleaners who are used
to using rust remover will
find many dyes that are per-
manently damaged when
used. Test all spotting
chemicals before using.

Digesters are normally
safe to most fabrics but on
old wool may be hazardous.
When using the steam gun

always spot into a towel to
confine loose dye. Stop
spotting if bleeding is no-
ticeable on the towel.

When spotting ribbed
fabrics such as grosgrain or
bengaline, remember to rub
or brush against the ribs,
not with the ribs.

Spot satin and brocade
on the reverse side of the
fabric to prevent yarn chaf-
ing. Although acetate vel-
vets were not popular as a
pile fabric, flattening of the
pile on silk and rayon velvet
can be just as troublesome.
Watch out for any inscrip-
tions or writing on waist-
band areas and avoid
spotting or pre-spotting
these areas.

Wetcleaning

White fabrics respond to
a soaking in sodium perbo-
rate or sodium percarbonate
bleach. Remember to rinse
and sour thoroughly.

Wedding gown buttons
will tend to rust after
bleaching or wetcleaning. A
way to prevent this would
be to sour the gown using
oxalic acid. Removal of the
buttons prior to wetcleaning
may be troublesome but less
bothersome in the long run.

Do not wetclean crepe
fabrics as shrinkage will be
a major problem. Test colors
for dye fastness before wet-
cleaning.

Finishing

Popular sleeve styling
used were the bell shaped
sleeve (pagoda sleeve) and
it should be steamed only
and not creased.

Finishing a wedding
gown is time-consuming as
the gowns consisted of
yards of fabric. After finish-
ing, a gown should be hung
on a hanger and the steam
iron used to remove any
wrinkling remaining. Some-
times using a chain to hang
and raise the gown over a
steam air finisher will be
helpful.

Velvet should be han-
dled using a velvet brush
while steaming the fabric.
Remember, spraying with
water cannot be used on ac-
etate, rayon or silk velvet.

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.
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WRENCH WORKS

BY BRUCE GROSSMAN

Controlling your boiler water level 1V

system used in almost

every drycleaning/laundry
operation called an open loop
return system. There are other
types of return systems, but
they are seldom, if ever, used
for our applications. [Editor’s
Note: For the first three parts of
this series, visit us online at na-
tionalclothesline.com — De-
cember 2023, January 2024 and
February 2024 issues in our
Archives section.]

Like the steam delivery
system, the condensate return
system also has drops between
the individual machines and a
large main pipe running back
to the boiler return tank called
the return header.

Connected to the outlet of
the steam trap is a check valve
of some sort, usually of the
swing check family. The check
valve is used to prevent the
flow of condensate back to the
outlet side of the steam trap.
There should also be a ball-
type shut-off valve after the
check valve, used to isolate the
return system from the check
valve and trap.

Unfortunately, these shut-
off valves are not present in all
installations. If these valves are
not currently installed, why
not install one when you
change out a steam trap? They
are cheap, open quickly, and
are easy to install, providing a
safe and dry environment
when changing traps.

The condensate is pushed

I ‘m using the type of return

back into the condensate re-
turn tank through the return
header. The condensate return
tank is a major part of the
steam system and performs
many functions.

Condensate Return Tank

The condensate return
tank is a large vessel vented to
the outside (some are cylindri-
cal, others rectangular in
shape, and some are built
around the boiler shell) — all
with the boiler return pump
located beneath. The conden-
sate return tank is a multi-pur-
pose device which:

1) Acts as a reservoir or
catch basin for the condensate
returned from all of the steam-
heated machinery, providing a
source to flood the intake side
of the return pump, which
pushes water into the boiler.

2) It contains a device that
supplies new water to make up
for the condensate lost due to
venting, evaporation and the
use of live steam in the finish-
ing and spotting of garments.
In most cases, this is a ball-float
valve operated like the float
valve in most toilet tanks.

3) A convenient mixing
and distribution system for the
addition of chemicals to the
boiler, such as boiler com-
pound and/ or other additives,
which prevent harmful scale
from building up. That scale
can clog the boiler tubes as
well as scavenge (trap and
bind oxygen which is naturally
dissolved in make-up water),

preventing the formation of
carbonic acid (H2CO3) — the
same stuff that tickles your
nose when you drink soda
water (seltzer) too fast. In car-
bonated drinks, it may only
tickle your nose; in steam and
return systems, it dissolves
steel and iron (as in pipes or
tanks) over a relatively short
period of time.

For now, I'll just discuss
item number one on the previ-
ous list — the reservoir aspect
of the condensate return tank.
A pre-set level is maintained in
the return tank by adding
make-up water, often called
city water (water supplied by
an outside source), to the con-
densate returned by the ma-
chinery into the return tank.

Water is pumped from the
return tank to the boiler by
sensing the level in the boiler
and turning the return pump
on and off.

At the outlet of the return
tank, there will likely be a “Y”
type strainer. The strainer traps
particles of scale, rust, corro-
sion, or the occasional nut or
bolt breaking loose and arriv-
ing at the return tank.

After the "Y” strainer,
there is usually a turbine-type
return pump, sometimes called
the condensate feed pump.
Turbine pumps are designed to
push a low volume of water
against a high head pressure.
This pump is required to refill
the boiler with water as the
water is turned into steam, dis-
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tributed throughout the plant.

After the feed pump out-
let, there are generally a series
of check valves (valves that
allow flow in only one direc-
tion). On many boilers, the first
check valve is a stainless steel
spring-loaded metal disk-type
check valve designed to pass
large pieces of debris without
being jammed into an open po-
sition.

The next check valve is
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SECAUCUS, NJ

AHI-STEAM

WWW.HISTEAM.COM + SALES@HISTEAM.COM

TOLL FREE: (888) 460-9292

Perfect for Tuxedo & Bridal Shops,
Clothing Stores, Tailors & Alteration Rooms,
Drop-off Stores, Valet Service, and more!

B ¥ made in Italy

A Complete Instant Pressing Department
Professional strength vacuum board and mini boiler combination.

PND-2500A S
with SvP24 | B ]

PND-3000A | B
with MVP-35B ]

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

PND-1000AD
with SVP-24

ES-2000AR |
Spotting Board

WATCH VIDEO ONLINE
WWW.HISTEAM.COM

usually a swing check or an-
other spring-loaded check
made from bronze with a
Teflon disk.

The purpose of all of these
check valves is to prevent
water from being pushed out
of the boiler, through the
pump, into the return tank
when the pump is off. Return
pumps and check valves are
the most problematic compo-
nents in your steam system.

Well, that’s it for this
month. Next month, we will
deal with troubleshooting
common boiler problems.
Look for a downloadable PDF
file of this article on my Fix-It
Academy website at
www.fixit-academy.net where
even an amateur can learn to
make your own equipment re-
pairs.

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, Vvisit
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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Who is your industry hero?

Introducing
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DRYCLEANING & LAUNDRY
INSTITUTE INTERNATIONAL

Professionals in our industry make a positive impact on the lives of many
people everyday. DLI's new award program is designed to recognize
some of these individuals and thank them for their positive contributions.

DLI's Board of Directors invites you to
nominate inspirational industry professionals
for the industry’s highest honor.

Nominations open April 1

Recipients will be announced later in 2024

Open to all drycleaners, launderers, allied trades, consultants or any
professional involved in the drycleaning and laundry industry

Association membership not required to nominate or receive award

Learn more about the program at DLlonline.org/HoF
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sy JOHN ROTHROCK

Would you choose your own cleaners?

ver the past several

months, I  have

searched for unique
and engaging ways to con-
vey my deeply held beliefs
about drycleaning and how
to serve customers best. Like
many in our industry, I am
passionate about what we
do and how we do it.

As a social media enthusi-
ast, I have discovered that
the comment section on var-
ious drycleaning forums is
an invaluable resource for
many in our community.
However, like all things in
life, it’s a double-edged
sword. One of my favorite
aspects of the comment sec-
tion is that people tend to be
their true selves — exposing
the good, the bad, and even
the wugly parts of the
drycleaning industry. It is
the Wild West of ideas and
information, and it’s up to
the reader to filter out the
wheat from the chaff.

Still, these raw, unfiltered
forms have become an excel-
lent resource when deciding
what to write about. This
month proves to be no ex-
ception, as the comment sec-
tion has me asking the
question, “Would you
choose your cleaners if you
were a drycleaning cus-
tomer?” This seemingly sim-
ple, yet profound, question
lies at the heart of business
success in our industry.

In the harsh world of
drycleaning, where deci-
sions are made daily to en-
sure smooth operations and
profitability,  are  your
choices helping you deliver
real value to your cus-
tomers? As someone deeply
invested in the industry’s
success, I've had the privi-
lege of witnessing countless
opportunities for improve-
ment among owners.

While every business
faces its unique challenges, I
believe there’s massive po-
tential for positive change
that can enhance individual
businesses and elevate the
industry as a whole.

Accessing the customer’s
perspective

To truly understand the
impact of our decisions as
drycleaning owners, we
must step into our cus-
tomers’ shoes. Would they
choose your company over
other drycleaners in the

marketplace, and if so, why?
What are their expecta-
tions, preferences, and pain
points when comparing you
to your competitors? Are
you meeting their needs ef-
fectively and offering some-
thing that sets you apart?
Sure, I could easily talk
about your quality of serv-
ice, pricing and service of-
ferings, but I want to dig
deeper. What friction points
must a customer overcome

chases with just one click.

The solution is not as
straightforward for our in-
dustry and will vary accord-
ing to your business model.

Some of the most recent
solutions developed to re-
duce friction points include:
On My Way, automated
kiosks, 24-hour drop boxes,
crowd-sourced delivery,
lockers, card on file, and au-
tomatic A.I. customer serv-
ice responses.

my first draft and presented
it to Yale’s management
team for review and cri-
tique. Let’s just say the criti-
cism was harsh.

While I had documented
our policies accurately, the
document’s tone did not
align with our company val-
ues and brand voice.

You see, Yale had formal
policies on how to handle
most situations, but they
were more guidelines than

What friction points must a customer overcome to
have clothes cleaned by your cleaners? What are your
Terms of Service, and are they so one-sided that they
only serve to protect your company’s best interests?

to have clothes cleaned by
your cleaners? What are
your Terms of Service, and
are they so one-sided that
they only serve to protect
your company’s best inter-
ests? Understanding these
aspects from the customers
perspective allows us to
identify areas for improve-
ment and innovation.

By addressing these pain
points and aligning our
services with customer ex-
pectations, we can enhance
their overall experience and
foster long-term loyalty.

It’s not just about meet-
ing their needs; it's about
exceeding them and creating
value that resonates with
customers on a deeper level.

Now, you might be ask-
ing yourself, what is a fric-
tion point? In a service like
ours, it’s any obstacles or
sources of dissatisfaction
customers encounter on the
customer journey.

These issues can crop up
at different stages, such as
when they first learn about
the service, when they de-
cide whether to use it or
when they’re using it. Rec-
ognizing and ironing out
these wrinkles is crucial to
keep customers satisfied and
more inclined to stick with
the service over time.

Pick-up and drop-off

Consider Amazon’s one-
click purchase feature as an
example. This genius move
removes all those annoying
extra steps from the buying
process, letting customers
breeze through their pur-

Because Yale Cleaners
does not offer traditional
route delivery, we addressed
one of our customer’s fric-
tion points by implementing
On My Way with a card on
file.

Since its debut in Octo-
ber of 2021, it has been used
by our customers more than
37,000 times as of the time of
writing. And, based on cus-
tomer feedback, they love
the service.

By tackling friction
points like Amazon does, we
can make sure our cus-
tomers enjoy a seamless ex-
perience and keep coming
back for more.

I encourage you to eval-
uate your company’s fric-
tion points and look for
ways to reduce and elimi-
nate as many points as pos-
sible.

Terms of Service

Years ago, I set out to
draft a Terms of Service
(TOS) for Yale Cleaners to
publish on our website.

My goal was to docu-
ment our standard operat-
ing procedures and
company policies for cus-
tomers, explaining the entire
customer journey, including
when things go wrong (fric-
tion points).

I began scouring the in-
ternet for examples as a
starting point and was dis-
appointed at what I found.
Even the biggest operators
at the time did not have a
published TOS, and the few
available lacked substance.

Eventually, I completed

black-and-white rules.

Now, if you have been a
drycleaner for any length of
time, you have had count-
less opportunities to disap-
point customers by either
failing to live up to their ex-
pectations or when some-
thing goes wrong with their
order. Both friction points
can be mitigated with a
well-crafted TOS.

However, please don’t
misunderstand me; simply
posting a TOS on your web-
site will not solve anything.
Creating a well-thought-out
document containing com-
prehensive policies on how
to handle the most common
situations and then using it
as a training tool for your
team is where the magic
happens. Your Terms of
Service should include top-
ics such as: types of clean-
ing, pricing, quality issues,
service issues, lost/damaged
garments, payments, biohaz-
ards, bed bugs, and old
stock, to name a few.

These policies should
not overly favor the com-
pany or the customer but in-
stead strive for a fair,
balanced approach. But, if in
doubt, err on the side of
your customer!

Some policies need to be
black and white with no am-
biguity (pricing), while oth-
ers should allow flexibility
(claims). In the end, after
many conversations with
more experienced team
members, I found the proper
balance on how to best pres-
ent Yale’s Terms of Service

that protect our customers
and company.

Believe it or not, that
document has served us
well over the years.

When a difficult cus-
tomer service situation
arises, reacting emotionally
and not following company
policy is easy. However, fol-
lowing the policy becomes
inevitable if you have taken
the time and effort to create
your TOS and make it avail-
able to team members and
customers.

The best part is that it
will help you develop a
loyal customer base and a
strong company culture.

In my experience, the
daily grind of running a cus-
tomer service business can
sometimes make you lose
sight of being a customer-
first company.

Getting caught in this
trap can lead to making de-
cisions that add pain points
to the customer journey.

It is vital to regularly
self-reflect on the decisions
you make each day, evaluat-
ing your performance to en-
sure that you and your
company stay aligned with
your core values and mis-
sion.

Moving forward, let’s re-
main committed to trans-
parency, proactively
addressing friction points
and embracing a customer-
centric approach.

By continuously striving
for improvement and deliv-
ering exceptional service,
we can ensure that every in-
teraction leaves a positive
and lasting impression.

Together, let’s shape a
future where customer satis-
faction and trust are para-
mount, driving our industry
forward with integrity and
excellence.

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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How well do you know workplace rules?

frequently use in presen-

tations on labor and em-
ployment law. The title of
the slide is Rules. The body
of the slide says: “In the ab-
sence of a rule, please apply
common sense. In the ab-
sence of common sense,
please ask someone to draft
arule.”

I also frequently refer to
Philip Howard, the author
of The Death of Commonsense,
who points out that the gov-
ernment adopts rules to pre-
vent officials from using
judgment. If a rule says
“employers must use six-
inch widgets” and the em-
ployer uses a different-sized
device that is better than a
widget, the rule is enforced
anyway. The book is littered
with numerous examples
where the enforcement of a
rule had bad consequences.

Unfortunately, the fed-
eral, state, and local govern-
ments continue to adopt
rules designed to eliminate
common sense and good
judgment from the work-
place.

I have a PowerPoint slide I

I thought this might be a
good time to point out some
of those rules and trends in
labor and employment law.
Several key trends are
emerging, reshaping how
businesses, legal practition-
ers and employees navigate
the complex landscape of
labor laws and employment
practices.

Key areas of regulation
include labor standards for
home offices, data privacy
and security, and equitable
treatment for remote versus
on-site employees. A recent
article pointed out that re-
mote workers do not get
promoted as quickly as em-
ployees who work out of the
office.

Several key trends are emerging,
reshaping how our businesses, legal
practitioners and employees navigate the
complex landscape of labor laws and
employment practices.

Increased Emphasis on
Remote Work Regulations

The COVID-19 pan-
demic fundamentally
changed the work environ-
ment in many industries,
making remote work a norm
for people who work from a
computer. There is an in-
creased focus on developing
and refining laws to address
the challenges and nuances
of remote work.

Governments are also
exploring wage and hour is-
sues related to remote work,
where it is harder to know if
the work hours reported by
the employee are accurate.

Gig Economy and Worker
Classification

The gig economy contin-
ues to grow, blurring the
lines between traditional
employment and independ-
ent contracting. This has led

UNLOCK SUCCESS WITH
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to significant legal battles
over worker classification,
with implications for bene-
fits, wages and protections.

In 2024, we are seeing
more jurisdictions imple-
menting laws that either
tighten the criteria for clas-
sifying workers as inde-
pendent contractors or offer
a new category of worker
with a blend of employee
and contractor benefits.
These changes aim to pro-
vide gig workers with
greater security while main-
taining the flexibility that
defines gig work.

As I have said in this
column before, there can be
dire consequences from mis-
classifying an employee as
an independent contractor.
Focus on Mental Health in

the Workplace

Mental health has be-
come a central focus in em-
ployment law, in large part
because of the Americans
with Disabilities Act.

Work can be stressful,
and if the stress causes con-
ditions such as depression
or anxiety, it can become
nearly impossible to accom-
modate those potential dis-
abilities under the ADA.

If an employee becomes
surly with a customer, then
blames it on a mental health
issue, discipline becomes
more difficult to administer.

Employers need to rec-
ognize that mental disabili-
ties are protected.

While you may be able
to fire an employee whose
mental health makes him or
her unable to work — but,
that decision needs to be
made in the context of and
with the guidance of the
ADA.

Enhanced Protections for
Diversity and Inclusion

Despite some pushback
in recent months, diversity
and inclusion continue to be
at the forefront of labor and
employment law trends in
2024.

Employers are being en-
couraged, and, in some
cases, required to take
proactive steps in ensuring
diverse hiring and promo-
tion practices.

This sets up the possibil-
ity of discrimination charges
being filed by individuals
who were passed over in
favor of a lesser qualified

applicant based on diversity
and inclusion goals.

It can easily turn into a
no-win situation for the em-
ployer committed to diver-
sity.

If you hire a lesser qual-
ified person for diversity
and inclusion reasons, seek
some legal guidance.

Data Privacy and
Cybersecurity

With the increasing use
of digital tools in the work-
place, data privacy and cy-
bersecurity have become
critical issues in labor and
employment law.

Employers must navi-
gate the fine line between
monitoring for performance
and security purposes and
respecting employee pri-
vacy.

In 2024, we are seeing
stricter regulations on what
data can be collected, how it
must be protected, and the
rights employees have over
their information. This in-
cludes guidelines on the use
of monitoring software, data
breach notification require-
ments, and restrictions on
the use of personal data for
employment decisions.

The use of social media
continues to draw the atten-
tion of government regula-
tors such as the National
Labor Relations Board
(NLRB). If you have employ-
ees posting on social media
about your business, you are
somewhat hampered in how
you respond to it.

There have been numer-
ous instances where the
NLRB has said that disci-
plining an employee for crit-
icizing an employer can be a
violation of the National
Labor Relations Act.

In sum, the promulga-
tion of rules and regulations
continues. Use common
sense when you can, but it is
becoming more difficult to
use that as a defense against
charges, lawsuits and gov-
ernment citations.

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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A response to Wetcleaning vs Drycleaning

Other factors to consider when comparing costs

by Vic Williams

I read with interest the recent
debate regarding wetcleaning ver-
sus drycleaning and the author’s
conclusion that wetcleaning is a
“no brainer” replacement for
drycleaning, either wholly or in
part. [Editor’s Note: See “Wet-
cleaning vs drycleaning: a cost
comparison” in our January 2024
issue located in our archives at
www.nationalclothesline.com]

Much of the article focuses
on initial start-up costs and the
ability to now offer W-D-F (wash-
dry-fold) to customers. While I
agree with a few of the points
made, I believe some drycleaning
options are not mentioned, and
some of the costs and disadvan-
tages to wetcleaning are not ade-
quately addressed.

A few things should be clari-

fied. If wash-dry-fold is the ex-
pected need for a new piece of
equipment, then a standard laun-
dry washer and dryer or a wet-
cleaning system is the way to go.
However, other things should be
considered when comparing wet-
cleaning vs drycleaning.

Allow me to present some ad-
ditional information the equip-
ment buyer will want to consider
before purchasing a new system.

1) Numerous manufacturers
offer drycleaning machines that
feature NO water usage at all.
These machines do not require a
water-cooling tower or water
chiller to accomplish this. These
machines have a refrigeration unit
that is air cooled, eliminating the
need for water at all.

2) Within the last 18 months,

we have worked with many large
drycleaning groups who continu-
ously review the cost of business.

Without divulging sources, I
can say that we are seeing a final
cost of cleaning medium (either
water or solvent) plus detergents,
plus some allocation of pre-spot-
ting costs, to result in a piece cost
of about 21 cents per wetclean-
ing item and 8 cents per
drycleaning item.

The cost of the chemicals
used in wetcleaning is something
to really watch out for since they
are mandatory and are set by the
supplier of the chemical.

3) As we collaborate with
drycleaners around the world and
attend events and trade shows
worldwide, we find there is near
universal agreement that the

amount of training required for
wetcleaning staff to be much
higher than for drycleaning staff.

We also find that wetcleaning
is most successful in couture
cleaners and high-priced cleaners
where a responsible plant man-
ager or owner/operator is the one
doing most of the load sorting and
program choice. Most of these
plants still process most of their
garments utilizing one or numer-
ous drycleaning machines.

4) It is universally reported
that the number of customer
claims and damaged items goes
up the more wetcleaning is used
in the cleaning facility, which of
course is typically due to training
issues, but also can be caused by
human error, going against care
labels, and chemicals failing to
dispense reliably.
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5) Speaking of care labels, re-
member that if you wetclean
something that says “Dry Clean
Only” and it is damaged, there is
not much the Federal Trade Com-
mission (FTC) or the law can do
to back you up.

6) Regarding a 60 Ib. wet-
cleaning machine installation ver-
sus a 60 Ib. drycleaning machine
installation, remember that there
is an incredible amount of load
sorting required with wetcleaning,
so much so that it is not likely
most cleaners will be able to load
a wetcleaning machine to 50 to
55 1bs. per cycle the same way
they can with a drycleaning ma-
chine that does not require any-
where near as much load sorting.

While a wetcleaning cycle
may be faster, you will lose
ground by cleaning a much
greater number of small loads per
day.

7) Regarding the high cost of
drycleaning waste disposal, per-
mits, and other regulatory com-
pliance — since most of the cus-
tomers would be changing from a
perc solvent to an alternative sol-
vent, these disposal costs and fees
are greatly reduced. And, we have
many GreenEarth affiliates who
have special permission to dispose
of their used filter media in the
municipal trash and are exempt
from all air permits and special
operating fees.

8) Some cities are looking
very closely at requiring lint re-
moval from laundry systems be-
fore entering the sewer system.

We are aware of a recent situ-
ation where a drycleaner was
quoted $30,000 to install a com-
pliant lint removal system that
would allow him to operate three
washing machines in the state of
Georgia.

Drycleaning has been consid-
ered a dirty industry for quite
some time but now it appears
laundry is next on the radar.

In my 32 years of experience,
all the best drycleaners in the
world are utilizing wetcleaning to
some degree.

I agree that more pieces can
be safely cleaned in wet cleaning
than in years past; however, this
is an industry with a major train-
ing and service problem that is
only getting worse each year, and
the one-on-one service and sup-
port we may have enjoyed in
decades past is going away.

The training needed to suc-
cessfully wetclean the majority of
the drycleaning pieces is perhaps
more than most drycleaners can
handle.

Please remember that all the
best cleaners have great dryclean-
ing, shirt laundry, hand washing,
and wetcleaning — all the tools
needed to handle the modern
wardrobe.

Vic Williams is the eastern sales
manager for Union Dryclean-
ing Products USA. He has 32
years in the technical field of
drycleaning machines and has
been a drycleaning facility
owner for 21 years.
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This is a TUNNEL

This is a PRESS-FREE FINISHER® ——

ST-9200

ST-92004

® 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

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

www.sankosha-inc.com

To learn more, visit www.nationalclothesline.com/ads
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onyi\imth‘sth world's largest factory,

— — =~

SILVER SV
Vacuum table

FORMPLUS-S
Form finisher

JOLLY
Spotting table

£ FONY':

Utility press

PONY USA/NYM

609 Chancellor Ave.Irvington,NJ 07111
E-mail: sales@pony-usa.com

TOLL FREE NUMBER 1-800-816-2243

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

REPLACE THAT ZEROWASTE OR GALAXY

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

ALL SOLVENTS
SAHARA I

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

7 ) 7 \ GET RID OF YOUR RETURN TANK’S TROUBLESOME
4‘ = L ‘J 4‘ ) BALL FLOAT VALVE
ELECTRONIC LEVEL CONTROL e B~
REDUCE DOWN TIME f m—
; P Y Y
AND SERVICE CALLS | l.J L . Ll.J ‘Tl.J L
REDUGE WATER AND i GG sy RAPIDL;EBI;.INKING
CHEMICAL CONSUMPTION | | oo\ A | oo weR
5 [ ° : |SUI§EI%ET'I‘]%|E0NG
| £ i -
REDIPJ::PEESI:: AAPIJ-IIAN(?EAND | oI : $ swnc:RTE()s:Esn ;
0
|| RED § ! BLINKING
E/ meRrs ot @ © oo 8
MANUFACTURING EZ ﬂm}g{;‘fmss ‘;ulzwﬂ‘:,ﬁlﬁe%z‘:mer?.com
www.eztimers.com =
702.376.6693 *REQUIRES 24 VAC
SOLENOID

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

Contactless Automation
at the Front Counter, Plant & Routes

» Heat Seal Presses - Permanent Barcode Clothing Labels
« EzLabelOff . EzLabelDispenser

« Presses and Solutions for all Budgets

- Best and Free Technical Support Forever

. OSHA, UL, CE and TOV SUD

Safety Certified Presses

Very reliable, easy to fix and upgradeable

Pre-printed Sequentially Numbered

eat Seal Barcode Labels 7

Safely remove a permanent ,barc_ng

abel with EzLabelOff '

Lifta label offin
with EzLabelDisf

g P
-
d

I

=

GARMENT LABELING EXPERTS

EzProducts International, Inc.

The Future

NEXT EXIT A

i | ¥

THE ROUTE PRO
WWW.THERQUTEPRO.COM
(816) 739-2066

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

(%) Rates as low as .05%"

e—

1=

-]

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

e 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? : .
y 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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Rates: $1.70 per Word.

Deadline 10th of the Month
To place an ad, call (215) 830 8467
or download the form at
www.nationalclothesline.com/adform

$35 minimum

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.
3/24

Business for sale in Charlottesville,
VA. Owner retiring. The longest run-
ning and most successful operation in
the community with 60+ years of serv-
ice. Conveniently located near the Uni-
versity of Virginia Darden, Law & JAG
schools. Clients include several UVA
departments, local hotels and munici-
pal departments. Longstanding cus-
tomer base. Recent major equipment
upgrades. Contact David Cooke at
(434) 981-1667 or send email to:
davidcooke2@mindspring.com.

3/24

Help

Wanted

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.

3/24

Buy Sell Trade in National Clothesline
Put your ad before a nationwide indus-
try audience. To place your classified
ad, contact us today at (215) 830-8467
or visit us online at www.national-
clothesline.com.

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.

Visit these advertisers’ web sites!
Links to all are listed at
www.nationalclothesline.com/ads

Equipment

and Supplies

et
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

Waste Water

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

Plant Equipment for Sale
All equibment in working order

with proper maintenance

* Unipress, multiple presses
available, New & Used

* 2 Columbia Drynique 60# auto
reclaimer w/microproccesor

* UniMac 60# auto reclaimer
w/microprocessor, (2 new &
2 used)

* Chillers

* Fulton Boiler - 30 Ib.

* Quincy Compressors- 1 Screw &
1 Piston conveyor w/dryer

Call 479-806-7401
for details and pricing

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.

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-

cleaners

SUPPLY

GREAT PRICES.
FAST DELIVERY.

OVER 20,000
PRODUCTS
IN-STOCK.

1-800-568-7768
CLEANERSUPPLY.COM

Training &

Education

I NDEPENDENT

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
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.

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

* National

& NeL Profile

Life goes on

Read More

Light always follows darkness

by Peter Blake

Ithas been a long, interesting
and challenging 18 months, to
ave

sa

Clothesline&

NATIONAL CLOTHESLINE

SERVING THE DRYCLEANING INDUSTRY FOR OVER 60 YEARS

Industry balancing act to
continue in 2022 back

EXPO

the last 11

tobe

Read More

Don's wishlist to St. Nick: 2021

by Don Derosiers

FallFest EXPO pushes date

Even though interest for

i —
o wronzontwasans  GUINTERA e Srcranans
A i ar

ATribute to James Peuster

by Mark Albrecht and Jennifer
Whitmarsh

mayercorp@aol.com. tfc
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Does UNION have a machine for Sensene?

Of course we do!

1-800-433-9401
www.uniondc.com

America’s Best Selling Brand of Dry Cleaning Machines

\
\

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




