
By Peter Blake 
      The South Eastern Fabri-
care Association’s (SEFA) inau-
gural Drycleaning and 
Laundry EXPO East show  that 
took place in early June was a 
huge success when measured 
with every industry metric.  
      SEFA opted to forgo the 
traditional regional show for-
mat, and instead worked on 
creating an event that was de-
signed to attract participants 
from all over the eastern 
seaboard. Fortunately, it did 
not disappoint. 
      Overall, there were over 
700 attendees and exhibitors at 
the event. Altogether, 
drycleaners from 32 states and 
three countries showed up. 
The DL EXPO East proved to 
be appealing to an industry 
thirsting for knowledge and 
networking. 
      Not only did the show 
have a new name — it was pre-
viously known as the Southern 
Drycleaners and Launderers 
Show — but it also had a new 
venue and style. 

      SEFA made the decision to 
move the show from a tradi-
tional exhibit hall to a high-
end resort — in this case, the 
Gaylord Palms Resort and 
Convention Center. in Kissim-
mee, FL. 
      That decision made it so 
everything you needed was 
under one roof — the show 
floor, the hotel rooms, the ban-
quet facilities, and the dining 
options. There was no need to 
leave the property and people 
took advantage of it. 
      In fact, family members 
were nearby swimming and 
playing at the resort while 
work was being conducted on 
the show floor. 
      “By all accounts, the EXPO 
East was better than we had 
hoped for,” said SEFA Presi-
dent Jason Windham. “We had 
a 30% increase in attendance 
over our last show in Birming-
ham, AL, back in 2018. To me 
that is amazing since, by all ac-
counts, our industry has 
shrunk by 25% since then. The 
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DL EXPO East draws crowd of cleaners to Kissimmee

Giving charity, gaining clarity

In May, DLI President Kathy Benzinger (left) made many new friends at the Or-
phanage Estado 29 in Ensenada, Mexico. She joined a group of charitable clean-
ers on a recent trip south of the border to support and spend time with some of 
the nicest kids on the planet. For the full story, go to page 6.

Over 700 attendees and exhibitors showed up to the first DL EXPO East event, pre-
sented by the South Eastern Fabricare Association (SEFA) whose board members 
cut the ribbon during its opening ceremony (top photo). Whether on the show floor 
(bottom left photo) or in the educational sessions (bottom right photo), attendees 
were there to do business or work on their business. Also during the weekend, Kyle 
Nesbit (bottom center photo) began his new term as president of DLI.Continued on page 8

DL EXPO West makes plans to impress in Las Vegas
      With the first half of the 
new regional show format ex-
perience a success — the DL 
EXPO East 
drew a large 
number of 
cleaners to 
Kissimmee in 
June — attention now turns to 
the second half. Expectations 
are big for the DL EXPO West, 
which will debut from Oct. 4 to 

6 in Las Vegas. It will be at the 
Horseshoe Hotel and Casino. 
      Registration for the event is 

free to all drycleaners. 
There will be a Sneak 

Peek Welcome Recep-
tion from 5 to 7 p.m. on 
Friday evening down in 

the exhibit hall. It will officially 
open from 10:30 a.m. to 5 p.m. 
on Saturday and from 10:30 
a.m. to 3 p.m. on Sunday. 

      The educational sessions 
will begin on Saturday morn-
ing at 8:15 a.m. with a program 
by Brian Wallace, CEO of the 

Coin Laundry 
Association. He 
will discuss the 
“Top Trends in 
Wash-Dry-Fold 
and Pickup and 
Delivery.” 

He will be fol-

lowed by Andy 
Gibson, CEO of 
Tide Services, 
who will speak 
at 9:15 a.m. on a 
topic still to be 
determined. 

In the after-
noon, Jeff Schwarz, the “Stain 
Wizard” from Wilson Chemi-
cal, Co., will present a session 
on “The Magical Power of 

Bleaches” from 1:30 to 2:15 
p.m. 
      Then, Bruce Grossman of 
EZtimers Manu-
facturing will 
present a pro-
gram on “Ma-
chine Problems? 
Find it. Fix it. 
Forget it!” from 
2:30 to 3:15 p.m. 

Wallace
Grossman

Gibson

Continued on page 8
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Summer has begun and there’s a lot on the mind of our columnists... 
including coupons. If you are not a fan of the coupon, you can blame Coca-Cola. 
The soda company is credited with giving out the first coupon in 1887. The offer 
was for a free glass of Coke (which retailed for five cents at the time). The goal 
was simply to get consumers to try the new product and it worked well, to say 
the least. Between the years of 1894 and 1913, the company gave out 8,500,000 
free drinks. It was estimated that one in nine Americans had used a coupon for 
a free Coke. Today, the company has a net worth in the ballpark of $270 billion. 

Of course, the offer would have been a monumental disaster if people had 
not liked the coke and decided they would not try it again. Even with the success 
from that initial usage, it wasn’t until the Great Depression that coupons became 
more popular when people tried to save money any way they could. 

So, if you are not a fan of the coupon, you might be in the minority view. 
In America, at least, it’s a time-honored tradition of the vast majority. According 
to Discount Marketing Statistics compiled and released by CapitalOne Shopping 
Research, 91% of all Americans used at least one coupon in 2022. Additionally, 
177.9 million U.S. adults redeemed digital coupons that year. 

Some other interesting findings included only 17% of Americans claim 
their shopping behavior is unaffected by coupons. As for those who do use them, 
38% of American consumers said they buy more than they intended with a 
coupon and 67% will make an unplanned purchase because of a coupon. 

In other words, don’t discount the use of coupons. There is no question that 
they are extremely effective. The only question is how to utilize them. This 
month, columnist John Rothrock offers a thoughtful examination of how 
drycleaners can successfully use coupons to grow their business. As he 
emphasizes, “Coupons aren’t about sacrificing profit margins; they’re about 
strategically attracting new customers and encouraging existing ones to spend a 
little more.” Honestly, even if you do not like giving discounts, read his column 
on page 10. It is absolutely worth every second of your time. 

Please keep in mind, though, that before offering any coupon discounts, 
you should make sure that your services are already priced appropriately. 
Perhaps you are like too many cleaners who have absorbed rising costs over the 
years in fear of losing customers. In his column this month on page 20, Don 
Desrosiers notes, “If saving a dollar a week was the last reason that a customer 
was coming to you, then you are missing something. You need to completely re-
evaluate your store and ask why any of your customers come to you.” 

Hopefully, your customers come to you because of your impeccable 
quality. Speaking of which, professional cleaners are expected to revive and 
restore garments to their original luster, part of which includes restoring the 
finishing agents that manufacturers used while making the garments. Our 
spotting expert Dan Eisen will walk you through the art of restoring those 
finishing agents in his monthly column on page 12. 

Another consideration at this time of year is how hot your drycleaning 
machine is running as outside temperatures continue to rise. Bruce Grossman 
offers a great guide on page 16 that will walk you through how to avoid cooling 
problems and breakdowns during the hottest months of the year. 

It is also a good time to brush up on some of the essential things that every 
supervisor of employees should know, according to legal expert Frank Kollman 
who always give solid advice. Make sure you’ve taken care of everything on the 
list on page 18. 

Lastly, even if your business is running on all cylinders at the moment, are 
you selling your services the best you can? More importantly, are your 
employees empowered to do the same? This month, Kermit Engh explains why 
employees often struggle to sell as well as the owner, and what can be done to 
rectify it. For his column, go to page 22. 

So, as it gets hotter and hotter, sit back, have a Coke and enjoy one of the 
best things in life that’s been free for over 60 years and counting... your monthly 
issue of National Clothesline. Enjoy!

12 Dan Eisen Follow these guidelines when restoring 
finishing agents to garments

6 Newsmakers

26 Classifieds

10 John Rothrock Don’t discount the use of coupons; the 
right strategy can be extremely effective
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Continuing a charitable collaboration for kids
       As president of the 
Drycleaning and Laundry In-
stitute (DLI), Kathy Benzinger 
was well aware of the longtime 
efforts of many California 
drycleaners who had gener-
ously donated time and money 
to help improve the lives of the 
children of Orphanage Estado 
29, located in Ensenada in 
Mexico. 
       However, with her Ben-
zinger’s Clothing Care busi-
ness located in New York state, 
she had never been able to 
make a trip before. 
       Back in May, she decided 
to rectify that matter just a few 
weeks before she’d officially 
pass the DLI president’s gavel 
to Kyle Nesbit of Tide Clean-
ers. Fortunately, she had some 
seasoned tour guides along for 
the ride, including Bobby Patel 
of Kona Cleaners and Ray 
Rangwala, owner of Esteem 
Cleaners and one of the found-
ing amigos of the 3 Amigos Or-
phanage Foundation that has 
supported Estado 29 for over 
20 years. 
       In all, 14 volunteers em-
barked on the four-and-a-half 
hour trip south of Los Angeles 
to Ensenada. 
       Once they crossed the bor-
der, Benzinger noted that it 
was a “sobering experience, 
marked by the stark contrast 
of poverty and hope.” 
       According to the Mexican 
organization CONEVAL (a.k.a. 
the National Council for the 
Evaluation of Social Develop-
ment Policy), 36.3% of the 
country’s population were in a 
state of poverty in 2022. 
       While the sight of extreme 
impoverished conditions can 
be hard to bear, there is also 
plenty of hope in places like 
Orphanage Estado 29. 
       It was founded in 1957 by 

Mexican minister Jose Acosta 
Zamora who housed five or-
phans originally. 
       Since then, it has always 
served as a haven for children 
of various ages and back-
grounds who have faced 
unimaginable hardships. At 
times, it has housed as many 
as 90 children ranges in ages 
from 2 to 17. 
       The children who live 
there study for school, com-
plete chores and even play as a 
small dedicated staff takes care 
of their daily needs and helps 
prepare them for life on their 
own when they become adults. 
       Benzinger witnessed much 
of that dedication firsthand. 
       “I spent a lot of time in the 
kitchen because, number one, I 
don’t know how to speak 
Spanish so it was hard for me 
to communicate with the 
kids,” she explained. “I’m not 
real crafty. I don’t like to bake, 
but my skill set is I can wash 
dishes and I can peel potatoes. 
So, I spent a lot of time in the 
kitchen and I was just trying to 
understand how one person 
could feed 24 people every 
day, day in and day out.” 
       Through the use of the 
translation skills of Google, she 
asked the staff member.  
       “I said, ‘How do you do 
this every day?’” Benzinger 
continued. “She said, ‘Many 
days I get tired, but then I 
think of the children and it 
keeps me going.’” 
       Meanwhile, the children 
themselves keep going despite 
no TV or cell phones. Instead, 
they spend time with a loving 
staff, which, perhaps not sur-
prisingly, includes former resi-
dents of the orphanage who 
wish to give back to the place 
that made them feel safe. 
       In addition to all the usual 

activities of daily life, the chil-
dren often receive fun visits 
from their American friends 
who help keep the orphanage 
funded. This time out, all of 
the kids were given a special 
treat: a night out at a nice 
restaurant. 
       “This was one of the things 
that we wanted to do for 
them,” Benzinger said. “We 
took them to this lovely farm 
to table restaurant – 24 chil-
dren. I was fortunate enough 
to be in the last seat at the 
table, so I sat with all of the 
children. 
       “The behavior of these 
children and the appreciation 
that they had… there wasn’t any 
leftover food. Their manners 
were impeccable despite all that 

time they had to wait for their 
meals because it was such a 
large group. Remarkable! They 
are the nicest children in the 
world.” 
       Also during the visit in 
May, the children spent time 
baking cookies, face painting, 
making friendship bracelets 
and playing games of Skip-Bo, 
Uno and basketball. 
       The food pantry was fully 
restocked with supplies from 
the local grocery, and two den-
tists and three dental volun-
teers were brought along to ex-
amine and treat each child. For 
many, it was their first en-
counter with a dentist ever. 
       Once the visit ended and 
Benzinger returned back 
home, the raw emotions from 

the experience followed her. 
Even now, it’s difficult to dis-
cuss without choking up. 
       “I want everybody to feel 
the way that I felt because 
there’s nothing in this world 
that you could buy or earn or 
have that gives you this feel-
ing,” she said. “I think we’re 
all chasing something, but we 
don’t know what that some-
thing is, and it was just nice to 
stop chasing and to realize that 
I have everything I need and 
that others don’t. So, I provide 
that. How can I make a differ-
ence?” 
       Those who wish to help 
make a difference with the 3 
Amigos Orphanage Founda-
tion can visit them online at 
www.3aof.org. 

For over 20 years, the 3 Amigos Orphanage Foundation has raised funds to support 
the Orphanage Estado 29 located in Ensenada, Mexico. Volunteers for the charity 
took part on a recent trip, including (top right photo, left to right): Hiten Shah, 
owner of Fantastic Cleaners; Bobby Patel, owner of Kona Cleaners; Kathy Ben-
zinger, owner of Benzinger’s Clothing Care; Johny Ng and Ray Rangwalla, owner 
of Esteem Cleaners and one of the three amigos who originally founded the 
fundraising venture.

NEWSMAKERS
Last month, Martinizing 
Cleaners unveiled an updated 
logo to reflect the brand’s 
celebration of its 75th 
anniversary. Since its 1949 
founding in Buffalo, N.Y. by 
Henry Martin, the brand has 
grown to more than 350 store 
locations operating across 
seven countries including the 
U.S. and Canada. The new 
logo includes a silver 75 
behind the iconic royal blue 
Martinizing Cleaners logo. 

      “Celebrating 75 years of 
franchising the Martinizing 
brand showcases the 
remarkable collaboration 
between our franchise owners 
and corporate team over the 
years,” said Kevin duBois, 
CEO of Clean Brands™ LLC, 
franchisor of Martinizing 
Cleaners. 
      Henry Martin founded 
Martinizing upon the belief 
that smaller, full-service 
drycleaning plants could be 
more cost-effective while 
providing faster local service. 
The company began 
franchising and grew its 
footprint into Europe, and by 
the 1950s, Martinizing had 
already become an 

international household name. 
      In 2021, Martinizing was 
purchased by Clean Brands™ 
LLC, a multi-brand 
drycleaning and laundry 
entity that also includes Lapels 
Cleaners, 1-800-DRY-CLEAN, 
Pressed4Time, Dry Cleaning 
Station and Bizziebox. 
      “Martinizing Cleaners has 
defined our industry since its 
inception, but at the same time 
we have constantly evolved,” 
said DuBois, “While the 
clothes we wear and our 
cleaning needs may have 
changed, our dedication to 
service has not.” 
––––––––––––––––––––––––––– 
value drycleaners of Amer-
ica LLC (VDA), the company 

that franchises the ZIPS Clean-
ers brand, announced recently 
it has become the exclusive de-
veloper of Mulberrys Garment 
Care franchise locations 
throughout the U.S. Mulberrys 
has 13 locations across San 
Francisco and Minneapolis. 
This agreement will expand the 
brand into new markets — ini-
tially in the Baltimore/ Wash-
ington D.C. region. 
      Members of the ZIPS cor-
porate team will now support 
existing ZIPS and Mulberrys 
franchisees in opening and op-
erating new locations, while 
courting additional investors 
to join the ZIPS/Mulberrys 
family. Mulberrys’ founder 
dan Miller is continuing as an 

advisor to VDA and operator 
of existing Mulberrys loca-
tions in San Francisco. 
      “Both of these brands 
meet a need in the market and 
combined, provide excellent 
options for both consumers 
and franchisees,” he said. 
      “The garment care indus-
try is growing and changing as 
consumer preferences, demo-
graphics, and lifestyles are 
shifting. This partnership al-
lows us to offer franchise op-
portunities that can be 
customized for each geo-
graphic area to meet the needs 
and preferences of consumers 
in these regions,” said Bob 
Barry, president/CEO of VDA, 
Gemini Brands and ZIPS.
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attendance was really great all 
weekend. I think the resort had 
a lot to do with it.” 
      “I spoke to each vendor 
personally,” he added, “and 
everyone of them expressed 
what a great show they had, 
how impressed they were with 
the traffic flow on the floor, 
and how much they valued the 
quality of the attendees. They 
were there to do business, and 
to work on their businesses.” 
      Saturday morning kicked 
off with two excellent educa-
tional presentations. First up 

was Terry Brock and Gina Carr 
from Stark Raving Entrepre-
neurs. 
      They explored the use of 
AI (artificial intelligence) in 
small business marketing. 
      Their program offered 
valuable insight into how to 
use the technology and they 
included some real-world ex-
amples of how it can be used 
effectively. 
      Next up was Glen Gould 
of Drycleaning Connection in 
Peachtree City, GA, who has a 
unique background as a for-
mer teaching golf professional 

at  world-renowned courses, 
and as an entrepreneur in 
many successful ventures, in-
cluding as a successful speak-
ing professional. 
      While his presentation ex-
plored some of that storied 
background, it really explored 
the relationship you have with 
your teams, with the people 
you depend on  — and what 
motivates them. 
      Attendees learned how 
they need to relate to their 
teams, and more importantly, 
how to lead them. 
      During the exhibit hall 

hours, there were often crowds 
of people in the aisles taking a 
close look at all the latest in in-
dustry technology. There were 
constant equipment demon-
strations happening through-
out the day. 
      Sunday morning opened 
with two more dynamic pre-
sentations, the first was by 
Keith Prader of Armada Cor-
porate intelligence. 
      He started the morning off 
with an exploration of the eco-
nomic trends we have been 
witnessing in recent times and 
what economic scenarios likely 
lie ahead. 
      The economic issues we 
have been facing — the job 
market, inflation, interest rates 
— have kept many business 
owners on the edge of their 
seats. The prognosis for the fu-
ture, however, was still a posi-
tive one. 
      Prader shared his belief 
that the future holds vast op-
portunities and that people 
will see things loosening to-
wards the 4th quarter. 
      Next up was Brian Rashid 

of Brian Rashid Global. He is 
an expert social media mar-
keter, filmmaker and story-
teller. 
      He explored the power of 
using video in your marketing 
and he strongly urged those re-
luctant to use it to consider the 
tremendous upside — but only 
if you can get beyond those 
self-imposed limitations.  
      He also showed how some 
new AI technology makes ed-
iting and creating video con-
tent extremely easy.  
      The new program — that is 
still under development — is 
an easy-to-use tool that can 
turn everyone into a film-
maker. To illustrate his point, 
Rashid took a few short videos 
of one of the participants, in-
terviewed him, then uploaded 
the content and edited it into a 
final piece right there, demon-
strating the ease of use of the 
program and the professional-
looking results.  
      It should be noted that 
SEFA is working on develop-
ing a full-day workshop on the 
AI editing tool in the future.

Forenta acquires GMS
      Forenta President Rusty 
Smith and Garment Manage-
ment Systems (GMS) Presi-
dent Brett McLeod recently 
announced during the DL 
EXPO East exhibit show in 
Kissimmee, FL, that Forenta 
has acquired GMS. 
      Currently located in Lit-
tle Rock, AR, GMS is the pro-
ducer of the Quicksort 
assembly conveyor, the 27/7 
Express conveyor and the 
QuickTag labeling system. 
      The relocation has begun 
to move GMS’s operations in 
Little Rock to Forenta’s 
85,000 sq. ft. plant located in 
Morristown, TN. 
      To ensure a smooth tran-
sition over the next few 

years, Forenta will retain the 
services of McLeod, who 
founded GMS, and key GMS 
employees. 
      “The primary product we 
were interested in acquiring 
from GMS is a garment/con-
veyor/kiosk system that al-
lows a drycleaning customer 
to pick up and drop off his or 
her clothes any time of the 
day or night by using the 
kiosk touchscreen,” Smith 
noted. “The kiosk controls 
the garment conveyor by 
bring the customer’s clothes 
in line with a window that 
only allows access to that 
particular conveyor slot. This 
is becoming very popular 
around the country, in partic-

ular, the larger cities which 
employ more professionals.” 
      For more information on 
Forenta, visit them online at  
www.forentausa.com. 

      Both Saturday afternoon 
programs will be repeated on 
Sunday, as well. Schwarz is 
slated to speak from noon to 
12:45 p.m. and Grossman will 
speak from 1 to 1:45 p.m. 
      Earlier on Sunday morn-
ing, there will also be a pro-
gram presented 
by Chris White, 
executive direc-
tor of America’s 
Best Cleaners. 
      He will ex-
amine to topics 
of “Fashion Cir-
cularity and You” from 9 to 10 
a.m. 

      A discounted room rate 
has been secured by the spon-
soring associations — Califor-
nia Cleaners Association and 
Southwest Drycleaners Associ-
ation — through Sept. 12. 
      There is a direct link avail-
able from the official show 
website — located at www.dl-
expo.org — that can be used to 
access a secure reservation 
link.  
      Otherwise, attendees 
should call the reservation cen-
ter directly at (800) 358-8777. 
They should mention the 
Drycleaning and Laundry 
EXPO West show; the code is 
SBDLE4.
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Continued from page 1

EXPO West plans to 
impress in Vegas

White

Continued from page 1

Forenta President Rusty 
Smith (left) places his 
company’s logo on a Gar-
ment Manufacturers 
Service kiosk as GMS 
President Brett McLeod 
(right) looks on.

       This month, the Dryclean-
ing & Laundry Institute (DLI) 
has a pair of stain removal pro-
grams on the schedule, includ-
ing the beginning of a special 
West Coast Stain Removal 
course in Anaheim, CA. 
       It will feature five days of 
online training and one day on 
on-site training at U.S. Western 
Multitech, in Anaheim, CA. 
       The online sessions will 
run for two hours each on July 
24, 29, 31, August 5 and 7. Stu-
dents must attend all five ses-
sions before choosing Aug. 14 
or 15 for their live in-person 

training day at the Multitech 
facility. 
       Prior to the start of that 
course, DLI will offer a fully 
online Virtual Stain Removal 
course. 
       It will offer  a seven-day 
mix of live lectures, videos and 
hands-on activities. It will take 
place on the dates of July 9, 11, 
16, 18, 23, 25 and 30 from 1 to 3 
p.m. EST. 
       For more information on 
any of DLI’s upcoming pro-
grams, call (800) 638-2627 or 
visit them online at DLIon-
line.org. 

DLI plans two July 
stain removal classes
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C oupons are not a dirty 
word. Let me repeat 
that, coupons are not a 

dirty word, but instead a 
valuable tool. 

    

Many in our industry be-
lieve offering coupons to 
current or potential cus-
tomers puts them in the 
same category as those “dis-
count cleaners.” If you find 
yourself in that camp, keep 
reading. If you’re open to 
the potential benefits of ac-
tively promoting your busi-
ness with coupons or other 
discounts, the following in-
formation could help you 
achieve huge results. 

    

This article isn’t another 
coupon chorus, simply re-
peating what has worked 
for me, but trying it in your 
market. Instead, we will ex-
amine the reasons coupons 
work and then build an ef-
fective coupon strategy 
based on market research 
that delivers measurable re-
sults. Once you know the 
why, you will be able to tai-
lor this strategy to meet 
your company’s specific 
needs, with the potential to 
boost your business signifi-
cantly. 

The Case for Coupons 

       The humble coupon is a 
remarkable tool yet it is mis-
understood by so many in 
drycleaning. When used 
properly, it will attract new 
customers while helping to 
keep existing clients loyal. 
       Coupons tap into our 
desire for a good deal, mak-
ing your drycleaning service 
instantly more attractive. 
       Beyond a simple dis-
count, coupons are a versa-
tile tool to boost sales in a 
variety of ways. Coupons 
allow you to essentially 
have two different price 
lists: one for price-sensitive 
clients and one for those 
who are not. 
       They can also encourage 
customers to bring in more 
garments than they nor-
mally would. Coupons can 
incentivize customers to 
come in during off-peak pe-
riods. Launching a new 
service? A discount coupon 
can spark interest and en-
courage customers to give it 
a try. Of course, coupons 
aren’t a magic bullet. 
Drycleaners must balance 
the reduced profit margin 
per cleaning with the in-
creased customer volume 

coupons can bring. 
       They also need to avoid 
customers becoming reliant 
on discounts and waiting for 
coupons before using the 
service. By strategically 
using coupons and consider-
ing the potential drawbacks, 
drycleaners can unlock a 
powerful marketing tool to 
grow their business and 
keep customers coming back 
for more. 

Coupon Psychology 

       Coupons are effective 
because they use targeted 
m a r k e t i n g 
s t r a t e g i e s 
that tap into 
c o n s u m e r 
behavior to 
achieve a 
desired busi-
ness out-
come. Rest 
a s s u r e d , 
these are not 
just empty 
promises. 
       B e l o w 
are five tried 
and true tac-
tics you can 
l e v e r a g e 
with the 
right offer to increase your 
sales: 
       1) Price Sensitivity. Peo-
ple are naturally attracted to 
discounts. Coupons offer a 
way to save money, which 
can incentivize a purchase 
they might have otherwise 
hesitated on. 
       2) Perceived value. A 
coupon creates the feeling of 
getting a good deal, increas-
ing the perceived value of 
the service. This can make 
customers feel more satis-
fied with their purchase. 
       3) Trial and discovery. 
Coupons can encourage cus-
tomers to try a new 
drycleaning service they 
might not have considered 
before. This is a great way to 
gain new customers. 
       4) Increased Sales. 
Coupons can motivate exist-
ing customers to dryclean 
more garments or try addi-
tional services, leading to 
higher sales volume for your 
business. 
       5) Strategic Targeting. 
Coupons can be targeted to 
specific demographics or 
needs. This allows you to at-
tract new customers or in-
centivize existing ones to 
use underutilized services 
(use mailing lists or targeted 

online ads). 

data drives decisions 

      Market research is cru-
cial for crafting effective 
coupon strategies. Accord-
ing to the 2023 Cleaners 
Supply Consumer Sentiment 
Study, the market over-
whelmingly prefers mid-
priced drycleaners by a 
two-to-one margin. 
      The study also high-
lights a key insight: cus-
tomers strongly believe they 
know how much various 
items cost to be cleaned. 

However, when asked what 
they were paying for spe-
cific items, their answers 
were all over the place, 
meaning that customers 
truly don’t know their 
drycleaner ’s unit prices. Re-
member this nugget of wis-
dom for later. 
      Several years ago, Yale 
Cleaners conducted our own 
consumer research study 
that focused on these same 
issues. While our study pro-
duced similar results, we 
took the questioning a little 
further. Our respondents 
were asked how much 
money they typically spent 
on each drycleaning visit, 
how confident they were in 
their answers, and what that 
number was. Our cohort re-
sponded they were very 
confident they knew exactly 
how much they spent on 
each visit. 
      Next, we took the dollar 
amount they provided and 
were able to cross-reference 
it to their actual spending 
history. Unlike the unit price 
answers, our study found 
that this time, customers 
were correct. They know ex-
actly how much they spend 
each time they visit the 
cleaners. Now, combining 

these insights to build our 
coupon program, we are 
ready to move forward. 

A Winning Strategy 

       To recap, the goal is to 
provide a coupon (offer) to 
future or current customers, 
incentivizing them to bring 
in more items to be cleaned, 
thus increasing our daily 
piece count volume. The 
offer must be easy to under-
stand and simple to imple-
ment. It needs to have an 
expiration date to create the 
illusion of missing out on 

the deal. 
Lastly, we 
need a way 
to control 
and track 
the offer, so 
c u s t o m e r s 
don’t be-
come reliant 
on the dis-
count. 

From 
the research, 
we learned 
that cus-
tomers don’t 
know what 
s p e c i f i c 
items cost, 

and we want our offer to be 
inclusive. So, a “bring in 
four laundry shirts, get one 
free” won’t work. Plus, this 
offer could exclude female 
customers. For the same rea-
sons, “Pants Special $3.99, 
Regularly $6.99” won’t 
work, either. 
       ditch the Unit Price 
Focus. Traditional coupon 
structures that focus on spe-
cific garments or discounted 
unit prices are ineffective 
because customers are 
largely unaware of unit pric-
ing. 
       Leveraging Customer 
Habits. We can use the aver-
age spending per visit data 
to create targeted offers that 
incentivize customers to 
spend more without dis-
counting their usual clean-
ing routine. 

Putting It into Practice 

       Let’s say your point-of-
sale system reveals an aver-
age spend of $37 per visit. 
We can use this data to de-
sign a strategic coupon offer. 
       Our coupon offer is: 
Take $10 Off, $45 Minimum 
Order. 
       At face value, this is a 
22% discount, which is 
enough to get new cus-
tomers in the door. 

       Current customers will 
initially see that they can get 
more clothes cleaned for a 
little less than they normally 
pay. But, since neither cus-
tomer group knows unit 
prices, they will have to 
guess. Current customers 
will likely put “a few more 
items” into the bag, just to 
be sure. 
       In the end, most cus-
tomers’ total is higher than 
the $45 minimum, and their 
average discount is less than 
22%. The result is a win-win; 
the current customer gets a 
deal and you get more vol-
ume. New customers get a 
deal while giving you more 
volume and the opportunity 
to win their future business 
with your high-quality and 
amazing service. 
       While there’s a lot more 
to developing a comprehen-
sive coupon strategy, these 
basic principles should help 
you design offers that not 
only meet your goals but 
also entice customers into 
your store.  
       Coupons aren’t about 
sacrificing profit margins; 
they’re about strategically 
attracting new customers 
and encouraging existing 
ones to spend a little more. 
If implemented correctly, 
coupons can be a powerful 
tool for growing your 
drycleaning business. 

John Rothrock, a University 
of Oklahoma alumnus and 
Certified Garment Care Pro-
fessional (CGCP), leads Yale 
Cleaners in Tulsa, Oklahoma. 
John is passionate about ex-
ceeding customer expecta-
tions and innovation in the 
drycleaning industry. His ex-
pertise extends beyond gar-
ment care, with a viral video 
educating viewers on the 
drycleaning process. Cur-
rently, he leverages his in-
dustry knowledge by serving 
as the second vice president 
of the Southwest Dryclean-
ing Association (SDA).

Don’t discount the power of coupons

TURNAROUND TIME
BY JOHN ROTHROCK          
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THE SPOTTING BOARD BY DAN EISEN

I read a recent article con-
cerning a controversy over 
the term sizing and retex-

turizing. This prompted me to 
write this article to expand the 
concept, clarify and, hopefully, 
not confuse the issue. The 
proper term that describes 
agents or procedures that are 
added to fabrics to enhance the 
properties of the fabric is called 
finishing agents. 

       

Manufacturers use finish-
ing agents when producing 
fabrics and drycleaners restore 
these finishing agents that may 
be lost during wear, dryclean-
ing or wetcleaning. 

       

The drycleaner’s job in 
restoring finishing agents is 
not an easy one since the de-
sired look and feel of the fabric 
must be considered before ap-
plication. 

       

The problems associated 
with not using proper finish-
ing agents might prompt these 
common complaints from the 
customers: 

       

1) Garment lost its feel; 

       

2) Feels limp and looks 
like a rag; 

       

3) Looks wrinkled and can 
not be properly pressed. 

       

Finishing agents provide 
fabrics with the following de-
sirable characteristics: 

       

1) Feel and hand; 

       

2) Drape; 

       

3) Sheen and luster; 

       

4) Softness; 

       

5) Water repellency; 

       

6) Presses easier and holds 
the press longer. 

       

The finishing agents that 
provide these characteristics 
are starch, vegetable-based siz-
ing, gelatins, synthetic resins, 
softening agents, and (heat, 
moisture, pressure). 

       

These products can vary 
greatly when applied to some 
fabrics better than others. For 
example, starch- and veg-
etable- based sizing give cot-
tons and linens a nice crisp 
feel. Gelatin is used on rayon 
because it does not detract 

from the luster, but enhances it 
and gives rayon a nice hand 
and drape. 

       

Softening agents lend 
themselves to wool while syn-
thetic resins lend itself to silk. 
Heat, moisture and pressure 
have a significant role in the 
feel and look of a fabric. For ex-
ample, if I press cotton damp it 

will result in a stiffer feel than 
if I pressed it when the fabric 
was dry. The use of finishing 
agents may come in a dis-
guised form, such as deter-
gents. For example, we are 
familiar with drycleaning a 
load of wools and silks in clear 
virgin solvent. The result is the 
wools and silks have a harsh 
and dry feel, lack luster and 
generate a lot of static electric-
ity. We refer to this condition as 
squeaky clean. 

       

We now dryclean these 
fabrics using a drycleaning de-
tergent and the garments will 
have a soft feel and lustrous 
look. We can also add a sizing 
either in a batch or charge and 
the fabrics will have added 
characteristics that enhance the 
look and feel of the fabric. 

       

We can now add a dry side 

sizing either in a batch or 
charge and this adds further 
characteristics to the fabric. 
The sizing is not used to create 
a stiff feel but merely to give 
the fabric additional body, 
making it easier to press and to 
retain the press. 

       

It is equally as important 
to use the proper finishing 
agent in wetcleaning. A profes-
sional cleaner must first deter-
mine the look and feel that the 
fabric should have and use the 
products accordingly. 

       

Example 1. Wools and 
silks that require a soft feel 
would entail the use of a 
cationic or nonionic cleaning 
agent. The use of a cationic 
softening agent will add to the 
soft feel and hand of the fabric. 

       

After processing, the gar-
ment should be tumbled in a 
warm dryer for one to three 
minutes. The heat of the dry-
ing process is necessary to ac-
tivate the softening agents left 
in the fabric. I have experi-
mented many times using this 
procedure and it can be docu-
mented that the finishing 
agents used reduces the fabrics 
potential for shrinkage. 

       

Example 2. A pair of jeans 
is received for processing. If 
the jeans require a soft look 
and feel, the same procedure 
should be used as outlined 
with the wools and silks. Dry 
garments on low heat and 
press when thoroughly dry. 

       

Example 3. A pair of jeans 
are received for processing and 
a stiff feel is requested by the 
customer. 

       

Procedure. Wetclean using 
a highly versatile wetcleaning 
detergent (such as Power Brite 
from Laidlaw Chemical Co.). 
Add a sizing product (i.e. 
Aqua Size). Dry garments to 
90% dry and press with high 

heat and pressure for addi-
tional stiffness. Use a spray siz-
ing to increase the stiffness of 
the fabric further. 

Problem Solving 

       Sometimes loss or break-
down of finishing agents used 
in manufacture can create seri-
ous fabric problems. The fol-
lowing problem solving 
procedures can be attempted. 
       1) difficult rings on satins 
and polyester 
       Cause. During manufac-
ture, synthetic resins are used 
that may break down during 
wear or cleaning. 
       Solution. Pre-spot the area 
with amyl acetate. 
       2) Shrinkage on wool 
       Cause. Excessive heat, 
moisture and mechanical ac-
tion. 
       Solution. In order to at-
tempt stretching and correc-
tion, the wool fiber must be 
impregnated with a softening 
agent. I had several wool 
sweaters sent to me with prob-
lems of excessive shrinkage. I 
soaked them for 15 minutes in 
Laidlaw’s Soft-n-Brite and 
Soften All. I did not rinse them, 
but merely extracted them. 
       The garments were soft 
and pliable, which made them 
easier to stretch and restore to 
original size. 
       4) discoloration on rayon 
       Cause. The sizing used on 
the rayon breaks down, caus-
ing a whitish or discolored 
area. 
       Solution. Use the fogging 
method. Hold the steam gun 
three to four inches from the 
fabric and steam the area. 
       Use air to dry the fabric. 
This will cause the disturbed 
sizing to blend in the discol-
ored area. The garment can 
also be steamed on a press, 
lightly sprayed with water and 
pressed using head pressure. 
       On another note, I am now 
taking orders for my new and 
complete manual The Art of 
Wetcleaning which is very 
much in demand. The price is 
$95 which includes shipping 
and handling. With every 
order I will be sending you a 
card which entitles you to a 
free wetcleaning kit from Laid-
law. 

The fine art of restoring finishing agents

Manufacturers use finishing agents when 
producing fabrics and drycleaners restore these 

finishing agents that may be lost during wear, 
drycleaning or wetcleaning.

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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Cooling problems during hot weather
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WRENCH WORKS BY BRUCE GROSSMAN

W ith summer upon 
us, your dryclean-
ing machines’ cool-

ing system will be under 
greater stress. It doesn’t 
matter if you are using a 
water tower, chiller, or city 
water for cooling; conditions 
that weren’t an issue during 
the cooler months may be-
come problems as the ambi-
ent (surrounding) 
temperature rises. 

       

Most of the cooling is-
sues will rear their heads 
during the drying segment 
of the drycleaning cycle. 
Drying in the drycleaning 
machine is all about moving 
and transferring heat en-
ergy. The media that re-
moves this heat inside the 
machine is called a refriger-
ant (usually a member of the 
Freon family of chemicals). 

       

Some coolant (generally 
water or a water and glycol 
mixture) is used to remove 
the heat from the hot Freon 
gas, condensing it back to a 
liquid and transferring the 
heat to the outside environ-
ment. This condensation 
process uses a device called 
a refrigeration condenser that 
changes hot, vapor-rich 
Freon gas back to liquid 
Freon, which is y recycled 
during the drying segment 
of the drycleaning cycle. 

The Three Methods of      
Supplying Water 

       1) City Water. Water from 
the city main is forced 
through the drycleaning ma-
chine’s refrigeration con-
denser by existing city water 
pressure. The exiting water 
is then sent down the drain. 
       2) Water Tower. A pump 
circulates water through the 
machine’s refrigeration con-
denser over an evaporative 
cooling media (it looks like 
corrugated plastic cubes), 
which has air forced 
through it to aid in evapo-
ration, into a sump where 
the suction inlet of the 
pump is connected. The 
water ’s evaporation from 
the media’s surface cools 
the remaining water, which 
drops into the sump for re-
circulation through the ma-
chine’s cooling system. 
       3) Chiller. Water or a 
mixture of water and glycol 
(called a brine) is circulated 
by a pump through the 
drycleaning machine’s cool-
ing system, cooled by a sep-
arate refrigeration system, 
and recirculated through 
the cooling system. 
       No matter which 

method is used for cooling 
and circulating the coolant 
through the cooling system, 
the efficiency of the process 
depends on two factors: 
       1) Coolant Flow: The 
amount of coolant moving 
through the condenser. 
       2) Heat Transfer Effi-
ciency: The ability of the 
condenser coil to move heat 
to the coolant. 
       These factors can be 
monitored using pressure 
and temperature as indica-
tors of what is happening in 
the coolant system. A pres-
sure gauge and thermometer 
at the inlet and outlet of the 
coolant system located near 
the machine are vital for 
monitoring performance. 
       Now, let’s see what the 
pressure gauge can tell us 
about the coolant system’s 
condition. The pump must 
push enough coolant at the 
proper pressure through the 
components that require 
cooling. In most machines, 
this cooling system includes 
the still condenser, refriger-
ation condenser and solvent 
cooler. Unfortunately, 
there’s no hard, fast rule for 
what the pressure readings 
should be. The best way to 
get the “numbers” is to note 
the inlet and outlet pressure 
and temperature when the 
drycleaning machine works 
properly for future reference. 
Here are possible scenarios 
for different combinations 
of qualitative data: 
       1) Inlet pressure 
high/outlet pressure low. 
       A. Check for blockage 
inlet flow path — a clogged 
Y strainer between the 
pump and the machine; 
       B. Heavy scale build up- 
an accumulation of scale in-
side the piping and heat ex-
change surfaces of the 
drycleaning machine. 
       2) Inlet and outlet pres-
sure rapidly changing. 
       A. Low coolant level in 
the pumping system. 
       3) Low inlet/high outlet 
pressure. 
       A. Open bypass valve 
on pumping system. 
       4) Low inlet/low outlet 
pressure. 
       A. Pump off. 
       B. Clogged inlet 
strainer. 
       5) High inlet tempera-
ture/high outlet tempera-
ture. 
       A. Water tower fan not 
working/chiller refrigera-
tion system faulty. 
       B. Pump off. 

       6) Slightly higher than 
normal inlet temperature/ 
high outlet temperature: 
       A. Heavy scale build up 
— an accumulation of scale 
inside the piping and heat 
exchange surfaces of the 
drycleaning machine. 
       B. Excessive heat source 
— still boil over or steam 
sweep valve open; steam 
supply valve to steam boost 
coil or carbon adsorber. 
       Keep in mind, problems 
with the cooling system will 
likely appear during the dry 
cycle — more specifically, 
towards the end of it when 
it goes into cool-down 
mode. During the drying 
mode, the exchanger coil 
transfers much of the heat 
from the Freon to the air 
stream, and only a small 
portion of the heat load is 
dumped into the refrigera-
tion condenser. In the cool-
down mode, solenoids 
and/or dampers channel 
nearly the entire heat load 
into the refrigeration con-
denser. This type of prob-
lem is indicated by the 
refrigeration compressor en-
tering a high-pressure con-

dition and tripping the re-
frigeration high-pressure 
safety switch. 
       On most machines, this 
causes an error message on 
the programmer screen and 
requires a manual reset of 
the refrigeration high-pres-
sure safety switch. This con-
dition is almost always 
caused by a clogged Y 
strainer or excessive scaling 
inside the refrigeration con-
denser. There is a head pres-
sure adjusting valve on most 
refrigeration systems that 
controls the refrigeration 
compressor ’s head pressure 
by varying coolant flow to 
the condenser. This valve is 
adjusted to give sufficient 
refrigeration head pressure 
for efficient refrigeration 
system operation. 
       When scale builds up in 
the condenser, past the point 
that normal adjustment of 
the head pressure adjusting 
valve can compensate for, 
many cleaners mistakenly 
open it wider, believing they 
have fixed it. They have 
merely kicked the can down the 
road until the refrigeration 
high-pressure safety switch 

continually trips, which can 
cost a lot of money in solvent 
and energy, and can possibly 
damage the compressor. 
       The above illustration is 
a schematic for typical cool-
ing water installations used 
with water towers or 
chillers, with the addition of 
valves 1, 2 and 4, which are 
used when a city water 
hook-up is included in the 
installation. This hook-up 
provides an emergency 
backup for continuing oper-
ations when the normal 
cooling system fails (it will 
not help if excessive inter-
nal scaling is the cause). 
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 to bruce@eztimers.com 
or call (702) 376-6693.
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I like lists, as you probably 
know. They help me focus. 
So, in no particular order, 

here is a list of things that 
every supervisor — new or ex-
perienced — needs to know: 

       

1) There are no secrets in 
the workplace. Benjamin 
Franklin once remarked that 
the only true secret was be-
tween a person and a dead 
man. Agreed. There is no 
quicker way to get information 
out into the workplace than to 
tell a gossipy employee not to 
tell anyone. 

       

Besides, if the secret in-
volves wages, benefits, or 
working conditions, it may be 
a violation of federal law to re-
quire rank-and-file employees 
not to discuss it. It is entirely 
possible that your employees 
know more than you do about 
what’s going on in the work-
place. 

       

2) Employees cannot 
agree NOT to be paid for 
hours worked. Employees 
cannot waive their right to be 
paid under the Fair Labor 
Standards Act, even if the idea 
is the employee’s. Employees 
can be disciplined for making 
mistakes or causing more 
work, but they cannot be re-
quired to redo work at their ex-
pense. If a non-exempt 
employee is required or per-
mitted to work, he or she must 
be paid for the work, even if 
that means paying the em-
ployee overtime. 

       

3) Words matter. Supervi-

sors need to understand that 
comments made to employees, 
even in jest, can be used later 
to prove discriminatory intent. 
While calling an older worker 
old man may not be enough to 
prove age discrimination 

alone, it can be used — with 
other factors — to prove age 
discrimination. Cultural refer-
ences and stereotypes, includ-
ing responses to joking cultural 
references made by the em-
ployee, should also be 
avoided. 

       

4) Written words matter 
even more. Supervisors must 
be taught how to write disci-
plinary notes, job descriptions, 
and other personnel docu-
ments in a way that convinces 
the reader the documents are 
absolutely job-related and do 
not suggest unlawful discrim-
inatory intent. 

       

Supervisors, in written 
documents, should explain 
what happened in simple Eng-
lish, avoiding words that are 
vague and lawyer-like. 

       

5) Employees respond 
better to inspiration than 
heavy handedness. Read Tom 
Sawyer, especially where Tom 

convinces his friends to do his 
chores. The best supervisors 
inspire employees to work 
harder. The worst supervisors 
browbeat good employees into 
quitting or doing the least they 
can do. 

       

6) Talk to your employ-
ees. While supervisors need to 
understand that there are no 
secrets in the workplace, they 
must also understand that ru-
mors and lack of information 
can have a devastating effect 
on morale. Employees need 
and want to know what is 
going on. 

       

Bad news is better than no 
news and the resulting insecu-
rity. Talking to employees can 
also foster loyalty to a supervi-
sor. Many times, employees 
have decided not to file 
charges against their employer 
because of the respect they had 
for their supervisor. 

       

By the same token, disloy-
alty can result in more charges. 
Instead of putting employees 
on a “need to know” basis, 
share information that makes 
them feel like part of the or-
ganization. 

       

7) Know what laws affect 

your decisions. Anymore, su-
pervisors seem to need a law 
degree to understand all the 
laws regulating labor and em-
ployment issues. While that is 
impractical, supervisors need 
to be trained on the law. 

       

Some of the laws they 
should be familiar with are the 
National Labor Relations Act, 
the Fair Labor Standards Act, 
the Occupational Safety and 
Health Act, the Civil Rights 
Act of 1964, the Age Discrimi-
nation in Employment Act, the 
Americans with Disabilities 
Act, the Family and Medical 
Leave Act, and state and local 
fair employment practices acts. 

       

8) Firing an employee 
stinks, so get over it. Stated 
differently, supervisors need to 
understand that they are part 
of management, and that they 
owe no one an apology for 
being part of management. 

       

Firing an employee is 
never pleasant, but it can be 
done with dignity, and it is al-
most always the employee’s 
fault. Supervisors need to real-
ize that by firing a bad em-
ployee, they are making work 
easier for the good employees 

and themselves. 
       9) do not publicly humil-
iate employees. Discipline 
needs to take place in private. 
Yelling at an employee in front 
of co-workers will only lead to 
hostility and resentment. 
       I am reminded of a story 
involving the manager of the 
Giants’ franchise when Willie 
Mays played for that baseball 
team. Whenever he wanted to 
dress down a player at a team 
meeting, he would start out by 
yelling at Mays that he wasn’t 
hustling, trying hard enough, 
or helping out the team. Then, 
when the manager addressed a 
lesser player’s actions, he 
would not be humiliated be-
cause he was in the same boat 
as Willie. 
       Unless you have Willie 
Mays working for you, con-
duct such sessions in a non-
public place. [For readers 
under 60 years old, search 
“willie mays catch” on 
YouTube.] 
       10) Ask job related ques-
tions at interviews. Supervi-
sors need to know what 
questions can and cannot be 
asked during job interviews. If 
the answer to a question is not 
going to be used to make a hir-
ing decision, the question 
should not be asked. 
       11) Employee evaluations 
should be meaningful. Too 
often, evaluations are rendered 
meaningless by a supervisor 
afraid to give a satisfactory 
evaluation to a merely satisfac-
tory employee. It is the rare 
company whose every em-
ployee is “outstanding.” 
       As I have said before, su-
pervisor training is often over-
looked by employers. 
Companies will not allow su-
pervisors to spend $25 without 
approval, but they are allowed 
to hire and fire employees, ex-
posing the company to thou-
sands of dollars in liability, 
without a single minute of 
training. Perhaps 2024 is the 
year for your company to 
adopt a supervisor training 
program.

Supervisors need to know what questions can and 
cannot be asked during job interviews. If the answer 

to a question is not going to be used to make a hiring 
decision, the question should not be asked.

KEEP IT LEGAL BY FRANK KOLLMAN
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Eleven essentials your supervisor should know

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

To learn more, visit www.nationalclothesline.com/ads
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During a recent job in 
the Great White 
North, a client asked 

me to attend a meeting of his 
franchisees and do a presen-
tation explaining what I do 
and how the job that I had 
just completed for this client 
benefited them. He had re-
cently purchased this com-
pany and called this 
meeting to introduce him-
self and explain to these fine 
folks exactly what he in-
tended to do in exchange for 
the franchise fee they pay. It 
was a very nice gathering at 
a terrific French restaurant. 

   

As things often go under 
new ownership, my client 
had, just the week before, 
submitted to these fran-
chisees, a new price list. I 
had been a little prepared to 
give my presentation, but 
when the franchisees began 
lamenting the price increase, 
I knew I was going to have 
lots to talk about. 

   

As the attendees arrived, I 
was introduced and before 
the meeting officially com-
menced, I began talking 
shop with each of them. 
They spoke about all of the 

usual subjects — employees 
are hard to find, hard to keep 
interested and difficult to 
motivate; that is when they 
come in to work, of course. 

   

They also talked about cus-
tomers who were hard to 
please and equipment issues 
were brought up by at least 
half of the attendees. It all 
sounded awfully familiar to 
me — just the same as the is-
sues that American 
drycleaners face, to be sure. 

   

One of the shop owners, 
certainly not a shy one, at-
tacked my client regarding 
the price increase. He said 
that, with his competition, 
his customers would be sure 
to gripe when faced with a 
25- or 50-cent increase on 
various items. This too, 

sounded familiar. 

   

I never buy into this, but I 
do hear it often enough. My 
contention has always been 
that if you do, indeed, lose a 
customer over 25 or 50 
cents, something is very 
wrong with your business. 

   

Don’t think so? Look at it 
from this angle: If a cus-
tomer stops going to you be-
cause your shirts cost 20 
cents more than a competi-
tor ’s (a dollar a week for the 

average customer with 5 
shirts), something else had 
to be wrong. If saving a dol-
lar a week was the last rea-
son that a customer was 
coming to you, (take that 
away and I’m outta here!) 
then you are missing some-
thing. You need to com-

pletely re-evaluate your 
store and ask yourself why 
any of your customers come 
to you. 

   

You should come up with 
reasons like: I do very good 
quality work and  I am always 
trying to get better at what I 
do; or, I have a very knowledge-
able customer service staff. Or, 
I almost always have my cus-
tomers’ shirts (and  dryclean-
ing) ready when I said that I 
would. Or, I keep my store 

clean and  neat. Or, my call of-
fice makes my customers feel 
good about being here and  
doing business with me. 

   

I don’t think that anybody 
ever actually says, “Cus-
tomers come to me because, 
since I am 19 cents cheaper 
on shirts, they can save al-
most a dollar a week here.” 
But, I think that we have all 
subconsciously feared that 
this may be true. I know that 
I have. I have feared raising 
prices because I didn’t want 
to lose any customers. 

   

I think that this has hap-
pened because we are sur-
vivors. Over the years, no 
matter what was been 
thrown at us — be it haz-
ardous waste disposal, 
sewer user tax or skyrocket-
ing solvent cost — we have, 
for some reason, absorbed 
much of the costs without 
passing them on to the con-
sumer. Why? I don’t know. 
What I do know is that 
breaking this cycle, and  
making up for loss time, is a 
herculean task. The last 
thing that you want to do is 
to continue that trend. 

   

What is most important to 
understand is that our cus-
tomers are not the same 
way. They are not visiting 
you to try to save money; 
they are coming to you to 
spend money on a service 
that they want. This is en-
tirely different than trying 
to save money on a service 
(or product) that you need. 

   

When it was my turn to 
speak at the meeting, I asked 
the plant operators one by 
one what their customers 

wanted. My trap worked 
like a charm. I got answers 
like this: “My customers 
want good work” or “Good 
quality.” A couple of the 
people said (perhaps be-
cause they saw where this 
was going),  “The best possi-
ble work at the lowest possi-
ble price.” Good answer. In 
fact, this is probably the 
right answer for anything... 
nobody wants to spend too 
much money for anything, 
even if frugality is not your 
strong suit. 

   

The answer that I liked 
best is this one: “A customer 
wants to deal with someone 
they can trust.” What a great 
answer that is! The fact is, 
that is something that they 
can not go without when 
dealing with a drycleaner. 

   

Not one of these fran-
chisees said that they be-
lieve that their customers 
were looking for a low price. 
It is true that we, as 
drycleaners, do look for a 
low price on, say, shirt hang-
ers. We want to feel that we 
aren’t being taken to the, 
uh…. (how does that cliché 
go?). We want to feel that we 
aren’t paying too much for 
anything. So, in an attempt 
to put you in the shoes of 
your customer, let me ask 
you this: Are you paying the 
absolutely lowest price pos-
sible for the supplies that 
you buy?  

   

The honest answer is 
probably “I’m not sure.” You 
will likely only start shop-
ping for a lower price when 
something else is wrong! 
The fact is, you probably 
don’t care about a lower 
price if you are dealing with 
a supplier you trust. Keep 
this very important guide-
line in mind the next time 
you feel the need to adjust 
your prices. 

   

If you do want you’ve al-
ways done, you’ll get what you 
always 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.
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SHIRT TALES BY DON DESROSIERS                    
Do customers really go for the lowest price?

If saving a dollar a week was the last reason that a 
customer was coming to you, then you are missing 
something. You need to completely reevaluate your 
store and ask yourself why any of your customers 

come to you.

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

Learn how becoming a MfM bureau member can 
help you maximize your business.

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

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

“Our recent MfM collaborative gathering served as a platform 
for sharing knowledge, discussing emerging trends, and brainstorming 

innovative solutions to common challenges faced by our industry. As 
CEO of Best Care Dry Cleaners, I am proud to have participated in this 

exchange of ideas. By staying informed of the latest advancements in 
garment care technology, we can ensure that our services are efficient, 
convenient, and tailored to meet the evolving needs of our clients.”~Lisa Loscerbo, Best Care Dry Cleaners, Winnipeg



To learn more, visit www.nationalclothesline.com/ads
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I  n today’s competitive 
market, having a team 
that can effectively sell 

your services is crucial. 
However, many business 
owners find themselves 
heavily involved in the sales 
process, which can limit 
their business’s overall 
growth and value. If you’re 
directly involved, your busi-
ness may be less valuable 
than it could be. 

    

Investors and acquirers 
hesitate to invest in a busi-
ness where the owner is the 

primary rainmaker. The 
Value Builder System™ team 
analyzed over 70,000 busi-
nesses, revealing that com-
panies able to sustain a 
three-month owner absence 
are more than twice as likely 
to receive a premium acqui-
sition offer (greater than 6x 
pre-tax profit). In other 
words, to maximize your 
business’s value, you need 
others to handle the selling. 
This can be challenging but 
is achievable with the right 
approach. 

Why Employees Struggle 
to Sell Like the Owner 

    Young recruits, whether 
delivery drivers or customer 
service reps, often need help 
to sell at the same level as 
the founder. Besides your 
experience, you have the ad-
vantage of your job title and 
age. Founders often sell by 
offering customers a great 
experience, which is credible 
coming from them. You’re 
the industry expert; you 
control who works on each 
project, and if something 

goes wrong, customers 
know they can call you di-
rectly. This hub and spoke 
model, where the owner is 
central to everything, can be 
problematic. 
    When junior salespeople 
use your company’s reputa-
tion for customer service as 
a selling point, it may sound 
insincere. Matt Dixon, au-
thor of The Challenger Sale, 
suggests arming new sales-
people with a compelling 
answer to the question: 
“Why should your prospects 

buy from you?” The answer 
should rely on something 
other than customer service. 

Crafting a Great Selling 
Proposition 

    A powerful selling propo-
sition includes three ele-
ments: 1) It must be 
something customers care 
about; 2) It must differenti-
ate you from competitors; 
and 3) It must be believable. 
    One resource to help de-
velop these elements is 
Simon Sinek’s TED Talk, 
“Start with Why.” Visit 
TED.com and search for 
Simon’s name or the pro-
gram’s title. I’ve watched it 
many times. It always chal-
lenges me to define the why 
of my business and my life. 
    Another excellent re-
source is the concept of mini 
games from Jack Stack’s 
book, The Great Game of Busi-
ness. It is essential for any-
one looking to enhance their 
business operations. 
    In conclusion, arming 
your salespeople with a 
compelling point of differen-
tiation enables them to sell 
independently, ultimately 
enhancing your business’s 
value. This is easier said 
than done and requires a 
strategic approach to ensure 
that your team can effec-
tively communicate what 
sets your business apart 
from the competition. 
    As the managing partner 
of Methods for Manage-
ment, I see many cleaners 
struggle with this issue. De-
veloping a strong selling 
proposition and empower-
ing your employees to con-
vey it effectively can 
significantly impact your 
business’s success and 
longevity.

Empowering employees to sell more
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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

JUNE 7-9, 2024

Sponsored by
South Eastern 
Fabricare Association

Registration is OPEN for the DLExpo West at www.dlexpo.org

THANK YOU...
Thanks for making our first 

Drycleaning & Laundry Expo East 
a huge success!
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ATLANTA • HOUSTON • ESTABLISHED 1984

America’s premium, award winning dry cleaning dealer serving 
the dry cleaning industry for the last 40 years.  

713-984-8833 
800-289-4756 

gulfstatesdryclean.com 

We have a fully stocked parts department to serve you for any immediate, same day shipping. 

With two offices to serve you in Atlanta and Houston... 
We got you covered. 

Our volume buying gives us the ability to sell at the most competitive prices in the USA. 
In stock, ready for immediate delivery.

12647 Memorial Drive • Houston, TX 77024 

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

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

TToll Free 877oll Free 877.906..906.18181818  wwwwww..ezpi.usezpi.us

The Ultimate Heat Seal Machine 
Call Toll Free 877.906.1818

• Presses and Solutions for all Budgets

• Best and Free Technical Support Forever

• OSHA, UL, CE and TÜV SÜD 

 Safety Certified Presses

• Very reliable, easy to fix and upgradeable

• Pre-printed Sequentially Numbered 

 Heat Seal Barcode Labels 

• Safely remove a permanent barcode 

 label with EzLabelOff

• Lift a label off in numerical order 

 with EzLabelDispenser

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

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

To learn more, visit www.nationalclothesline.com/ads
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OPTIONAL PROGRAMS:

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

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

• Curbside Ordering
• Point of Sale Systems

Recommendations, Solutions 
& Integrations

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

Snap, Checks and more

Next Day Funding with  
weekend settlement

Rates as low as .05%*

REDUCE YOUR CREDIT CARD  
PROCESSING FEES

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

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

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

GROW YOUR BUSINESS.  PARTNER WITH NAB TODAY!

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

WWW.NYNAB.COM

INTEGRATE
WITH YOUR POS

with
4G / Wi昀 STANDARD

TERMINAL

SMART TERMINAL

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

FREE TERMINAL PLACEMENT OPTIONS

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



Miss an issue? Looking for an article? 
Want to connect to the industry? 

Point your browser to:  www.nationalclothesline.com 
 

• Complete text of the current issue 
• Back issues with search capabilities 
• Links to hundreds of industry web sites 
• On-line classifieds

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

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

www.nationalclothesline.com/adform

1-800-568-7768 
CLEANERSUPPLY.COM 

OVER 20,000 
PRODUCTS 
 IN-STOCK.

GREAT PRICES.  
FAST DELIVERY.

Newhouse Specialty
Company, Inc.

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

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

High quality products for Drycleaners
and Garment Manufacturers.

Serving our customers since 1946.

Equipment 
and Supplies 

Market Place
Business Opportunities

Sell Your Drycleaner 
New Jersey 

Pennsylvania 
Delaware 

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

broker@patriotbusinessadvisors.com 
patriotbusinessadvisors.com

Catalogs

Plant 
Design

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

Position 
Available

DRYCLEANING & LAUNDRY EQUIPMENT PARTS
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INDEPENDENT 
GARMENT ANALYSIS®

274 NW Toscane Trail  
Port Saint Lucie, FL 34986

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 

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.

Part-time Rep needed (Florida): 
Fabritec International seeking sales 
& service rep for drycleaning/laundry 
products in Florida. Commission-
based with expenses paid. Perfect op-
portunity for a retiree wanting to stay 
active in the industry or for a rep to add 
a chemical line to your portfolio. Con-
tact Jeff at 859-781-8200. Experience 
highly preferred.

  •  Buy    
•  Sell   
•  Hire  

in the classifieds  
To place your 

classified ad, call 
(215) 830-8467 

or email: 
info@bpscommunications.com
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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

MY NEW BFF is MY PFF

This is a PRESS-FREE FINISHER©
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