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Fortifying the future of fashion and fabricare
A bipartisan bill known as 
Americas Act seeks to cre-
ate a circular fashion in-
dustry in America that 
emphasizes better reuse 
and recycling of clothing. 
With the EPA saying 
Americans throw out over 
81 lbs of clothing a year, 
the proposed bill could be 
good news for the planet. It 
also could be very good 
news for the fabricare in-
dustry. To read this 
month’s article on Ameri-
cas Act and what dryclean-
ers can do to support it, see 
page six.

Fall schedule will feature four fabricare shows 

DLI adds three new names to Hall of Fame
      The Drycleaning & Laun-
dry Institute (DLI) announced 
the induction of three new out-
standing industry profession-
als to its Hall of Fame, all of 
whom have made significant 
historical contributions to the 
betterment of the drycleaning 
industry. 
      First up is Jim Douglas, the 
co-founder of Prestige Clean-
ers in Sacramento, CA, and 
also co-founder of GreenEarth 
Cleaning where Douglas 
played a pivotal role in ad-
vancing environmentally 
friendly cleaning technologies 
for the industry. 
      In fact, he used his cleaning 
business as the alpha and beta 

test site dur-
ing the devel-
opment of the 
GreenEarth 
process. 
      D u r i n g 
an industry 
career that 
spans over 50 
years, Dou-
glas served as 
president of 
the California 
Cleaners Association (CCA) 
and was a winner of DLI’s 
Meritorious Green Fields 
Award, as well as the associa-
tion’s Lifetime Achievement 
Award. 
      Also joining the Hall of 

Fame this year will be Mike 
Nesbit of Texas-based Edit TX, 
LLC, one of the largest 
drycleaning business in the 
U.S.  
      During his career, he has 
made substantial contributions 

to the indus-
try through 
his leadership 
and innova-
tion. 
    As a past 
president of 
DLI and a key 
figure in the 
establishment 
of the Texas 
Dry Cleaner 
Remediation 

Program, he has long been a 
strong advocate for environ-
mental responsibility. 
      His innovation can also be 
seen in his role as a pioneer of 
offsite locker pickup and deliv-
ery systems, which have be-

come standard in the industry. 
      Finally, the third new 
member of the Hall of Fame 
was a pioneer in the industry a 
century ago. Joseph William 
“Dixie” Stoddard helped revo-
lutionize the industry in the 
1920s with the help of Lloyd E. 
Jackson of the Mellon Research 
Institute. 
      Together, they developed 
Stoddard solvent, a less 
volatile alternative that signif-
icantly improved the safety 
standards throughout the in-
dustry. That innovation also re-
sulted in the creation of the 
DLI School of Drycleaning 
Technology in 1927 – though 

Continued on page 8

      The next two months will 
feature four major fabricare 
shows — one on each side of 
the country, and two more out-
side of it. 
      First up is the DL EXPO 
West scheduled from Oct. 4 to 
6 at the Horseshoe Hotel and 
Casino in Las Vegas, NV. 
      The event is free to 
drycleaners and will feature 
two days of educational ses-
sions from industry ex-
perts. 
      The lineup will in-
clude: Brian Wallace of 
the Coin Laundry As-
sociation (CLA) who 
will focus on the topic 
of Wash-Dry-Fold; Tide 

Services CEO Andy Gibson, 
who will explore current con-
sumer trends in and out of 
laundry; Dave Coyle of Maver-
ick Drycleaners, who will dis-
cuss how to grow profits with 
ten proven marketing cam-
paigns; and Chris White of 

America’s Best Cleaners, who 
will present an important pro-
gram on the future of fashion 
circularity. 
      Bruce Grossman of EZ-
timers Manufacturing and Jeff 
Schwarz of A.L. Wilson will 
also be presenting programs. 
Schwarz will explore “The 
Magical Power of Bleaches” 
and Grossman will focus on 
helping attendees to learn how 
to fix machinery problems. 
      Additionally, DL EXPO 
West will open its exhibit hall 
from 10:30 a.m. to 5 p.m. on 
Saturday and from 10:30 a.m. 
to 3 p.m. on Sunday. 
      For more information on 
the show, including hotel ac-

commodations, visit the offi-
cial site at www.dlexpo.org. 
The site also has an up-to-date 
map of the exhibit hall. 

Profit Fest 2024 

      Next on the upcoming 
schedule, the host city shifts 
across the country to Marlbor-
ough, MA, where the North 
East Fabricare Association 
(NEFA) will present Profit Fest 
’24 from Nov. 2 to 3.  
      The event will 
take place at the 
Courtyard Marriott 
Event Center. 
      The Saturday 
morning educational 
sessions will kick off 

following Welcoming Remarks 
by NEFA Executive Director 
Peter Blake and President 
Larry Fish, who will discuss 
the State of the Industry. 
      Afterward at 9 a.m., Dr. 
Alex Ellis will lead a discus-
sion on “Workplace Culture 
Re-imagined.” Dr. Ellis is an 
award-winning author and an 
international speaker and 

Wallace GibsonWhite Blake Dr. EllisFish

Continued on page 8

Douglas Nesbit Stoddard



PAGE 2 / NATIONAL CLOTHESLINE / DECEMBER, 2023PAGE 2 / NATIONAL CLOTHESLINE / SEPTEMBER, 2024

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

ST-9200

• 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

This is a PRESS-FREE FINISHER©

MY NEW BFF is MY PFF

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

www.sankosha-inc.com

See Us at

October 4-6

* See PRESS-FREE FINISHER insert 
in this issue for full details.



SEPTEMBER, 2024 / NATIONAL CLOTHESLINE / PAGE 3

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



PAGE 4 / NATIONAL CLOTHESLINE / SEPTEMBER, 2024

A national newspaper 
for drycleaners and launderers 

September, 2024 
Volume 62 Number 12

National  
Clothesline

Visit us at www.nationalclothesline.com for additional coverage of the drycleaning industry including Online Exclusive 
columns and articles, visit our issue archives going back all the way to January of 2018.

PUBLISHER 
Carol Memberg 

EDITOR 
Chris Pollay 

chris@nationalclothesline.com 
MANAGING DIRECTOR 

Leslie Schaeffer 
Leslie@bpscommunications.com 

ADvERTISING 
Richard Cappo 

rich@nationalclothesline.com 
GRAPHIC DESIGN 
Mary Castro-Regan 

graphics@bpscommunications.com

It’s time to act in support of Americas Act

BPS 
communications 

inc. 
Publisher of 

NATIONAL CLOTHESLINE 
1001 Easton Rd., Suite 107 
Willow Grove, PA 19090 

Phone: (215) 830-8467 
Fax: (215) 830-8490 

info@nationalclothesline.com 
www.nationalclothesline.com

NATIONAL CLOTHESLINE is not owned or op-
erated by any national or regional trade association. 
Advertisers are solely responsible for statements 
made in their advertising. 
NATIONAL CLOTHESLINE (US ISSN #07446306) 

is an independent trade newspaper published 
monthly by BPS Communications Inc. Periodical 
Postage paid at Willow Grove, PA, and at an addi-
tional mailing office. Postmaster: Send address 
changes to: The National Clothesline, 1001 Easton 
Rd., Suite 107, Willow Grove, PA 19090. 
• Subscription price for anyone actively engaged in 

the drycleaning and laundry industry in the United 
States: $35; Canada $40 (US); All others, $75 (US). 

© 2024 BPS Communications Inc.

Contents
News & Features

6 Spotlight on Americas Act A bipartisan bill seeks to 
create a sustainable domestic circular fashion industry

20 Kermit Engh Making the transition from star player to 
coach is necessary to boost the value of your business

24 Dan Eisen When dealing with blended fabrics, 
cleaners must test to determine how to proceed

22 Don Desrosiers When rating your final shirt quality, 
it is very easy to overlook some serious issues

18 Frank Kollman Now is a good time to make sure 
your company knows how to deal with unionization

It is estimated that the fashion industry is responsible for 10% of global 
climate pollution and 20% of global water waste. According to recent reports, 
more than 100 billion items of clothing are produced globally each year, and it is 
estimated that 65% of them end up in a landfill within 12 months. More 
depressingly, the global percentage of clothing that gets recycled and turned into 
new clothes is only 1%. 

Taking a closer look at our domestic footprint, the Environmental 
Protection Agency (EPA) has calculated that Americans throw away 17 million 
tons of clothing and textiles every year — which adds up to about 81.5 pounds 
per person. Every year. 

The reason we keep throwing so much away is that we keep buying so 
much. On average, Americans purchase 53 new clothing items a year — a 
number that is four times greater than it was just 24 years ago. The reason for this 
is not because people need more clothes; it’s tied directly to the rise in popularity 
of fast fashion.  

Essentially, fast fashion is cheap and trendy clothing that is mass produced 
to meet consumer demand. It is often poorly made with cheap materials and has 
a very short shelf life, which doesn’t really matter because consumer demand is 
quickly shifting toward the next trend — which moves at the speed of social 
media and online shopping. 

As a result, companies such as Shein and Temu have often overproduced 
inferior knockoff garments that are not made to last, just to sell well until their 
trendiness fades. Making matters much worse, it is often a common practice for 
approximately 30% of the produced — but unsold — clothing to be incinerated 
or sent off to a landfill in order to create retail space for the next garments. 

In an effort to stall the advance of fast fashion, Senators Bill Cassidy (R-LA) 
and Michael Bennet (D-CO) and House members Maria Elvira Salazar (R-FL) 

and Adriano Espaillat (D-NY) have sponsored the Americas Trade and 
Investment Act, or more simply, Americas Act. The proposed bill seeks to deepen 
trade relations with the Western Hemisphere and offset China’s influence there. 
Also, to that end, it will close the de minimis loophole which is expected to raise 
$15 billion a year in new revenue. 

That is important for the next part of the bill, which includes $14 billion in 
incentives for creating a domestic infrastructure for the purpose of fashion 
circularity — a closed loop system that maximizes the lifetime of clothing and 
textiles and reduces waste. In other words, it places a premium on clothing to be 
used, reused, repaired and recycled in a sustainable fashion. 

Of course, that is very good news for the fabricare industry professionals 
who can clean clothes much quicker, more sustainably and significantly better 
than their customers can at home. First, though, it has to happen. 

At this time, it doesn’t seem likely that the legislation will move forward 
during a presidential election year, but it does not need to do so. For now, it is 
continuing to gain enough support so that it will have enough traction to be 
introduced next year. Many proponents of Americas Act believe it has a good 
chance regardless of who wins the presidential election in November, as well. 

Even with some encouraging early signs, Americas Act may have a long 
road ahead, moving at the speed of politics, after all. Hopefully, its proponents 
will remain vocal and continue building momentum for the future. We 
encourage all of you to do the same — to act now in support of Americas Act. To 
find out how, visit www.DLIonline.org/AmericasAct. 

For those of you who remain skeptical, you can read the full text of the 
proposed bill online. Go to www.congress.gov and type either “S 3878” or “HR 
7571” in the search engine under the “legislation” search option. Click on the 
link, then the tab for “text.”
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Bipartisan bill could fortify fabricare’s future

W hile drycleaners are 
not strangers to 
being in the target of 

regulatory crosshairs, there is a 
new bipartisan bill that could 
significantly directly benefit 
the industry if it gets passed. 

    

Introduced earlier this year 
by Senators Bill Cassidy (R-
LA) and Michael Bennet (D-
CO), the Americas Trade and 
Investment Act (a.k.a. Ameri-
cas Act) proposes to incorpo-
rate over $14 billion in federal 
incentives to help create a do-
mestic circular fashion infra-
structure that emphasizes 
better use, reuse and recycling 
of clothing. 

    

Currently, the fashion in-
dustry is not as fashionable as 
it could be in terms of its envi-
ronmental footprint. In 2019, 
World Bank Group estimated it 
is responsible for 10% of an-
nual global carbon emissions 
and around 20% of wastewater 
worldwide that comes from 
fabric dyeing and treatment. 

    

It isn’t just the creation of 
fashion that can cause prob-
lems; a vast majority of gar-
ments are never recycled. 

    

The Ellen MacArthur Foun-
dation noted in its report 
called “Fashion and the circu-
lar economy — deep dive,” the 
U.S. underutilizes garments by 
wearing them only a quarter of 
the time of the global average. 
Some garments were esti-
mated to be thrown out after 
only seven to ten wears. 

    

In terms of all the fiber used 
for clothing, the Environmen-
tal Protection Agency (EPA) 
notes that 85% is incinerated or 
disposed of in a landfill every 
year — tantamount to 81.5 
pounds of clothing per person. 

    

Americas Act aims to ad-
dress these issues with various 
circular textile provisions in-
cluding a 15% net income ex-
clusion for businesses engaged 
in collecting, reselling, reusing, 
renting, repairing, sorting, pre-
processing, and/or recycling 
apparel, footwear accessories 
and home linens. 

    

The emphasis is to prolong 
the lifetime of garments as 
long as possible and then fully 
recycle the base fabrics at the 
end of that cycle. 

    

Additionally, the bill has al-
located over $14 billion to sup-
port circular fashion. 

    

Of that, there will be $10 bil-
lion in loans and $3 billion in 
grants to be used for:  

    

• Programs to carry out 
reuse and recycling; 

    

• Manufacturing support 
programs to start up new facil-
ities, expand or retrofit existing 
facilities, and provide low car-
bon emissions transportation 
for covered product collec-
tion/drop off or mail-back, 
sortation, pre-processing, 

reuse or recycling;  

    

• Provision of components 
and machinery — grants and 
loans to the businesses to pro-
vide components, chemicals/ 
solvents, or machinery neces-
sary for covered product trans-
portation, collection, 
mail-back, sortation, pre-pro-
cessing, reuse or recycling. 

    

Another $1 billion of fund-
ing is including in the bill for 
research and development re-
lated to the reuse and recycling 
of textiles and $100 million will 
be used for a public education 
program on fashion circularity. 
 

While the end goal of 
the legislation is to 
ultimately create a 

sustainable fashion system, an-
other component is to close the 
de minimis loophole, thus in-
centivizing onshoring and 
reshoring and reducing the 
threat of forced labor in supply 
chains. 

    

According to Chris White, 
executive director of America’s 
Best Cleaners (ABC), that is in-
tegral to helping cut back on 
inferior fast fashion garments 
imported from companies like 
Temu and Shein. 

    

“The de minimis loophole 
allows Shein and Temu to sell 
from China directly to con-
sumers without any regulation 
tariffs or any questioning of 
the efficacy of where the gar-
ments or items came from as 
long as it’s under $800,” he ex-
plained. “If you are a true con-
sumer who cares about the 
U.S. economy, the environ-
ment, and the values of up-
right proper labor, then you 
shouldn’t buy from Shein. 
Shein is the enemy of dryclean-
ers. They sell stuff for $4 or $5. 
It’s polyester. It’s acetate. It’s 
cheap rayons.” 

    

Fast fashion often relies on 
cheap materials to cut back on 
costs, but that can lead to other 
problems, especially in the en-
vironment. 

    

According to Rachel Kibbe, 
the executive director of Amer-
ican Circular Textiles (ACT), 
America’s Act will empower 
the domestic fashion industry 
to strengthen its trade partner-
ship with the Western Hemi-
sphere in order to be able to 
compete better with China. 

    

“With the bold textile reuse 
and recycling incentive provi-
sions in the Americas Act, or-
ganizations in our industry 
will be able to invest in jobs in 
the U.S. and complete globally, 
while incubating innovation 
and R&D and fostering an en-
vironment to cultivate public 
private capital,” she said. “Es-
sentially we have the opportu-
nity for the U.S. to reposition 
itself as a global leader through 

localized circular textile manu-
facturing.” 

Growing support 

      At this time, the future of 
the bill remains uncertain but 
its support continues growing.  
ACT’s members alone include 
The RealReal, thredUP, Amer-
ica’s Best Cleaners, Kreussler 
Textile Care, Rent the Runway, 
Fashionphile, Recurate, Super-
circle, Thrilling, H&M, Refor-
mation, Debrand and the 
Drycleaning and Laundry In-
stitute (DLI), who joined in 
July. 
      DLI CEO Mary Scalco 
credited Chris White for brin-
ing ACT and the bill to their 
attention. “Legislation that will 
bring more clothes to dryclean-
ers is something we don’t have 
to think too hard about sup-
porting,”she said. 

      Oddly enough, ACT actu-
ally was looking for a way to 
influence policymakers to sup-
port a circular fashion initia-
tive when the policy-makers 
ended up finding them. 
      “We wrote a policy paper 
that we published in Q1 of 
2023 and took it to Congress 
with our hired advocacy 
team,” recalled Kibbe, who is 
also the co-founder of Helpsy, 
an online clothing store that 
upcycles and recycles gar-
ments. “Senator Cassidy’s of-
fice found us because they had 
written this piece of legislation 
we were looking for. It’s rare 
to find a coalition that is 
aligned with a piece of legisla-
tion that’s existing.” 

 

Unfortunately, major 
pieces of legislation are 
traditionally notori-

ously difficult to pass during 
presidential election years. 

    

Despite that obstacle, Kibbe 
is confident that the Americas 
Act will have a good chance of 
moving forward no matter the 
outcome. 
      “It’s a huge bill, and, obvi-
ously, there are a lot of differ-
ent interests in it, so I think 
we’ll have to wait and see de-
pending on the election out-
come. We have various differ-
ent strategies,” she noted. 
“There’s lots of bipartisan sup-
port.” 
      The plan is to keep gaining 
momentum and proponents. 
According to Kibbe, those who 
support the Americas Act can 
help it gain traction by contact-
ing legislators. 
      “That is the most critical 
thing they can do. We need 
every single state in this coun-
try to have businesses contact-

ing their legislators saying this 
is important to us,” Kibbe said. 
       For those who have trou-
ble envisioning a circular fash-
ion future, it won’t really look 
much different. 
       “I think the fashion indus-
try would have more reuse 
and repair in stores. Whether 
new or used, you’d have more 
in stores. You’d have more 
drycleaners marketing the fact 
that they offer alterations and 
repairs,” she explained. 
       Already, the secondhand 
clothing retail market has been 
steadily growing globally for 
at a faster rate than new cloth-
ing. In the U.S., thredUP noted 
that total sales reached $20 bil-
lion in 2017; that figure almost 
doubled in 2022 with $39 bil-
lion.  
       That trend is expected to 
continue as the secondhand 
clothing retail market is pro-
jected to rise to $70 billion in 
2027. 

       If the Americas Act is 
passed, those numbers could 
be even greater. After all, there 
is $100 million set aside for 
funding a public message cam-
paign that emphasizes taking 
better care of clothing. Chris 
White, believes that is a key 
component of the bill. 
       “As an industry, we could 
never get together and even 
spend a million dollars, let 
alone $100 million dollars, and 
the overall psychological mes-
saging is: ‘Buy better. Maintain 
it and sell it or recycle it.’ We are 
critical in that maintain space,” 
he noted. 
       “They’re looking at trying 
to model it off the Got Milk? 
campaign, like Get It Clean, Buy 
Better Clothes… the whole 
mantra is to get people away 
from the consumer consump-
tion throwaway mindset,” he 
added. 
       In terms of how to help, 
White has a similar idea to 
Kibbe’s that only drycleaners 
can pull off.  
       “So, this is a big federal 
bill, but you need to be in-
volved locally,” he said. “More 
than likely, someone in the in-
dustry is doing their clothes, 
so why aren’t you dropping a 
note in them: Why aren’t you for 
Americas Act? Understand that 
this independent essential busi-
ness (labeled essential by the fed-
eral government) is hurting and 
that this legislation will help us.” 
       Cleaners who would like 
to become more involved in 
supporting the legislation 
should also visit DLI’s site at:      
DLIonline.org/AmericasAct. 
       “We need all hands on 
deck in our industry,” White 
continued. “There’s no com-
petitors here. This is all of us 
as a unified industry trying to 
get this golden ring for us all – 
and if we don’t see it that way, 
we deserve what we get.” 
       To read the full text of the 
proposed Americas Act, go on-
line to www.congress.gov and 
type either “S 3878” or “HR 
7571” in the search engine un-
der the “legislation” search op-
tion. Click on the link, then the 
tab for “text.”

Spotlight on 

Americas 

Trade and    

Investment 
Act 

S. 3878 
H.R. 7571 

In terms of all the fiber used for clothing, 
the Environmental Protection Agency 

notes that 85% is incinerated or disposed 
of in a landfill every year, tantamount to 

81.5 pounds of clothing per person.
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*Based on actual customer results



the association was known at 
that time as the National Insti-
tute of Drycleaning. 
      Stoddard, who owned a 
business called Stoddard Dry 
Cleaning in Atlanta, GA, 
served as president of the asso-
ciation and remained dedi-

cated to promoting education 
and better industry practices. 
      These three new inductees 
will join the eight other indus-
try professionals who have al-
ready been inducted into the 
Hall of Fame, including: Bar-
ney Deden, Stan Golomb, 
Chris Edwards, Jeff Miller, Sid 

Tuchman, Don Fawcett, Walter 
“Buster” Bell and Milt 
Chortkoff. 
      “We are grateful to every-
one who nominated an indus-
try legend for the award, be 
they members of DLI or other-
wise,” DLI CEO Mary Scalco 
said. “We know excellence on 

this level can be found in all 
corners of the industry. Our 
goal is to spotlight those pro-
fessionals whose contributions 
stand to inspire others and 
help make our industry 
stronger.” 
      DLI’s Board of Directors 
will present the awards to this 

year’s group of Hall of Fame 
inductees at events of their 
choosing. 
      Details for the 2025 Hall of 
Fame nomination period will 
be released early next year. For 
more information on DLI’s 
Hall of Fame, visit 
DLIonline.org/HoF.

trainer who will explore how 
moving from groups to teams, 
investing in your staff, and cel-
ebrating company wins can in-
crease productivity and your 
company’s bottom line. 
      Then, Mark Albrecht of 
The Route Pros will deliver a 
program on “Keeping Winners 
Engaged” from 11 a.m. to 12:30 
p.m.  
      Afterward, there will be a 
Brainstorming Lunch Round-
table session that is scheduled 
from 12:30 p.m. to 2 p.m. 
      Other programs in the af-
ternoon will include “Chang-
ing Business Models to Meet 
Consumer Attitudes” at 2 p.m. 
by Jeff Alexander of Orlando 
Cleaners and Cohen Wills of 

Cleaner Marketing will present 
a program on “Weaponizing 
AI for Small Business Market-
ing” from 3:20 to 4:30 p.m. 
      Also throughout the day, 
there will be breaks so atten-
dees can visit the Exhibitor 
Showcase.  
      The evening will conclude 
with NEFA’s Saturday Night 
Cocktail Reception and Silent 
Auction from 5 to 7 p.m. 
      On Sunday morning, Sara 
Moncrieff of Puritan Cleaners 
will explore “Relationships, 
Culture and Customer Service: 
Pillars of Success” from 9 to 
10:15 a.m.  
      She will be followed by 
Carlyn Parker of Dependable 
Cleaners who will present an 
informative session on “Un-

derstanding Your 
Customer and Effec-
tive Communication 
Strategies” from 10:30 
a.m. until noon. 
     For more informa-
tion on the event or to 
register, visit the offi-

cial show site located online at 
www.nefabricare.com. 

TexCare 2024 

      Close on the heels of Profit 
Fest 2024 will be TexCare Inter-
national 2024 by Messe Frank-
furt that is set to take place 
from Nov. 6 to 9 in Frankfurt 
am Main, Germany. The show 
typically takes place every four 
years; however, due to the 
pandemic, it has been eight 
years since its been held. 
      This year, Messe Frankfurt 
expects more than 300 ex-
hibitors from 31 countries to 
show off their latest innova-
tions to an international audi-
ence. 
      Some of the top exhibiting 
companies include: Germany, 
Italy, the Netherlands, China, 
Pakistan, the U.S., Belgium, the 
United Kingdom, Switzerland 
and Turkey. 
      This year’s themes of the 
show will include: automation, 
energy and resources, circular-
ity and textile hygiene. 

      TexCare 2024 will also host 
a presentation of the Best Prac-
tice Awards from CINET. 
      For more information on 
the event or to register, visit 
them at https://texcare.messe-
frankfurt.com. 

Clean EXPO 2024 

      Last on the upcoming Fall 
lineup of major trade shows is 
Clean EXPO 2024, scheduled 
to take place from Nov. 23 to 24 
in Toronto, Canada. 
      It will be hosted by the 
Canadian Fabricare Associa-
tion (CFA) at the Delta Toronto 
Airport Hotel. Registration for 
the event is free for cleaners. 
      In addition to featuring 
products, services and equip-
ment from over 35 exhibiting 
companies, there will 
also be breakout edu-
cational sessions on 
Saturday. 
      Nicole Kirby, 
Xplor Spot’s vice 
president of customer 
success and strategy, 

will share her expertise on 
Spot’s Route and Delivery 
Suites from 1:30 to 2:15 p.m. 
      From 2:30 to 3:15 p.m., at-
tendees can hear from Linley 
McConnell, director of client 
experience at Gibson’s Clean-
ers, and Nadine Rana, owner 
of Style & Grace Cleaners. 
      Also on the schedule is 
Sam Taylor from 3:30 to 4:15 
p.m. He will be on hand to dis-
cuss SMRT Systems with atten-
dees. Then, Mark Fryer, a 
partner at Loopstra Nixon LLP, 
will answer questions and dis-
cuss topics related to legal 
business and operational prac-
tices from 4:30 to 5:15 p.m. 
      For more informaton on 
Clean EXPO or to register, visit 
www.fabricare.org.
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Fall schedule will feature four fabricare shows 
Continued from page 1
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DLI adds three new names to Hall of Fame
Continued from page 1

Albrecht MoncrieffWills McConnell FryerRana

DLI School gears up 
for Fall offerings

       This month, the 
Drycleaning and Laundry 
I n s t i t u t e 
(DLI) will 
begin host-
ing its Vir-
tual Stain 
R e m o v a l 
course that 
will meet online over the 
course of seven different 
dates, offering a mix of live 
lectures, videos and hands-
on activities. 
       The class will meet be-
tween Sept. 10 and Oct 1 for 
several two-hour sessions. 
       The course will cover re-
moving coffee, ink, grease 
and other stains from cloth-
ing; identifying cotton, silk, 
polyester, and other fabrics; 
using bleaches without dam-
aging the fabric color; using 
specialty products such as 
digesters, amyl acetate, and 
acetone in stain removal; and 
identifying fibers and fabric 
construction. 
       Those who prefer to take 
classes in person at DLI’s 

School of Drycleaning Tech-
nology will have Fall classes 

to consider 
– though 
the dead-
line for 
signing up 
is Sept. 20, 
so less time 

for consideration is better.  
     DLI will host a session of 
its Introduction to Dryclean-
ing course from Oct. 6 to 10, 
as well as a session of its Ad-
vanced Drycleaning course 
from Oct. 13 to 25. 
       The courses cover a 
comprehensive approach to 
all the aspects of operating a 
successful drycleaning busi-
ness with emphasis on pro-
duction standards, 
achievable goals, and deliv-
ering quality.  
       To register or learn more 
about the full list of upcom-
ing DLI educational offer-
ings, visit the association 
online at DLIonline.org or 
call them directly at (800) 
638-2627. 
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During my studies at 
the Drycleaning and 
Laundry Institute 

(DLI), one particular test 
question stood out. 

    

Even after almost a 
decade, its significance re-
mains a testament to the 
real challenges many opera-
tors in our industry face. 

    

While I didn’t personally 
agree with the “correct” an-
swer, it’s likely because 
there could be more than 
one way to solve this prob-
lem, depending on the cir-
cumstances.  

    

So, what was the ques-
tion? 

    

One method for improving 
your market share if you are in 
a bad location is to? 

    

A. Paint the building. 

    

B. Add a route service. 

    

C. Extend your hours. 

    

D. Sell or move the 
          plant. 

    

Three of the four answers 
are simply different tactics 
one could employ in an at-
tempt to increase piece 
counts. 

    

The remaining answer of 
getting out of the business 
doesn’t actually solve the 
problem and moving may 
not lead to different results 
if another poor location is 
chosen.  

    

Instead of debating the 
correct answer, let’s evalu-
ate how to select an excel-
lent drycleaning location in 
the first place. 

    

What exactly are the 
characteristics that make a 
great location? 

    

The good news is that the 
core principles behind se-
lecting an “A” location are 
universal and should work 
in any market. However, 
there are essential differ-
ences between rural towns 
and major urban cities. 

    

While these differences 
might affect what the loca-
tions look like and how 
they are operated, certain 
criteria must be met regard-
less of population density. 

    

Let’s clarify a common 
misconception before we 
dig into the numbers. 

    

Drycleaning is a conven-
ience, not a destination. No 
one ever says, “I’m going to 
the cleaners!” Customers go 
to the movies, go to the gro-
cery store, and go to a 
restaurant. 

    

In contrast, drycleaning 

customers stop by their 
cleaners on their way to 
someplace else, like when 
they are going to work or 
dropping their kids off at 
school. 

    

That’s why it is vital to 

begin your location search 
by understanding your city 
or town’s traffic patterns 
and flow. 
      Once you have mapped 
your community’s traffic 
patterns, you need to nar-
row your search using spe-
cific key demographics to 
select the ideal area(s) of 
town. 
      The best drycleaning 
neighborhoods are filled 
with single-family homes 
with high household in-
comes.  
      This information can 
usually be obtained for free 
from your city library (I use 
Demographics Now from 
the Tulsa County Library). 
      Select the top three 
areas in your town using 
the criteria below: 
      • Income. Head of 
household makes at least 
$75,000/year. 
      • Population Density. 
One-, three, and five-mile ra-
dius. 
      • Specific Demograph-
ics. Education (college de-
gree preferred), age (30 to 
55); marital status (married), 
number of children (two). 
      Assuming you have cor-
rectly identified the best 
areas of town to locate your 
cleaners, it doesn’t neces-
sarily mean you will have a 
great location. 
      This is because pin-
pointing a convenient loca-
tion within the area is just 
as important as the area it-
self.  
      There is an art to loca-
tion selection that depends 
not only on key principles 
and data but also on under-
standing the community. 
      There is a list of site 
characteristics that, in a 

perfect world, every great 
location would have. There 
is also a list of site problems 
you should try to avoid at 
all costs. 
      Unfortunately, there is 
no perfect site, and you will 

be forced to compromise. 
Just remember, the best lo-
cations focus on customer 
convenience. 
      Things to look for: 
      • Free-standing build-
ing with arterial road 
frontage; 
      • Strip center endcap 
with drive-thru and arterial 
road frontage; 
      • 500 feet off a major in-
tersection; 
      • The side of the road 
where traffic flow is going 
to work or school; 
      • Major arterial street 
with high daily traffic 
counts; 
      • Major public school in 
the area; 
      • Easy egress and 
ingress; 
      • Connected driveways 
to adjacent properties. 
       The things that you should 
avoid include: 
       • Major highways; 
       • Rivers/large bodies of 
water; 
       • Railroad tracks; 
       • The side of the road 
where traffic flow is going 
home from work or school; 
       • Strip center inner 
units; 
       • Strip center with no 
arterial road frontage; 
       • Apartment complexes; 
       • Destination shopping 
centers; 
       • Industrial areas. 
       When choosing your 
next location, act like you 
are the customer and live in 
the area. Get in your car 
and drive the streets during 
the morning rush hour for 
several days.  
       Look for a location on a 
busy arterial street that is 
easy to access during the 
morning drive. 

       Remember, customers 
will go out of their way to 
pick up their clothes but 
aren’t as likely to when 
dropping them off, so 
morning drop-off should be 
your priority. 

       To improve access for 
returning customers, avoid 
being on the hard corner of 
major intersections.  
       Other things to avoid 
are barriers like rivers and 
major highways that cus-
tomers must cross to access 
your facility. 
       Even though it varies by 
community size, population 
density within a one-, three- 
and five-mile radius is very 
important. Because of that 
unknown variable, I cannot 
provide specific targets for 
this article. In general, the 
majority of your business 
(80%) will come from 
within the three-mile radius 
of your location or a ten-
minute drive time. 
       When selecting a new 

location, it is imperative 
that there is a sufficient cus-
tomer base to support your 
investment, and that can 
only be determined by the 
number of residents in the 
surrounding community 
that meet or exceed your 
demographic targets. 
       When evaluating an ex-
isting or potential dryclean-
ing location to determine its 
long-term viability, it is im-
portant to consider not only 
the health of the surround-
ing community but also its 
physical attributes, both 
positive and negative. Loca-
tions that are customer-cen-
tric, focusing on 
convenience and ease of ac-
cess, will always have the 
competitive advantage. 

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).

How to spot the ideal business location

TURNAROUND TIME
BY JOHN ROTHROCK          

When choosing your next location, act like you are the 
customer and live in the area. Get in your car and 

drive the streets during the morning rush hour for 
several days. Look for a location on a busy arterial 

street during the morning rush hour for several days.

TRINITY CLEANERS of Apopka, FL, recently purchased a 
Union HXP-8015 hydrocarbon machine sold and installed by 
Gulf Coast Equipment Sales. Pictured at the startup are A.J. 
Jordan (left) of Gulf Coast Equipment and Nayeli Antunez of  
Trinity Cleaners.
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T he disaster for this 
month will be the fail-
ure of the water 

pump. This pump forces a 
liquid “coolant” through 
the coils of the condensers 
to remove the heat from 
these condensers. 

       

In water tower installa-
tions, the pump is either lo-
cated on the roof near the 
water tower, or on the floor 
near the drycleaning ma-
chine, and the coolant is 
water. In a chiller, the pump 
is generally inside the en-
closure housing the refrig-
eration components, and 
the coolant is either water 
or a mixture of water and 
anti-freeze called “brine.” 

       

Before we get into man-
aging this species of disas-
ter, here are a few words 
about prevention. These 
pumps seldom fail without 
giving ample warning of an 
evolving problem. If the cir-
cuit breaker in the electrical 
panel that controls the 
pump trips frequently, it is 
a sure sign of looming dis-
aster. 

       

If you are not experienced in 
working with electricity, hire an 
electrician for the following proce-
dures. Be sure to set the 
breaker for the pump in the 
off position, remove the 
protective electrical plate at 
the rear of the pump, then 
take a good look at the wire 
connections at the pump 
with the aid of a flashlight. 

       

There is little room for 
the wire connections at the 
end of the pump, and 
pumps vibrate, causing the 
screw connections or push-
on connectors to loosen and 
eventually fail. This is the 
problem area in many cases. 

       

Observe if there is any 
melted insulation, bluing, 
or discoloration of the wires 
or connectors; if so, replace 
them. Remove the cover to 
the appropriate breaker 
panel and switch off the 
breaker controlling the 
pump. Make sure the 
screws holding the wires in 
place are securely tightened 
down.  

       

Using a flashlight, ob-
serve if there is any melted 
insulation, bluing, or dis-
coloration of the wires or 
circuit breaker connections 
or the area where the circuit 
breaker attaches to the 
power busses in the breaker 
box. Another harbinger of 
doom is frequent pump 
motor shut down due to the 
motor ’s internal protective 
thermostat. If this is the 
case, follow the same steps 
outlined in the previous 

paragraph, and in addition, 
make sure the louvers that allow 
air through the motor are free of 
lint, dust or obstructions. 

       

You can drastically 
shorten the time this inter-
nal thermostat requires to 
reset by obtaining a bag of 
ice, placing it inside an-
other strong plastic bag, 
and laying it on the far end 
of the pump motor. Remem-
ber, this is only a temporary 
solution. 

       

The following goes for 
all equipment. Do not use the 

circuit breaker as switches to turn 
equipment on and off! This 
practice degrades the 
breaker ’s performance and 
sometimes keeps the 
breaker from tripping at the 
correct current levels. Each 
machine should have a dis-
connect close by; use this 
for switching instead of the 
breaker. 

       

Another pump killer is 
excessive head pressure. 
Several factors could cause 
this and will be indicated 
by a high reading (45 PSI 

and above) on the pump 
outlet pressure gauge if you 
have one installed. Also, the 
pump’s starting-up sound 
will differ under high head 
pressure. 

       

Trying to describe 
sounds is nearly impossi-
ble, but the best way I can is 
to say that when starting 
the pump, the sound will 
take longer to even out 
(sorry, best I could do). 
Causes of this problem 
often lie in the bypass valve 
being shut or not suffi-
ciently opened, or the clog-
ging of strainers going into 
the drycleaning machinery. 

       

Whether you’re cur-
rently having problems with 
your circulating pump or 
not, installing a cooling coil 
to prevent the pump motor 
from overheating would be 
a good idea. The illustration 
accompanying this article 
shows an easy and inexpen-
sive installation. 

Bruce Grossman is the Chief of 
R&D for EZtimers Manufactur-
ing. EZtimers manufactures 
machines that make your ma-
chines run better. For those 
needing to replace Zero-Waste 
or Galaxy misters, see our SA-
HARA 2 model. For those with 
boiler problems, check out our 
EZ-Level and EZ-Dose ma-
chines. For more information 
on EZtimers products, visit 
www.eztimers.com. Please ad-
dress any questions or com-
ments for Bruce to 
bruce@eztimers.com or call 
(702) 376-6693.

BY BRUCE GROSSMAN
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WRENCH WORKS
Preventing water pump problems

If the circuit 
breaker in the 

electrical panel that 
controls the pump 
trips frequently, it 

is a sure sign of 
looming disaster.

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

See Us at

October 4-6

Made in Italy
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Revolutionizing Dry Cleaning, One Business at a Time
Join Our Global Network of Satis昀ed Af昀liates

An Exclusive, Environmentally 
Friendly Option for Clean Clothes & 

a Happier Planet

GreenEarthCleaning.com

(877) 926-0895

Visit Us at DL Expo West
Las Vegas, October 4-6, 2024
Find us at Booth 519!

“I have been using Seitz Intense solvent 
for nearly ten years, and prior to that, a 
perc transfer. Switching to GreenEarth I 
have clear base tanks and no odor in the 
machine and yet still get the work done. 
To put GreenEarth to the test, we even 

sprayed a work shirt with spray lubricant 
and smeared white lithium grease on it. 
We dry cleaned it in a normal cycle and 

100% of the oils came out. I’m 
impressed!”

Sherry Blackett
Plant Manager

Martinizing Cleaners
London, ON, Canada

“As an avid outdoorsman, I love that
GreenEarth provides my customers with 
a non-toxic cleaning solution that helps 

protect our natural resources. Not only has 
GreenEarth Cleaning allowed us to deliv-
er superior garment care, but it has also 
signi昀cantly reduced our environmental 

footprint. Our customers love the gentle yet 
effective cleaning process that preserves 

the integrity and longevity of their garments. 
The store locator on the GreenEarth

website helps more eco-minded customers 
昀nd us!”

Jim Gilligan
Owner

Snedicor’s Cleaners
Michigan

Sassan Rahimzadeh
President

Arya Cleaners
Chula Vista, CA

“We switched to GE in 2017 and had 
our last health department inspection 

and permit fee in 2017. Our last air 
pollution inspection and permit fee in 
2017. Our last Safety Kleen invoice in 

2019. And you can’t get better technical 
tips and support than from their team, 
marketing tips and support from their 
team, and just overall great business 

leadership from their entire company!”

Oscar Escalante
Franchisor
Green Clean

Monterrey, MX

“Al toparme con GreenEarth me
interesó el producto, pues era

totalmente biodegradable e inofensivo”, 

Lo primero que preguntaban(cliente), 
pues era algo que les extrañaba, era 

por qué Green Clean no olía. “Me 
decían: ‘es que no huele a nada tu tin-

torería, las demás sí’.
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Automatic Packaging was once considered a “Want To Have” 
It is NOW a Labor-Reducer “NEED TO HAVE”

BAG-XL AUTOMATIC BAGGER

3501 Queen Palm Drive • Tampa, FL 33619 • 813-623-3731 
www.unipresscorp.com 

Bagger Features... 
   • Garments Up to 60” 

   • Fast - Up to 280 Bundles per Hour 

   • Reliable Microprocessor with Self Diagnostics 

   • Easy to Change Poly 

   • Poly Sensor - Signals Operator to Change 

   • Quiet Operations 

   • Maintenance Free Loading Arms 

   • Additional Poly Rack Available 

   • Additional 5’ Feed Rail Sections Available

BAG-XL 
Automatic Bagger 

Control Panel 

Optional Unloader

See Us at

October 4-6

To learn more, visit www.nationalclothesline.com/ads
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October 4-6
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O utgoing President 
Biden did everything 
to foster unionization, 

appointing anti-employer of-
ficials to the National Labor 
Relations Board (NLRB), im-
posing union requirements 
on federal construction proj-
ects, and favoring unionized 
companies over non-union. 

       

If you are pro-union, 
that’s your prerogative. 
Nevertheless, even George 
Meany, a prominent labor 
union leader of the 20th cen-
tury, was outraged when 
union employees attempted 
to unionize. And, at the time 
of this writing, employees of 

the teacher ’s union known 
as the National Education 
Association are striking 
their “union” employer.  
Even unions have and hate 
union problems. 
       Contrary to popular be-
lief, wages are not the pri-
mary reason employees 
unionize. Unionization does 
not automatically lead to 
higher wages. Instead, key 
drivers include poor com-
munication from manage-
ment, dignity issues 
stemming from abusive su-
pervisors, job insecurity, un-
resolved workplace 
problems, and hostile rela-

tionships between employ-
ees and management. 
       Some companies are tar-
geted due to their industry 
prominence, while others 
face unionization because 
they unknowingly hire 
union-affiliated employees. 
       Unions cannot organize a 
workforce without employee 
support. Employees must 
sign authorization cards or a 
petition to initiate a govern-
ment-conducted election, 
and at least half of the em-
ployees voting must support 
unionization. Signs of union-
ization include: unusual em-
ployee gatherings that 

disperse when supervisors 
approach; increased em-
ployee complaints; employ-
ees arriving early or staying 
late without a clear reason; 
employees spending more 
time together in the bath-
room; and usage of terms 
like: seniority, job security, 
grievance, due process, arbitra-
tion, entitle, and job description 
which are often introduced 
by union organizers. 
       It’s crucial to communi-
cate your stance on unions 
to your employees. When 
asked about unionization, 
you might express that you 
are not in favor of it, and ex-

plain why: unions often treat 
all employees the same, re-
gardless of performance; 
employees must rely on the 
union for negotiations, limit-
ing individual discussions 
with management; wages 
and benefits are determined 
by union negotiations, not 
individual merit; strikes can 
occur in unionized work-
places, during which em-
ployees are unpaid and 
ineligible for unemployment 
benefits; seniority can take 
precedence over merit in 
unionized environments; 
union rules may negatively 
impact the business and em-
ployees; and unions gener-
ally oppose granting 
exceptions to individual em-
ployees, reducing flexibility 
for exceptional workers. 
       If an employee suggests 
that unionization will lead to 
better wages, clarify nothing 
is guaranteed. While the 
company must bargain, there 
is no obligation to agree to 
union demands. Unioniza-
tion means the union repre-
sents employees, but the 
company isn’t bound by a 
contract it hasn’t negotiated. 
       Supervisors should be 
aware of the dos and don’ts 
of discussing unions with 
employees. They can share 
truthful information and 
personal opinions, but they 
must avoid making prom-
ises, threats, spying on 
union activities, or interro-
gating employees about 
their union views. 
       No one can be fired or re-
fused employment due to 
union activities or senti-
ments, although normal hir-
ing and firing practices can 
still apply. To prevent union-
ization, provide a compre-
hensive employee handbook 
and maintain open commu-
nication with your employ-
ees. Ensure that employees 
feel respected, fairly compen-
sated, and well-informed. 
       Supervisors should ad-
dress problems promptly 
and report any signs of 
union activity. Aim to be the 
kind of company that treats 
employees so well that 
unionization becomes un-
necessary.

KEEP IT LEGAL BY FRANK KOLLMAN
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Is your business vulnerable to unionization?

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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I  n the competitive world 
of sports, the transition 
from a star player to an 

effective coach has often 
proven challenging, yet it 
holds invaluable lessons for 
business owners. Much like 
in sports, running a success-
ful business requires a shift 
from being a frontline 
worker to adopting a more 
strategic leadership role. 

    

Consider the case of 
Wayne Gretzky, arguably 
the greatest hockey player 
of all time. Despite his on-
ice prowess, he struggled as 
the coach of the Phoenix 
Coyotes, failing to lead the 
team to the playoffs in his 
four-year tenure. 

    

Similarly, Ted Williams, 
the legendary baseball hit-
ter, faced difficulties in 
replicating his playing suc-
cess in a managerial role.  

    

These examples highlight 
a critical truth: excelling at 
doing does not always 
translate to excelling at 
leading. This is the core 
message in the book E-Myth 
by Michael Gerber, which is 
a great read. 

    

Conversely, some of the 
most successful coaches, 
like NFL’s Andy Reid and 
NBA’s Greg Popovich, have 
achieved remarkable suc-
cess despite not having had 
a stellar professional playing 
careers in the sports they 

coached. This paradox is 
not just limited to sports, 
but is profoundly relevant 
in the business arena. 

Transitioning from Star 
Player to Coach 

    For business owners, es-
pecially in the specialized 
and often personal field of 
drycleaning, the transition 
from being deeply involved 
in daily operations to step-
ping back and focusing on 
growth and strategy is cru-
cial.  
    According to analysis by 
The Value Builder System™, 
which examined over 80,000 
businesses, those who can 
operate independently of 
their owner for three 
months are more than three 
times more likely to receive 
a premium offer when sold.  
    This underscores the im-
portance of developing a 
business that doesn’t rely 
solely on its owner ’s daily 
input, mirroring the shift 
from player to coach. 
    Jason Bagley’s journey 
with Firing Squad, a lead 
generation company he 
founded in 2013, exempli-
fies this transition. 
    Bagley, who initially han-
dled all critical tasks, par-
ticularly prized his 
expertise in copywriting. 
However, recognizing the 
need to build a business 
that could flourish without 

his constant involvement, 
Bagley adopted several 
strategies: 
    1) Developing Resources. 
He created a comprehensive 
library of both effective and 
poor copywriting examples, 
making these resources 
available to his staff to learn 
from and reference. 
    2) Leveraging Technol-
ogy for Training. Bagley 
used screen-sharing videos 
to provide detailed feed-
back, helping his team un-
derstand his thought 
processes and standards. 
    3) Embracing Imperfec-
tion. Understanding that 
micromanaging could hin-
der growth, he accepted 
work that was 80% of his 
standard, focusing on over-
all progress rather than per-
fection. 
    If 100% is your standard, 
nothing will get done or be 
completed. 
    These strategies not only 
facilitated a smooth knowl-
edge transfer to his team 
but also enabled Bagley to 
eventually sell Firing Squad 
to Southern Web in 2020, a 
testament to the company’s 
sustainability beyond his 
direct involvement. 
    For owners of dryclean-
ing businesses, where per-
sonal expertise and 
customer relationships 
often define the business, 

the challenge is to develop 
processes and train teams in 
a way that maintains qual-
ity while reducing the de-
pendency on the owner. 
This can involve: 
    Documenting Processes. 
Clear, step-by-step guides 
for every service offered, 
ensuring quality remains 
consistent irrespective of 
who performs the task. 
    Training and Empower-
ment. Regular training ses-
sions and empowering 
employees to make deci-
sions can foster a more dy-
namic and resilient business 
environment. 
    Strategic Planning. 
Spending more time on 
business development, mar-
keting strategies, and cus-
tomer engagement plans to 
drive growth. 
    Feedback and Adjust-
ment. Implementing a feed-
back loop from employees 
and customers to refine 
processes and services con-
tinuously. 
    By successfully making 
the shift from player to 
coach, drycleaning business 
owners can enhance the 
value and appeal of their 
businesses, making them at-
tractive not only to poten-
tial buyers but also to a 
broader customer base. 
    In conclusion, the journey 
from frontline expert to 

strategic leader is challeng-
ing but essential for busi-
ness growth. 
    If you’re ready to explore 
how to enhance the value of 
your business through ef-
fective leadership and 
strategic planning, our 
proven methodologies can 
guide you every step of the 
way. Let’s discuss how you 
can make this pivotal tran-
sition and secure the future 
of your drycleaning busi-
ness. 
    This approach to leader-
ship and strategic planning 
not only ensures the 
longevity of your business 
but also its potential to 
thrive in an increasingly 
competitive market.

Making the transition from player to coach
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BUILDING VALUE
BY KERMIT ENGH               

Kermit Engh has been an 
owner/operator in the dryclean-
ing industry for over 32 years 
and has been a Methods for 
Management member for over 
28 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.

NEWSMAKERS
       R.R. Street & Co. Inc. has 
announced the launch of their 
new On the Spot stain re-
moval guide, an online re-
source for step-by-step videos, 
expert tips and fast results. 
       Employees working at the 
spotting board can access On 
the Spot with their phone at 
4streets.com/onthespot/ or 
simply scan the QR Code to be 
connected to the tool. Stickers 
featuring the QR Code are 
available for placement on or 

near the spotting board. 
       The user will be able to 
find the stain they are looking 
for in the “search by stain” 
box, or by clicking on the sol-
vent in use and then the cor-
rect category of stain. 
       Also included are intro-
ductory videos about the 
“Proper Use of the Spotting 
Board” as well as “Stain Iden-
tification & Classification.” All 
videos are available in English, 
Spanish and Korean. 
       On The Spot features 
some of the most popular 
Street’s stain removal prod-
ucts, but also identifies compa-
rable Adco and Laidlaw 
products that can be used as 
an alternative.  
       “For nearly 150 years, 

Street’s has been a leader in 
creating products that achieve 
the highest level of fabric 
care,” noted Kristen vos, exec-
utive vice president at Street’s. 
“Our stain removal products 
are recognized throughout the 
world for their effectiveness. 
But, unless used properly, they 
won’t achieve the excellent re-
sults they were designed for. 
We hope that On the Spot not 
only helps make our customers’ 
jobs easier, but also helps them 
achieve the best possible results 
with our products. 
___________________________ 
       Tide Services opened its 
first Tide Laundromat fran-
chise in Dallas, TX, at White-
rock Marketplace. To celebrate 
its grand opening, the new 

store hosted a Free Wash 
Weekend. Prior to that, it 
hosted a ribbon-cutting cere-
mony with the East Dallas 
Chamber of Commerce, local 
franchise owner/operator 
Patrick Elverum, Tide Services 
CEO Andy Gibson and the 
Tide corporate team. 
       “Dallas is our home, and 

opening our Tide Laundromat 
in Whiterock Marketplace re-
flects our commitment to the 
community,” said Elverum. 
“We’re redefining laundry as 
an enjoyable and convenient 
experience. Visit us and see 
how we turn a routine task into 
something you’ll actually look 
forward to.”



To learn more, visit www.nationalclothesline.com/ads
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A fter reading the title of 
this article, you may 
have already formu-

lated an opinion on where 
you fit in. I have clients who 
have done this well before I 
ever meet them. They usu-
ally have a number. That is, 
they have rated the shirts 
that come out of their 
plants on a scale of one to 
ten. Many are quite conser-
vative with their evalua-
tions. That is a whole lot 
better than those who claim 
to produce a perfect shirt. 

   

It isn’t likely that anyone 
can maintain perfection in 
this business. If you, at 
times, produce a “perfect” 
shirt, do not use that as 
your poster child. Doing so 
is the equivalent of wearing 
blinders. A manager ’s job is 
to look for trouble, find it 
before a customer does and 
fix it before it becomes a 
customer service issue. The 
better your operation, the 
harder it will be to find 
problems. Look for quality 
issues and call them oppor-
tunities rather than prob-
lems. They are truly 
opportunities to exercise 
your management skills and 

to improve your business. 

   

Someone much smarter 
than me once said, “Many of 
us shy away from opportu-
nities because they are often 
dressed in overalls and look 
too much like work.” 

   

I’ll bet every one of you 
evaluates your quality, and 
you probably do it a few 
times a week. As a result, 
you probably have a num-
ber from one to ten. You 
may say, “My shirts are a 
seven.” Most people say 
seven. My mission is to get 
you to lower that number 
(sorry), with the hopes that 
you will work at the issues 
that you find and fix them. 

   

Ideally, you will lower 
your rating to a six within a 
couple of days and then 
raise it to an eight within a 
week or two. In order to do 
that, I will need to show 
you a few new ways to 
check out your quality. 

   

The typical ways to eval-
uate quality are OK, but not 
foolproof. Many of you 
evaluate the quality by sim-
ply checking out your own 
personal shirts. If, time and 
again, you put on a shirt in 
the morning and it is ac-

ceptable, or perhaps even 
perfect, you settle for that 
as your rating. Not a fair 
evaluation, I’m afraid. 

   

If you are a typical size, 
like 15 or 16 and wear poly-
cotton blend oxfords, you 
are not fairly evaluating 
your shirts. No offense, but 
anybody can do a great job 
on those. Also, it is remark-
ably difficult to inspect a 
shirt while you noncha-
lantly take it off the hanger 
and put it on. I write a col-
umn about shirts and even I 
have found myself wearing 
a shirt with a gross horizon-
tal crease across the back. 

   

It is true that if you find a 
missing button on one of 
your own shirts, you can as-
sume that others have been 
missed. But, you won’t as-
sume that every other shirt 
has a missing button. 

   

If you are about to wear a 
shirt that has a horizontal 
crease across the back, you 
will not assume that every 
other shirt has one. So, if 
your shirt is perfect, do not 
make the mistake of assum-
ing that every other shirt is 
perfect. Agree? 

   

Just for fun, though, 

when you send your own 
personal clothes through 
the plant, use an alias on 
the invoice. This will help 
prevent someone doing an 
extra-special job because 
it’s the boss’ clothes. 

   

The least effective way to 
analyze quality is to watch 
a presser press. If they are 
bound to do something in-
appropriate, it is least likely 
to happen when you’re 
watching. Find a spot in 
where you can see a partic-
ular machine — say, the 
sleeve press. Ideally, from 
there you can see your 
presser who can’t see you. 

   

If you suspect this presser 
is, for example, hitting the 
stop button on the machine 
and not allowing shirts to 
fully dry, he or she proba-
bly won’t do it while you’re 
watching. You may catch it 
if they don’t know that you 
are. That is about all that 
you can accomplish as an 
eye witness. So, then, what 
is a better way? 

   

The grossest thing that 
can happen to a pressed 
shirt is that it wasn’t al-
lowed to fully dry. In order 
to produce a top quality 
shirt, it must be completely 
dry. That doesn’t mean 99% 
or 97% dry or pretty close 
to dry. It means fully dry. 

   

If you attempt to evaluate 
this at the plant, you will 
not succeed. When a shirt 
comes off the press, it will 
not feel damp because it is 
hot. Furthermore, if there 
are damp areas, they may 
not be evident until later. 
Here’s why. Let’s say that 
for whatever reason, you’re 
body press isn’t fully dry-
ing the shirts. It could be 
that you’re pads are spent 
or that you’re equipment is 
defective or your presser is 
shortening the cycle. 

   

The part of the shirt most 
likely to be damp is the but-
ton-hole band. At first 
glance, it will appear per-
fectly dry, always, because 
the front surface of this 
thick band was, seconds 
ago, squeezed up against a 
very hot piece of steel. The 
surface dried by conduc-
tion. It’s going to be dry, at 
least for now, but if there is 
significant moisture on the 
back side of the button-hole 
band, the front side will act 
like a wick. It will soften 
and even wrinkle with time 
as the remaining moisture 
is absorbed into the shirt. 

   

This shirt can easily get 

by your inspector because it 
will still look fine then. The 
best way to catch this is to 
look at a friend’s shirt. In-
vite him to dinner. Look at 
his shirt during that time. 
You will see your product 
in a completely different 
perspective. You will see 
the cuffs, the collar, the 
sleeves, the front and the 
back of the shirt. How do 
you stack up now? 

   

Another way to do this 
and to get a bigger sam-
pling is to go to your plant 
on a day you’re closed. 
Look at shirts that are al-
ready bagged and ready to 
be picked up. Promise not 
to be disappointed. Remem-
ber, this is an opportunity 
to improve your business. 

   

The biggest cause of occa-
sional inferior work is 
doing too good of a job 
most of the time. I did a job 
recently where the pressers 
did a remarkable job of 
pressing shirts. The shirts 
came off the presses quickly 
and as close to perfect as 
I’ve seen. There where very 
few touch-ups required. 

   

After a few days there, 
the owner asked me to rate 
his shirts on a scale of one 
to ten. I said a seven. Seven? 
The shirts were generally 
perfect. The reason I scored 
him that low (and I don’t 
think that seven is bad at 
all) is because the inspec-
tors were so used to seeing 
shirts that didn’t need 
touch-up that their job had 
become too mechanical. 
Shirt after shirt was excel-
lent. When a really bad one 
came along, it was missed. 

   

The inspectors had begun 
to assume perfection. As-
sume. Don’t you just hate 
that word? The remedy is 
supervise, supervise, super-
vise. Don’t expect what you 
don’t inspect. 
   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                    
Evaluating the quality of your shirts

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
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See Us at

October 4-6

To learn more, visit www.nationalclothesline.com/ads
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THE SPOTTING BOARD BY DAN EISEN

B lended fabrics are 
widely used because 
usually the blend en-

hances the serviceability of 
the fabric. A proper blend of 
cotton and polyester has the 
look of cotton but the wrin-
kle resistance of polyester. 
Nylon blended with wool 
also gives the wool wrinkle 
resistance. 

       

Rayon and acetate 
blends are entirely different. 
The blended fabric pos-
sesses the limitations of 
both acetate and rayon. Al-
though rayon can be manu-
factured as durable and 
washable, the rayon pro-
duced for blends is usually 
viscose rayon which be-
comes weakened when wet 
and shrinks easily. 

       

Rayon and acetate 
blends are used in many high 
styled woman’s wear as 
well as in all weaves includ-
ing satin, plain, crepe, 
taffeta and velvet. 

Weaknesses 

      Manufacturers can pro-
duce the durable rayon 
which is referred to as high 
wet modulus, which can be 
wetcleaned and wears well. 
A less durable rayon pro-
duced is called viscose 
rayon which becomes weak 
when wet and shrinks eas-
ily. This means that this 
rayon will weaken in wear 
easily. 
      The type of rayon fiber 

used in blends is usually the 
viscose rayon, which is the 
least durable of the two. 
      Acetate. Unlike rayon, 
acetate is thermo-plastic in 
nature. It is subject to fume 
fading and discolored easily 
from contact with alcohol. 
This can occur during nor-
mal wear or using alcohol 
found in some spotting 

chemicals. 
      General formula con-
tains alcohol and oily type 
paint remover when in con-
tact with water will release 
alcohol. 

Fabric Problems 

       1) velvet. The acetate 
pile will permanently flat-
ten in contact with mois-
ture. This can occur from 
rain, spillage of food and 
beverage and routine spot-
ting using water. 
       2) Crepe. Rayon and ac-
etate crepe will shrink in 
any wetcleaning process. 
       3) Satin. Satin is con-
structed with floating yarns. 
The floating yarns will 

chafe and discolor from 
minimum rubbing and abra-
sion. 
       4) Pleating. Although ac-
etate is thermoplastic in na-
ture, it can be heat set. 
Rayon can not be heat set. 
Wetcleaning will cause loss 
of pleating. 
       5) Draperies. The life of 
rayon and acetate draperies 

is limited. The fabric will 
easily discolor and weaken 
from exposure to sunlight 
and gases in the atmos-
phere. 
       6) Linings. Rayon and 
acetate linings do not wear 
well and will likely fray and 
weaken during wear. 
       7) Gabardine. Rayon 
and acetate gabardine 
shines easily. Routine fin-
ishing will cause shined 
areas. 
       8) Red, blue and purple 
colors. Fume fading or color 
loss due to gases in the at-
mosphere can occur on any 
color but are more suscepti-
ble to these colors. Fume 

fading can occur during 
wear or while garments are 
hanging in the closet. 

Identification 

       To identify the presence 
of acetate, a small piece of 
fabric should be cut out and 
acetone should be applied. 
Acetate fiber will be dis-
solved. If a match is held to 
a sample piece of fabric, the 

acetate portion will melt 
leaving a bead or hard edge, 
but when the flame is extin-
guished, there will be a 
glowing ember that leaves 
the remains of fluffy ash. 

Drycleaning 

       Dryclean according to 
weave and appearance. Silk 
type fabrics should be 
cleaned three to five minutes 
in a dry load and dried at 
140°F. 

Spotting 

       Use a padded brush or 
wrap a towel around the 
bristle brush to avoid fabric 
damage. Avoid spatulas 
which can alter the appear-

ance of the fabric. In using 
oily type paint removers, 
the garment must be 
drycleaned immediately. 
Failure to do so may result 
in color loss from moisture 
in the air. Avoid using gen-
eral formulas which can 
cause color loss. Tannin and 
protein formulas are usually 
safe, but avoid using acetic 
acid. Even mild acetic acid 
when heated becomes strong 
and can affect acetate. 

Wetcleaning 

       Most rayon and acetates 
cannot be wetcleaned. Vel-
vet, crepe and gabardine 
must never be wetcleaned.
       Wetcleaning is permissi-
ble only on those fabrics 
with a label stating that the 
garment is washable. 

Independent Garment 
Analysis Service 

       Dan Eisen’s Independent 
Garment Analysis Service has 
been experiencing a high vol-
ume of fabric problems from 
drycleaners nationally. 
       If you would like to have a 
phone consultation with Dan 
Eisen before sending a gar-
ment, call (772) 579-5044.

Cleaning rayon and acetate blended fabrics

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.

If a match is held to a sample piece of fabric, the 
acetate portion will melt, leaving a bead or hard 
edge, but when the flame is extinguished, there 

will be a glowing ember that leaves the remains of 
fluffy ash.

      After more than a year in 
the making, ZIPS Cleaners re-
cently rolled out its Certified 
Trainer program, designed to 
certify team members as train-
ers, and imbue them with ef-
fective skills in communica-
tion, implementation of 
training tools, and organiza-
tion. 
      The Train the Trainer pro-
gram was developed for ZIPS 
by the company’s Training and 
Development People Manager 
Jennifer Davis, and Field Train-
ing Manager Jennifer Hall. 
      Its intent is to create a 
training culture and mindset 
and ultimately achieve better 
outcomes from training ses-
sions from location to location, 
including consistency in oper-
ational procedures, better re-
tention of lessons and instruc-
tions and better performance 

by and retention of employees. 
      The program emphasizes 
separate four-step processes 
for training the trainers (Pre-
pare, Present, Attempt and 
Achieve) and having the train-
ers train other team members 
(Tell, Show, Do and Review). 
      An inaugural class of 20 
corporate and franchise man-
agers and employees success-
fully navigated the program, 
held at the 70-unit garment 
care chain’s Savage, MD, head-
quarters (pictured on right). 
All Trainers received a certifi-
cate of completing the class. 
      “This program is off to a 
great start,” said Davis. “It was 
designed to build a culture 
around positive and effective 
training and improve employee 
retention and knowledge inside 
the four walls of ZIPS locations. 
Based on our turnout and the 

comments we received when 
the session concluded, I think 
we hit a home run.” 
      Next up for the program is 
to encourage additional ZIPS’ 
corporate and franchise stores 
to enroll more participants. 
Hall will visit each trainer to 
present each graduate person-
ally with a Certified Trainer lo-
goed uniform shirt, check on 
their location’s training area 

and observe them in action, 
implementing what they 
learned. 
       “I’m truly excited to see 
this Certified Trainer program 
come to life,” said Hall, “and 
I’ll be equally excited to watch 
it evolve. This is something I 
dreamed of doing back when I 
started with ZIPS in 2008. We 
now have the resources, tools 
and executive support -- exactly 

what we need -- to take ZIPS 
training to the next level!” 
      Bob Barry, president/CEO 
of ZIPS, added his thoughts: 
“With our new Certified 
Trainer program, we now have 
a formal, thorough way to 
replicate our brand standards 
in every employee who joins 
our team, ensuring their suc-
cess while promoting optimal 
operations.”

ZIPS launches Train the Trainer program
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OCTOBER 4-6, 2024

 

REGISTER 
TODAY! 
www.dlexpo.org 

SCHEDULE & SPEAKERS

 
FULL EQUIPMENT SHOW... See Finishing Equipment LIVE! 

COMPUTERS • SUPPLIES • DRY CLEANING MACHINES

THANK YOU SPONSORS

Sponsored by

WELCOME RECEPTION SPONSORS

PREMIER SPONSORS KEYNOTE SPEAKER SPONSOR

LANYARD SPONSOR

SPEAKER SPONSORS FRIENDS OF EXPO SPONSORS

8:15 am ­ 9:15 am 
Top Trends in WDF and Laundry Delivery 

Presented by Brian Wallace 
CEO, Coin Laundry Association

9:15 am ­ 10:15 am 
Consumer and Market Trends in 
Out of Home Laundry 

Presented by Andy Gibson 
CEO, Tide Services

Saturday, October 5:  1:30 pm ­ 2:15 pm 
& Sunday, October 6:  12:00 pm ­ 12:45 pm

9:00 am ­ 10:00 am 
Fashion Circularity and You! 

Presented by Chris White 
Executive Director, America’s Best Cleaners

The Magical Powers of Bleachers 

Presented by Jeff “The Stain Wizard” Schwarz 
A.L. Wilson Chemical Co.

Machine Problems? Find it, Fix it, Forget! 

Presented by Bruce Grossman 
Chief of R&D, EZtimers Manufacturing

Saturday, October 5:  3:30 pm ­ 4:15 pm

The 10 Best Ways to Grow Your Profit 

Presented by Dave Coyle, “The Millionaire Maker” 
Owner of Maverick Cleaners & In The Bag Cleaners

Saturday, October 5:  2:30 pm ­ 3:15 pm 
& Sunday, October 6:  1:00 pm ­ 1:45 pm

Saturday, October 5: 
Exhibit Hours 10:30 am ­ 5:00 pm 

Sunday, October 6: 
Exhibit Hours 10:30 am ­ 3:00 pm 

Friday, October 4: 
Welcome Reception • 5:00 pm ­ 7:00 pm 

FLOOR SEMINARS

For a full list of exhibitors, hotel information 
and more, visit www.dlexpo.org 

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



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

 DLI Membership Pays

Air World Pads and Covers
BeCreative360
Cleaner Marketing
Cleaner’s Supply
EnviroForensics and PolicyFind
EzProducts International, Inc. 
FabriClean Supply
Fabritec International
GreenEarth Cleaning
Kleerwite Chemical
Kreussler, Inc.
Laundrylux – Electrolux & Wascomat
Luetzow Ind. Poly Factory Direct
Memories Gown Preservation

NIE Insurance 
R.R. Street & Co. Inc. 
Realstar, USA 
Renegade Brands
The Route Pros  
Sankosha USA, Inc.
SEITZ – The Fresher Co.
SMRT Systems 
SPOT by Xplor
Union Dry Cleaning Products, USA 
Unipress Corporation
United Fabricare Supply, Inc.
U.S. Leather Cleaning

Start your DLI membership and and receive a copy of Building Pro昀table Routes,  
The Route Pro Manual, and certi昀cates worth more than $3,500 from  

these industry manufacturers and suppliers:  

The Route Pros are (left to right)  

James Puester, Brian Fish, Jen Whitmarsh,  

and Mark Albrecht.

“DLI is a great organization and community that can help 

your company on so many levels. The Route Pros are very 

proud to be allied trade members of DLI.”   

Brian Fish, Director of the Route Pros Leadership Council
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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
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Miss an issue? Looking for an article? 
Want to connect to the industry? 

Point your browser to:  www.nationalclothesline.com 
 

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

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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,--/ *,(+'
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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.

Professional Help without 
Breaking the Bank!

Get experienced consulting via telephone or Zoom for a low, low 
cost. Get help with Shirts, Production, Cost-cutting, logistics, 
garment management with barcodes and a host of other issues 
with one of the most experienced voices in the industry, Don 
Desrosiers! All for a low, low Hourly rate! No travel cost, no other 

consulting fees, no hidden costs. Discounts for recurring subscriptions. 
References available. This has worked very well for those that have used 
this service! Low cost...Big return!

Go to www.tailwindsystems.com for more details 
 

Call 508.965.3163 to book a session or for more details 
 

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

BeCreative 360 ..................7 
Cleaners Business 

System...........................3 
Cleaner’s Supply..............30 
DLI ...................................27 
Drycleaning & Laundry 

Expo West ...................26 
European  

Finishing ................12, 32 
EZ Timers.........................28 
EZProducts ......................28 
Forenta .............................11 
Fulton Boiler.....................25 
GreenEarth Cleaning .......13 
Gulf Coast ........................14 
Gulf States .......................21 
Iowa Techniques ................8 
Memories Gown 

Preservation.................23 
Methods for 

Management................22 
Mosena Enterprises .........30 

Newhouse Specialty Co...30 

NIE Insurance ....................5 

North American Bancard..29 

NY Machinery/Pony .........28 

Parker Boiler ......................9 

Patriot Business 
Advisors .......................30 

ProsParts .........................30 

Route Pros .......................28 

Sankosha USA .......2, Insert 

Tailwind ............................30 

TexCare............................18 

Trevil America ..................19 

Union Drycleaning 
Products.......................31 

Unipress Corporation .......15 

Xplor SPOT................16, 17

 
To place your classified ad, download the pdf form at 

www.nationalclothesline.com 
or call (215) 830-8467.

Dry Cleaner in central New Jersey is looking to add team members to our 
growing business. We are presently looking for Spotters, Pressers, Managers, 
Route Supervisors and Professional Finishers. Experience requirements are as 
follows: 
 
Please read carefully… 

• Must be willing to work 6 days a week – Monday-Saturday 
• Must have reliable transportation 
• Must be a legal citizen of the USA or have documentation allowing 

you to work in the USA 
• All positionswe are looking for MUST have 5-10 uears experience in 

a busy dry cleaners at position applying for 
• Bi-Lingual a preference, English must be your first language 
• Has the ability to follow directions and train if need be 

 
To be considered all requirements listed above are non negotiable. We are 
looking for leaders and the best in the business. (Please send resume to 
Wdcleaners999@gmail.com) 

 
 Buy, Sell, Hire 

in the classifieds 
To place your 
classified ad, 

call (215) 830-8467.
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EUROPEAN FINISHING EQUIPMENT CORP. 
1 County Road, Unit A-10, Secaucus, NJ  07094 

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

TOLL FREE: (888) 460-9292 

sales@histeam.com 
www.histeam.com

See Us at

October 4-6

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


