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Registration opens for Clean ’25 in Orlando

This August, Clean 2025
will be coming to Orlando, FL.
For four full days — from Aug.
23 to 26 — the Orange County
Convention Center will host all
of the latest drycleaning and
laundry technology, equip-
ment and services available on
the market.

If attendance is similar to
that of Clean 2022 in Atlanta,
GA, then close to 10,000 visi-
tors will be on hand to see first-
hand demonstrations and
speak directly to vendors on
the exhibit hall.

It will be open to explore
from 10 a.m. to 5 p.m. on Sat-
urday, 9 a.m. to 5 p.m. on Sun-
day and Monday, and 9 a.m. to
3 p.m. on Tuesday.

In mid-March, many of the

educational topics for this
year’s Clean Show were an-
nounced, including the topics
for sessions presented by the
Drycleaning and Laundry In-
stitute (DLI).

The association will kick
off its first program on Satur-
day morning at 8 a.m. called
“Beyond the Hanger: Market-
ing Strategies to Strengthen
Your Business.”

It will help attendees learn
how to stand out with the use
of strategic marketing and ex-
plore innovative ways to at-
tract new customers, retain
loyal ones and build a business
that sets your brand apart.

On the same morning, DLI
has asked Dave Coyle of Mav-
erick Drycleaners to present

“The Client Journey” at 9 a.m.
Attendees will learn the tools
and tactics to surprise your
clients using marketing chan-
nels that aren’t congested. Spot
pain points and identify op-

DLI begins timeline for
Hall of Fame nominations

Starting on April 1, the
Drycleaning and Laundry In-
stitute (DLI) will begin accept-
ing its annual Hall of Fame
nominations — which are
open to all drycleaning indus-
try individuals.

Drycleaning association
membership is not required to
nominate or be a candidate.
The final deadline for submis-
sions is May 15.

This year’s nominations
will try to join the ranks of the
DLI Hall of Fame, considered

the highest honor in the indus-
try by the association.

DRYCLEANING & LAUNDRY
INSTITUTE INTERNATIONAL

) HALL OF FAME ¢

To date, there are eleven
individuals who have received
the honor, including: Barney
Deden, Stan Golomb, Chris
Edwards, Jeff Miller, Sid Tuch-

man, Don Fawecett, Milt

Chortkoff, Walter “Buster”
Bell, William Joseph “Dixie”
Stoddard, James Douglas and
Michael Nesbit.

These individuals consis-
tently demonstrated excep-
tional dedication and
achievement in their respective
fields. The new Hall of Fame
award succeeds the institute’s
highest honor, celebrating ex-
cellence in leadership, business

operations, community in-
volvement, environmental
Continued on page 12

The State of the Drycleaning Industry 2025 Report

STAFF
RECRUITMENT
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27% OF DRY CLEANING
OWNERS SAY HIRING IS ONE OF
THEIR BIGGEST HEADACHES.

SOUNDS BAD? THIS IS DOWN FROM
44% BACK IN OCTOBER 2023.

STAFF
RECRUITMENT
2023

The
drycleaning prices has gone up —
and so has the industry’s adoption
of wetcleaning technology.

This month, Jeff Schapiro of
Cleaner’s Supply will offer his per-
spective on The State of the
Drycleaning Industry Report 2025,
a study his company commissioned.
Find out what the answers from 894
drycleaners across the U.S. indicate
about the present condition of the
textile cleaning industry, and how it
compares to the previous report
that Cleaner’s Supply conducted in
2023.

For the full report and review,
please visit page 6.

national average of

#

Stubblefield
portunities for magic moments
as you build a team that al-
ways puts your clients front
and center.

The next program will be
called “The Only Option at

el

presented by Texcare

Aug. 23 to 26, 2025

Orange County
Convention Center
Orlando, FL

Any Price” and will be pre-
sented at 8 a.m. on Sunday
morning by Glen Gould, a se-
rial entrepreneur and owner of
Dry Cleaning Connection.
Continued on page 10

The Drycleaning and
Laundry Institute (DLI) is
launching a grassroots social
media initiative aimed at am-
plifying the voice of profes-
sional garment care
businesses.

This campaign, inspired
by the iconic “Got Milk?”
strategy, invites all dryclean-
ers to join in educating con-
sumers and promoting the
value of professional garment
care through engaging social
media posts designed to res-

Industry ad campaign
will ask: Got cleaning?

onate with customers and
build industry awareness.
The association plans to
start this month by posting
social media messages on
Facebook, Instagram and
other platforms emphasizing
the professional garment care
industry and the value it pro-
vides to customers and their
communities. These posts are
tailored to inspire emotional
connections with customers
by highlighting the confi-
Continued on page 12
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16

Inside
Lights, Camera, Laundry!

Creating content that can be especially useful to cus-

tomers is a great way to connect with them.

18

Go fire yourself!

The truth is, the more your company can thrive without
you, the more it is worth to potential buyers.

22

Hiring the right manager

What should a plant owner look for when trying to find
the best manager for the plant?

24

Dealing with dye bleeding

What are some of the causes for dye bleeding, and,
more importantly, what are the cures?
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Does your POS Software
help your business grow?

Expand your business with
Cleaner Business Systems:
= Automated assembly

integrations with Metalprogetti
and Quicksort

» Robust texting platform with
Clean Notify text messaging

Integrated Credit Cards

Loaner computers/hardware to
keep you up and running

Best-in-class technical support
Route management

414 Gateway Boulevard, Burnsville, MN 55337
C !e anNevr | 800.406.9649

' Business Systems www.cleanerbusiness.com = sales@cleanerbusiness.com

To learn more, visit www.nationalclothesline.com/ads
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Reasons to be optimistic about the future

After examining the results of the 2025 State of the Drycleaning Industry
Report (see page 6), there are certainly a few reasons to be optimistic about the
future of the garment care industry.

In the latest report, 58% of the drycleaners surveyed reported that sales
were trending up in 2024 compared to 2023. Another positive takeaway is that
many cleaners have been making progress with their hiring struggles. In the
previous survey, 44% of cleaners said that hiring struggles was the biggest
challenge they faced. This time out, only 27% said the same.

The average age of drycleaners in the report was 58 — and nobody seems
to be slowing down. In terms of workload, only 26% of the owner/operators
worked 39 hours or less. That means 24% worked between 40 and 49 hours, 25%
worked between 50 and 59 hours, and the remaining 25% worked 60 hours or
more.

Perhaps even more surprising, 55% of owners still don’t believe in
spending money on marketing, which is odd, because 39% of cleaners believe
their biggest challenge is finding ways to increase business or sales. Many would
suggest marketing to address that need.

While on that topic, we are sincerely hoping that 100% of the industry tries
to support the latest marketing initiative announced by the Drycleaning and
Laundry Institute (DLI) on the front page. It will be patterned after the famous
“Got Milk?” ad campaign that kicked off in the 1990s featuring various
celebrities sporting milk mustaches and promoting the benefits of adding the
dairy product to a daily diet.

Ray Kroner, chair of the DLI Social Media Action Committee behind the
initiative, described what the association hopes to accomplish with it. “We need
to connect with the 20 to 45-year-old demographics who are unaware of the
services we provide. Now seems like the perfect time to educate the general
population about what we offer in convenience, protecting wardrobe

investments, cleaning household fabrics, recycling efforts, environmental
awareness, and, importantly, sustainability. Times have changed and so have we.
Now we need to promote our evolution. If we don't do it, who will?”

The campaign will run across many social media platforms and DLI is
relying on all drycleaners to share the posts, add comments and help amplify its
reach. To learn more about what you can do, please go to
www.DLlIonline.org/impact and see how you can participate.

In addition to launching a social media campaign, DLI has also began
accepting Hall of Fame nominations for this year’s class of the industry’s highest
honor (see story on front page). The submission deadline is May 15, so be sure
to nominate your candidate before that.

It probably also should be said that there is a Clean Show coming up rather
quickly on the horizon. Now is a good time to start making plans and
preparations using the official Clean Show site, www.cleanshow.com.

We will keep you up-to-date with the latest coverage of the show in the
coming months. More importantly, though, if you ever miss or want to review
anything, we keep an online archive of past issues that date back to 2018 so you
can go back and search for topics and articles at your convenience. It is an
excellent source of information.

One last thing — speaking of excellent sources of information — our
columnist Don Desrosiers has launched a podcast that releases new episodes
every two weeks. Look for “Talk Dryclean and Laundry USA” on Spotify, iHeart
Radio and Apple Podcasts. Most episodes are a half hour or shorter and feature
Don discussing a variety of topics — including his thoughts on the 2025 State of
the Drycleaning Industry Report in an episode posted on Feb. 26.

Other episodes and topics include: Make Your Shirts Look Better Free;
How to Train Employees; Dealing with Non-Standard Shirts; About Care Labels;
How Press Pads Work; Alternative Solvents and much more.

Contents

News & Features

6 State of the Industry There may be reason for
optimism in Cleaners Supply’s latest survey results

8 Obituaries Jim Cripe, former DLI president, and Ron
Herson of Herson Supply both passed away recently

26 Classifieds
Columns

16 Jason Loeb Creating content that connects with your
customers will strengthen your brand

18 Kermit Engh Go fire yourself — the more your
company runs without you, the more valuable it becomes

2 Bruce Grossman This month, we take a closer look at
the distillation systems in your drycleaning machine

22 Don Desrosiers It’s easy to make mistakes when
hiring a manager — and there’s no magical answer

Dan Eisen What are the proper procedures for dealing
with dye bleeding problems?

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.
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How Many Dry Cleaners
Has Your Insurance N ITE

Agent Handled?
One or Two? Three?

We've personally handled insurance for thousands of dry cleaners!
We've already dealt with most any issue your business is likely to face.
If you have any questions about insuring dry cleaners, we can and will give you a prompt, clear answer.
Skeptical? Call us with a question and find out for yourself.

Since 1915

There’s more: We're just two members of NIE’s team of experts.
NIE has been handling fabricare insurance since 1915!

Anne Cobb 4 We AT, A2, Aee FAAL.,

Customer Service and Sales Director of Korean Operations
Cobb@NIEinsurance.com Kang@NIEinsurance.com

......................................................... Quote Req“est
Business Name

Mailing Address JIndividual !Corporation
City State Zip Code ~JPartnership  LILLC

Phone ( ) FEIN:

Fax ( )

Contact Name
Email Address

Current Policy Expiration Date

IPlant ~JPlant SPtant
Today’s Date Location 1 _iDrop Store Location 2 _iDrop Store Location3  QDrop Store

_ICoin Laundry _ICoin Laundry _ICoin Laundry

Street Address

City State Zip

Building Construction*
Building Value

Personal Property Value

Gross Annual Sales

Long Term Storage Value

Type of Solvent

“Devoted 100% to Insuring Small Business Since 1915

NIE Insurance * 6030 Bancroft Avenue, St. Louis, MO 63109 * 1-800-325-9522 - fax (314) 832-6775 * www.NIEinsurance.com

To learn more, visit www.nationalclothesline.com/ads
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s 2025 unfolds, it’s time

to dive into the annual

Cleaner’s Supply State
of the Dry Cleaning Industry
Report. This year’s survey, in-
dependently conducted by
Drive Research, gathered in-
sights from 894 drycleaning
business owners across the
Us.

From shifting sales trends to
the growing popularity of wet-
cleaning, the report helps paint
a detailed picture of where the
industry stands, and where it’s
headed next.

Some of this might feel like
déja vu. But, hang tight —
there are some surprises, too.

The Sales Snapshot:
Up, Down or Steady?

First, the good news: 58% of
drycleaners saw their sales in-
crease in 2024, compared to
2023. That isn’t bad for an in-
dustry that’s had its fair share
of ups and downs in recent
years.

Another 22%  reported
steady sales, while 20% expe-
rienced a decline.

However, increased sales
doesn’t always mean more
profits. Rising costs — espe-
cially labor — have put the
squeeze on profitability.

Only 29% of drycleaners re-
ported an increase in profits,
while 36% stayed the same
and 35% saw their bottom line
dip.

The good news? Awareness
of these challenges has spurred
some operators to think differ-
ently about pricing, produc-
tion schedules, and even
marketing strategies.

Regional Differences:
The North/South Divide

Not all regions are created
equal when it comes to sales
growth. The South led the
charge, boasting the greatest
sales increase, while the West
lagged behind. But, this
wasn’t just limited to sales
growth for the South — they
also saw the highest increase
in profits. The West lagged be-
hind here, as well.

Not all regions are created
equal when it comes to sales
growth, and the numbers tell
an interesting story.

The South took the spot-
light, leading the charge with
the biggest sales increase. But,
it didn’t stop there — profits
followed suit, making the
South a double winner.

Meanwhile, the West found
itself trailing behind in both
sales and profits, proving that

not every region can have its
moment in the sun.

Speaking of regional trends,
the report offers average pric-
ing data across various gar-
ment categories, broken down
by national, regional, and
urban-suburban-rural  loca-
tions.

As an example:

* Laundered shirts now av-
erage $4.15 nationally — a
12% increase from 15 months
ago.

¢ Drycleaning prices saw a
more modest rise of 4 to 8%.

The report also indicated the
national average price for the
following items:

Two-piece suit: $18.18
Pants: $8.06

Dress: $14.87

Sweater $8.43
Comforter $38.30

Pricing data like this helps
cleaners assess their own oper-
ations. Are you under-pricing?
Over-pricing? Either way, it’s
food for thought.

Production Schedules and
Shifts in Methods

When it comes to produc-
tion schedules, drycleaners are
sticking with what works: 46%
of cleaners run production
five days a week, while 24%
operate six days a week.

What's really interesting is
the growing trend toward wet-
cleaning. About 31% of
drycleaners now use wet-
cleaning for non-laundered
shirt cleaning, with this
method representing 16% of
their garment volume.

At the same time, 18% of
drycleaners are still using perc
(perchloroethylene) — a re-
minder that the transition to
newer technologies is happen-
ing at different speeds across
the industry.

Staffing Challenges:
A Brighter Picture

Staffing woes have plagued
the industry for years, but
there’s a glimmer of hope.

According to this year’s sur-
vey, only 27% of drycleaning
owners cited staffing as their
biggest challenge — down
from a daunting 44% in the
previous survey.

Even better, the number of
cleaners reporting they’re
under-staffed fell from 47% to
35%. While it’s not time to pop
the champagne just yet, these
numbers show the tide might
be turning.

Finding good help is still a

2025 State of the Industry

Report: Insight & Trends

challenge, but it’s encouraging
to see some improvement.
Many operators are focus-
ing on retention and making
the job more attractive with
flexible schedules and better

pay.
Fewer Locations But
Optimism Remains

Here’s a little shift that
caught our eye. The average
number of stores owned by a
typical drycleaner dipped
from 1.8 to 1.7 locations.

While not a drastic change,
it suggests that some cleaners
are pulling back and focusing
on fewer stores.

That said, the industry’s op-
timism is hard to ignore: 44%
of drycleaners expect to see
sales growth this coming year,
and 54% plan capital im-
provements in their business.

What's on top of their shop-
ping list?

1) Drycleaning presses
2) Drycleaning machines

3) Boilers

This investment in infra-
structure is a good sign that
many operators are playing
the long game.

Marketing: To Spend or
Not to Spend?

While some cleaners em-
brace marketing, many are still
skeptical. According to the re-
port, 39% of drycleaners say
their biggest challenge is find-
ing ways to increase business,
yet 55% still don’t believe in
spending on marketing.

For those who do invest in
marketing, Google Ads is the
favorite, followed by coupons
and Facebook Ads, which is
gaining traction.

Cleaners who’ve cracked
the marketing code know it’s
all about targeting the right au-
dience with the right offer.

Even a modest investment
can go a long way toward driv-
ing new business.

What Does the Future
Hold for the Industry?

As always, the future of the
drycleaning industry depends
on its people.

The average drycleaner
owner in the survey is 58 years
old with 25 years of experi-
ence.

It's no surprise, then, that
36% of owners plan to sell or
pass their business to a family
member within the next five
years.

The big question is: Who

Continued on page 8

GOOD NEWS!

(WELL MOSTLY...)

58,

SALES INCREASE

58% OF DRY CLEANERS SAW THEIR
SALES GO UP IN 2024!

29

PROFIT INCREASE

BUT ONLY 29% SAW THEIR PROFITS RISE.

AND THE WINNER IS...
THE SOUTH!

THE SOUTH LED THE CHARGE WITH
THE MOST AMOUNT OF DRY CLEANERS
SEEING A SALES INCREASE!

MEANWHILE, THE WEST SAW THE LEAST AMOUNT OF
DRY CLEANERS SEEING AN INCREASE IN SALES.

$41 o

NATIONWIDE AVERAGE FOR A
LAUNDERED SHIRT-A 12% INCREASE
FROM 15 MONTHS AGO.

Average regional shirt
prices shown above.

DRY CLEANING PRICES SAW, ON AVERAGE, A
4-8% INCREASE FROM THE PREVIOUS 15 MONTHS.

$1818 $806 $1487 $843 $3830

TWO-PIECE : PANTS PLAIN SWEATER : QUEEN
SUIT : DRESS : COMFORTER
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Jeff Schapiro

2025 State of the Dry Cleaning Industry

Continued from page 6
will take the reins? Will we see
a new generation of cleaners
embrace innovation and sus-
tainability while honoring the
traditions that built this indus-
try? Time will tell, but one
thing’s  for the
drycleaning business is noth-
ing if not resilient.

For the full report, visit
www.cleanersupply.com/ re-
search-reports

sure —

Jeff Schapiro has been the pres-
ident of Cleaner’s Supply for
more than 30 years. Originally,
the business began in the base-
ment of his drycleaners in up-
state New York. Today, it is a
manufacturer and distributor
of more than 20,000 dryclean-
ing products shipped to clean-
ers all over the world. He can
be reached by email at
jeff@cleanerssupply.com.

FEWER LOCATIONS, BETTER FOCUS.

1.7

STORES

THE AVERAGE NUMBER OF DRY
CLEANING LOCATIONS PER OWNER
DIPPED FROM 1.8 TO 1.7

NOT HUGE, BUT AN INDICATOR DRY
CLEANING OWNERS MIGHT BE FOCUSING
ON LESS AND BETTER LOCATIONS.

HIRING MIGHT SLIGHTLY
BE GETTING BETTER!

p

STAFF
RECRUITMENT
2024

27% OF DRY GLEANING
OWNERS SAY HIRING IS ONE OF
THEIR BIGGEST HEADACHES.

SOUNDS BAD? THIS IS DOWN FROM
44% BACK IN OCTOBER 2023.

%

STAFF
RECRUITMENT
2023

Obituary: James Cripe, Valet Cleaners, past DLI president

Jim Cripe — a longtime in-
dustry leader and owner of
Valet Clean-
ers and
Laundry —
| passed away
on Feb. 27,
2025 at the
age of 81.

Born in
South Bend,

IN, on Aug. 2, 1943, Jim later
made Louisiana his home and
eventually graduated from
Northwest Louisiana Univer-
sity in 1965.

He was a talented musi-
cian who began playing the
trumpet in his high school
band, The Lucky Seven, and
later traveled with The Gen-
trys and other bands in the

1970s. He also taught himself
to play the piano.

Jim would go on to build a
successful career, starting at
Litton Industries before set-
tling in Temple, Texas, where
he worked for Texas Hy-
draulics and Strasberger Enter-
prises. In 1972, he met the love
of his life, Lillian “Cissy” Zehr,
and they married that July,

One of the first purchases | made in my
business was the 24-hour drop box from
4, lowa Techniques. Sixteen years later, that
drop box is still working great and has
never needed any kind of repair or service.

- Mike Astorino, Fabricare Cleaners

You closed 3 minutes ago.
Bad for her, worse for you!

Owning an lowa Techniques drop box
means never having to say, “Sorry, we're
closed! If you were your customer, when
would you find time to come to your
If you don't offer a convenient,

shop?

24-hour drop off solution for “after hours”
customers, you are driving business to the
competition. Get your drop box today!

Techn cues”

THE UNIQUE PRODUCTS PEOPLE™

J (800) 727+1592

(800) 727+1592 | www.iowatechniques.com

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

blending their families. In
1975, they welcomed another
son, completing their family of
four children.

Always entrepreneurial,
Jim purchased Valet Cleaners
and Laundry in 1975. He dedi-
cated over 50 years to the
drycleaning business and was
actively involved in the Texas
Laundry and Drycleaning As-
sociation, the Drycleaning and
Laundry Institute (DLI), and
the Southwest Drycleaners As-
sociation (SDA), serving as
president and chairman of the
board on the latter groups.

Jim was also an elder at
First Christian Church for over
30 years. He had a zest for ad-
venture, earning his pilot’s li-
cense, playing racquetball,
biking, and traveling across
the U.S. with Cissy in their RV.

Jim is survived by his lov-
ing children: Kelli Cripe Nel-
son, Debbie Cripe-Drake and
husband Stan, Allan Cripe and
wife Molly, and Daniel Cripe
and wife Rachel. He was a
proud grandfather of twelve
and great-grandfather of four,
bringing joy and love to all
their lives.

Founder of Herson Supply
Obituary: Ron Herson

On Feb. 20,
Ronald Gene
Herson,
founder and
owner  of
Herson Sup-
ply of
Gaithers-
berg, MD,
passed away at the age of 72.

Born on April 30, 1952,
Ron would go on to live a life
of purpose, love and ambition.
He was a successful business-
man known for his exceptional
work ethic and keen sense of
opportunity, always striving to
make a positive impact on the
world around him.

In his personal life, Ron
was the proud father of five
children: Scott, Emily, Michael,
Bradley and Dana, with their
mothers Martha and Anne;
and six grandchildren: Juliana,
Sebastian, Lucas, Landon, Ste-
vie and Logan.

In addition to family and
work, Ron also had a deep love
for life’s simple pleasures. He
was an avid cook, and his culi-
nary creations brought people
together. Whether it was
preparing a Sunday meal for
his family or hosting friends
with a new Caribbean-inspired
dish, he approached cooking
with the same love and care
that he did everything else in
life. His passion for the flavors
of the Caribbean was especially
close to his heart, and his meals
were a celebration of culture,
warmth, and generosity.

Cycling was another of his
great passions, and he found
peace and joy on long rides,
whether exploring new land-
scapes or simply enjoying the
open road. His love for cycling
not only kept him physically
active but also gave him the
opportunity to connect with
nature.
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GULF STATES

DRY CLEANING EQUIPMENT

ATLANTA ¢ HOUSTON e« ESTABLISHED 1984

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

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

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

% “SETTING THE Alpharetta 770-343-8841
. GOLD STANDARD" 800-875-4756
Atlanta Office: Houston 713-984-8833
4035 Nine McFarland Drive ¢ Alpharetta, GA 30004 800-289-4756
Houston Office:

12647 Memorial Drive * Houston, TX 77024 gulfstatesd ryclean.com

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

To learn more, visit www.nationalclothesline.com/ads
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Registration opens for Clean ’25 in Orlando

Continued from page 1

Discover how to position
your business as the top choice
for customers — regardless of
price. This program will focus
on proven strategies for deliv-
ering exceptional customer
service, building customer loy-
alty and creating a value-dri-
ven brand that makes price
comparisons irrelevant.

Also on Sunday morning,
popular technology guru and
speaker Beth Z will present
“Seven Things Your Company
Should Be Doing with AI” at 9
a.m. This seminar will explore
artificial intelligence applica-
tions, from streamlining oper-
ations and improving
customer service to enhancing
marketing strategies and opti-
mizing inventory manage-
ment. Learn how Al tools can
save you time, reduce costs

and boost profitability.

On Monday morning, the
association will offer a panel
discussions of “Cleaning for a
Cause: Community Impact
and Business Growth” at 9
a.m. Attendees will discover
how giving back can make a
difference for both your com-
munity and your business. The
panel will feature drycleaning
operators who will discuss
how they participate in chari-
table causes and strengthen
their business’s reputation.

Afternoon educational
sessions

In addition to the early
morning educational sessions,
there will be afternoon pro-
grams scheduled on Aug. 23
and 24.

A popular speaker at pre-
vious industry events, Chris
Kuehl of Armada Corporate

Intelligence will be back to
offer an “Economic Outlook:
What to Expect in 2025 and Be-
yond” at 2 p.m.

An experienced economist,
Kuehl will offer his insights on
the current state of the econ-
omy and his forecast for the
year to come — specifically,
what small business owners
need to know to navigate that
coming economy.

On the same day, profes-
sional speaker and trainer Jes-
sica  Stollings-Holder will
present a program on “Gener-
ational Fluency” at 3:30 p.m.
She has studied how to bridge
gaps across generations for
over two decades and uses the-
oretical, historical and practi-
cal insights to present a
high-level view of the genera-
tions in the workforce and
how to bring them together for

greater understanding and
more effective working rela-
tionships.

There will be another pair
of educational programs pre-
sented on Saturday afternoon,
including one by Kristina
Stubblefield, a digital market-
ing specialist, who will present
“Unlock the Power of Al to
Revolutionize Your Business”
at 2 p.m. Those who attend
will learn how Al can elevate
their marketing by personaliz-
ing interactions and streamlin-
ing operations.

Lastly, there will be an ex-
pert panel of laundry profes-
sionals slated to speak from
3:30 to 4:30 p.m. on “How to
Start and Grow a Commercial
Laundry Business.” Panel
members will discuss the best
way to begin such a transition,
how the industry works, what

N\

every Ink stain is an

PPORTUNITY

Since stain removal matters to your customers,
each stain is an opportunity to impress them.

InkGo is the effective and safe way to remove ink
stains from all types of fabric - including acetates.
Use it to remove adhesives, too.

It's eco-friendly... California compliant,
chlorinated-solvent and NPE free, biodegradable

and non-combustible. And since InkGo is
user-friendly and odor-free, it's pleasant to work with.

Use InkGo to deliver stain-free cleaning.
You'll build your reputation for quality
— and keep customers coming back.

Become a STAIN WIZARD at ALWilson.com

To learn more, visit
ALWilson.com
or call 800-526-1188

A. L. WILSON CHEMICAL CO.

A.L. Wilson

Stain Removers

Since 1929

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

competition  exists and
whether or not it’s the right
move for you.

Innovation Awards debut

This year, show organizer
Messe Frankfurt will present
its inaugural Innovation
Awards program to honor ex-
ceptional performance in the
fields of industry research,
new materials and technolo-
gies. They will be measured in
four categories: Best New Ap-
plication; Best New Product;
Best New Technology for Sus-
tainability; and Best New Tech-
nology for Automation.

Exhibiting companies have
until a July 18 deadline to sub-
mit innovations to be consid-
ered for the program. A jury of
industry experts will assess the
entries and the winners will be
acknowledged and announced
sometime during Clean 2025.

For those planning on
making the trip to Orlando in
August, it’s best to register as
early as possible. There is a re-
duced cost for “early birds”
who sign up by July 19 — $130
for non-members and $120 for
members of one of the spon-
soring associations. After that
date, the cost goes up to $170
per non-member and $156 per
member between July 20 and
Aug. 16. On-site registration
costs $200 per person for both
members and non-members.

DLI will be headquartered
at the Rosen Centre Hotel,
which will be offering Clean
Show 2025 attendees a special
discounted rate starting at
$215 per night. Links to that
hotel, and other official Clean
Show hotels, can be found by
visiting the “Planning and
Preparing” section of the web-
site, www.thecleanshow.com.

For general attendees,
there are plenty of hotel op-
tions to choose from, including
the Hilton Orlando, Rosen
Plaza Hotel, Rosen Shingle
Creek, DoubleTree by Hilton
Orlando at Sea World and sev-
eral others with nightly rates
ranging from $159.

The official Clean Show
site also has links for South-
west Airlines, United Airlines
and Delta Airlines discount
codes for those needing to
make flight plans.

In the same section, there is
a downloadable schedule for
the complimentary shuttle bus
that runs to and from the
Clean Show hotels and the Or-
ange County Convention Cen-
ter. Service will run from 7 to
11 a.m. and 3 to 6 p.m. on Sat-
urday, Aug. 23. On Sunday
and Monday, it will run from
7:30 to 11 a.m. and 3 to 6 p.m.
Finally, on Tuesday, it will run
from 7:30 to 11 a.m. and 1:30 to
4:30 p.m. in the afternoon.



APRIL, 2025 / NATIONAL CLOTHESLINE / PAGE 11

renta

Without continual growth and progress, such words as
improvement, achievement, and success have no meaning.

~ Benjamin Franklin

WE HAVE BEEN BUSY ON YOUR BEHALF:

See What's Next at the @ean

The New Standard in Spotting Boards

Entered the Automated Conveyor Market by Acquiring GMS
Introduction of New Generation Laundry and Linen Presses
Improved Form Finisher Controls

Introduction of Optional Integrated Vacuum

Introduction of New Generation Fast Back and Scissor Presses

Introduction of New Generation Water Chiller
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Forenta — Your Partner in Excellence Since 1937

E: forenta@forentausa.com * T: 423-586-5370 « W: forentausa.com

To learn more, visit www.nationalclothesline.com/ads
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DLI begins timeline for Hall of Fame nominations

Continued from page 1
stewardship, and a deep-
seated passion for the industry.

DLI's Board of Directors
established the Hall of Fame
Award to recognize and ac-
knowledge individuals who
have contributed to the better-
ment of the drycleaning and
laundry industry.

“At a DLI Board meeting
last year, we all thought of
people in our industry who
helped us grow personally and
professionally and how we

might honor them,” said Nor-
man Way of Puritan Cleaners
in Richmond, Virginia and
DLI’s District 2 Director. “We
know others feel the same and
the DLI Hall of Fame Award
seems like the perfect way to
commend and recognize these
impactful leaders who left a
lasting effect on us all."
Nominations for DLI's
Hall of Fame Award are open
April 1 through May 15 and
will require a nomination form
that is available online at

DLIonline.org/HoF.

To be eligible, candidates
must have a minimum of ten
years working in the dryclean-
ing and laundry industry.

The selection process will
involve a two-stage voting
process by DLI's Hall of Fame
committee, and the awardees
will be publicly announced
and celebrated later this year.

DLI's Board of Directors
will review applications and
recipients will be announced
to the industry by mid-Sep-

tember. Candidates for the
award include industry pio-
neers, exceptional business
leaders, and community advo-
cates. DLI intends to shine a
spotlight on individuals who
have made a lasting positive
impact on the industry.
“Professional drycleaning
and laundry operators from all
over the world contribute to
the betterment of our industry
every day,” said DLI CEO
Mary Scalco. “Our goal with
the Hall of Fame is to recog-

nize contributions made by
any professional in our indus-
try who has made a positive
impact and honor them as ex-
amples for other members of
the industry. All cleaning pro-
fessionals, regardless of mem-
bership, are welcome to
nominate industry profession-
als they see as inspirational for
this award.”

For information about the
DLI Hall of Fame Award and
to make a nomination, visit
www.DLIonline.org/HoF.

Industry ad campaign will ask: Goft cleaning?

Continued from page 1
dence, elegance, and lasting im-
pressions that professionally
cared-for garments provide.

“During my travels to
trade shows and association

the

board meetings, as well as
while promoting the benefits
of DLI membership, one re-
quest consistently emerged: a
‘Got Milk?’-style campaign for
the drycleaning industry,” said

clean

Show

presented by Texcare

AUGUST 23-26, 2025

Orange County Convention Center

Orlando, Florida USA

www.cleanshow.com
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DLI President Kyle Nesbit. “In
the past a campaign like this
wasn’t economically feasible,
but today with social media
we believe we have a channel
to finally deliver on this ask.”

Watch for posts from DLI
focused on explaining what
items consumers can actually
dryclean, with emphasis on
convenience, the environmen-
tal impact of home laundry,

UNLOCK THE FUTURE
OF TEXTILE CARE.

Join us in exploring effective strategies
through our informative sessions, designed
~to equip laundry processors and suppliers
with valuable insights for navigating the
ever-evolving textile care landscape.

Register today for the 2025 edition
of The Clean Show!
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and much more.

DLI's Social Media Action
Committee is composed of DLI
leadership, several DLI mem-
bers from several markets
around the U.S., and an out-
side strategic social media con-
sulting company developed
the program over several
months. Posts will be prima-
rily video driven and audience
engagement data will deter-
mine how the campaign devel-
ops, leaning into topics users
find most interesting.

The campaign will seek to
overcome common misconcep-
tions about professional gar-
ment care to an urban
professional social media audi-
ence in their late twenties to
early forties. The campaign’s
central themes include: the
value of time; the feeling of
confidence; sustainability;
community involvement; and
industry innovations.

“This campaign is about
more than just cleaning
clothes; it’s about showcasing
the transformative impact that
professional garment care has
on people’s lives,” noted Mary
Scalco, CEO of DLI. “By en-
couraging drycleaners to ac-
tively share these posts, we
aim to expand our message to
a broader audience and help
consumers appreciate the ex-
pertise behind the services pro-
fessional cleaners provide.”

Drycleaners are encour-
aged to participate by:

e Following DLI on Face-
book and Instagram to access
the posts;

e Engaging with content
with likes, comments, and
shares to amplify its reach;

e Sharing posts with their
customers to push these con-
sumer-oriented messages to
their feeds.

DLI has created a landing
page, www.DLIonline.org/im-
pact, where drycleaners can
learn more about the initiative.
The page includes step-by-step
instructions, direct links to so-
cial media platforms, and
some tips for maximizing en-
gagement.
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With Poseidon Textile Care, you can unlock new revenue streams and expand into diverse markets
while using environmentally friendly equipment designed for efficiency and performance. Our
expertise and innovative technology set you up for success, helping you maximize utilization and

profitability. With Poseidon, your business is primed for growth and new opportunities.

Expand Your Market. Elevate Your Profits.

[TPOSEIDON

800-256-1073 » poseidontextilecare.com
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Creating content that connects with customers

n a world saturated with
I advertising, it’s easy to tune

out the constant barrage of
buy this and try that. At
Sudsies, we believe in a differ-
ent approach. We understand
that our guests aren’t just look-
ing for a drycleaner; they’re
looking for a partner in simpli-
fying their lives.

That's why our marketing
isn’t just about selling our
services; it's about providing
genuine value and building a
relationship based on trust and
helpfulness.

We see ourselves as more
than just a business; we're
your friendly neighbor — al-
ways ready to lend a hand
(and expertly clean your fa-
vorite cashmere sweater).

Our marketing content re-
flects this philosophy. Instead
of endless promotions, we
focus on providing informa-
tion that truly benefits our
community.

Travel tips and more

Take our recent blog article,
for example. “Lights, Camera,
Laundry!” provides our guests
with a complete film festival
packing list, and even gives

them dates and locations for all
the upcoming festivals they
might want to attend.

Of course, we also mention
that we can help get their cou-
ture favorites red carpet ready

why they’re essential for pre-
serving the quality and
longevity of your clothes.
Ever wonder why your silk
blouse requires special atten-
tion? We'll break it down for you.

Building a community

At Sudsies, we're not just
cleaning clothes; we’re build-
ing a community. We strive to
create a welcoming and ap-
proachable atmosphere, both

Our recent blog article “Lights, Camera, Laundry!”
provides our guests with a complete film festival packing
list, and even gives them dates and locations for all the
upcoming festivals they might want to attend.

(and care for all their garments
when they return home, too).
Our Instagram account is
also filled with helpful infor-
mation, including our 24/7
Automatic Dry Cleaning Ma-
chine locations, how to sched-
ule a valet pickup, and more.

Educating and empower-
ing our guests

We believe that an informed
customer is a happy customer.
That's why we dedicate a sig-
nificant portion of our content
to educating our guests about
the intricacies of garment care.
We delve into the science be-
hind drycleaning, explaining
the different processes and

Curious about the benefits of
professional stain removal?
We've got you covered.

Our blog posts and social
media channels are filled with
practical tips and advice. We
share insights on how to care
for different fabrics, how to or-
ganize your closet, and even
how to pack efficiently for
your next trip (because we
know our guests are often on
the go).

We understand the frustra-
tion of trying to decipher con-
fusing care labels, so we
provide clear and concise ex-
planations to take the guess-
work out of garment care.

New Episodes

Every 2 Weeks:
TALK
DRYCLEAN &
LAUNDRY
USA

TALKING ABOUT ALL THINGS ‘
IN THE LAUNDRY &
DRYCLEANING BUSINESS

And MORE...

THE PODGAST FOR
DRYCLEANERS

Don Desrosiers | tailwind.don@me.com | 508.965.3163

=]®

Drycleaning
Laundry
Management
Production

Marketing

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

in our stores and online.

Our marketing content re-
flects this commitment to com-
munity. We share stories about
our team, highlight local
events, and encourage dia-
logue with our guests. We
want to be more than just a
faceless corporation; we want
to be a familiar and trusted
presence in your neighbor-
hood.

Our team loves to spend
time learning about guests, re-
membering the names of their
children and spouses, and
even keeping inventory of
their clothing so that we can
keep them updated on how it
is wearing over the years.

Why should our marketing
be any different? Our goal is to
add value, not exhaust them
with ads.

Saving time and stress

We know that our guests are
busy people. Between work,
family, and social commit-
ments, there’s often little time
left for mundane tasks like
laundry. That's where Sudsies
comes in. We want to free up
your time and alleviate some
of the stress in your life.

Our marketing reflects this
commitment to convenience.
We highlight our pickup and
delivery services, our online
ordering platform, and other
features designed to make
your life easier.

Our commitment to provid-
ing valuable content is ongo-
ing. We're constantly looking
for new and innovative ways
to serve our community.

We're exploring partner-
ships with local businesses, de-
veloping educational
workshops, and continuing to
expand our online resources.

At Sudsies, we believe that
marketing should be more
than just advertising; it should
be about building relation-
ships, providing value, and
making our guests’ lives a little
bit easier.

We’re not just cleaning
clothes; we're caring for our
community. And that’s some-
thing we can truly smile about.

Jason Loeb strives to deliver
exceptional results and
leave a lasting impression
on the customer, business
partners, and the communi-
ties served by his brands.
Through strategic partner-
ships and real estate acqui-
sitions, he ventured into the
textile care industry to real-
ize his dream of building a
remarkable “people busi-
ness.” Sudsies represents
his commitment to preserv-
ing the integrity of couture
and cherished clothing by
ensuring that each garment
receives the care it de-
serves. To contact Jason,
send email to
jason@sudsies.com.

%/.

//

@

DUBLIN CLEANERS in Columbus, OH, recently purchased a
new Firbimatc EG 80K machine for use with Kreussler Solvon
K4 solvent. The sale and installation was handled by Capstone
Equipment. Pictured with the machine is Brandon Oney of

Capstone Equipment.
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SC-1 STEAM CABINET
Less is MORE!!

Steam Cabinet is Ideal for Current Fabrics & Fasbion

Compared to the traditionalf

Steam Tunnel... :
* Less Space (Only 25% of a No Press %unnl)
* Less Weight (Only 25% of a No Press Tunnel)

e Less Price $$% (Only 25% of a No Press Tunnel)
* Less Moving Parts - Simple Design
* Less Ambient Heat

¢ Less Energy Consumption

More Production - Over 300 pcs/hr...
(20%-80% More than No Press Tunnel)

» Designated 5 Hook Slots per Cycle

* Selectable 2-Cycle Timer
» Optional High-Power Blower (HP Model)

Are you looking for a new
career opportunity?
Contact us for
available positions:

UN/IPRESS . ' jim@unipresscorp.com

3501 Queen Palm Drive » Tampa, FL 33619 « 813-623-3731 OB
WWW.Unipresscorp.com Linked [

Steam Cabinet

MADE IN USA

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

Why you should consider fi

sition where your cus-

tomers always insist on
speaking with you directly, it is
time to consider shifting your
business structure. Doing so
can improve the value and ef-
ficiency of your business.

When I bought Fashion
Cleaners in 1992, I had one
high-maintenance customer
who always asked for the prior
owner. I would simply say he
wasn’t in today. Could I help
her? After a couple of months,
she said, “Rueben isn’t here
anymore, is he?” I said, “No,
but can I help you?”

A business that can thrive
without the owner at the center
of all its operations is more
valuable because processes can
run smoothly with or without
you. If you're too stuck in the
weeds, it will be difficult to im-
prove or evolve — and your
employees will miss the oppor-
tunity to grow and become ad-
vocates for your brand.

This process is hard but nec-
essary. Think of all the experi-
ences and knowledge about
your business that reside in
your head — vendors, repair
people, contacts, and situa-
tions. Start by documenting
this information, just as you've
likely documented your opera-
tional processes. To maximize
the value of your business, aim
to quietly slip into the back-
ground and let your staff take
center stage. Here are five
ways to make customers less
inclined to call you.

1) Re-rank. If you display

I f you find yourself in a po-

bios of key staff members on
your site, reorder the list alpha-
betically rather than hierarchi-
cally. Don’t take center stage.

2) Re-brand. If your sur-
name is in your company
name, consider a rebrand.
There’s nothing that makes a
customer want to deal with the
owner more than having the
owner’s surname featured in
the company name. I've ac-
quired three companies and
started six during my career.
Intentionally, I didn’t use my
family name, and it made sell-
ing three of those businesses
much easier.

3) Hire a president or gen-
eral manager. Giving someone
the title of president or general
manager signals they have real
authority to solve customer
problems. This may be tough,
as it requires you to give up
control. Many entrepreneurs
get to where they are because
they’ve been in control of
everything.

4) Use an email auto-re-
sponder. Tim Ferriss, author of
The 4-Hour Work Week, made
the email auto-responder fa-
mous — and it can serve you
well. Set up an automatic re-
sponse for emails explaining
that you're traveling or attend-
ing to a strategic project and
are unable to respond immedi-
ately. Train your customers to
direct questions to the person
best suited to answer them.

A word of caution: If you
continue to answer customer
emails after setting up an au-
toresponder, it will become ap-

parent you're hiding behind it,
which could diminish your
credibility. Once you set it up,
be ready to let others step in.

5) Play hooky. If your busi-
ness is one customers visit in
person, consider setting up a
home office so you can spend
more time away from your lo-
cation. I enjoy my home office
and find it allows me to work
on my business, read books,
and further my knowledge. Re-
member, leaders are readers.

For hard-charging, A-type
entrepreneurs, the steps above
can be complicated and may
feel counterintuitive. They
might even have a short-term
negative impact on your com-
pany’s sales. But, once you
train your customers to rely on
your team, you will be able to
scale further.

Now, if you draw a picture
that represents your role in
your business, what would it
look like? Are you at the top of
an organizational chart, or
stuck in the middle of your
business like a hub in a bicycle
wheel? The Hub & Spoke
model is a driver of value that
shows how dependent your
business is on you for survival.
It can only be as strong as the
hub. The moment the hub is
overwhelmed, the entire sys-
tem fails. Acquirers generally
avoid businesses like these be-
cause they understand the dan-
gers of buying a company too
dependent on the owner.

Here are five signs your
business could be too depend-
ent on you:

1. You are the only signing
authority. Most business own-
ers give themselves final au-
thority all the time. What
happens if you're away for a
few days and an important
supplier needs to be paid?
Consider giving an employee
signing authority for an
amount you're comfortable
with, and change the mailing
address for your bank state-
ments to your home. That way,
you can review everything that
comes out of your account and
ensure the privilege is not
being abused. I've yet to give
up signing all the checks and
reconciling bank accounts my-
self, a result of a bad experi-
ence many years ago. But, it’s
important to start letting go
and always trust, but verify.

2. Your revenue is flat com-
pared to last year. Flat revenue
from one year to the next can
indicate you're in a Hub &
Spoke model. No matter how
efficient you are, every busi-
ness that relies on its owner
reaches capacity at some point.
Consider narrowing your
product and service line by
eliminating technically com-
plex offers that require your
personal involvement and
focus instead on selling fewer
things to more people.

3. Your vacations don’t feel
like vacations. If you spend
your vacation answering ques-
tions and putting out fires from
your cell phone, it’s time to cut
the cord. Start by taking one
day off and see how your com-
pany operates without you.

EUROPEAN FINISHING EQUIPMENT Core.
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ARHI-STEAM

WWW.HISTEAM.COM + SALES@HISTEAM.COM

TOLL FREE: (888) 460-9292

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

PND-98U

1 ¥ Made in italy

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

PND-2500A
with SVP-24

PND-3000A L
with MVP-35B e

.

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

PND-1000AD
with SVP-24

ES-2000AR |
Spotting Board [

WATCH VIDEO ONLINE
WWW.HISTEAM.COM

3 KERMIT ENGH

ring yourself

Build systems to handle fail-
ure points. Gradually work up
to where you can take a few
weeks off without impacting
your business. I know owners
who have graduated to turning
off their phones except for a
short time in the morning and
late in the afternoon. This is
tough. We're trained to always
be available. Think about what
you could do with that time.

4. You know all your cus-
tomers by first name. It’s great
to have your finger on the
pulse of your market, but
knowing every customer by
name can indicate you're rely-
ing too heavily on personal re-
lationships to hold your
business together. Consider
hiring a sales team to replace
you as the “rainmaker,” and, as
inefficient as it may seem, have
a trusted employee shadow
you when meeting customers.

When we acquired our first
cleaners in 1992, I worked hard
to know everyone who came in
the door. Now, I love hearing
from customers that our cus-
tomer relations managers
know their names — or even
better, having my managers in-
troduce me to our customers.

5. You get CC’'d on more
than five emails a day. If em-
ployees, customers, and sup-
pliers are constantly CC’ing
you on emails, they may be
looking for your tacit approval
or you haven’t clearly commu-
nicated when you need to be
involved in their work. Start by
asking employees to stop using
the CC line unless it's ab-
solutely necessary, and only if
they need a specific action
from you. Start asking, “What
would you do if I weren't
here?” and use the answers for
coaching. Soon, questions will
stop, and actions will happen.

Until next month, keep
building value.

Kermit Engh has been an
owner/operator in the
drycleaning industry for over
32 years, a CINET winner in
2016 and has been a Methods
for Management member for
over 28 years. His positions as
managing partner of MfM and
as a Certified Value Builders
Coach allow him to share his
extensive background in strate-
gic planning, finance, process
improvement, packaging and
branding, employee training
programs, profitability, cost
analysis, acquisition analysis
and succession planning. To
find out more about how Ker-
mit can help you maximize the
value of your business, contact
him at kengh@mfmi.com.
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Nominate Your Industry Hero
For DLI's Highest Honor:
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DRYCLEANING & LAUNDRY
INSTITUTE INTERNATIONAL

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

DLI's Board of Directors invites you to
nominate inspirational industry professionals at
DLIonline.org/HoF

Nominations open April 1 - May 15

Membership not required to nominate or receive award

Recipients will be announced later in 2025

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

e | earn more about the program and make a nomination at DLlonline.org/HoF
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WRENCH WORKS

BY BRUCE GROSSMAN

Drycleaning machine systems — part 2

ast month, I explained the
Lbasic processes of the

most common type of dis-
tillation system found in
drycleaning machinery. In this
issue, I'll describe the compo-
nents associated with the dis-
tillation process in detail.

There are many variations
in the distillation systems used
in drycleaning; I've pictured
the distillation system for perc.
However, the safety devices
are essentially similar for ma-
chines using other solvents
(not all of the items discussed
and those shown in the illus-
trations may not be present on
your machinery).

The steam heating section
of the still contains the follow-
ing components, which corre-
late to the numbers shown in
the circles in the accompany-
ing illustration. The numbers
assigned to the paragraphs in-
dicate the numbers attached to
the components shown in the
illustration:

1) Steam Pressure Regula-
tor. Controls the pressure of
the steam in the still heating
system. Steam temperature di-
rectly correlates to steam pres-
sure, so when you adjust the

steam pressure, you vary the
temperature of the still heat.

The correct steam pressure
setting is usually between 40 to
60 Ibs/sq. inch. Settings will
vary depending on the ma-
chine manufacturer and the
solvent used, so follow the
manufacturer’s suggested set-
ting.

Common problems en-
countered with this device are:

A) Regulator set too high
or not regulating. If the pres-
sure in the still is excessively
high, it’s possible to overheat
the solvent and cause it to boil
too violently. This boiling
forces the raw still content up
the still riser pipe into the still
condenser, contaminating the
condensed solvent (conden-
sate) in the condenser, the con-
densate flow path throughout
the machine, and the water
separator.

This contamination will
usually contain drycleaning
detergent, which prevents the
proper separation of water and
solvent in the water separator
when mixed with the water in
the condensate. A milky white
mixture of solvent or water can
usually be observed when this
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which will be explained later
in the article.

Common problems en-
countered with this device are:
A) Valve not opening. This is
often a pneumatic (air system)
problem. Either the air pres-
sure to open the valve is too
low, which is likely an incom-
ing air pressure regulator
problem, or the air is blowing
by the valve’s piston, which is
used to open the valve. A
symptom of this valve not
opening would be no or very
slow distillation.

B. Valve not closing. A
steam control valve sticking
open is usually caused by a
build-up of scale on the shaft
connecting the valve disk to
the piston, causing friction that
exceeds the force exerted by
the spring that closes the valve.

Symptoms of this problem
during standard distillation in-
clude a continuously heated
still, which may result in a still
boilover, hot solvent, leading
to poor solvent/water separa-
tion, as well as increased utility
costs.

3) Steam pressure relief
valve. This valve relieves
steam pressure in the still
steam jacket if it exceeds the
safe design limits. It's impor-
tant to understand that this is
the pressure in the steam jacket
that surrounds the lower por-
tion of the still, not to be con-

fused with the area of the still
that contains solvent.

Common problems en-
countered with this device are:

A) Valve not opening. If
the steam pressure exceeds the
limits of the still steam jacket,
it could cause steam leaks or a
rupture of some component
used in heating the still. T have
found no realistic method of
testing this valve.

B) Valve leaking. If this
valve leaks, the escaping steam
will be obvious and will likely
require the replacement of the
valve.

That’s it for now. Next, I'll
explain the safety devices used
in the distillation system.

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

i mErTca BusinessinMind

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

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

PRINCESS ULTRA with Touch Screen

Tensioning Blouse / Shirt / Jacket / Form Finisher

e Sizes from O Petite to 3XL and Larger

* Dual, Rotating Front Clamps (Patented System)

* One Heated for Wet Shirts / Blouses

* One Unheated for Drycleaned Shirts / Blouses [ Jackets
e Front Clamps Pivot & Rotate

[INEW MODEL

No Need to Disconnect & Store Unused Clamp!

TREVISTAR CR3 with Touch Screen

Tensioning Shirt Finisher

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

Heated Cuff Placket Press

T13AOIN MAN///

TREVIFORM with Touch Screen

Tensioning Form Finisher

360 Degree Rotation

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

[INEW MODEL

Frevifor®

Trevi2™—

e
o

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

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

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

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

-

3y DON DESROSIERS

How to manage finding the right manager

et’s face it. It's difficult to
Lfind managers in this

business. Let me be more
specific. It's difficult to find
qualified managers in this
business. This is an inconven-
ient truth because I believe the
most valuable investment that
you can make — the one with
the most significant Return on
Investment — is a qualified
manager. I see clear patterns.

1) Hard workers with an ex-
emplary work ethic are pro-
moted to management.

I am as guilty as anyone of
taking a great employee and
wishing them into a supervi-
sory role. This has a clear ad-
vantage. It is important that
employees view their leader as
a person that isn’t ever afraid
to roll up their sleeves. If you
expect a lot out of your staff,
but are personally a slouch,
you will fail as a manager.

However, the downside will
keep you stagnant. This person
will do whatever it takes to get
the work out. They will push
through anything to make it
happen. They will work long
hours if necessary. This is the
most common type of manager
that I see. The problem is they

work harder than they should.
They are fine with being the
best employee in the company,
but they don’t groom their
subordinates to be the same.

There was a drop store man-
ager in Louisiana some years
ago who I am certain was the
best drop store manager ever
— and he knew it. He loved
being the envy of his peers, the
one who they looked up to.

He would do anything that
was asked of him, except for
one thing. I believe that he
would have been much more
valuable to the company if he
worked to make the other
managers in the company as
good as he was, rather than
just viewing them from his
ivory tower. These managers
are often too involved in the
day-to-day and in their own
agenda to look for ways to im-
prove the company, streamline
the operation and improve the
customer experience.

Change is tough for them
and they cite being “too busy”
as the reason for wanting
everything to remain status
quo.

2) Long -term employees are
promoted to management.

viM

METHODS FOR MANAGEMENT

Our recent MM 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, | 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

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

This type of manager isn’t
quite as common as the previ-
ous one, but there’s a bunch
out there and they are often
very poor. Most times, I find
they are on the wrong team.
They are in a management role
but they aren’t on your team.

It’s easy to see this once you
peel back the candy coating.
Let’s say that this person is
your production manager and
you pressure him/her to im-
prove pressing productivity.
Their response will be, “I keep
telling them,” but nothing im-
proves. Many managers think
that they have done their job
because they keep telling them.
Their job isn’t to tell them;
their job is to make it happen.
Anybody can do the telling!

When push comes to shove,
the manager still has failed to
improve pressing productivity,
but now the defense for failure
becomes more vivid.

Now, instead of saying, “I
keep telling them,” they say,
“These people need their
hours.” You know that you
have the wrong person in
place when they say this.

This statement shows that
they are on the employees’

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

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

www.MethodsForManagement.com

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

team, not yours. When I hear
this, I am not even sure that
they ever sincerely pressured
the pressers to work more ag-
gressively towards their pro-
duction goals. I consider that
they probably chose to side-
step the issue in order to avoid
a confrontation with the staff.

Remember, this manager
was once their equal, but now
they are expected to be their
superior when they jumped to
your side of the fence. That
change in their thinking never
took place, in spite of their
words. The results, or lack of
them, proves this.

3) New hires that used to be
a manager for another
drycleaner are promoted to
management.

Sometimes you think that
you’'ve scored a touchdown
when you stumble upon a per-
son who was a manager at an-
other cleaners, near or far.
Sometimes you will be right.
The trick is to make sure that
this person adopts your meth-
ods first rather than you adopt
his or her style. They might
come to the table with every-
thing you need, or they may
come with bad habits that have
continually thwarted his/her
success or advancement.

If he is the former, then he is
demonstrating his flexibility
and his ability to adapt. Just
because you need a manager
does not mean that any of your
procedures need changing.
Just because you hire someone
from the outside does not
mean that their ideas are better
than yours. I see this often with
new start-up plants. Someone
completely unfamiliar with
this industry hires a much-
needed manager with an ex-
tensive resume. Every word
this person utters sounds like
gospel. This is very dangerous,
especially in the case of these
industry newbies. By the time
the new owner catches on,
much damage has been done,
and sometimes its too late.

As a very costly byproduct
of any of these, investments in
equipment are made in an ef-
fort to do the management
work. Equipment doesn’t run
any business. Managers do.

When you have any sort of
problem, the solution always
lies within management. It's a
costly lesson. Examples of this
are everywhere. You find that
your shirt pressing quality is
lacking. Customers are com-
plaining, or worse.

You see a shirt unit at the
Clean Show that presses shirt

after shirt, flawlessly. You buy
that but do not get the same re-
sults. Because you are only get-
ting 20 pants per hour, you buy
a sandwich legger so that you
can get 50 pants per hour. It
doesn’t happen. You switch to
bar codes to speed up assem-
bly and eliminate errors. Noth-
ing changes.

All of these undesirable re-
sults happen because you did-
n’t need a shirt unit, a pants
press or an assembly machine.
You needed a manager who
continually develops the staff,
works to improve the com-
pany and to enhance the cus-
tomer experience. Equipment
minus management often
turns out to be a train wreck.

I have found that former
restaurant managers adapt
well to this industry. The envi-
ronment in which they work is
similar in that the surround-
ings are not glamorous, the
need to get it done now pre-
vails and it can be hot and un-
comfortable to work. The
learning curve can be steep,
but the right person easily
overcomes that obstacle.

Unfortunately, the epilogue
here does not contain a magi-
cal answer — only wisdom.
We all have made bad hires but
the trick is to be capable of rec-
ognizing when enough is
enough... being able to read the
handwriting on the wall... to
be able to see inside the crystal
ball (one more for the cliché-
fest).

If you have multiple plants,
train a new manager for plant
A at plant B. If you don’t have
more than one plant, train a
new manager at a drop store so
that he/she gets as much expe-
rience as possible with every-
thing that goes on there —
including reading lots of back
issues of this and every other
publication. Good luck. It's a
challenge out there!

If you do what you've always

done, you’ll get what you al-
ways got.
Don Desrosiers has been in
the drycleaning and shirt
laundering business since
1978. He is a work-flow engi-
neer and a management con-
sultant who provides services
to shirt launderers and
drycleaners through Tailwind
Systems. He is a member of
the Society of Professional
Consultants and winner of
DLI’s Commitment to Profes-
sionalism award. He can be
reached by cell phone (508)
965-3163, or email to: tail-
wind.don@me.com.
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ulf Coast

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

Union HXL8000K

B&C Technologies DE Dryer B&C Technologies HE-65 Washer

'
) Bfbreuts (CBEE Frema| Ty gy WD) P | ERifon

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

Financing Options Available

For New or Used Equipment, Service and Parts call

Gulf Coast .

Equipment Sales

J

4304 Wallace Road, Lakeland, FL 33812
813-253-3191 ¢ 239-288-9386 ¢ gcdeinc@yahoo.com

gcequipmentsales.com
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THE SPOTTING BoARD

By DAN EISEN

The causes and cures of dye bleeding

ye bleeding is a fairly
common occurrence
plaguing drycleaners.

Dye bleeding can occur in
drycleaning, wetcleaning or
spotting.

It is important to pinpoint
the source of the bleeding so
proper remedies can be ap-
plied.

Dye bleeding can occur
due to several factors.

1) Poor dye fastness in
manufacture.

This means that the dyes
are not properly applied or set
during manufacture. Dye
bleeding can occur in
drycleaning due to solvent sol-
uble dye or wetcleaning due to
fugitive dyes to water.

Bleeding can also occur in
spotting due to wet and dry-
side chemicals used. It is not
unusual for fabrics to be solu-
ble in both wet and dryside
solvents.

2) Hot solvent.

Hot solvent induces dye
bleeding. There are many
drycleaners using solvent
heaters to heat up their solvent

and make it more aggressive.

Hot solvent will make the
solvent more aggressive giving
it the ability to remove more
dryside stains but adding to its
ability to produce bleeding
and dye transfer.

3) Poor dyes will bleed in
wetcleaning even if proper
dye setting agents are used.

Dye bleeding is more apt
to occur if the garments are not
agitated enough to flush away
loose dye.

This means that garments
which are soaked will tend to
bleed and transfer dye more
readily than if the garments are
kept in motion by agitation.

4) Spotting.

Dye bleeding and transfer
can occur in spotting if the
drycleaner does not use a
white towel to contain the
loose dye.

The use of a towel is also
necessary to detect poor dye
fastness.

The use of alkalis and pro-
tein formulas may increase the
possibility of dye bleeding, es-
pecially on silk and wool.

Cures and Prevention

1) Drycleaning.

The cooler the solvent, the
less chance dye bleeding will
occur. Cool solvent decreases
the aggressive nature of the
solvent.

should be wetcleaned again,
using adequate mechanical ac-
tion so loose dye can be
flushed away from the fabric.
3) Spotting.
All spotters must use a
white towel when flushing.

Dye bleeding is more apt to occur if
the garments are not agitated enough
to flush away loose dye.

If dye bleeding does occur
in drycleaning, the drycleaner
should re-clean the garments.

Water and wet side spot-
ting agents should not be ap-
plied since this will set the dye
and change a dryside dye into
a wet side dye.

2) Wetcleaning,.

Wetcleaning using an acid-
based detergent reduces the in-
cidence of dye bleeding.
Cooler water temperatures
also reduced the incidence of
dye bleeding.

If dye bleeding does occur
in wetcleaning, the garment

Contactless Automation
at the Front Counter, Plant & Routes

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

« Presses and Solutions for all Budgets

« Best and Free Technical Support Forever

« OSHA, UL, CE and TUV SUD

Safety Certified Presses

Very reliable, easy to fix and upgrac
re-printed Sequenti lly Numb

GARMENT LABELING EXPERTS

EzProducts International, Inc.

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

Use a proper lubricant when
applying mechanical action to
a stain. The lubricant will tend
to suspend the loose dye so it
can be flushed away without
settling on the fabric.

If the dye bleeding is no-
ticeable on a fabric it should be
flushed with the steam gun
and then using air and pres-
sure to push the dye into the
cloth while drying rapidly.

Bleaching Process

When dye bleeding does
not respond to the aforemen-
tioned processes it may need a
bleaching process. Do not use

a bleach without testing, mak-
ing sure it does not effect the
base dye and will remove the
dye that bled.

Titanium sulphate is usu-
ally the most effective bleach to
remove dye bleeding. It is not
unusual, however, for other
bleaches such as sodium
hypochlorite to work on fab-
rics such as cotton, linen, rayon
and polyester.

The drycleaner can also at-
tempt to use a mild solution of
a bleaching agent, even if the
base dye is slightly affected
when testing.

The drycleaner would
make up a very mild bleaching
bath and only immerse the
garment in the bath for a few
seconds before removing and
rinsing.

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.

REPLACE THAT ZEROWASTE OR GALAXY

SAHARA’S CARBON FILTER USES CHEAP GRANULATED CARBON

SAHARA 11

DESIGNED FOR TODAYS SOLVENTS

IT'S SO RELIABLE YOU'lL FORGET IT'S EVEN THERE

2 YEAR WARRANTY

Complies with Federal, State and
Local environmental regulations

Easy installation all parts included

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

GET RID OF YOUR RETURN TAN
TROUBLESOME

BALL FLOAT VALVE

r $695
*REQUIRES 24 VAC |
E ZTmnEHS SOLENOID
MANUFACTURING
www.eztimers.com

702-376-6693

ALWAYS AVAILABLE AT AMAZON, PETCO, WALMART

$29205

ALL SOLVENTS
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ELECTRONIC LEVEL CONTROL
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WATER
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GREEN INDICATES |}
LEVEL IS OK

E Z TINERS  www.eztimers.com
eztimers.com
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To learn more, visit www.nationalclothesline.com/ads



APRIL, 2025 / NATIONAL CLOTHESLINE / PAGE 25

REDUCE YOUR CREDIT CARD
PROCESSING FEES

(%) Rates as low as .05%"

-

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

@ FREE Credit Card Terminal Placement Wireless/Landline/High-Speed/Dial-Up
@ Easy setup (with no setup fees and quick approvals)

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

© Free paper**

FREE TERMINAL PLACEMENT OPTIONS

INTEGRATE
WITH YOUR POS

e Send digital receipts:

Email or SMS a receipt STANDARD
e Send Invoices TERMINAL

OPTIONAL PROGRAMS:

EDGE: The Best CASH DISCOUNT PROGRAM e Curbside Orderi
from North American Bancard urpside vraering

Are you ready to get rid of the impact of payment processing costs ® POint Of Sale Sy5tems

on your business? . :
y Recommendations, Solutions

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

GROW YOUR BUSINESS. PARTNER WITH NAB TODAY!

866.481.4604

© 2022 North American Bancard, LLC (NAB). All rights reserved. NAB is a registered ISO of BMO Harris Bank N.A., Chicago, IL,
Citizens Bank N.A., Providence, RI, The Bancorp Bank, Philadelphia, PA, and First Fresno Bank, Fresno CA. Amer|can 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.
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Rates: $1.70 per Word. $35 minimum
Deadline 10th of the Month
To place an ad, call (215) 830 8467
or download the form at
www.nationalclothesline.com/adform

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

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 positions we are looking for MUST have 5-10 years 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)

Time to Sell Your Business?

WE CAN HELP!

We have been assisting Entrepreneurs in & out of
Mid-sized Service, Distribution & other types
of Businesses for over 50 years!!

WANTED

Need a seasoned business to
business sales executive to
train as a consultant/partner.

Contact us for a complimentry chat.
Send your resume with location and availablty to:

Richard Ehrenreich, cp, sea, r-cpi
EHRENREICH & ASSOCIATES, LLC

301-924-9247 * Richard@Ehrenassoc.com

Equipment
and Supplies

45
Ay o o,

PROSParts

Your one-stop parts shop
DRYCLEANING & LAUNDRY EQUIPMENT ARTS
NEXT DAY DELIVERY A

ALL BRANDS J£5
LOW PRICES

1-866-821-9259
PROSPARTS.COM

Sold our business. Need to sell
a Milnor Washer 30022 T5E 60Ib
$1200.00 also a Huebsch Originator
Steam Dryer 120lb $800.00. Great
deal both run perfectly, maintenance
performed regularly. Also, we have
larger linen processing equipment.
Call or email for pictures and more
info. Delta Linen Inc. 505-228-7467,
deltalinenabg@gmail.com. 5/25

WESCRIEIGS

Evaporator

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

QUALITY REBUILT
EQUIPMENT
Specializing in the
Classics of Forenta and
Ajax Presses and some
hard to find parts
Phone: 757/562-7033.

Mosena Enterprises Inc.
mosena@mindspring.com

www.mosena.com

Catalogs

Newhouse Specialty
Company, Inc.

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

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

to download and print a page.

Training &

Education

INDEPENDENT
GARMENT ANALYSIS’E

New Manual: Procedures and
Chemical Formultations to
Lower Chemical Costs
FREE Chemical Evaluation
of Your Plant Available.
Purchase my Service Package
and receive the following:

* 5 free garment analyses per year
* 1 Art of Spotting handbook
e 1 Art of Wetcleaning handbook
* 6 personalized online training sessions
for any employee on spotting, bleaching,
wetcleaning, drycleaning and fabrics

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

cleaners

SUPPLY

800-568-7768

Korean: 1-800-368-7768
8am to 8pm EST, M-F

CLEANERSUPPLY.COM

Buy, Sell, Hire
in the classifieds

To place your

classified ad,
call (215) 830-8467.

Visit these advertisers’ websites!
Links to all are listed at
www.nationalclothesline.com

Point your browser to:

On-line classifieds

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

www.nationalclothesline.com

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

* National

Clothesline&

Miele WetCare® -

NATIONAL CLOTHESLINE
SERVING THE DRYCLEANING INDUSTRY FOR OVER 60 YEARS

& NeL Profile Industry balancing act to
Life goes on continue in 2022 back
As cleaners prepare to close
WINTER:

For the Bodin family, starting a m
=8 clcaning business in Yonkers, the dooron 2021 {and petfieps
. A NY, was an opportunity for a throw away the key), the last 11

¥ clean slate. Before that, 12- ceammsumer, MONtS have proven to be
year-old Paul Bodin and his

father. David. had been forced to flee their
native country during the Russian Revolution

another arduous challenge,
harshly punctuated by shortages of every
imaginable kind: hangers, plastic, computer

Read More Read More.

Light always follows darkness
by Peter Blake

It has been a long, interesting

and challenging 18 months, to
say the least. | know | have ﬁ
B ¥ never worked harder or more P
hours than | have during the
’ /. past year and a half. | also ,\ >

know | am not alone, and

Don's wishlist to St. Nick: 2021
edition

by Don Derosiers Whitmarsh

BH appy December! It is that

time once again for my annual
Christmas Wishlist. Every year,
Isend a plea to the great St
Nick for products that do not
exist vet, but | believe they

the greener way to clean.

=3 .. 5 ol
BENCHMARK
MACHINES S
Us  coNTacT

HOME ~ BACKISSUES  CLASSIFIEDADS  ADVERTISERS  DATELINE  ASSOCIATIONS  LINKS  RESOURCES  ABOUT

FallFest EXPO pushes date

5L FallFest EXPO remains
2 too short-staffed and
three days devoted to it in early December. As

aresult, the North East Fabricare Association

Read More

ATribute to James Peuster
by Mark Albrecht and Jennifer

5 As we round out 2021, lets
recognize an achievement of a
familiar personalitiy in our

2 industry.. James Peuster. JP (as
1\ many know him) begins his

20th year consulting teams

o

Even though interest for

high. many cleaners are

overburdened to spend
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ReviewMy
e DryCleaner

More than just collecting reviews

REVIEWS Al

Generate reviews on autopilot, craft the perfect
replies with Al, gain deep insights into customer
sentiment, benchmark against competitors, and
get recommendations to boost your reputation.

LISTINGS Al

Build comprehensive and enticing profiles on
the sites that attract 90% of web traffic - Google,
Apple, Facebook, and Bing - and get insights
to rank higher in local search.

[ O N Reputation Score

& urgent care near me 82.1 +116 [ Listings Accuracy by Site

wwwwwww 'y average: 789

FastMed Care ou B

1356 raviews ok Poor Great

Feded ek i -

o Ll A s Reputation Score over time 57

ok . e

Listing Status

INSIGHTS Al

Elevate your brand with RMDCScore and Al
insights. Measure and benchmark sentiment,
reputation, and online presence, and get
targeted recommendations to drive growth.

COMPETITORS Al

Tap into advanced Al tools to identify,
benchmark, and analyze your competitors,
giving you a powerful edge in the market.

e Competitors Al

McAllister
Real Estate

82.1+110 . ) D 88.6 s

Reputation score

RMDC Score i RMDC score breakdown
8

Average rating
Review count t
Response rale

. " Sentiment score 79.0) (+2.0) i 67.0] (+0.6)
SmartInsights Al =S
i K E:

Summary
« Your Score has increased by 116

points which brings you 32 points above
industry average.

« Positive feedback in menu, food and staff
categories drove this improvement.

Recommendations

Streamline online ordering and wait times to
improve your Score.

SOCIAL Al: Create social posts
in minutes with Al, manage social

CHATBOT Al: Optimize your website
with an intelligent and conversational
presence across multiple locations and Al chatbot that can engage visitors,

Smart Insights AF

sSummary
McAllister Real Estate leads the market with exceptional staffing, modern facilities, and vibrant community activities. However,
enhancing the billing process would further elevate its customer experience and market standing.

Recommendations
Streamline billing processes to maintain and further solidify the high standard of care and satisfaction.

MESSAGING Al: Reach customers
across text, social, webchat, and email,
and collaborate with teammates — all

engage with customers seamlessly —all answer questions, book appointments, from a single inbox.

from a single dashboard.

and boost team efficiency.

Plus more...all included for one low price!

Si?,“.ﬂ;f,?n'foi;’f"e BeCreative360.com | 949.270.1609 | create@becreative360.com

@ BeCreative360

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



RHI-STEAM

TIME TO UPGRADE
YOUR PLANT ?

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

PAM-510 Pants Topper

e To finish Pants and shorts
e Automatic tensioning
i e Waistband expands to 457"
| e 9 Electronic program controls

TURBO-440 o
Hi-speed, Deluxe Shirt Finisher s~

B ¥ Made in ltaly
Hand-finished quality

Small to size 3XL shirts

All fabrics (including microfiber)
No broken buttons, no color loss
Smaller foot print

Touch screen control

JAM-467R Form Finisher

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

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

e 6 clamps for jackets with multiple vents

e Touchscreen computer control

e 2 HP motor

EUROPEAN FINISHING EQUIPMENT CORP.

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

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




