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Clean ’25 will spotlight industry innovation

It has been 20 years since
the Clean Show has been
hosted in Orlando, FL, but that
drought will end soon as the
textile care industry’s biggest
trade show will head to the Or-
ange County Convention Cen-
ter from Aug. 23 to 26.

The last time the event was
held there in 2005, approxi-
mately 14,000 attendees visited
511 exhibiting companies.
While the industry has
evolved and pared down a bit
in those two decades, there is
still much anticipation with
close to 300 exhibitors already
signed up to take part, guaran-
teeing that all of the latest tech-
nology,  equipment and
services for drycleaners and
launderers will be on display
for four days.

the

clean

Show

presented by Texcare

The exhibit hall is sched-
uled to open from 10 a.m. to 5
p-m. on Saturday, 9 a.m. to 5
p-m. on Sunday and Monday,
and 9 a.m. to 3 p.m. on Tues-
day.

Aug. 23 to 26, 2025

Orange County
Convention
Center
Orlando, FL

Attendees can plan their
visit early by checking out an
updated map of the exhibitor
floor plan online, available at
www.thecleanshow.com. It in-
cludes the names and locations

SDA enlists Peuster to speak at
its summer meeting in Denver

This summer, the South-
west Drycleaners Association
(SDA) will be heading to Den-
ver, CO, to host its board meet-
ing and present a two-day
program by Jim Peuster of The
Route Pros.

He will divulge “The Top
25 Lessons Learned from 25
Years of Route Consulting.”

The event will take place
on June 13 and 14 at the Mag-
nolia Hotel in downtown Den-
ver.

The tentative schedule of
events will begin at 3 p.m. on
Friday, June 13 with a meeting
of SDA’s Executive Commit-
tee. Later in the evening, atten-
dees can meet at the hotel
lobby bar to go to dinner at
6:30 p.m.

On Saturday morning,
James Peuster will begin his
program
at 9 am.,,
following
breakfast.
SDA will
then break
for lunch
at  noon
and host
its board
meeting
at 2 p.m. that afternoon.

The host hotel — the Mag-

Peuster

nolia —is a modernized historic
Marriott Bonvoy hotel that will
offer a special $209 per night
rate through May 22 for those
who make reservations via the
link on SDA’s website, located
at www.sda-dryclean.com.

Those who attend may no-
tice that SDA now will be
sporting a new logo.

£\

SDA
)\ =g

Contest Winner Announced

After decades of represent-
ing the Southwest Drycleaners
Association (SDA) with its
iconic cowboy hat logo, the as-
sociation’s board of directors
decided to usher in a modern
look for the organization:

At the March 29 SDA
Board meeting, the directors
voted to adopt a new logo that
marks the beginning of a new
era for the association.

The logo redesign process
began last fall with an open
competition that generated 38
submissions.

“We were thrilled with the

creativity and enthusiasm

from our community,” said
John Rothrock, chairman of the
SDA logo committee. “Entries
came from a variety of sources,
including drycleaners, their
family members, graphic
artists, and even a talented
high school student. After
much discussion, we chose a
fresh, clean design that reflects
both our association's identity
and the industry we proudly
represent.”

SDA President Fran Stone-
Beale remarked, “We added
the tagline “Connecting Clean-
ers’ to our logo because this is
the focus of our association.
We are committed to uniting
dry cleaners in our association,
building relationships and pro-
viding resources through these
connections.”

The artist behind the new
SDA logo is Maria Teresa Rib-
era, from Evolve and is a com-
mercial engineer specializing in
international marketing with
an MBA in business manage-
ment. She explained, “I have al-
ways had a strong passion for
business and a deep commit-
ment to creating brands with a
solid identity—brands capable
of making a significant impact
and achieving strategic market
positioning.”

of all current exhibitors.

In addition to being able to
see equipment demonstrations
and talk with allied trades
company representatives in
person, show organizer Messe
Frankfurt will present its Inno-
vation Awards program to
honor exceptional perform-
ance in the fields of industry
research, new materials and
technologies.

The awards will be meas-
ured in four separate cate-
gories: Best New Application;
Best New Product; Best New
Technology for Sustainability;
and Best New Technology 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 dur-
ing Clean 2025.

Educational Offerings

As is traditionally the case,
there will also be a multitude
of educational sessions pro-
vided by some of the event’s
sponsoring associations, which
include: Drycleaning and
Laundry Institute (DLI), Tex-
tile Care Allied Trades Associ-
ation (TCATA), Coin Laundry
Association (CLA), Association
for Linen Management (ALM)
and the Textile Rental Services
of America (TRSA).

DLI has planned several
sessions that will focus on
strengthening your business

Continued on page 6

The Drycleaning and
Laundry Institute (DLI) will
be accepting its annual Hall

Deadline draws near
for HoF submissions

will try to join the ranks of
the DLI Hall of Fame, consid-
ered the highest honor in the

of Fame nomi-
nations for this
year’s class until
May 15. The
process is open
to all dryclean-

DRYCLEANING & LAUNDRY
INSTITUTE INTERNATIONAL

) HALL OF FAME

industry by
the associa-
tion. To date,
there are
eleven indi-
viduals who

ing industry in-
dividuals. Drycleaning
association membership is
not required to nominate or
be a candidate

This year’s nominations

have received
the honor to date, including;:
Barney Deden, Stan Golomb,
Chris Edwards, Jeff Miller,
Sid Tuchman, Don Fawcett,

Continued on page 6
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Dangerous broken things
The longer things remain broken, the harder it becomes

to notice that you may doing things in a subpar fashion.

10

Miscalculating PPLH

No cleaner ever thinks they are miscalculating their

PPLH, but it happens and it comes with a high price.

16

As you like it, share it
DLI has begun its social media ad campaign — and will

need the help of all drycleaners for it to be effective.

18

Securing a safer space
A special column this month focusses on how to prevent

and handle a robbery or burglary at your business.
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WATER WALL
100 SERIES

UPTO

UPTO

Sealed Combustion Chamber Naturally Circulating
offers efficiencies to 84%

with low excess air levels. 25 year warranty against
thermal shock.

SCAQMD Certified for
less than 20 PPM NOx. Turn Down Ratio of 6 to 1,
for reduced cycling.

@D SCAQMD CERTIFIED

SorH Intertek

Full Modulation

Never a Compromise for Quality or Safety

323.727.9800
www.parkerboiler.com

sales@parkerboiler.com Scan for more
information

PARKER
[INDUSTRIALL
BOILER

To learn more, visit www.nationalclothesline.com/ads
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s your old and sluggish POS
really pushing your buttons?

Cleaner Business Systems
can help you get up to speed:

= Fast, reliable software
= Best-in-class support

= Robust text messaging with
Clean Notify

= [ntegrated credit card
processing

= Automated assembly
integrations

= Loaner hardware program
= Route management

414 Gateway Boulevard, Burnsville, MN 55337

Clteaner 800.406.9649

Business Systems www.cleanerbusiness.com - sales@cleanerbusiness.com

To learn more, visit www.nationalclothesline.com/ads
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Helping the industry connect with consumers

A strategy consultancy firm named Kepios regularly publishes reports on
worldwide online population behaviors. At the start of this year, they reported
that 5.56 billion people around the world use the Internet, which is 67.9% of the
worldwide population.

From research published in February from Global WebIndex (GWI), we can
narrow the scope of those numbers to just focus on social media users. They
noted that 63.9% of the world’s population uses social media for an average of
two hours and 21 minutes a day on an average of 6.8 social platforms.

Which platforms do people prefer? Pew Research Center has those number
available in terms of what percentage of U.S. adults use the most popular online
social platforms: YouTube (83%); Facebook (68%); Instagram (47%); Pinterest
(35%); TikTok (33%); LinkedIn (30% ); WhatsApp (29%); Snapchat (27% ); Twitter
[X] (22%); and Reddit (22%).

It is incredible how much data everybody has access to these days. It can
be overwhelming trying to connect online with customers in all of the chaos —
and there’s a cacophony of chaos.

According to Eric Schmidt, executive chairman at Google, “There were
five exabytes of information created between the dawn of civilization through
2003, but that much information is now created every two days.” (A single
exabyte is equivalent to one billion gigabytes, or one million terabytes.)

Perhaps that overwhelming amount of information is less intimidating when
we look at it from another perspective, say that of Stephen Hawking, who once
noted, “We are all now connected by the Internet like neurons in a giant brain.”

Last month, the Drycleaning and Laundry Institute (DLI) launched a new
social media ad campaign that is seeking to gather together all of those neurons
from the textile care industry in a united effort to spread a positive message to
consumers about drycleaning. It is not an easy feat to reach an intended audience
in a vast sea of social media streams, but hopefully the association will have

enough assistance from drycleaners across the country to make it a successful
campaign. As of this writing, the association has posted twice — both videos were
sleek and professionally produced and featured a good dose of humor. By the time
this issue is mailed, there will be four or five featured posts with new ones arriving
every Monday.

For this ad campaign to have a long and lasting contribution for the industry,
drycleaners will need to approach it like a marathon — not a sprint. The important
thing is to show up every single Monday and be ready to like, share and comment.

To find out how you can help specifically, go to www.DLIonline.org/impact.
Also, read about the program firsthand from Ray Kroner, committee chair of DLI’s
Social Media Action Committee, on page 16.

In addition to hearing from Ray, we invite you to read a guest column provided
by Katey and Sue Kratz of Kratz Executive Solutions, the new consulting firm for
Safety and Environmental Compliance Consultants. It is on a topic that is rarely
discussed, and yet is a big factor in an industry that often deals in cash: How to Prevent
and Handle Robberies and Burglaries (see page 18). This comprehensive guide covers
everything you can think of to help discourage would-be thieves from trying to steal
from you to what steps you should take if the business is robbed. It is a good idea to
give it a read to make sure you haven't overlooked a break in your security protocols.

After all, once you overlook something that is broken, it’s easy to continue to do
so, which can be very dangerous to your business. This month, John Rothrock will
guide you through the process of removing such dangers from you life on page 8.

Then, you can go back to calculating your employees” PPLH (piece per labor
hour). It’s important to know that number. It's also important to know that number
is accurate. You'd be surprised how often it isn’t. Make sure you're doing it right by
reading Don Desrosier’s column on page 10.

Finally, Bruce Grossman continues his solvent flow series with part three (page
22) and Dan Eisen will help you navigate cleaning certain blended fabrics (page 24).

Contents

News & Features

6 Dateline
16 Newsmakers

26 Classifieds

Columns

John Rothrock The longer broken things remain, the
harder it is to see how dangerous they can be

10 Don Desrosiers It is far easier than you think to
miscalculate your price per labor hour (PPLH)

16 Ray Kroner DLI has launched a new ad campaign that
seeks to elevate the industry in the eyes of consumers

18 Katey and Sue Kratz What do you need to know

about preventing and handling robberies and burglaries?

22 Bruce Grossman Part three of an ongoing series looks
at how solvent flows through a drycleaning machine

92 /A Dan Eisen Rayon and acetate-blended fabrics take on
the weaknesses of both base components

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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Clean ’25 will spotlight industry innovation

Continued from page 1
with marketing strategies and
tips — including how to incor-
porate Al into them — as well as
improving its image by pro-
viding meaningful community
impacts.

The first session will be
called “Beyond the Hanger:
Marketing  Strategies  to
Strengthen Your Business.”

It will begin at 8 a.m. on
Saturday morning. Attendees
will have a chance to 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 busi-
ness that sets your brand apart.

——

Afterwards, DLI will also
present “The Client Journey”
at 9 a.m. featuring Dave Coyle
of Maverick Drycleaners.

The program will give at-
tendees the tools and tactics
they need to surprise clients
using marketing channels that
aren’t congested.

Learn to spot pain points
and identify opportunities for
magic moments as you build a
team that always puts your
clients front and center.

On Sunday morning, the
association will begin at 8 a.m.
with a session called “The
Only Option at Any Price” by
Glen Gould, owner of

Drycleaning Connection in

Peachtree City, GA. Discover
how to position your business
as the top choice for customers
- regardless of price.

This program will focus on
proven strategies for deliver-
ing exceptional customer serv-
ice, building customer loyalty
and creating a value-driven
brand that makes price com-
parisons irrelevant.

Also on Sunday morning,
DLI will present “Seven
Things Your Company Should
Be Doing with AI” at 9 a.m.
with the help of popular tech
speaker Beth Z.

This seminar will explore
artificial intelligence applica-
tions, from streamlining oper-

The Orange County Convention Center in Orlando, FL, will be home to the Clean Show 2025
from Aug. 23 to 26 this year. If a similar amount of exhibitors who showed up to Clean 2022
held at the Georgia World Congress Center in Atlanta do so in Orlando, then attendees should
have over 216,000 sq. ft. of exhibit space to traverse through.

Deadline draws near for Hall of Fame entries

Continued from page 1
Milt Chortkoff, Walter
“Buster” Bell, William Joseph
“Dixie” Stoddard, James Dou-
glas and Michael Nesbit.

These individuals consis-
tently demonstrated excep-
tional dedication and

achievement in their respective
fields. Submissions will be ac-
cepted through a nomination
form available 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 pub-
licly announced and celebrated
later this year.

DLI's Board of Directors

ations and improving cus-
tomer service to enhancing
marketing strategies and opti-
mizing inventory manage-
ment.

Learn how AI 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 partici-
pate in charitable causes and
strengthen their business’s rep-
utation.

Travel Arrangements

In terms of making travel
arrangements, attendees have
until July 19 to pay a dis-
counted early bird special of
$120 for members of the spon-
soring associations and $130
for non-members.

After that date, the cost
goes up to $170 per non-mem-
ber and $156 per member be-
tween July 20 and Aug. 16.
On-site registration will cost
$200 per person for both mem-
bers and non-members.

DLI will be headquartered
at the Rosen Centre Hotel,

will review applications and
recipients will be announced to
the industry by mid-Septem-
ber. Candidates for the award
include industry pioneers, ex-
ceptional business leaders, and
community advocates. DLI in-
tends to shine a spotlight on

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 ho-
tels, can be found by visiting
the “Planning and Preparing”

section of the website,
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
beginning from $159.

In addition to offering a
place to secure hotel accommo-
dations, the official Clean
Show site also has links for
Southwest Airlines, United
Airlines and Delta Airlines dis-
count codes.

In the same section, there is
a downloadable schedule for
the complimentary shuttle bus
that runs to and from Clean
Show hotels and the Orange
County Convention Center.

Shuttle service will run
from 7 to 11 a.m. and from 3 to
6 p.m. on Saturday, Aug. 23.
On Sunday and Monday, it
will run from 7:30 to 11 a.m.
and from 3 to 6 p.m. Finally, on
Tuesday, it will run from 7:30
to 11 a.m. and then from 1:30 to
4:30 p.m. in the afternoon.

individuals who have made a
lasting positive impact on the
industry.

For information about the
DLI Hall of Fame Award and
to make a nomination, please
visit DLI's official page at
www.DLIonline.org /HoF.

2025

May 6, 8, 13, 15 The Dryclean-
ing & Laundry Institute (DLI)
Virtual Stain Removal Tech-
niques course, DLI School of
Drycleaning Technology
14700 Sweitzer Lane, Laurel,
MD. Visit www.DLIonline.org.

May 16-17 America’s Best
Cleaners and Route Pros pres-
ent “Spark & Start: Retail and
Routes” workshop at Puritan
Cleaners in Richmond, VA. For
more information, send email
to Routeprosmark@gmail.com.

May 22 The Drycleaning &
Laundry Institute (DLI) Mar-
keting Masterclass course at 1

p.m. EST. For information,
visit www.DLIonline.org.

May 23-26 North Carolina Asso-
ciation of Launderers & Clean-
ers annual convention, Double-
Tree by Hilton, Atlantic Beach
Oceanfront  Hotel.  Visit
www.ncalc.org.

May 28 The Drycleaning &
Laundry Institute (DLI) webi-
nar on “The Front Line Advan-
tage: Elevating Everyday Serv-
ice” by Jen Whitmarsh of The
Route Pros at 1 p.m. EST. Visit
www.DLIonline.org.

June 1, 13,17, 19 The Dryclean-
ing & Laundry Institute (DLI)
Virtual Stain Removal Tech-
niques — advanced course,

DLI School of Drycleaning
Technology, Laurel, MD. Visit
www.DLIonline.org.

June 13-14 The Southwest
Drycleaners Association
(SDA) presents “Top 25 Les-
sons From 25 Years of Route
Consulting” by James Peuster
of The Route Pros, Magnolia
Hotel, Denver, CO. For infor-
mation, visit them online at
www.sda-dryclean.com.

July 8,10, 15, 17 The Dryclean-
ing & Laundry Institute (DLI)
Virtual Stain Removal Tech-
niques — basic course, DLI
School of Drycleaning Tech-
nology, Laurel, MD. Visit
www.DLIonline.org.

Be sure to send us your upcoming events to
be added to our calendar of events.

E-mail them to: info@nationalclothesline.com.

July 29 & 31 The Drycleaning
& Laundry Institute (DLI) Vir-
tual “Service Superstars” with
Jen Whitmarsh. For more in-
formation, visit www.DLIon-
line.org.

August 23-26 Clean Show 2025,
Orlando, FL. Call (770) 984-
8023 or visit
www.cleanshow.com.

Sept. 9 & 11 The Drycleaning &
Laundry Institute (DLI) Virtual
“Inspire and Influence: Lead-
ership” with Jen Whitmarsh,
Visit www.DLI.online.org.

Oct. 6-10 The Drycleaning &
Laundry Institute Introduction
to Drycleaning course, DLI
School of Drycleaning Tech-

nology, Laurel, MD. Visit
www.DLI.online.org.

Oct.13-24 The Drycleaning &
Laundry Institute Advanced
Drycleaning course, DLI
School of Drycleaning Tech-
nology, Laurel, MD. Visit
www.DLI.online.org.

Nov. 8 & 9 North East Fabricare
Association’s ProfitFest 2025,
Courtyard by Marriott in Marl-
borough, MA. For information,
visit www.nefabricare.com.

2026

March 27-29 2026 Drycleaning
& Laundry West EXPO, Irving,
TX (Dallas area). For informa-
tion, visit www.dlexpo.org.
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LAUNDRY FINISHING

SOLUTIONS

LP-5600U

HIGH SPEED SINGLE BUCK SHIRT PRESS

Superior Quality

Sleeve Arm Up/Down Function

t 2
t 2
% Oversized Press Heads
% Control Panel

2

Cuff and Sleeve Arm Controls

LP-6000U

HIGH SPEED SINGLE COLLAR CUFF PRESS

High-Speed Production

Excellent Match for LP-5600U
High-Speed Single Buck

Unique buck shape configured
for both cuffs and short sleeves

Compact Footprint

sankosha

Evolutin
of Excellence

MF-300U

MULTI GARMENT FINISHER

Trustworthy Performance ;’\ &
Heated Front Clamp

Automatic Shoulder Expander a

Front Clamps/Tensioning Body

t 4

t 4

>

® Auto Arm Adjuster
t 4

$ Tall Clamp Unit
t 4

Side Expander Unit

N

>aNKOSHaWSA In
N TOTISEREE:(888) 427:9120 $EL(847) 427-9120
1‘-- VIWV.S¢C sha-irﬁ.‘E‘o_m

"y

e

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

sy JOHN ROTHROCK

The danger of accepting broken things

alk into any
drycleaning plant
that’s been around

for a while and you'll find
something broken: a cart with
one wheel barely hanging on;
a press pad worn past its
prime; a layout that hasn’t
made sense in a decade; a wall
in the back that was supposed
to get repainted three years
ago that no one really notices
anymore.

That’s the danger. It's not
that things break. It’s that, over
time, we start to accept the bro-
kenness. We stop seeing it. By
doing so, we silently give per-
mission for subpar to become
standard.

Every operation has its is-
sues. What separates great
cleaners from the rest isn't
whether things go wrong; it’s
how quickly they respond
when they do.

The Silent Slide

When your plant layout is
inefficient, your team wastes
time every day, and it costs
you money. When your carts
don’t roll well, it is not only a
potential work compensation

claim, it can really annoy your
customers.

tions you can’t see the forest
for the trees. The broken thing

and understaffed that they
stop noticing the very things

The biggest myth in our industry is that customers
judge you at your best. They don’t. They judge you
at your worst. They notice the bent wire hanger, the
faint spot that didn’t come out, the burned-out
light in your lobby or they vibe they get when an
employee seems disengaged.

When a spotting technique
is poor, you redo work, disap-
point a customers, and poten-
tially ruin the garments.

Quality drops when your
pressers rush because of lousy
scheduling or inadequate
staffing. And, when the walls
are dirty, the lights are dim, or
the floor is slick, customers and
employees alike feel it — even
if they can’t name it. And yet, so
many owners just accept it.

Sometimes it's a matter of
money. Sometimes it’'s time.
But, more often, it’s burnout.
You're so deep in daily opera-

becomes background noise.

It happens slowly. A new
machine gets installed, but the
layout never gets updated. A
spotter leaves and the new one
never quite got trained the
same way. The team stops giv-
ing honest feedback. Eventu-
ally, you stop expecting
perfection and start settling for
“good enough.” That's when
the standard starts to slip. You
stop seeing it.

A Dangerous Place to Be

This is one of the most dan-
gerous places an owner can be:
so overworked, overwhelmed,

Getting Steamed?

When your water heater dies, DON'T replace it!
Get a DynaFluid 2000 from lowa Techniques!

With steam from your boiler and a cold water source, this little valve
makes an infinite supply of hot water. It outperforms water heaters
by every measure, cutting costs and increasing productivity.

ik Call lowa Techniques today and learn how the DynaFluid Valve
will help your business!

(800) 727+1592

of unique products that work in a wide variety of
industries and applications, and currently focuses
on helping dry cleaners make smart choices that
impact the bottom line in their plant operations.

Techn cues”

THE UNIQUE PRODUCTS PEOPLE™

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

holding them back.

I've been there myself. I've
started new projects before fin-
ishing old ones, telling myself
I was “building momentum.”
In reality, I was leaving loose
ends everywhere.

I've kept underperforming
team members around because
they showed up daily. I told
myself they were dependable,
but what I was really doing
was avoiding hard conversa-
tions. Every owner has these
blind spots. What matters is
whether you let them define
your culture.

What You Accept,

You Endorse

The biggest myth in our in-
dustry is that customers judge
you at your best. They don’t.
They judge you at your worst.

They notice the bent wire
hanger, the faint spot that did-
n’t come out, the burned-out
light in your lobby, or the vibe
they get when an employee
seems disengaged.

And your team? They notice
even more. If you accept poor
quality or lazy habits, it sends
a message that excellence does-
n’t matter, that showing up is
good enough, that taking pride
isn’t worth it.

This isn’t about perfection-
ism for its own sake. It's about
creating an  environment
where people feel proud to be
a part of something excellent.
That kind of pride is conta-
gious.

From Acceptance to Action

So how do you start seeing
the broken things again?

Start with a walk-through.
Not a rushed pass-through on
your way to the office — a real
one.

Take notes. Look at your
plant with fresh eyes. Pretend
you're a mystery shopper or a
new hire.

What looks out of place?
What feels inefficient? What

doesn’t reflect the kind of com-
pany you want to run? Ask
your team. Invite honest feed-
back. What slows them down?
What tools do they avoid using
because they don’t work right?
Where are the friction points?

Then, fix something small.
A cart. A wall. A process. One
thing. Set the tone, because
here’s the truth: the longer you
accept broken things, the
harder it is to break the cycle.
However, the moment you fix
one thing, you begin to see the
next. And the next. And mo-
mentum builds.

Excellence by Default

You can’t expect your busi-
ness to thrive if your baseline
is dysfunctional. Perfection
should be the standard in
every facet of your company,
not because you're chasing im-
possible outcomes — because
it sets the tone for how seri-
ously you take your work.

If you're not sure where to
start, don’t go it alone. Hire a
consultant to give you an out-
side perspective. Take a class at
DLI to sharpen your technical
skills. Join your regional asso-
ciation and start talking shop
with peers who get it.

Reach out to an operator
you admire and ask if they’d
be willing to mentor you, even
informally. Pride in your oper-
ation doesn’t happen by acci-
dent —it comes from choosing
to learn, improve, and elevate,
even when it’s uncomfortable.

You don’t need everything
to be perfect overnight. But
you do need to stop accepting
broken. Let the other guys set-
tle. Let the other guys make ex-
cuses. You elevate the
standard... because what you
accept, you endorse. And,
what you endorse becomes
your brand.

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).
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Gulf Coast

' Equipment Sales

V10 all our Mowmnws, both here and passed,

Happy Mother’s Day!

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

Union HXL8000K

Borena C BLC

—_—

Dri-Vac Corpovqrwon /

UMIPRESS.

"> _ | PACIFIC
KB

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,

r‘/ our parts department is ready to serve.
€

Financing Options Available

For New or Used Equipment, Service and Parts Call

P \/ Gu l f Coast

Ny

’«\/ Equipment Sales _,

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

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

»

s DON DESROSIERS

The cost of miscalculating PPLH

ome industry analysts
Swill tell you that you

should be aiming for 25
shirts processed for each and
every shirt department labor
hour. This is commonly called
pieces per operator hour and
generally referred to by the
acronym PPOH. I adopted this
method years ago because this
is the best way for me to get a
snapshot of someone’s plant.

A few decades ago, I re-
named this and now call it
PPLH. The operator for the “O”
sounds too much like a ma-
chine operator, not a shirt
presser. I think this led some
down the wrong path. You
would not call the shirt washer
an “operator,” — it doesn’t
sound right. But, you know the
shirt washer is an employee
that you need to pay. They are
working Labor hours, hence
the “L”.

PPLH levels the playing
field. I have no idea what that
comes to in labor cost percent-
age. Labor cost percentage is
useless to me because I have
clients all over the U.S. and
many foreign countries who
charge between 90 cents and

$27 to launder and press a
shirt. The gross income, of
course, radically alters the per-
centage figure.

your community standards or
that you can’t charge enough
on average because of your
wholesale accounts.

mon goofs that cost you
money, and it is probably the
biggest cause of declining prof-
its in the industry, by far.

It happens to be a fact that 25 PPLH is very rarely
achieved. About 95 out of every 100 cleaners who call me
for advice have a PPLH between 16 and 18 in their shirt

department. Some cleaners are below 12 PPLH.

Miscalculating PPLH is probably the biggest cause of

declining profits in the industry, by far.

PPLH allows me to compare
workflow patterns at laundries
regardless of what they have to
pay for a shirt presser and re-
gardless of what they can sell
their service for. It is a good
barometer for you, too, be-
cause it will keep you from
getting a tainted view of your
individual situation.

For instance, suppose you
are relying upon a percentage
figure and yours is higher than
you’d like or higher than that
of your peers. You may hide
behind the fact that you must
pay higher wages because of

viM

METHODS FOR MANAGEMENT

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, | 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.

In reality, if using PPLH to
compare, you may find that
you've developed a highly ef-
ficient plant or that your profit
margin is being lost in ineffi-
ciency. The biggest sin — I will
prove to you — is calculating it
incorrectly.

It happens to be a fact that 25
PPLH is very rarely achieved.
About 95 out of every 100
cleaners who call me for advice
have a PPLH between 16 and
18 in their shirt department.

Some cleaners are below 12
PPLH. Miscalculating PPLH
easily makes my list of com-

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

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

www.MethodsForManagement.com

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

First, though, let’s make sure
we all understand that labor is
your biggest expense. No sur-
prise there, right? Still, we love
to beat up our supplier for a
dollar on a case of hangers.
Why? Because labor does not
appear to be out of line. Every-
body is working, and when
there is one person out sick,
pandemonium rears its ugly
head. We certainly conclude
that our labor is at rock bot-
tom. We essentially prove it
when we have a skeleton crew.

When we hear about PPLH,
even before we figure out what
ours is, we conclude that we
are surely within the envelope
of respectability because of the
very obvious fact that we have
few employees and all of them
work and, work very hard.

Perhaps we think we under-
stand how to calculate it, but
we just may second guess our-
selves later.

Let me illustrate with an ex-
ample. Let’s imagine a double-
buck shirt unit operated by
two employees. This unit feeds
two other “post-press” em-
ployees — an inspector / touch-
up and an assembly person.
They, in turn, send off com-
pleted orders to be bagged.

The girl who bags dryclean-
ing does the shirts, as well. Our
hypothetical plant does 2,500
shirts per week. They average
80 to 85 shirts per hour and
work about 37 hours per week.
To complete the fantasy, let’s
say that you've just returned
from your local DLI affiliate’s
holiday social where they
talked about PPLH and
stressed 25 as a good goal in
the shirt department. When
you figure out yours in the
manner that was explained,
you are flat-out floored. It sim-
ply can’t be.

Then, you begin backing out
certain labor hours until you
have a palatable number —
one that you won’t be embar-

rassed to admit to your peers.
The truth is you are lying to
yourself. Here are a few ways
to improperly calculate PPLH,
and then I'll show you how to
do it correctly.

An honest PPLH number is
never a spike; it is a global av-
erage. A common mistake
then, is to actually include all
of the labor hours that you
should but select a small win-
dow of time to calculate it.

Let’s say the plant we just
described has an equipment
failure during the week. Con-
sequently, there are still 220
shirts to do at two o’clock on
Friday afternoon. Your em-
ployees are used to going
home at that time, but they
hang in there and press like
they have had way too much
coffee. They’ve done a good
job on the shirts and they have
finished early, much earlier
than mathematics led you to
believe was possible. You are
pumped up from a combina-
tion of too much coffee your-
self, last night’s pep talk about
PPLH and the fact that your
pressers finished an hour ear-
lier than you thought that they
would.

They’ve pressed at the rate
of 110 shirts per hour. Two
pressers plus two support peo-
ple, each working two hours
(between 2pm and 4pm) for a
total labor hour usage of 8. For
220 shirts, using 8 hours of
labor, that is 27.5 PPLH (220/8
=27.5 PPLH). You may reason:
“Nobody I've talked to is
doing that well. Well, actually,
I'm not doing 27.5. My
pressers really kicked butt this
afternoon. If they pressed at
their normal rate, I'd probably
be at 25 PPLH.” The next time
someone asks you about
PPLH, you will probably tell
them that you are right at 25,
maybe a hair under, “...but we
do a quality shirt...” Everybody
says that.

There are so many things
wrong with this all-too-com-
mon scenario.

e PPLH is a global average.
Sighting the performance dur-
ing a small window of time is
inaccurate. It only serves to
allow you to justify clutching
onto a money-wasting system
and never allows you to see
the desperate need to make a
serious change.

e It is remarkably easy to cal-
culate PPLH, but so often the
accepted formula yields a truly
offensive number. The conclu-

Continued on page 12
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FORENTA GARMENT MANAGEMENT SYSTEMS

Z (247 EXPRESS

Dryclean at your Convenience

- Customer-friendly dropoff and pickup -
- Interfaces with multiple Point of Sale systems -
- Requires 120 volt outlet only (No air compressor needed) -
- Perfect for drop stores, high traffic retail, or office building -

Booth #1949

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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Don Desrosiers

The cost of miscalculating PPLLH

Continued from page 10
sion is you did it wrong. The
result is to tweak the formula
until its product is more like
what the guys at the meetings
tell you it should be. Nothing
could be more wrong. Nothing
could be more costly.

* Let’s go back to our hypo-
thetical plant with two pressers
and two other employees. Who
washes the shirts? Who marks
them in? Who packages the
completed orders? If these
tasks are being done for free,
then you and I need to have a
heart-to-heart meeting. Com-
monly, these chores are done
by someone else and therefore
their labor cost is not relevant
or the task itself is done for free.
This is wrong.

First, let’s consider the pack-
aging duties. They are being
done by the woman who bags
the drycleaning. Half of her
labor hours must be charged to
the shirt department. Dis-
agree? How can it possibly
make sense to charge her labor
to the drycleaning depart-
ment? It doesn’t matter that
that department can afford it.
You are kidding yourself. If the
labor cost belongs to shirts, it
belongs to shirts. Period.

You could argue that if she
didn’t bag shirts, she’d still
have to be there all day, so
therefore it's being done for
free. That’s not such a foreign
thought. But, that is when you

have to play manager and
combine the drycleaning bag-
ging duties with another “part-
time” job that takes all day, like
perhaps inspection. Only you
can answer that because it will
differ in virtually every plant.

does it that way.

Arguably, shirt productivity
is being measured and shirts
have not begun their time in
“production” until they have
arrived at the washing arena. If
you wish to compare yourself

me to compare his perform-
ance to my own, I would need
to recalculate my historical fig-
ures and exclude the mark-in
hours. He has a couple of
stores where the counter per-
sonnel do the mark-in chores.

Let’s go back to our hypothetical plant. Who washes the
shirts? Who marks them in? Who packages the completed
orders? If these tasks are being done for free, then you
and | need to have a heart-to-heart meeting.

In any case, packaging labor
can not be ignored, even if for
no other reason than to com-
pare yourself with your peers.
If your total number of shirts is
approximately equal to your
number of drycleaning pieces
in any given time frame, then
half of the bagger’s hours must
be charged to shirts.

All of these words are also
true for washing labor (which
may be done by your
drycleaner/spotter) although it
may be only five to ten hours
per week. I look at mark-in
labor from the other side of the
fence, however.

It is generally considered ac-
ceptable to charge the cost to
tag or mark-in to the customer
service department. The best
justification for doing so is that,
for the purpose of comparison
with your peers, everybod

T
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to a peer who has a central
mark-in area, you should at-
tempt to figure the amount of
time that your customer serv-
ice staff actually uses to mark-
in shirts. An accurate figure
will be tough to tabulate, but
never consider mark-in to be
free. If you need to prove this
to yourself, you will do so if
you invest in one of those
fancy tagging machines that
will require you to perform
central mark-in. With that, you
will not save labor. You will
create a new job instead.
When I had my last whole-
sale shirt laundry, I was at 28
pieces per operator hour — but
that had to include mark-in, as
all of the business was whole-
sale. I now have clients who
have a PPLH of over 30 (my
own personal drycleaner, for
instance, is at 31). In order for

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

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

Incidentally, suppose you
have a full-timer plus a part-
timer at a store (say, eight
hours plus four hours), and
you are able to calculate that
1/3 of their time is used to
mark-in shirts. That is probably
far too many hours, but it
serves to illustrate this point.

Would that mean that if they
did not mark-in shirts, you
could then eliminate the part
time position? Very unlikely.
Much more likely is the part-
timer is there to keep cus-
tomers from waiting during
the busy time between 7 and 11
a.m. In the final analysis, it is
perfectly acceptable, in fact rec-
ommended, that mark-in
hours not be counted, unless
central mark-in is the rule. In
which case, the mark-in hours
would be backed out only for
the purpose of comparison
with others.

e At our hypothetical plant,
how can they average 80 to 85
shirts per hour if they work for
37 hours? You argue that you
pay them for breaks and rest-
room visits and maybe even
lunches. Nice try. That dog
don’t hunt. The fact is, you are
paying for 37 hours per em-
ployee. Like it or not, you are
doing 67.5 shirts per hour.
Mortified? You should be. De-
fensive, perhaps? No surprise.

You explain they actually do
process 80 shirts per hour, it's
just that they have to help the
assembly people or fold shirts
after they’re done pressing.
That doesn’t fly. The fact is, we
are not calculating how many
shirts we can press per hour;
we are calculating a productiv-
ity figure. Press a thousand
shirts per hour if you wish, but
they aren’t ready to return to
the customer until all of the
necessary processes are com-
plete. Or, press a thousand
shirts per hour if you wish, but
if you need a hundred people
to do it, you will be broke be-
fore you finish reading this
publication.

* So, whether you like it or
not, our hypothetical plant
isn’t even close to 25 PPLH. In
actuality, he has two pressers
who each work 37 hours (74),
two post-press people who

likely work a little more than
that (but we will be conserva-
tive and count them as 74
hours, too, for a sub-total of
148). Add in seven hours for
washing labor (now at 155) and
let’s say 16 hours for bagging.
That is a total of 171 hours for
2,500 shirts. The PPLH is sim-
ple to calculate: 2,500 divided
by 171 labor hours = 14.6
PPLH. Ouch!

This hypothetical plant may
or may not illustrate your
plant, but I think you get the
picture. Can it be saved? Of
course it can! It requires that
scary thing that we call man-
agement. The pressers are
probably not lazy; likely, they
simply have not been trained
to effectively produce 90 to 100
shirts per hour while maintain-
ing top quality. Good chance
that the workflow rhythm in
the plant is such that it gener-
ates relative confusion in the
inspection and assembly the-
ater and the need for two peo-
ple rather than one

Even without added produc-
tion from the shirt unit, shirts
per hour remaining at a lowly
67.5, PPLH would be increased
to 18.6 with the reduction of
one employee. As much as that
is - a savings of over 25% in
labor dollars or roughly
$13,500 per year — it is still a
far cry from what is possible. In
fact, it is easy to actually dou-
ble those savings without in-
creasing shirts per hour from
the shirt unit even one bit!

A reasonable goal, by the
way, would be 29 PPLH for
this scenario. This is done
everyday at efficient plants.
The hazard, and the point of
this column, is that if you mis-
calculate your PPLH and think
that you are already at 27.5,
you will do nothing about it
because you will mathemati-
cally deduce that you are as ef-
ficient as you can be, when in
fact you are merely at 14.6
PPLH and are leaving a whop-
ping $29,120 on the lunch table
for your employees to take.

That is the cost of miscalcu-
lating pieces per operator hour.

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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“The most valuable part of being here is the hands-on experience. When our instructor gets
behind the spotting board, you can tell he’s at home. That level of confidence allows me
confidence to go about it.”

—Mark Villareal,
Midtown Cleaners & Tailors, Houston, Texas

Learn From The Best
Become The Best

Wow your customers with results they will love. DLI graduates bring home confidence
and skills to revolutionize your cleaning business—one garment at a time.

D LI SCHOOL OF
DRYCLEANING
TECHNOLOGY

2025 DLI COURSES

Introduction to Drycleaning Course: March 24 - 28, 2025 Two-Day Customer Service Virtual Course: July 29 & 31
Advanced Drycleaning Course: March 31 - April 11, 2025 Two-Day Leadership Virtual Course: Sept. 9 & 11

Basic Stain Removal Virtual Course: May 6, 8, 13 & 15 Introduction to Drycleaning Course: Oct. 6 - 10

Advanced Stain Removal Virtual Course: June 10, 12, 17 & 19 Advanced Drycleaning Course: Oct. 13 - 24

Basic Stain Removal Virtual Course: July 8, 10, 15 & 17 Spanish Virtual Stain Removal Course: Nov. 11, 13, 18 & 20

See full course descriptions and register at
DLIonline.org/Education or call 800-638-2627
SCHOLARSHIPS ARE AVAILABLE.
\ . R

DRYCLEANING & LAUNDRY
NSTITUTE INTERNATIONA

To learn more, visit www.nationalclothesline.com/ads
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Discover a software that will:

Optimize operations to reduce costs and improve efficiency

Engage customers with a user-friendly mobile app and
real-time order notifications

Increase plant efficiency through streamlined assembly
options

Gain access to industry leading pickup and delivery suites

Provide access to over 165 reports for all of your
business needs

Connect with us at The
Clean Show!

Aug 23-26 | Orlando, FL

801-208-2212
WWW.SPOTPOS.COM

ore, visit www.nationalclothesline.com/ads
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FEATURING

RaY KRONER

DLI’s new ad campaign seeks to lift all boats

Editor’s Note: This month, we
have invited Ray Kroner, the
Committee Chair of DLI’s Social
Media Action Committee, to dis-
cuss the association’s ambitious
new social media campaign that
seeks to connect the positive attrib-
utes of professional textile care in a
form that resonates with younger
customers.

he Drycleaning and

Laundry Institute has al-

ways been a great source
of information for our indus-
try. DLI offers professional ad-
vice in technical, educational,
and legislative  material
drycleaners can use to make
informed decisions.

During the COVID-19 pan-
demic, DLI started the peer-to-
peer Zoom call (on Tuesdays at
11:30 a.m.), which has been a
great avenue for information,
for cleaners from cleaners all
over the country. DLI member-
ship greatly enhances a
cleaner’s ability to establish
business success.

Until now, DLI has been
missing one thing: a national

marketing campaign. Know-
ing that large corporations
spend millions of dollars craft-
ing messages that lead to
brand awareness, DLI’s Board
of Directors needed to get cre-
ative in crafting its message on
a not-for-profit budget.

With the DLI Board’s ap-
proval, we assembled a com-
mittee to explore a ground-up
social media campaign. The
Social Media Action Commit-
tee determined the focus
should be on consumers be-
tween the ages of 25 and 40.

We feel this age bracket has
little, or no connection with
what our industry offers. There
may even be a negative im-
pression based on old environ-
mental issues and an
uninformed perception of
overpricing.

There is no time like the
present to re-image our indus-
try to the public. If we don’t do
it, who will?

To craft a message that res-
onates across the country, we
focused on four categories:
Time, Convenience, Sustain-

ability and Community.

Our team posted the first
message on all DLI's social
media platforms on Monday,
April 7th, with more posts
planned to be released on a
weekly basis.

In order for this campaign to
be successful, we need your
help. Please go to DLI’s Face-
book, Instagram and LinkedIn
presences (DLI’s handle on all
these platforms is Dry-
LaunInst) and Share, Com-
ment, and Like on the posts so
together we can boost our ex-
posure and boost the services
we provide.

Each month will focus on
variations of a different theme
and each new weekly post will
need the same simple action
from you: Share, Comment,
and Like.

Stay tuned as this is an
evolving campaign and your
input — good or bad — will
help drive the direction.

Feel free to contact DLI with
your thoughts and remember:
SHARE, COMMENT and
LIKE.

I Drycleaning & Laundry Institute (DLI)
April 7 at 5:13AM . @

Not everything needs to be dry cleaned...
But some things do need a professional touch.

4 ) Find one near you: www.DLlonline.org/FindACleaner

oo Ray Rangwala, South Eastern Fabricare Association and 147 others

[ﬂ) Like Q Comment

From bedding to other household essentials, your neighborhood DLI cleaner has it covered.

#LaundryTalk #HomeCareTips #DLIcleaners #FreshAndClean

40 comments 306 shares

(© send £ share

The DLI social media campaign first launched on April 7 and
gained good traction thanks to the efforts of many cleaners
across the nation. The association plans to unveil a new post
every week. To find out how you can help it succeed, go to

www.DLIonline.org/impact.

Ray Kroner serves as the Com-
mittee Chair of DLI's Social
Media Action Committee, the
force behind a new ad cam-
paign that seeks to overcome
common misconceptions
about professional garment
care to an urban professional
social media audience. Ray is

also the owner of Kroner Dry
Cleaners in Cincinnati, OH, a
drycleaning business that has
been around since 1939. To
contact him, send email to
ray.kroner@kronerdryclean-
ers.com. To support DLI's ad
campaign, visit them at
www.DLIonline.org/impact.

NEWSMAKERS

Tide Services recently signed
a 50-unit franchise agreement
with CMG Companies, one of
the nation’s top multi-unit
franchise operators.

As one of the largest fran-
chise commitments in the out-
of-home laundry sector —
alongside another major Tide
deal announced last year —
this agreement significantly ac-
celerates Tide Laundromat’s
expansion in the Southwest
uUs.

The new locations will roll
out in key Southwest metro
areas. “With CMG’s proven
track record in multi-unit de-
velopment, they are the ideal

partner as we scale our foot-
print and redefine the laundry
experience,” said Andy Gib-
son, CEO of Tide Services.
“This agreement underscores
our commitment to delivering
efficient, high-quality laundry
solutions to more communities
and reinforces the strength of
our franchise model.”
Headquartered in Dallas,
CMG Companies operates
over 500 franchise locations
across multiple industries, in-
cluding quick-service restau-
rants, retail and hospitality.
The firm is ranked among the
top 15 multi-unit operators in
the U.S., with a track record of

successfully growing national
brands.

“Tide is a category leader,
known for its trusted quality
and innovative approach to
both self-service and full-ser-
vice laundry,” said Al Bhakta,
founding principal of CMG
Companies. “As we expand
Tide’s footprint across the
Southwestern U.S., our focus is
on selecting the right locations
and delivering a seamless cus-
tomer experience that sets a
new standard for the industry.”

“The laundromat industry
has been around for decades,
but much of it remains out-
dated and fragmented,” added
Navin Nagrani, principal at
CMG Companies. “By combin-
ing Tide’s cutting-edge tech-
nology with our expertise in
multi-unit operations, we're
bringing a smarter, more con-
venient laundry solution to
market. This partnership rep-
resents not just a business op-
portunity, but a chance to
modernize an essential service
for communities nationwide.”

Tide Services operates
over 200 sites nationwide, of-

fering innovative services like
24-hour laundry drop-off, a
mobile app and the trusted
cleaning excellence of Tide. For
more information about fran-
chise opportunities, visit
www.tidefranchise.com.

ZIPS Cleaners recently an-
nounced that Leda Peterson
and Diego Osorio, a mother-
in-law /son-in-law team each
with ongoing ties to the chain,
have signed a new franchise
agreement to open in Lan-
caster, PA. Operating as
KATLEX LLGC, the franchisees
expect to open later this year.

Peterson and Osorio co-
own ZIPS of York, PA, in part-
nership with several other
investors including Osorio’s
wife, Michelle (Peterson’s
daughter), and Peterson’s ex-
husband, Carlos Cadenas.

Osorio had been manager
of that location before he and
Michelle became co-owners in
2013. He also worked at Cade-
nas’ Falls Church, VA, ZIPS
Cleaners store in the past. In
Lancaster, he and Peterson will
share the manager role.

“I love it. It’s the perfect
partnership,” Peterson says
about going into business with
her son-in-law. “It’s good to
have someone you know you
can trust as a partner.”

Osorio echoes the senti-
ment about teaming up with
someone he has known for so
long. “We know we're capable
of doing this,” he says. “We’ve
been working at ZIPS for more
than 20 years combined; we
have a lot of experience, and
we know the market and the
area. This has been something
we’ve been thinking of doing
for years but we never really
took the plunge until now.”

Peterson and Osorio are
looking forward to opening
their first location as sole part-
ners and to adding more sites
to their portfolio in the future.

“I think it's good timing,”
Osorio says. “I can’t wait to
start.”

Franchise opportunities
with ZIPS Cleaners are avail-
able in select markets through-
out the U.S. for qualified
investors. For information,
visit www.321zips.com.
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Control Panel
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BAG-XL e Additional 5’ Feed Rail
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Are you looking for a new
career opportunity?

— Contact us for
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06 ® jim@unipresscorp.com
©

Linked [} 3501 Queen Palm Drive « Tampa, FL 33619 « 813-623-3731
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How to prevent and handle .+ [[ypy & Sup Kputz
robbery and burglary

Guest Columnists

ne of the unfortunate
facts of business own-
ership is that burglary

and theft prevention have to be
on the brain. This is especially
true within businesses that
handle any amount of cash.

Drycleaners and laundro-
mats are essential businesses
that often operate with long
hours, minimal staffing, and
cash on hand — all of which
make them potential targets
for robbery and burglary.

As a business owner, protect-
ing your staff, customers and
property is a top priority.

We believe the best way to
prepare for a robbery and keep
individuals safe is to do every-
thing in your power to prevent
a break-in from happening in
the first place.

There are several measures
any business can take to help
dissuade burglars from invad-
ing your business.

Prevention Strategies

1) Upgrade Physical Secu-
rity. Install high quality locks and
deadbolts. Reinforce all doors,
especially back entrances and
windows, with tamper-resis-
tant hardware.

Use security gates or roll-down
shutters. These add an extra
barrier for after-hours protec-

tion.

Reinforce windows. Use secu-
rity film or bars on vulnerable
windows.

Staffing. Whenever possible
have at least two individuals
on site in order to discourage
robbers from entering the
premises.

2) Invest in Surveillance
and Alarm Systems. Install
high-resolution cameras cover-
ing entrances, exits, and cash

Employee background checks.
Hire carefully and verify refer-
ences.

5) Lighting and Visibility.
Well-lit exterior. Keep the
parking lot, front and back en-
trances and surrounding areas
well-lit at night.

Clear visibility inside. Avoid
window signage that blocks
views inside the store, allow-
ing passersby or patrols to see
in.

there will always remain a risk
for robbery.

In the event that happens, it
is important for both you and
your employees to be properly
trained in how to handle that
situation.

1) Stay Calm and Compli-
ant. Do not argue or attempt to
apprehend the criminal.

2) Prioritize Safety. Ensure
staff and customers are safe be-
fore doing anything else.

Even proper preventative maintenance won’t stop a

motivated burglar. It’s important that you and your

employees be trained in how to properly handle an
emergency situation like a robbery.

handling areas.

Monitored alarm systems. En-
sure your alarm system is con-
nected to a central monitoring
service and test it regularly.

Remote access. Use modern
systems that allow you to view
cameras or receive alerts on
your phone.

3) Practice Smart Cash Han-
dling. Limit cash on premises.
Deposit excess cash frequently
and avoid keeping large
amounts in registers or safes.

Use drop safes. These allow
employees to secure cash with-
out being able to access it
again.

Post signage. Display signs
indicating that minimal cash is
kept on site.

4) Control Access. Limit ac-
cess to trusted employees and
regularly change codes or keys
if staff changes.

Training Employees

Robbery Protocols. Train
employees not to resist rob-
bers. Emphasize staying calm,
observing details, and comply-
ing with demands.

Emergency Contacts. Ensure
all staff know how and when
to contact authorities.

After-Incident Procedures.
Have a clear plan for what to
do immediately after a crime
— including preserving the
scene and providing state-
ments.

Even proper preventative
measures won't stop a moti-
vated burglar. It's important
that you and your employees
be trained in how to properly
handle an emergency situation
like a robbery.

Responding to a Robbery

No matter the planning or
preventative measure taken,

3) Call Authorities Immedi-
ately. As soon as it is safe to do
so, dial emergency services.

4) Preserve Evidence. Don’t
touch anything the robber may
have handled.

5) Write Down Observa-
tions. Record suspect details
(appearance, behavior, vehicle)
while they’re fresh.

Dealing with a Burglary
(After-Hours Intrusion)

Do not enter if you suspect a
break-in. Wait for police.

Document everything. Take
photos of any damage or miss-
ing items.

Contact Insurance. Report the
incident promptly and provide
required documentation.

Review and Improve Security
Measures. Assess how the in-
truder gained entry and rein-
force that weakness.

EUROPEAN FINISHING EQUIPMENT Core.

SECAUCUS, NJ
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Work with Law Enforcement
and Local Community

Establish a relationship with
local police. Invite them to tour
your facility and get advice on
improving security. Having
regular police/security pres-
ence and establishing a posi-
tive relationship with
authorities can deter thieves.

Participate in neighborhood
watch or business security pro-
grams. Stay informed and share
information about suspicious
activity.

Laundromats — Break-Ins

and Theft of Quarters

Laundromats are particu-
larly vulnerable to break-ins
aimed at stealing quarters
from coin-operated machines.

These types of thefts often
happen during closed hours or
in unattended/lower staffed
sections.

Here are specific, actionable
tips to help laundromat own-
ers prevent burglary and ma-
chine tampering:

1) Upgrade to Digital Pay-
ment Systems. Encourage mo-
bile or card payments (e.g.,
PayRange, = LaundryCard).
Limit coin-operated machines
or transition entirely if possi-
ble. Post signage about cash-
less options to deter coin
thieves. Thieves target coins.
No coins = no motive.

2) Reinforce Coin Mecha-
nisms. Install hardened coin
boxes with anti-pry plates. Use
tamper-proof screws or locks
designed specifically for laun-
dry machines. Consider cus-

tom coin vaults with
reinforced steel and high-secu-
rity locks.

3) Install Real-Time Sur-
veillance. Cameras should face
all machines, especially coin
hoppers. Ensure 24 /7 record-
ing with cloud storage or re-

mote access. Post visible
signage: “24-Hour Surveil-
lance. Police Notified on
Alarm.”

4) Set Timers or Lock Ac-
cess. Time-lock coin vaults that
only allow access during spe-
cific hours.

Use locking front panels or
external shields after business
hours.

Install gate or door locks on
individual machine rows if ap-
plicable.

Continued on page 20
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Katey & Sue Kratz

How to prevent robberies and burglaries

Continued from page 18

5) Limit Cash on Site.
Empty coin vaults daily or
more often during high-use
days. Use secure drop safes in-
side the facility. Post signs:
“Coins Collected Daily — No
Cash Stored Overnight.”

6) Motion Sensors & After-
Hours Alarms. Install motion-
triggered lights and alarms
near machines. Use door sen-

sors and break-glass detectors.

age quick reporting of any sus-

Add audible alerts to scare off Ppicious people loitering. Keep

intruders quickly.

a logbook of maintenance and

Working Alone

Working alone should be
avoided when possible, espe-

Whenever possible, work with a buddy or have an escort,
especially when handling cash. Avoid creating routine or
always taking the same routes. Robbers observe and note
patterns in order to plan accordingly.

7) Neighborhood Engage-
ment. Join or start a Business
Watch program. Ask nearby
businesses to keep an eye out
after hours. Share security
footage of suspicious activity
with others in the area.

8) Train Staff & Cleaners.
Show them how to spot tam-
pering or tool marks. Encour-

coin collections to track pat-
terns.
Insurance Matters

Ensure your insurance pol-
icy covers vandalism and ma-
chine damage.

Keep records of machine se-
rial numbers and coin values
collected.Take photos of dam-
ages for claims.

cially in businesses that handle
cash. However, we know that’s
not always a possibility.
Below are a few things to
keep in mind when you are
working independently.

1) Keep Doors Locked Dur-
ing Off-Hours. Lock all doors
not in active use, especially
back or side entrances. Use

the

clean
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buzzer systems or peepholes
to control entry if needed at
non-public facing entrances.

2) Stay Connected. Always
have a charged phone within
reach.

Share your shift hours (or
solo business duties) with a
friend, family member, or
coworker. Set regular check-ins
or use a safety app like bSafe
or Life360.

3) Maintain Visibility and
Lighting. Keep interior and ex-
terior lights bright — espe-
cially in parking lots and
entrances.

Avoid blocking windows
with signs that reduce visibil-
ity into the store.

4) Solo Safety Practices.
Consider wearable panic
alarms or a key fob panic but-
ton. Know the discreet way to
dial 9-1-1 on your cellphone.

If traveling alone or working
alone keep self-defense sup-
plies on hand.

Trust your instincts. If some-
thing feels off, trust yourself
and call the authorities.

Share your location with a
trusted individual. Know the
location of emergency exits.

Whenever possible, work
with a buddy or have an es-
cort, especially when handling
cash. Avoid creating routine or
always taking the same routes.
Robbers observe and note pat-
terns in order to plan accord-

ingly.

S (ECC

SAFETY and ENVIRONMENTAL
COMPLIANCE CONSULTANTS

Katey and Sue Kratz are two of
the three founding members of
Kratz Executive Solutions, the
new management company
for Safety and Environmental
Compliance Consultants. Kratz
Executive Solutions offers one-
on-one coaching and individu-
alized strategies designed to
address challenges faced by
business owners, organizations
or leadership teams. Sue has
been involved in the dryclean-
ing, laundry, OSHA regulation
and safety compliance field for
three decades and holds a vast
knowledge surrounding safety
equipment, available trainings
and necessary protocols. As for
Katey, her business ownership
experience and continuing ed-
ucation, she has developed a
diverse skill set, including: mar-
keting, social media network-
ing, building an online
presence, enhancing organiza-
tional structures, payroll man-
agement and team
development. To contact either
Katie or Sue, visit them online
at  www.kratzexecutivesolu-
tions.com or send email to
katey.kratz@gmail.com.
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WRENCH WORKS

Drycleaning machine systems — part 3

his month, we will ex-
plore solvent flow,
valves, and some of the

problems associated with them
in the drycleaning process.

To begin with, what is sol-
vent flow, and what is solvent?
In the drycleaning sense, a sol-
vent is a liquid that is moved or
flushed through the garments
to remove dirt and debris.

What does solvent do?
Solvent accomplishes at least
two major tasks:

1) Solvent dissolves oils,
waxes, grease, and a long list
of soluble soil, also called non-
volatiles  (dissolved com-
pounds that will not evaporate
with the solvent).

Generally, the solvent itself
can dissolve these compounds.
However, another common
soil family is sugars (often
called sweet stains), which do
not dissolve in pure solvent
but readily dissolve in water.

Unfortunately, most com-
mon solvents in their pure
form are not miscible with
water (similar to oil and water,
they won’t mix). To overcome
this immiscibility, a detergent
(sometimes called soap) is
added to allow the solvent to
carry enough water to dissolve

the sugar stains.

2) Solvent flushes what is
known as particulate soil for
the garments. Particulates are
dust, lint, hair, and more or less
any solid matter that doesn’t
dissolve in the solvent.

Once the particulates are
released from the garment,
keeping them suspended in
the solvent is essential so they
don’t fall back onto the fabric.
(This condition is called rede-
position or greying).

Detergent is vital in keep-
ing these particulates sus-
pended until they can be
removed from the system
through filtration or distillation.

Why is solvent flow im-
portant? Think about the qual-
ities of the solvent enumerated
in the preceding paragraphs.
Both are deeply dependent on
the volume of solvent circu-
lated through the garments.

1) The more solvent that
comes in contact with the dis-
solved soil, the greater the
amount of soluble soil dis-
solved and removed. Think of
how much sooner sugar will
dissolve in the coffee if the cof-
fee is stirred rather than sitting
still. This process is called the
flow rate, or solvent changes

per minute
moved through
the drycleaning
system.

2) After the
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The following is a list of
common symptoms associated
with problems with solvent
and solvent flow affecting
cleaning quality and how to di-
agnose them:
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1) Poor Spot Removal and
Excessive Redeposition.

There are several causes of
this type of inferior cleaning
performance.

Detergent charge. A low
concentration of detergent
commonly leads to this prob-
lem. In most cases, it’s unlikely
to be able to test for detergent
concentration, so manually
add an extra detergent dose to
a load and look for any im-
provement. Also, monitor the
performance of the detergent
injector to be sure it's adding
the proper volume.

Flow rate. Low flow rate is
likely the foremost cause of
this type of problem. A rule of
thumb for checking the flow
rate is that filling the wheel
should take one minute until
the operating level is reached.

A method TI've always
found handy is to set up the
flow path so solvent is
pumped from a tank back to
the same tank while watching
the spray pattern across the
tank sight glass.

The area the spray fans out
over the sight glass is a good
barometer of the solvent pump
performance. Often, lint, sta-
ples, safety pins, and all kinds of
junk clog up vanes on the pump
impellor, degrading but not
stopping the solvent flow effect-
ing the solvent spray pattern.

2) High Filter Pressure. As
I wrote earlier, in most cases,
solvent is pumped through
some type of filter to remove
particulate soil. High filter
pressure indicates poor filter

performance and results in
poor cleaning results. The fol-
lowing are common causes of
this type of fault.

Excessive debris build-up
on filtration surfaces and ex-
cessive moisture in the sol-
vent. More frequent filter
replacement in the case of car-
tridge filters or spinning disk
filters may rectify this. If the
previous procedure didn’t cor-
rect the situation, try cleaning
large loads of towels or com-
forters to absorb moisture. If
the filter pressure drops, exces-
sive water in the solvent is the
likely cause, and the additional
moisture source must be deter-
mined and eliminated.

That's it for now. In the
next issue, I'll be continuing
with this subject. The accom-
panying illustration is in-
tended as a guide to the typical
solvent flow path, which will
be used more extensively in
later chapters on this subject.

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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THE SPOTTING BoARD

By DAN EISEN

Handling rayon and acetate-blended fabrics

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 wrinkle resist-

ance of polyester. Nylon
blended with wool also gives
the wool wrinkle resistance.
Rayon and acetate is en-
tirely different. The blended
fabric possesses the limitations
of both acetate and rayon.
Although rayon can be
manufactured as durable and
washable, the rayon produced
for blends is usually viscose
rayon which becomes weak-
ened when wet and shrinks
easily. Rayon and acetate is
used in many high styled
woman’s wear, as well as in all
weaves including satin, plain,
crepe, taffeta and velvet.

Weaknesses

Manufacturers can pro-
duce the durable rayon which
is referred to as high wet modu-
Ius, which can be wetcleaned
and wears well. A less durable
rayon produced is called vis-

cose rayon, which becomes
weak when wet and shrinks
easily. This means that this
rayon will weaken in wear eas-
ily. The type of rayon fiber
used in blends is usually the
viscose rayon, which is the
least durable of the two.

Acetate. Unlike rayon, ac-
etate is thermoplastic in na-
ture. 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 chemi-
cals. General formula contains
alcohol and oily type paint re-
mover when in contact with
water will release alcohol.

Fabric problems

1) Velvet. The acetate pile
will permanently flatten in
contact with moisture. This can
occur from rain, spillage of
food and beverage and routine
spotting 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 abrasion.

4) Pleating. Although ac-
etate is thermoplastic in nature
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 ex-
posure to sunlight and gases in
the atmosphere.

6) Linings. Rayon and ac-
etate linings do not wear well
and is likely to fray and
weaken during wear.

7) Gabardine. Rayon and
acetate gabardine shines easily.
Routine finishing will cause
shined areas.

8) Red, blue and purple
colors. Fume fading or color
loss due to gases in the atmos-
phere can occur on any color
but are more susceptible to the
aforementioned 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

GARMENT LABELING EXPERTS

EzProducts International, Inc.

Contactless Automation
at the Front Counter, Plant & Routes

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

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

« Presses and Solutions for all Budgets

« Best and Free Technical Support Forever
« OSHA, UL, CE and TUV SUD
Safety Certified Presses

L 3

GET RID OF YOUR RETURN TAN
TROUBLESOME
BALL FLOAT VALVE

*REQUIRES 24 VAC
E ZTIMEHS SOLENOID
MANUFACTURING
www.eztimers.com

should be cut out and acetone
should be applied. Acetate
fiber will be dissolved.

If a match is held to a sam-
ple 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.
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 bris-
tle brush to avoid fabric dam-
age. Avoid spatulas which can
alter the appearance of the fab-
ric. In using oily type paint re-
movers, the garment must be
drycleaned immediately. Fail-
ure to do so may result in color
loss from moisture in the air.

Avoid using general for-
mulas which can cause color
loss. Tannin and protein for-
mulas are usually safe but

Complies with Federal, State and
Local environmental regulations

Easy installation all parts included

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

$695

702-376-6693

avoid using acetic acid. Even
mild acetic acid when heated
becomes strong and can affect
acetate.

Wetcleaning

Most rayon and acetates
cannot be wetcleaned. Velvet,
crepe and gabardine must
never be wetcleaned. Wet-
cleaning is permissible only on
those fabrics with a label stat-
ing that the garment is wash-
able.

Independent Garment
Analysis Service

We have been experienc-
ing a high volume of fabric
problems from drycleaners na-
tionally. If you would like to
have a phone consultation
with Dan before sending a gar-
ment, please call (772) 579-
5044.

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
ALWAYS AVAILABLE AT AMAZON, PETCO, WALMART

SAHARA 11

DESIGNED FOR TODAYS SOLVENTS
IT'S SO RELIABLE YOU'lL FORGET IT'S EVEN THERE

2 YEAR WARRANTY

ALL SOLVENTS

* KL - LEVEL

ELECTRONIC LEVEL CONTROL

. I
L =
R i il
17 Y TIWI
EZ-1EVEL
o RAPIDLY BLINKING
o RED
INDICATES WATER

PUSHTOTEST
WATER

SGLEMDID_¥

SOLENOID
1S OPEN T0O LONG
- PRESS
SWITCH TO RESET

RED

BLINKING
GREEN INDICATES
LEVEL IS OK

E Z TINERS  www.eztimers.com
zimers o

=mrow mm—im=
ez —tor —m=rmr—

MARUFACTURING  705.576.6593 - bruce@e

e

To learn more, visit www.nationalclothesline.com/ads
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”I RE V”_ Designed with Your

A mErTca Businessin Mind

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

[IINEW 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
* Smaller Footprint

Heated Cuff Placket Press

13AON MAN///

TREVIFORM with Touch Screen

Tensioning Form Finisher

360 Degree Rotation

Inverter Blower Motor Control

Perfect for Wetcleaned & Drycleaned Garments
Smaller Footprint

[INEW MODEL

For additional information and videos of these and other great Trevil products visit:
III TRE VII_ www.TrevilAmerica.com

Or make an appointment to visit our showroom in Clifton, New Jersey

AMERICA

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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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 Opportunitiesfl Equipment Catalogs
and Supplies

Newhouse Specialty

Sell Your Drycleaner -
A High quality products for Drycleaners Iea”erls
New Jersey ohaualtyp v ¢

PRéSPdrtS and Garment Manufacturers. SUPPLY
H Your one-stop parts shop Serving our customers since 1946.
Pennsylvania GREAT PRICES.
L5 3 A
Delawa re NEXT DAY DELIVERY a a FAST DELIVERY.

ALL BRANDS J&5

Patriot Business Advisors Low RiCES
Phone: 267-391-7642 » Fax: 800-903-0613

1-866-821-9259
broker@patriotbusinessadvisors.com PROSPARTS.COM
patriotbusinessadvisors.com Soid our business. Neod fo sell Call 877-435-3859 for a
a Minor Washer 30022 T5E 6o | Newhouse Catalog or go to OVER 20 000
Dry Cleaner in central New Jersey is looking to add team members to our g}ggﬁ'ogrsgo 123865282_(%_'92?;2: www.newhouseco.com |

growing business. We are presently looking for Spotters, Pressers, Managers, | oo hoth run perfectly, maintenance to download and print a page. PR D T
Route Supervisors and Professional Finishers. Experience requirements are ’

performed regularly. Also, we have
as follows: | ) . )
arger linen processing equipment.

=] d fully. .. Call or email for pictures and more T - - & IN-STocK
?aiﬂeurs?atl)eﬁqﬁnz %/o work 6 days a week — Monday-Saturday info. Delta Linen Inc. 505-228-7467, ra I n I n g "
Education 1-800-568-7768

+ Must have reliable transportation deltalinenabg@gmail.com. 5/25
+ 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 Waste Water ClEANERSUPPlY.GUM
a busy dry cleaners at position applying for I
+ Bi-Lingual a preference, English must be your first language
+ Has the ability to follow directions and train if need be Evaporator G NDEPEIRENT
®
To be considered all requirements listed above are non negotiable. We are Galaxy Waste Water Evaporator: Fil- ARMENT FANALYSIS
looking for leaders and the best in the business. (Please send resume to ters, Gaskets, Parts. Call Moore Serv- Necv“;li\;[n‘;;l;laﬁljozll’;;‘zg;: ;lond P |ace You r Ad
Wdcleaners999 @gmail.com) ices 800-941-6673. Lower Chemical Costs
FREE Chemical Evaluation S
of Your Plant Available. Buy Sell Trade in National Cothesline
QUALITY REBU"—T Purchase my Service Package Put your ad before a nationwide indus-
and receive the following: try audience. To place your classified
EQUIPMENT * 5 free garment analyses per year ad, ddownload the pdf form at www.
Specializing in the * 1 Art of Sporting handbook nationalclothesline.com or call (215)
= * 1 Art of Wetcleaning handbook 830-8467.
B“Y’ s el I 9 H Ire . * 6 personalized online training sessions
0 th I a f a d Classics of Forenta and for any employee on spotting, bleaching, . . .
In e classirieas . wetcleaning, drycleaning and fabrics Visit these advertisers’ websites!
AJaX Presses and some Cell 772-579-5044 Links to all are listed at
hard to find parts E-mail: cleandan@com.cast.net www.nationalclothesline.com
. p- www.garmentanalysis.com
To place your classified ad, call Phone: 757/562-7033.
(21 5) 830-8467 Mosena Enterprises Inc.
mosena@mindspring.com Index of Advertisers
www.moseha.com MAY 2025
. . . . . BeCreative 360 ................ 27 Newhouse Specialty Co...26
Miss an issue? Looking for an article? Want to connect to the industry? peciatly
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ReviewMy
e DryCleaner

More than just collecting reviews

REVIEWS Al LISTINGS Al

Generate reviews on autopilot, craft the perfect Build comprehensive and enticing profiles on
replies with Al, gain deep insights into customer the sites that attract 90% of web traffic - Google,
sentiment, benchmark against competitors, and Apple, Facebook, and Bing - and get insights
get recommendations to boost your reputation. to rank higher in local search.

eoe Reputation Score n"ﬁ&

& urgent care near me 82.] +116 [ Listings Accuracy by Site

Industry average: 789

FastMed Care ou B

1356 raviews ok Poor Great

ogle
*kkkk -

flenc, anclthe PA ! greot bedside manner. Reputation Score over time 5k

e Listing Status

INSIGHTS Al COMPETITORS Al

Elevate your brand with RMDCScore and Al Tap into advanced Al tools to identify,
insights. Measure and benchmark sentiment, benchmark, and analyze your competitors,

reputation, and online presence, and get giving you a powerful edge in the market.
targeted recommendations to drive growth. -
@ Competitors Al

McAllister
Real Estate

82.1+110 . D 88.6 s

RMDC Score o RMDC Score breakdown
8

. _— - i 790) (+ i o (670) +06)
Smart Insights Al" = (@)
1 /s ’ ;

Summary
« Your Score has increased by 116
points which brings you 3.2 points above v &
industry average. \ - - Smart Insights Al
« Positive feedback in menu, food and staff 3 ’
categories drove this improvement. summary
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 online ordering and wait times to
improve your Score.

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

SOCIAL Al: Create social posts CHATBOT Al: Optimize your website MESSAGING Al: Reach customers

in minutes with Al, manage social with an intelligent and conversational across text, social, webchat, and email,
presence across multiple locations and Al chatbot that can engage visitors, 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.

No other platform offers a more complete
reputation software than ReviewMyDryCleaner.

@ BeCreative360

S‘;,“.E;‘in"n'foi;’f’e BeCreative360.com | 949.270.1609 | create@becreative360.com

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!

For: Hand-finished look,
Little or no touch-ups

SAM-451 for Laundry

e 30-40 shirts per hour
e Oversized (3XL) or undersized shirts
e All fabric, including microfiber and tuxedo shirts

SAM-451 for Dry Cleaning
e Shirts
e Blouses
j e 1 I e Lab coats
A ' | -+ e Men’s & ladies’ jackets (suits and casual)
| oo e Dresses (up to 48” long)

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

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



