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Four events coming in next five months

Industry event season
begins next month

While few drycleaners
need a reminder that Clean
Show 2025 is just a couple of
months away, there will be
three other notable industry
events taking place between
July and November, as well.

Leadership Summit

First up on the schedule
will be a two-day Leadership
Summit in Johnson City, NY,
hosted by the North East Fab-
ricare Association (NEFA) and
the Mid-Atlantic Association
of Cleaners (MAC) from July
17 to 18.

Cleaner’s Supply and Wed-
ding Gown Preservation have
sponsored the event, which
will include a tour of each com-
pany’s nearby facilities.

Admission is free to all
cleaners, including a dinner on
Thursday and breakfast and
lunch on Friday. On Thursday
afternoon, Cleaner’s Supply
will highlight the extensive
training program they imple-
ment for the team members —
exploring protocols, follow-up
and how they oversee their en-
tire sales force.

“We had a similar program
about a year ago and the re-
sponse was amazing,” noted
Peter Blake, executive vice
president for NEFA. “While
we have some excellent educa-
tional sessions lined up, one of
the main draws is the opportu-
nity to tour the facilities.

“It is really eye-opening to
see the procedures they have
in place and systems they have
implemented. = When we
toured Wedding Gown Preser-
vation last year, they had over
11,000 gowns on the premises
and attendees were enthralled
with the packaging, cleaning
process and the overall capa-
bilities.”

The program will begin at
4 p.m. on Thursday with a tour
of Cleaner’s Supply, fol-
lowed by dinner.

On Friday morn-
ing at 8 a.m., break-
fast will begin before
Jennifer Whitmarsh

Upcoming
Industry
Events

NEFA and MAC

Leadership Summit
July 17-18
Johnson City, NY

Clean Show 2025
Aug. 23-26
Orlando, FL

IDC Convention
Sept. 10-12
Elk Grove Village, IL

NEFA ProfitFest ‘25
Nov. 8-9
Marlborough, MA

presents “Defining and Devel-
oping a Leader in Today’s
World.” She will discuss
proven leadership training
methods.

After a short break, Dave

e, Coyle from Mav-
Y B\ erick Dryclean-
Jers will host
“Delight Your
Clients — The
Art of Exceed-
ing Expectations.” He will re-
veal ways your business can
differentiate itself from the

competition.
For those needing accom-
modations, secured  dis-

counted rooms are available at
Traditions Hotel and Spa for
$159 per night.

For reservations, contact
the hotel at (607) 797-2381 or
visit them at www.tradition-
shotelandspa.com and men-
tion Wedding Gown
Preservation for the rate. To
register for the event, visit
www.macassociation.org.

Clean Show 2025

This year’s edition of the
Clean Show will be held at the

Orange County Convention
Center in Orlando, FL,
from Aug. 23 to 26. The
J exhibit hall is scheduled
to open from 10 am. to 5

MATESESIN 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.

There will also be a multi-
tude of educational sessions
provided by some of the
event’s sponsoring associa-
tions. DLI has planned several
sessions that will focus on
strengthening your business
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

clean

Show

presented by Texcare

The first session will be
called “Beyond the Hanger:
Marketing  Strategies  to
Strengthen Your Business” at 8
a.m. on Saturday. Attendees
will learn how to use strategic
marketing and explore innova-
tive ways to attract new cus-
tomers, retain loyal ones, and
build a business that sets your
brand apart.

Afterwards, DLI will also
present “The Client Journey”
at 9 a.m. featuring Dave Coyle
of Maverick Drycleaners. He
will give attendees the tools
and tactics they need to sur-
prise clients using marketing
channels that aren’t congested.

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 pro-
gram will focus on proven
strategies for delivering excep-
tional customer service, build-
ing customer loyalty and

Continued on page 8

Initially launched in
April, the Drycleaning and
Laundry Institute’s (DLI) lat-
est social media campaign
has already showed out-
standing engagement and
follower growth in its first
month.

The content (such as the
screenshot of a post on right),
has featured educational con-
tent and myth-busting videos
seeking to reshape consumer
perceptions.

“The initial response to
DLI’s social media campaign
has far exceeded our expecta-
tions,” said Ray Kroner,
owner of Kroner Dry Clean-
ers in Cincinnati, OH. He is
also DLI’s treasurer and dis-
trict four director, as well as
the chair of the association’s

DLI ads give industry
image a nice boost

/ Jou Drycleaning & Laundry )
LV institute (DLI)
What would YOU do with 3+ hours back in your

week? Comment below & and tell us how you'd
use your time!

an Peaceful Reveries - Carefree Days Peac

Social Media Action Commit-
tee. “We cannot wait for
someone else to market our
service. We have to step up
and self-promote so the in-
Continued on page 8

CCA and SDA announce
plans for EXPO West ’26

The Southwest Dryclean-
ers Association (SDA) and the
California Cleaners Associa-
tion (CCA) have announced
the return of the

Drycleaning and DRYCLEANING & LAUNDRY

& Laundry EXPO
West.

Next year’s
event is scheduled for March
27 t0 29, and will be held at the
Irving Convention Center in
Irving, TX.

Following the success of its

inaugural offering in Las Vegas
(with over 1,000 attendees and
more than 50 exhibitors), the
DL EXPO West 2026 .
“Attendees
and  exhibitors
loved this location

WEST in 2023 so much

that we knew we

had to come back,” said DL

EXPO West Chairman Allan

Cripe. “It’s easy to reach by

plane or car, and the area is full
Continued on page 8
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Inside
A long history in Houston

Collegiate Cleaners has been around since 1947, back

when the local roads were paved with oyster shells.

10

Solving shirt stain mysteries

This month, Don Desrosiers plays Columbo and takes
on cases of mystery stains appearing after cleaning.

16

The need to pick up speed

Customers greatly prefer same-day service regardless of
whether or not you offer it.

20

Crafting couture connections

By establishing relationships with fashion designers,
cleaners can tap into a network of discerning customers.
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DRY CLEANING FINISHING

SOLUTIONS

DF-740U-V3

TENSIONING PANTS TOPPER

Maximum Productivity

DF-050U-V4

FORM FINISHER New Inverter Option

Proven Pressing Technology New Steam Injection Design

Sleever Pocket Tensioning Cuff Function
Up/Down Function Radiator Upgrade

Operator Friendly Control Panel State of the Art Control Paner

Y ¢ ¢ v v v @

Sleever Pocket Increased Blower Power
Smaller Body

Compact Footprint

Y ¥ 9 v ¢ v v v

Soft Tensioning Body
2-Step Up Function

9 Blower Motor Power
Increased By 50%

sankosha

Evolution
of Excellence

SDP-880U

DOUBLE LEGGER PRESS

% High Productivity \
% Quality creases for both legs of pants

Can also be used for touch up work
and skirt finishing

b 4

Easy to Set Pants -
Has a true middle press with vacuum

Press Pressure (Khaki or Dress)

¢ v v @

Presses both legs at once providing R
greater productivity

® Built in Safety Features

Visit Us at

the

clean

Show

Booth #1549

To learn more, visit www.nationalclothesline.com/ads
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s your current POS
software leaving you
leaving you stranded?

Don't let your sluggish POS leave
your business high and dry.

Cleaner Business Systems has
everything you need to keep you afloat:

= Reliable software support from real people
= Subscriptions starting at $50 per month
= Equipment Loaner Program

= Robust text messaging, routes, and
integrated payment processing

Visit Us at

clean

Booth #3193

414 Gateway Boulevard, Burnsville, MN 55337

Clleaner 800.406.9649

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

To learn more, visit www.nationalclothesline.com/ads
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Looking for truth when it doesn’t reveal itself

Fans of classic detective television shows may recall Columbo (played by
Peter Falk) often saying, “The truth has a way of revealing itself.” That may be
true, but sometimes it needs a little help. In that spirit, there is an interesting read
for those in the business of textile care at www.intothefoldproject.com. The
website is a product of research culled and compiled by Cents, a company that
offers an all-in-one business management platform for drycleaners and
launderers. In May, they released the data to offer operators “credible reporting
data with usage metrics from Cents customers.”

“Industry insights and trends have historically been fragmented and
inaccessible for so many in our industry,” explained Alex Jekowsky, CEO and co-
founder of Cents. “Our mission with Into the Fold is to present unique insights
and reports that enable both established and new operators to make smarter
decisions across self-serve, full-service, delivery, and other service models, while
highlighting the true scale and impact of this essential industry.”

Now, here are some of the interesting findings from that research. Every
day, 52,392 tons of laundry are done at laundromats across America. How did
they derive that number? From the Coin Laundry Association (CLA), they
determined there were 29,500 laundromats in the U.S., plus the average number
of washing machines per laundromat is 37. They combined that with their own
data: Cents calculated the average weight of all orders to be 32 pounds and that
each machine averages 3 turns per day. That all added up to almost 105 million
pounds of laundry per day, or 52,392 tons.

They value the U.S. laundry market at approximately $5 billion per year.
Broken down by state, they calculated the average Wash and Fold price. Coming
in at the highest was Hawaii with $2.92/Ib and coming in at the lowest is
Wisconsin at $1.15/1b. Those who visit the website can click on their own state
to see its averages. One of the most interesting statistics compiled by Cents is the
spending discrepancy between drop-off and pickup and delivery customers.

Drop-off customers spend an average of $44.19 per order; however, pickup and
delivery customers are 80% higher, averaging $79.81 per order, suggesting that
customers are looking for as much convenience as possible when doing the
inconvenient chore of laundry.

The truth is, customers don’t always find the level of convenience they’re
searching for and cleaners can do more about it, and not just with Wash and Fold
services. Take the concept of same-day service, which really should not sound
like a pipe dream. Not only does it help the plant workflow be tighter, it helps
make it easier for customers to know what to expect. As columnist John Rothrock
points out in his column on page 16, “Many operators worry that offering same-
day service creates chaos. They see it as a disruption, something that throws off
the flow. But that mindset only exists when same-day service is a rare exception.
If you standardize it, those rush orders disappear.”

When rush orders disappear, your focus can return to the job of making
stains disappear from garments — or can you? There is no such thing as a perfect
stain, but what about a case where stains appear on some garments after they are
cleaned? Sometimes, drycleaners have to play detective to get to the truth. This
month, columnist Don Desrosiers dons a raincoat... and gets to the bottom of a
few good shirt stain mysteries. Read his column on page 10.

We also have a column on properly customizing wetcleaning loads by Dan
Eisen on page 24 and Jason Loeb discusses on page 20 how to cultivate couture
connections and strenghten your brand. By establishing strong relationships
with fashion designers, drycleaners will open up a new door to gaining more
discerning customers.

Oh, just one more thing. On page 18, Kermit Engh will explore how
drycleaners can shift services into products that will resonate with customers
more effectively. Columbo noted the truth is a puzzle waiting to be solved, so it's
time to put on your raincoat and read this latest issue of National Clothesline.

Contents

News & Features

6 A long history in Houston Collegiate Cleaners has
been around the city’s downtown since 1947

16 John Rothrock Whether you offer it or not, most of
your customers would greatly prefer same-day service

8 TCATA hosts annual convention The allied trades 18 Kermit Engh How does a business go about shifting a

group met recently in Naples, FLL

26 Classifieds

Columns

10 Don Desrosiers When mysterious shirt stains appear,

it’s time to put on the detective hat and investigate

service into a product — and why should you do it?

20 Jason Loeb Cultivating couture connections in the
fashion world can connect you to high-end customers

9 A Dan Eisen When it comes to the most effective
wetcleaning results, you must customize your loads

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? el

clean
= One or Two? Three? R

Booth #1992

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 2 W% U AF, Agw FAL,

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

......................................................... Quote Request
Business Name

Mailing Address JIndividual ICorporation
City State Zip Code JPartnership ~ _ILLC

Phone ( ) FEIN:
Fax ( )

Contact Name
Email Address

Current Policy Expiration Date

> ~IPlant -Plant IPlant
TOday s Date Location1 (I Drop Store Location 2 _IDrop Store Location 3 ~!Drop 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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COLLEGIATE

CLEANERS

hen Collegiate Cleaners orig-
inally opened its doors in
1947, the local roads in

Houston, TX, were covered in oyster
shells — a byproduct of the Gulf Coast
fishing industry.

The shells were crushed down and
processed into products that were used
in construction, fertilizers and roads.

It was a practice that was eventually
banned in the city in the 1970s — the
same decade the original owner of Col-
legiate Cleaners sold it to Marvin Trou-
blefield, grandfather of current owner
Greg Hazlewood.

“My grandpa used to work at the
Warwick Hotel,” Greg explained. “I
think he was the cleaner back then back
in the 1970s. Then, somehow they be-
came friends — I guess he’d go over
there and clean something for him —
but then he offered it to my grandfather
to buy it.”

The Warwick Hotel (now called the
Hotel ZaZa), was originally opened in
1926 as one of Houston’s first luxury
hotels. Today, the 315-room, 12-story
property includes the city’s largest and
most decadent accommodations that
are close to 3,000 sq. ft. in size.

In other words, being located near
the hotel is an excellent place to own a
successful drycleaning business. It
suited Marvin well.

“I think he liked being a business
owner, driving a new Cadillac,” Greg
said. “He didn’t have that all of his life.
He came from the Depression in the
1920s and he moved out with a cigar
box. Everything he owned he fit in a
cigar box.”

fter Marvin passed away, his

daughter Barbara took over the

helm in the 1980s. All three of
her sons soon joined the family busi-
ness, including Greg who started
around 1990.

“My mom and my two brothers
were all running it at one time,” he
noted. “Then, she passed away unex-
pectedly.”

Over time, one brother left in the
early 2000s, then the other brother left
in 2013. “It’s just been me for the past
ten years,” he said.

For Greg, the business is all he has
ever known. As a young kid, he’s often
spent time at the cleaners on Saturdays
to be with his grandfather.

“TI'd go help him clean up. You know,
he’d give me a dirty job where’s I'd get
all dirty,” he recalled. “Some places I
cleaned had never been clean up there,
I don’t think. But, I always kind of ap-
preciated that. He gave me all the hard
jobs.”

The more Greg came around, the
more he was able to learn. Eventually,
he learned it all.

“I can do everybody’s job. You
know, that’s what I can do,” he said. “I
don’t like to do everybody’s job, but
you know I think from me having to do
people’s job over the years, I can do

them all.”

f all the jobs he has worked at
0 the drycleaners, the most im-
portant has always remained
the same for Greg and his family —

customer service.
“There have always been family
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These days, the business is doing
much better and Collegiate Cleaners’
customers are dressing up and going
out again much more frequently.

“We’ve just been keeping busy,”
Greg said. “I don’t know if it’s because
of the neighborhood we’re in. Most of
the clients that come in are pretty

A long history in Houston

he’s happy to go wherever the business
needs him.

“I do everything. I call myself the
CEO and the janitor. I can clean the toilet
or write the payroll, tax and rent checks,”
he said. “I got some new help coming
in... I got another girl starting tomorrow
so I'll be pretty full on staff again.”

Hazlewood

Collegiate Cleaners

members in the front to greet customers
most of the time,” he said. “We always
try to do the right thing — get the
clothes clean and be friendly every time
they come in.”

According to Greg’s estimates, about
90% of the work comes from customer
foot traffic, which is how he prefers it.

“I enjoy the customers coming in. I
mean, I've been there so long they feel
like my friends,” he said. “You know,
I've been there so long that everybody
knows me.”

A high level of customer service
means a higher level of loyalty from
customers, which has kept the business
successful for so many decades. How-
ever, the spread of COVID proved to be
a difficult challenge.

“The pandemic was really crazy to
us you know because they’re like say-
ing we're an essential business so  was-
n’'t worried,” he recalled. “I'm like, oh
I'm an essential business, but then
think about it. None of the customers
were going to work. Nobody’s going
out to eat or spending money.”

fter struggling to get by during

the pandemic, Greg decided in

October of 2023 to do some-

thing that Collegiate Cleaners had

never done before: open up a second lo-
cation (pictured below).

“A girlfriend was ambitious. I told

wealthy anyway. We don’t worry about
them paying.”

“All the women in this neighbor-
hood - they get dressed up every day,”
he added. “You don’t see them with
sweat pants and tennis shoes on. When
they go out of the house, they’re wear-
ing a dress or a jacket.”

ith other local cleaners clos-
ing down and many new
high-rise buildings being

constructed in the past few years, busi-
ness is once again back up and rising in
downtown Houston.

Long after the days of being sur-
rounded by shell-covered roads, Colle-
giate Cleaners’ original locations
remains perfectly positioned at the
heart of a rich downtown area which
today houses the Texas Medical Center
(TMC) — which is considered the
world’s largest medical center.

Overall, it encompasses over 2.1
square miles and includes 61 institu-
tions and 21 hospitals.

TMC is home to over 120,000 em-
ployees (a large number of doctors are
customers, of course) and over 10 mil-
lion patients visit the area annually. The
center begins a new surgery every three
minutes.

While keeping busy is always great,
lately Greg has had to fill in as a route
driver, making him a lot busier. Still,

her I always wanted
to start another loca-
tion, and in October
2023 we opened the
new one,” Greg ex-
plained. “The one I'm
at now is on Alabama
Street. That’s my first
one to open. It's been
like a little bit over a
year and a half since
it opened.”

COLLEGIATE CLEANERS

Houston, TX

fter 35 years of working in the

drycleaning industry, Greg isn’t

all that sure that it has changed
very much.

“The industry is really the same. I
don’t see a lot that’s changed. The only
thing that’s changed is just the clothes
and the starch,” he said. “Back when
we were younger, everybody got heavy
starch in their shirts. Now, nobody ever
gets starch in their clothes. We used to
crease pants — the front of their pants,
and now they’re pressed totally differ-
ently. Nobody wants them creased un-
less they’re old.”

He’s also noticed that his younger
customers are reading online reviews
more and embracing pickup and deliv-
ery, which is something he is con-
sciously considering growing.

“I see the need for drop off more,” he
admitted. “I still don’t drop off as much
but I see that’s what it’s coming to —
apps and younger people wanting to
pay for delivery.”

Whatever the future holds, Greg is
confident he will be able to come up
with a solution.

A while back, he made the mistake
of letting his website domain monthly
payment lapse for a day. Somebody
swept in and took over his old site:
www.collegiatecleaners.com.

Essentially, they hiked up the price
and offered it to him if he wanted to
keep it.

Greg didn’t give in to those de-
mands. Instead, he searched for an-
other open domain that has since
served as a solid replacement:
www.houstondrycleaner.com.

At this point, he has been in the busi-
ness for 35 years and nothing seems to
phase him anymore. He's still at least a
few years away from retirement.

“T'll be pushing a damn cart around
here when I'm 80,” he said.
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Happy Summer

Sowme of life's most treasured
mewmories are made in flip-flops.

Visit Us at

Clean E—
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Orlando ¥/ | |
. . Q . & : 4 B Booth #1949 (IR
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FORENTA - YOUR PARTNER IN EXCELLENCE SINCE 1437

E: forewta@forevtaunsa.com - T: 422 550.53F0D

To learn more, visit www.nationalclothesline.com/ads
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Industry event season begins next month

Continued from page 1
creating a value-driven brand
that makes price comparisons
irrelevant.

Also, DLI will
present “Seven
Things Your
Company
Should  Be
Doing  with
Al” at 9 am.

with the help of popular tech
speaker Beth Z. This seminar
will explore artificial intelli-
gence applications, from
streamlining operations and
improving customer service to
enhancing marketing strate-
gies and optimizing inventory
management.

On Monday morning, the
association will offer a panel
discussion 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.

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-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 website,
www.thecleanshow.com.

IDC Convention

The International
Drycleaners Congress (IDC)
will head to Chicago this Sep-
tember to host its annual con-
vention from Sept. 10 to 12 at
the Sheraton Suites in Elk
Grove Village, IL.

The three-day event will
feature several educational ses-
sions, including a program on
“Developing the Wash and
Fold Model” by Norman Way,

vice president of
Puritan Clean-
ers of Rich-
mond, VA.
Heath Bolin,
president  of
Sparkle Cleaners
and Metal-

Mlead a pro-
gram on “Au-
tomation in the
Industry” as well.

On  Thursday,
Fitzgerald, CD
One’s
president
operations,
will head a
presentation
on the “CD
Cleaners Concept” before at-
tendees take part in a plant
tour at CD Cleaners, which
will include visits to CD40 in
Schaumburg, a satellite loca-
tion in Glendale Heights and
the American Music World site
in Elmhurst which is sched-
uled to be CD One Price’s first
24 /7 automated kiosk.

After lunch, the convention
will resume with its World

Daniel

Fitzgerald

Country Reports that outline
all of the latest global trends in
textile care from around the
world.

Later in the evening, IDC
will host a cocktail re-
ception at 5:30
p-m., followed =5
by dinner and
the  Opening
Ceremony.

Friday will
begin with a pre-
sentations by /£
Tom Zengeler
of  Zengeler\{
Cleaners and
Wes Nelson of
Sankosha USA Inc.

After that, attendees will
have an opportunity to tour
Zengeler Cleaners as well as
see some of the latest industry
equipment  available  at
Sankosha’s North American
headquarters, located just ten
minutes  from  Chicago’s
O’Hare International Airport.

IDC has secured a nightly
rate of $134.20 nightly between
Sept. 9 and 12 at the Sheraton
Suites Chicago Elk Village.

The cost includes breakfast

and tax and is for either a sin-
gle King bed or twin Queen
room.

Registration for the event
costs $500 per delegate, which
covers the welcome cocktail
party and buffet dinner, the
Thursday evening gala dinner,
all business sessions including
lunch and refreshments and all
transport fees to and from
events.

Registration forms can be
obtained through IDC Secre-
tariat via  e-mail:
terdryclean@shaw.ca.

NEFA ProfitFest

The final show on the up-
coming schedule is NEFA’s
two-day ProfitFest educational
conference.

It is scheduled to take place
from Nov. 8 to 9 at the Court-
yard by Marriott in Marlbor-
ough, MA.

This year’s theme for the
event will be “New Ideas,
Clean Profits: Elevate Your
Business.” Look for more de-
tails in the coming months. For
more information, visit
www.nefabricare.com.

in-

DLI ads give industry image a nice boost

Continued from page 1
dustry’s services are more fa-

miliar with the general pub-
lic.”
“Our goal is to enlighten

the public (notably, the 25- to
40-year-old demographic) on
what our industry offers in
service and garment care,” he
added. “The most direct way

to get the attention of this de-
mographic is through social
media but, it will take the sup-
port of all in our industry to
get and keep the word out.”

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

owa Techniques is a manufacturer and distributor
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

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

During its first month, the
program had returned some
positive statistics.

Throughout April, the
posts reached a total of more

than 23,500 people across Face-
book, Instagram, LinkedIn and
X (Twitter). They also amassed
over 75,000 views during the
first four weeks.

CCA and SDA announce
plans for EXPO West ’26

Continued from page 1
of restaurants and entertain-
ment -- all within walking dis-
tance.”

DL EXPO 2026 will kick off
on a Friday evening with a
Sneak Peak Reception from 5
to 7 p.m. The educational ses-
sions will begin the following
morning and run from 8:15 to
10:15 a.m. Additional sessions
are planned to take place Sat-
urday and Sunday afternoon
on the exhibit hall floor.

The exhibit hall will offi-
cially open at 10 a.m. on Satur-
day until 5 p.m. that evening.
On Sunday, it will be open at
10:30 a.m. until 2 p.m.

Booth sales and sponsor-
ship opportunities will open
this summer.

For additional information,
www.dlexpo.org/dl-
expo-west or contact the
Southwest Drycleaners Associ-
ation at (512) 873-8195 or
staff@sda-dryclean.com.

visit

TCATA hosts ’25 conference

The Textile Care Allied
Trades Association (TCATA)
recently hosted its 2025 Man-
agement & Educational Con-
ference at The Ritz-Carlton
Tiburén in Naples, Florida.

The conference featured an
outstanding group of speakers,
including international
speaker Will Bowen, ABC Ex-
ecutive Director Chris White
and Alex Chausovsky from the
Bundy Group.

At the conference, National
Clothesline was recognized for
50 years of membership with

TCATA. Leslie Schaeffer ac-
cepted the award on behalf of
the publication (below) from
TCATA President Mack Mag-
nus. The association’s next
conference will be held August
2 to 5, 2026 in Asheville, NC.
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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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SHIRT TALES

o Y
b/

s DON DESROSIERS

Closing cases with mysterious shirt stains

relief. Afterall, Columbo did
have a grim job. He just made
us forget that.
Anyway, I like Columbo be-
cause of the ingen-
ious writing — the
quality of the sto-
ries. On the show,
you always knew
¥ whodunit, but it
* was hard to imag-
ine how the seem-
mgly hapless
/ detective would

manage to figure

biggest Columbo fan.

Surely you must remember
the bumbling Los Angeles
homicide detective
in the crumpled
raincoat. Why did he
always wear that in
L.A?

My fondness for
Columbo has noth—
ing to do with hls P
style or his manner-
isms, although
those traits never
annoyed me. I considered
them to be a wee bit of comic

I admit it. I am the world’s

it out.
He always had us amidst a

genuine mystery.

It is sometimes fun to play
detective. We get to do that in
our plants on occasion, pro-
vided we care enough to get to
the bottom of the mystery du
jour.

I'd like to share with you a
few of my favorite shirt plant
mystery stories.

Case #1:
Dirty Clean Shirts

It was something like the
Spring of 1992 and I had an ex-
tremely bizarre dirty shirts
problem reported to me by my

inspector. This happened at a
time when I ran a large whole-
sale shirts plant in Massachu-
setts. Whenever an inspector
or assembler or a touch-up
person finds a stained or dirty
shirt, the person in charge is
dealt a confusing feeling. This
discovery is a good thing and
a bad thing simultaneously.
There must be a great deal of
satisfaction that an inspector is
doing his or her job, but also
there is a likelihood that a cus-
tomer will not be serviced on
time because this customer’s
order may be delayed —never

You already know about RiteGoe for laundry.

1U.S. GALLON
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e Keep customers coming back by delivering stain-free goods!
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a good thing.

My inspector didn’t tell me
about the first few shirts that
day. It may have been that she
started to get concerned after
she had seen eight or ten.
Then she told me. We spent
top dollar on chemicals. Re-
washes for ring-around-the-
collar were virtually
non-existent, and it was quite
rare to get a shirt with a stain,
thanks to top quality deter-
gent, the best oxygen bleach
that money can buy and a
world-class chemical rep to
keep my wash department in
tune. But, on this day, we sud-
denly were getting one or two
shirts every ten or fifteen min-
utes!

It was dirt. New dirt, if you
know what I mean. It seems
that it happened after washing.
It was almost like dust, but be-
cause the dirt was pressed into
the fabric, it couldn’t be
brushed off — but, just a rinse
removed the stain completely.

It looked like wet shirts were
brushing up against dusty
equipment. Two bits of evi-
dence made that hypothesis
implausible: One would expect
that a shirt would be dirty at
approximately the same loca-
tion — this was not the case.
The dirt was at any number of
places on the shirt. Often, it
was just a small spot or two,
but once on the back of the
shirt, on another shirt it was
the sleeve, on another it was
the cuff or the collar. Hmmm.

Secondly, there was no dusty
equipment. Really. I was
around and about the plant
trying to solve this problem in
earnest while the shirts with
dirt on them kept coming. I
was truly annoyed and some-
thing told me that the regular-
ity of the tainted shirts was a
clue, but I wasn’t making sense
of it.

I strolled into the inspec-
tion/assembly area  and
cringed as I observed what
were now dozens of shirt or-
ders all missing a shirt or two,
sent back for a stain. Seems like
in every lot that we had done,
one or two orders were incom-
plete. Every lot? That seemed
like a clue, too.

Back then, the Tailwind Sys-
tem was in the initial stages of
development. The assembly
procedures hadn’t been de-
fined yet, but the size and the
definition of individual lots
was nearly as clear then as it is
today. That turned out to be

Continued on page 12
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Ill RE V”_ Designed with Your

A 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

* 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

13AON MAN///

TREVIFORM with Touch Screen

Tensioning Form Finisher

360 Degree Rotation

Inverter Blower Motor Control

 — Perfect for Wetcleaned & Drycleaned Garments
. o ////Evl:”/fjjﬂ Smaller Footprint

| ‘ | .
clean L e
T

Show

[INEW MODEL

Visit Us at

Booth #2065

For additional information and videos of these and other great Trevil products visit:
Ill TREV”_ www.TrevilAmerica.com

Or make an appointment to visit our showroom in Clifton, New Jerse
AMERIC A 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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Don Desrosiers

Closing cases with mysterious shirt stains

Continued from page 10
my biggest lead.

This plant would produce
about 360 shirts per hour. In
the Tailwind world, that is
about six lots — one lot every
10 minutes. Very interesting. 1
recalled that my inspector was
getting a couple of shirts every
10 to 15 minutes. I had an order
or two from what seemed like
every lot we had done today.
The problem continued and
wasn’t going away.

The evidence:

* One to two shirts per lot
with dust or dirt on them;

e The same kind of stains on
every shirt;

® Dozens of different loca-
tions;

* Remarkable regularity,
practically every lot would
yield a couple of rejects.

I had to determine what was
different today compared to
any other day, and I was get-
ting desperate. What is differ-
ent? I walked over to the wash
department and chatted with
John, my wash man. John was
kind of an elderly guy, a de-
voted and dedicated employee.
I expressed to him my extraor-
dinary displeasure with this
problem that we were having.
He just shrugged his shoulders
as he took the latest batch of re-
jected shirts from my hands.

John was quite proud of his
wash department. I was happy
to see that he had tidied up a

bit over the weekend. On the
previous Friday, I had asked
him to get rid of some clutter in
a corner. We kept individual
lots organized and separated
by using 35-gallon plastic bar-
rels. They hold a Tailwind-
sized lot nicely. John would
cover the wet shirts with plas-
tic like so many of us do.

The clutter in the corner was
mostly the covers of those bar-
rels. I wondered why John did-
n’t just use the covers instead
of wrestling with the poly all
the time. On Friday last, he
agreed and said that he’d clean
them off and start using them
instead of poly. He had, in-
deed, cleaned them off and his
department was sparkling.

Uh-oh! I just stumbled upon
something different. Is it possi-
ble? Can it be? I had nearly
reached my office while I was
thinking all of this. I abruptly
turned around and headed
back towards the wash area. I
removed the cover from a bar-
rel that contained a full lot of
shirts. The inside of the cover
was covered with droplets of
water caused by the dampness
of the shirts. I suspected that
the cover hadn’t been cleaned
well enough and the dust on
the cover rubbed off onto the
shirts and left the dirt there.

It was hard to see dirt on the
cover, though. It was dark blue
plastic. I fetched a clean, dry,
white cloth and wiped off the

The Future

NEXT EXIT KN
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inside of the cover — including
the crevices. Guess what?

I think that John brushed off
the dust that past weekend. He
was conscientious, but he
surely didn’t scrub them clean
with a wet cloth. As much
havoc as his faux pas caused us
that day, there was a great deal
of satisfaction in solving the
mystery.

Moral of the story I: Don’t
take anything for granted.

Moral of the story II: If you
don’t inspect it, don’t expect it.

Moral of the story III: Don’t
waste a minute of time getting
to the bottom of a problem.

Case #2:

Beach Blindess

A few months ago, in the
midst of a very involved on-
site job in the Midwest, I was
concerned about the large
number of stained shirts arriv-
ing in the inspection depart-
ment.

This time, they were legiti-
mate, identifiable stains — yel-
lowing stains, food stains,
ring-around-the-collar, tannin.
This isn’t acceptable in a shirt
laundry. Stains — food and
other types — do come out if
you are using good chemicals.
I think that some shirt launder-
ers think that stains are some-
thing for the drycleaning
department to remove, not the
wash cycle. This is wrong.

Among those who think so
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THE ROUTE PRO

WWW.THERQUTEPRO.COM
(816) 739-2066
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were this client and his staff.
This was an easy problem to
solve. I checked the chemicals
in the wash department. I con-
sidered the built detergent to
be acceptable and the requisite
oxygen bleach was in plain
sight.

I questioned the wash per-
son. I'learned immediately that
the portioning was way off and
the bleach — critical for stain
removal — was only used for
rewashes. I adjusted the por-
tioning and was eager to see a
drastic reduction in returned
shirts the next day.

Moral of the story: You get
what you pay for.

The next morning, I was
plenty busy with follow-up
training and I almost forgot to
enjoy the assembly area — free
of confusion, stress, mayhem
and, most important of all —
free of incomplete orders
caused by returned shirts.

Case #2B:

Out to Lunch

A few hours later, we started
to get stained shirts in the as-
sembly department again —
more than a dozen. I wasn't
happy about this. I checked
with the wash person who as-
sured me that she was now
washing with the revised wash
formula and certainly oxygen
bleach in every load.

I asked her about the stained
shirts that had been sent to her
recently. She was a bit defen-
sive. Apparently overwhelmed
with a sudden influx of at least
ten or more shirts during the
last 30 or 40 minutes, she sim-
ply put them aside.

I found them hanging by her
spotting area. My client and I
inspected them and found
deep orange stains in a variety
of places on nearly all of the
shirts there. The stain looked
like rust to me, but a quick test
with a rust remover proved me
wrong in no time. We organ-
ized the shirts by stain type. It
was easy. Only a couple or so
didn’t belong.

This plant had eight single
buck units. Each unit had a
“branding iron” welded to the
lower portion of the rear steam
chest. The result was a clear
mark on the tail of each shirt
that identifies the press and the
presser. All of the orange stains
came from the same press. We
moved to the pressing area. I
looked around and in less than
15 seconds I had my answer.

Behind the bucks of the col-
lar / cuff press lay all of the evi-
dence that I needed. I showed
my client. We both shook our
heads. He was eager to remove
the evidence, but I wanted to
get the manager and walk her
through what we had just
done.

Now, the three of us retraced.

We showed the manager the
shirts with stains, and the tail
imprints that showed the com-
mon source. Over at the shirt
unit, I showed her the soiled
plate of the spaghetti and
meatballs lunch that the
presser ate before going to
lunch.

Moral of the story I: Know
what your employees are
doing while they are on your
time.

Moral of the story II: Lunch
time is the time for eating
lunch.

Moral of the story III: No
eating, drinking or smoking in
the plant.

I suppose that, at some time
in the past at this same plant,
somebody needed to know
who pressed what shirt. With-
out the branding in the tail that
these units afford (or any other
method of doing essentially the
same thing), it was probably
very difficult or impossible to
ascertain who pressed what.

This often needs to be known
in virtually any plant. It allows
for accountability. Someone in
charge found that it was im-
portant enough to modify each
unit slightly so that in the fu-
ture the “detective” work
would be automatic. Good
move.

Columbo may use clues to
arrive at solutions to problems,
but he cannot control whether
or not someone in the future
will learn from these clues. You
can. As owners and managers,
we need to learn from our
daily experiences.

It may be rewarding to solve
a mystery, but it is far more re-
warding to have the solution
be self-evident because we
have controls in place to either
prevent a recurrence or a con-
trol that instantly points to the
cause. Some time ago, someone
made those presses “self-evi-
dent.” Hopefully, there is no
more eating while pressing.
Also, I know that washing the
inside of plastic barrels became
routine at my plant.

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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If you obey all the rules,

you miss all the .
~ Katharine Hepburn
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A Complete Solution
That’s Simple, Powerful
and Super Flexible

‘r' Optimize operations to reduce costs and
enhance productivity

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

‘r Increase plant efficiency through
streamlined assembly options

\( Train staff efficiently using simple and
easy to use onboarding
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TURNAROUND TIME

sy JOHN ROTHROCK

Same-day service should be the standard

drycleaners may need a

mindset shift, it's how we
think about same-day service.
Too often, we treat it like an
emergency option, a hassle, or
a burden only requested by
difficult customers. But, what
if we’ve been thinking about it
all wrong?

What if same-day service
isn’t a nuisance, but the very
key to growth?

At Yale Cleaners, we’ve of-
fered same-day service — in
by 12, out by 5, six days a
week, for more than 40 years.

We operate 11 locations in
Tulsa, and this model isn’t a
marketing gimmick or a lim-
ited offering. It’s just how we
work. And, once you build
around it, it’s not extra effort.
It's simply today’s work, done
today.

I f there’s one place where

Same-Day Service Is Not
Special Treatment
Many operators worry that
offering same-day service cre-
ates chaos. They see it as a dis-
ruption,  something  that
throws off the flow. But that

mindset only exists when
same-day service is a rare ex-
ception. If you standardize it,
those “rush orders” disappear.

There are no special favors
to juggle, no tickets to bump
ahead, because everything is
running on a same-day cycle.

What really creates chaos is
inconsistency. When one order
is same-day, another is two
days out, and a third is “when-
ever we get to it,” staff just
doesn’t know what to priori-
tize.

When everything is set to
flow through on the same
timeline, the entire plant runs
tighter and customers know
what to expect.

Yes, same-day service in-
creases pressure, but not labor.
The volume doesn’t change
overnight, but the opportunity
does.

By making quick turn-
around a standard, you create
habits that encourage cus-
tomers to bring in more, more
often.

That shift in timing can feel
like a strain if your systems

aren’t dialed in, and it will ex-
pose inefficiencies you should
fix anyway.

That's part of what I laid out
in the Focus Method. Most
cleaners don’t need more
hours in the day. They need a
system that keeps the day from
running them.

The Cleaner’s Supply 2023
Consumer Pulse Report clearly
showed that customers want
faster turnaround.

In fact, over half of respon-
dents said they’d bring in more
clothing if cleaning didn’t take
so long. Many said one-day
service was ideal, and this
shouldn’t surprise anyone.

But, across the industry,
same-day isn’t being offered,
and that absence creates a false
sense that no one needs it.
That’s the problem. The indus-
try has trained customers not
to expect speed and then inter-
prets the resulting silence as
proof that it’s unnecessary.

Let’s not confuse lack of de-
mand with lack of opportunity.
It isn’t that people don’t want
fast service. It’s that they don’t

—
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know or believe it's even an
option.

Right now, our biggest com-
petitor isn’t the cleaner down
the street. It’s the customer’s
washing machine.

If we want them to choose
professional cleaning, we must
be so convenient and so consis-
tent in our quality that we
eliminate the friction. But, fric-
tion is exactly what upcharg-
ing for same-day service and
slow turnaround create.

A customer walks in and
says, “I have an event tonight.
Can I get this dress cleaned
today?” If the answer is a sigh
and a rush fee, she may not
come back. Or, she may just go
home and clean it herself.

What if the answer was al-
ways, “Of course. In by 12,
ready by 5.”

No drama. No friction.
Just service.

We are in the service busi-
ness. The more hoops we make
customers jump through, the
fewer chances we have to win
them over — especially now,
when volume is down and
competition for attention is
higher than ever.

Speed is not a luxury, it’s a
differentiator.

I hear this all the time:
“Same-day might work for
you, but our plant is different.
Our market is different. Our
staff is different.”

Yes, every operation has its
quirks, but we’re not special in
Tulsa. We face the same labor
shortages, the same customer
unpredictability, the same tight
margins.

The difference is we built
our system around the service
we wanted to offer, not the
other way around.

If you want to run a same-
day model, you don’t start by
asking how to add it in. You
start by rethinking the flow of
your day.

What comes in at 7:30 gets
cleaned by 8. Pressed by 10.
Bagged before lunch. It's pos-
sible. We do it every day and
have been since 1983.

Offering same-day doesn’t
mean you have to clean a 12-
piece household order in three
hours or press a wedding
gown on the spot.

You can have cutoffs. You
can exclude certain items. Just
be consistent and communi-
cate it clearly.

Same-day is a promise to be
fast and reliable, not a promise

to do anything and everything
with no notice. Boundaries
don’t weaken the offer. They
protect it.

Keep in mind, same-day
service isn't harder. It's just
sooner. It doesn’t require more
people. It requires more focus.
More intentional flow. More
operational clarity... and it
pays off.

Cleaner’s Supply is cur-
rently the only company doing
meaningful consumer research
in our industry.

Their insights deserve more
than a glance. Customers
aren’t asking for unreasonable
things. They’re asking for
drycleaning to work like the
rest of their modern life; effi-
cient, accessible, and reliable.

This isn’t about being every-
thing to everyone. It's about
being exceptional to the people
you want to serve.

You don’t need to chase dis-
counts or reinvent your pricing
model. You just need to stop
adding friction and start build-
ing systems that meet modern
expectations.

Same-day service is not
about urgency, it's about clar-
ity.

At Yale, we chose this model
decades ago. It's part of our
DNA. We didn’'t get here
overnight and we’re not spe-
cial. We're just consistent.

If you want to move more
pieces, earn more trust, and
make drycleaning relevant
again, stop asking whether
customers want same-day
service.

Start asking what would
happen if you offered it with-
out hesitation.

You already know the an-
Swer.

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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BUILDING VALUE

s KERMIT ENGH

The steps for turning a service into a product

oes your drycleaning
business differentiate
itself through a higher

level of service? If so, you may
be feeling the disproportionate
impact of economic disrup-
tions caused by the coron-
avirus pandemic. Consumers
are cutting back on services —
both to avoid human contact
and to conserve cash — yet we
are still purchasing products
that solve specific problems.

Businesses are buying plat-
forms like Zoom and Slack for
teleconferencing, and
sumers are replacing services
with products. For example,
when Italy first went into lock-
down, the shift in consumer
behavior was swift.

In the week following the
national quarantine, sales of
sports gear rose by 236% as
people set up home gyms in
lieu of personal training. In-
stead of dining out, we’re buy-
ing more alcohol. According to
Nielsen, overall spirit sales —
like tequila and vodka — were
up 75% from the same period
the year prior.

In response, many service-
based businesses are reposi-
tioning their offerings to
resemble tangible products:

¢ Guerrilla Tacos in Los An-
geles transformed their dining
experience into a product
called the Emergency Taco Kit
— a takeout survival package
for taco lovers.

e Spiffy, a mobile car wash

con-

service, now offers its Disinfect
& Protect product.

e In the UK, Encore pivoted
from talent booking to their
Personalized Music Message,
allowing customers to commis-
sion video greetings from
artists.

e Firmographics (company
size, industry)

e Life Stage (just married,
retired)

e Company Life Stage (start-
up, mature)

* Psychographics (attitudes,
aspirations)

lem your product solves.

e The Emergency Taco Kit
makes home cooking fun.

* Disinfect & Protect sani-
tizes cars for essential workers.

* A wash-dry-fold subscrip-
tion removes a chore for busy
families.

Start by narrowing your focus to a single customer
type. It may feel counterintuitive, especially when you
want more customers, but services can be customized

for many, while products must be specific. Picking a
niche helps design a more effective product and reach

your audience more efficiently.

To adapt to this shift, here
are eight steps service
providers can take to transform
their offering into a product.
Step 1: Niche Down

Start by narrowing your
focus to a single customer type.
It may feel counterintuitive, es-
pecially when you want more
customers, but services can be
customized for many, while
products must be specific.
Picking a niche helps design a
more effective product and
reach your audience more effi-
ciently (e.g., through targeted
Facebook groups).

Niche down further than
you're comfortable, then niche
down some more. Consider:

e Demographics (age, gen-
der, income)

Step 2: Rank Your Services

Identify your services and
score each one based on how:

* Teachable it is to your em-
ployees

e Valuable it is to your tar-
get customers

® Recurring the need is for
that service

Use a one to 10 scale. Pick
the highest-scoring service and
move forward. You can always
return later to explore other op-
tions.

Step 3: Get Clear on Your
Quarter-Inch Hole

Harvard Professor Theodore
Levitt famously said, “People
don’t want to buy a quarter-
inch drill. They want a quarter-
inch hole.”

Understand the real prob-

What's your quarter-inch
hole?

Step 4: Brand It

Services are usually associ-
ated with people, products
with things. Give your product
a distinct name like “Emer-
gency Taco Kit” or “Personal-
ized Music Message.” Naming
your product adds credibility
and builds a brand identity.

Step 5: List Your Ingredients

Product companies list
what’s in the box. Service
providers should do the same.
Instead of vague proposals,
outline what a customer gets.

Create a list or even a visual
infographic to show exactly
what your product includes —
from processes to deliverables

EuUROPEAN FINISHING EQUIPMENT Core.
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Step 6: Pre-Empt Objections

Unlike in-person service
sales, product sales don’t allow
you to address objections in
real time. Instead, anticipate
concerns and tackle them in
your marketing.

Spiffy, for instance, reas-
sures prospects with:

¢ A money-back guarantee

* Insurance coverage

e Trained technicians

e Eco-friendly cleaning sup-
plies

What objections might your
customers have — and how
can you ease their minds up
front?

Step 7: Price It

Services are often quoted
per hour or per project. Prod-
ucts come with a clear, pub-
lished price. Make it easy for
customers to understand what
they’re paying and why.

Step 8: Manufacture Scarcity

In service businesses, your
time is naturally limited. With
products, you need to create
urgency:

e Offer limited-time dis-
counts

e Introduce seasonal or lim-
ited-edition packages

* Restrict access to create ex-
clusivity

Even in challenging times,
customers act when they feel
they might miss out.

Service providers have been
walloped by recent global
events — but by reshaping
your service to look and feel
more like a product, you can
tap into consumer behavior
shifts and come out stronger
on the other side.

See you next month.

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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FEATURING

[ASON LoEB

Cultivating couture connections is crucial

uccess for high-end
S drycleaners hinges on
more than just superior
cleaning techniques. It necessi-
tates building robust, mutually
beneficial relationships inside
luxury fashion with designers
and their sales teams. These
connections can elevate your
business, enhance your reputa-
tion, and drive a steady stream
of discerning clientele.
Meiloute Marquez discov-
ered Sudsies more than 20
years ago. As a seasoned sales
professional with a decades-
long journey with iconic
brands like Hermes and Akris,
Meiloute knew how much the
after-care of luxury garments
mattered, and she was inter-
ested in forging a relationship
with a cleaner who understood
the quality of the brands she

represents.
Meiloute doesn’t just sell
garments; she empowers

clients, helping them discover
the confidence that luxury ap-
parel can give them. Her abil-
ity to forge  genuine
connections extends beyond
clients to industry peers, as ev-
idenced by her longstanding
relationship with Sudsies.

“It all started with my silk

scarf,” Meiloute recalls. “The
edge was hand-stitched and
rolled. If a drycleaner doesn’t
use the proper methods, a scarf
like that will feel flat and will

that everyone uses daily): “We
are in the people business.”
“Many people shop online
now, but they are missing
something special — the kind

commitment to preserving the
integrity of their creations. By
positioning your business as a
trusted partner, you can be-
come an indispensable re-

By establishing strong relationships with these key players,
drycleaners can tap into a network of discerning customers.
When designers and their teams confidently recommend your
services, it lends credibility and reinforces your reputation as
a specialist in luxury garment care.

have the residue of chemicals.
The hand-feel will be ruined. I
came home so happy that day
I picked up my scarf that now
I recommend them to every-
one. Jason knows the value of
every garment clients bring in,
and he knows his drycleaning
methods have to match that
value.”

Meiloute’s philosophy — re-
lationships first, commerce
second — is a guiding princi-
ple for any business seeking to
excel in the luxury sector. She
understands that true luxury is
about creating a personalized,
memorable experience. Her
beliefs go hand-in-hand with
the Sudsies team’s motto (one

of in-person relationship you
can get when shopping in per-
son or receiving the customer
service Sudsies provides is be-
coming exclusive. People who
shop online miss the quality in
garments and the quality of
care for these garments. I feel
so lucky to do what I do for
Akris. My philosophy is that I
work in a museum. That's how
great the quality is, and I get to
share incredible products that
bring value and beauty,” she
says.

For drycleaners, this trans-
lates to actively engaging with
designers and their teams, un-
derstanding their specific
needs, and demonstrating a

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
CEQO 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.

viM

MIM 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

source for designers and their
clients.

Leveraging designer influence

Meiloute’s unique position
within the shared guest
ecosystem highlights the inter-
connected nature of the high-
end market. Designers and
their sales teams wield signifi-
cant influence, shaping the
preferences and choices of
their clientele.

By establishing strong rela-
tionships with these key play-
ers, drycleaners can tap into a
network of discerning cus-
tomers. When designers and
their teams confidently recom-
mend your services, it lends
credibility and reinforces your
reputation as a specialist in
luxury garment care.

“Luxury clothing and the
service Sudsies provides go
hand-in-hand together.
Sudsies is up-to-date with lux-
ury fabrics, the looks, and the
cuts. They know how to han-
dle the best,” Meiloute affirms.

This type of endorsement is
invaluable, driving a steady
stream of high-value clients to
your business.

Strategic steps to cultivate
designer relationships

1. Proactive engagement.
Attending industry events,
fashion shows, and trunk
shows

* Don’t just collect business
cards; engage in meaningful
conversations.

Ask designers about their
latest collections, their fabric
choices, and their challenges in
garment care.

¢ Demonstrate genuine in-
terest in their work and their
brand.

® Research events that align
with your target market. Focus
on events where your ideal
clients are likely to be present.

e Fashion weeks, local de-
signer showcases, and exclu-
sive trunk shows are prime
opportunities.

e Introduce yourself to sales
teams and boutique managers.

They are often the primary
point of contact for clients and
can be valuable referral
sources.

¢ Position yourself as a reli-
able resource for garment care,
not just a service provider.

e Send personalized thank-
you notes or emails to design-
ers and their teams after the
event.

e Connect with them on pro-
fessional networking plat-
forms like LinkedIn.

e Offer to send them a
brochure that highlights your
specialty services.

2) Educational outreach

e Position yourself as an ex-
pert, develop workshops or
seminars that address specific
garment care challenges faced
by designers and their clients.

Topics could include:

* The care of delicate fabrics
(silk, cashmere, lace).

e Stain removal techniques
for luxury garments.

* Proper storage and preser-
vation of designer clothing.

* New textile technologies
and how to care for them.

Customize the content of
your workshops to the specific
needs of your audience.

¢ Consider offering separate
sessions for designers, sales
teams, and high-end clients.

¢ Building brand awareness
by promoting your workshops
through industry publications,
social media, and your web-
site.

e Partner with local bou-
tiques or design studios to host
your events.

e Provide physical take-
aways, such as a small fabric,
or a specialized cleaning prod-
uct that you use.

3) Tailoring services to de-

signers and clients

e Offer priority cleaning for
designers who need garments
for shows, photo shoots, or
client appointments.

¢ Invest in equipment and
training to provide specialized
treatments such as: hand-fin-
ishing; restoration of vintage
or antique garments; special-
ized stain removal for unique
fabrics.

* Implement rigorous qual-
ity control procedures to en-
sure that every garment is
cleaned and finished to the
highest standards.

¢ Pay close attention to de-
tails such as button replace-
ment, seam repair, and
garment presentation.

¢ Offer pick up and delivery
services, and even in-home

Continued on page 22
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Jason Loeb

Cultivating couture connections is crucial

Continued from page 20
wardrobe consultations.

4. Establishing open
communication

¢ Schedule regular meetings
or phone calls with designers
and their teams to discuss their
needs and gather feedback.

® Develop surveys or ques-
tionnaires to gather feedback
on your services and identify
areas for improvement.

e Pay close attention to the
feedback you receive and
demonstrate a willingness to
address any concerns.

e Communicate openly with
designers about your cleaning
processes and any potential
risks.

e Respond promptly to any
questions or concerns they
may have.

e If you have enough rela-
tionships with designers, cre-
ate a small advisory board that

pertise and commitment to
quality.
e Stay informed about new

store that shows off the differ-
ent types of fabrics that you are
able to clean.

Designers and their sales teams are influential
trendsetters. Their recommendations carry significant
weight with high-end clientele. A single positive referral
from a respected designer can lead to a cascade of new
customers, each representing a substantial lifetime value.

meets a few times a year.
5. Staying up-to-date

Invest in ongoing training
for your staff to stay up-to-date
on the latest fabrics, cleaning
technologies, and garment care
techniques.

e Pursue industry certifica-
tions to demonstrate your ex-

developments in textile tech-
nology and cleaning solutions.

e Experiment with new tech-
niques and technologies to im-
prove your services.

e Share your expertise
through blog posts, articles,
and social media content.

* Create a display in your

e Invest in the newest clean-
ing technologies that are appli-
cable to the luxury garment

industry.
By implementing these
strategies, drycleaners can

build strong, lasting relation-
ships with designers and their
teams, establishing themselves
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as trusted partners in the world
of luxury fashion.

Investing in designer rela-
tionships yields significant re-
turns. Some of the benefits
include word-of-mouth refer-
rals, enhanced brand reputa-
tion, and a steady influx of
high-end clients.

As Meiloute attests, “I believe
Jason should train others on
how to train their teams. He
should train even outside the
drycleaning business; that’s
how good he is. Sudsies deliv-
ers above 100 percent perfec-
tion; I've never felt less and I've
been going there for 20 years.”

Designers and their sales
teams are influential trendset-
ters. Their recommendations
carry significant weight with
high-end clientele. A single
positive referral from a re-
spected designer can lead to a
cascade of new customers,
each representing a substantial
lifetime value.

This organic growth is far
more cost-effective than tradi-
tional advertising, as it’s built
on trust and credibility. These
referrals are typically high
quality, and high value clients.

Associating your brand with
prestigious designers elevates
your status within the industry.
This enhanced reputation at-
tracts not only individual
clients but also potential part-
nerships with other luxury
businesses, such as high-end
boutiques, stylists, and event
planners. Having a reputation
of being the best at cleaning
high end garments, gives your
business a competitive advan-
tage. By emulating this ap-

proach  and  prioritizing
designer relationships,
drycleaners can unlock a

wealth of tangible and intangi-
ble benefits.

This strategic investment not
only drives business growth
but also elevates brand percep-
tion, establishes industry cred-
ibility, and secures a prominent
position in the competitive lux-
ury garment care market. The
ROI of these relationships is a
long term investment into the
health and growth of a
drycleaning business.

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.
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By DAN EISEN

Customizing your wetcleaning loads

clean it is necessary to cus-
tomize loads you are
running. This means adding
the proper detergent with the
proper additives in a specific
formulation for that particular
load. There is not one deter-
gent that can specifically han-
dle all loads equally. There are
some fabrics that require spe-
cial additives to obtain maxi-
mum results and better
cleaning. There are some loads
that require color stabilization
and lubricating agents neces-
sary to prevent shrinkage.
Although the manufactur-
ers have provided the proper
chemistry, often cleaners do
not understand how the chem-
istry works and are often side-
tracked with the easy way out.
Wetcleaning is an art and
the more knowledge people
have, the better cleaning re-
sults you can obtain. There are
many manufacturers who offer
different formulations but
cleaners are not maximizing
the chemistry that is available.

I n order to properly wet-

Wetcleaning detergents

1) Anionic. These deter-
gents have a negative charge
surfactant that cleans fabrics.

Anionic detergents obtain
maximum cleaning results on
most fabrics but are not de-
signed for wetcleaning wools,
silks and fabrics with poor
color fastness.

2) Cationic. These deter-
gents have surfactants with a
positive charge. These deter-
gents tend to stay with the fab-
ric and provide a softness to
the fabric. Therefore, they are
very useful for cleaning wool,
silk, rayon and other delicate
fabrics. It is important to note
the negative charge properties
of this detergent.

If cleaners pre-spot fabrics
with an anionic detergent and
then wetclean it with a cationic
detergent, there will be a
breakdown causing insoluble
rings and swales. Anionic and
cationic detergents are not
compatible. The rule is that
you must always avoid mixing
anionic and cationics.

3) Nonionic. These are de-
tergents that are neutral with-
out a positive or negative
charge. They can clean gar-
ments as an additive with any
detergent. They do not cause a
breakdown in any detergent.
Nonionic detergents also pro-
vide a degree of softness to the

fabric. Nonionic detergents
have an ability to remove
grease and oil and are effective
in wetcleaning pre-spotting
formulations. Nonionic deter-
gents do not have capabilities
of removing ground-in soil.

Additives

Manufacturers provide de-
tergents with additives or clean-
ers can add them separately.
Additives provide better clean-
ing and also add additional
safety to fabrics and color.

1) Alkalis. These are
chemicals that release hy-
droxyl ions in the presence of
water. Alkalis increase clean-
ing power of any detergent or
pre-spotting detergent. For ex-
ample, if I wetclean a load of
khakis with just using anionic
detergent, there will be only a
certain degree of soil removal.

If I add alkali to that deter-
gent, I can possibly double the
soil removal capabilities of it.
Some manufacturers formulate
detergents with an alkali to
provide better cleaning for
khakis, denim and raincoats. If
I add alkali to a pre-spotting
agent, the agent becomes
much more aggressive. If I add
it to a nonionic detergent, the

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

by the Consu

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

Very reliable, easy to fix and upgradea
re-printed Sequentially Numbered ,

Visit Us at

clean

Booth #3100

4

STOP PAYING TO HAUL
SEPARATOR WATER

REPLACE THAT ZEROWASTE
OR GALAXY

DESIGNED FOR TODAYS SOLVENTS

SAHARA II

WATER'SOBLEH

GET RID OF YOUR RETURN TANK’S
TROUBLESOME BALL FLOAT VALVE

E TINNCRS  REQUIRES 24 VAC
WMANUFACTURIGS SOLENQID
www.eztimers.com

oil and grease stain removal
potential is increased.

If you are wetcleaning a
heavily soiled load, you can
add one to two ounces of am-
monia (28) per gallon of water.
If the detergent is already alka-
line based, you may not have
to add as much alkali to in-
crease soil removal.

2) Acids. These are agents
that release hydrogen ions in
the presence of water. Acids
can provide color stabilization
and softness to wool and silk.
Most cationic formulations are
acid in nature but additional
acid in the load for stabilizing
poor color fastness can be
done. The most versatile acid
to add to loads is acetic. Add
one to two ounces of acetic
acid per gallon of water. It can
be used in the rinse water to
neutralize highly alkaline de-
tergents. Acetic acid can also
neutralize bleaches. Acids can
be used to add to loads stained
with excessive amounts of tan-
nin stains.

3) Enzymes. Detergents
with enzymes provide addi-
tional stain removal. The en-
zymes used in detergents can
withstand high water temper-
atures up to 140°F. They are

7 THEROE————

$795

LTATLER I

STEAM TRAP TESTER

STEAM TRAP TESTING MADE EASY

K- LEVEL

ELECTRONIC LEVEL CONTROL

now |

Wi
SOLEMUID}
|

702-376-6693

also stable in the presence of
mild acid, alkali and bleach.

4) Sodium percarbonate.
This is a mild oxidizing bleach
used in detergent mixtures
rather than sodium perborate.
Sodium percarbonate releases
more oxygen than sodium
perborate and dissolves more
easily in cool water. When
used in detergent formula-
tions, it is safe to most wet-
cleanable items providing the
water temperature is cool.
They should not be used on
wool and silk.

5) Softening agent. These
are cationic additives used to
soften the fabric and texture.
They are essential when wet-
cleaning wool and silk. They
are usually used in the rinse
water when cationic deter-
gents are used. Garments that
are treated properly with soft-
ening agents usually do not
have to be drycleaned to soften
the fabric after wetcleaning.
Dan Eisen, former chief gar-
ment analyst for the National
Cleaners Association, can be
reached at (772) 579-5044, or
by e-mail at
dannyeisen39@gmail.com or
through his  website at
www.garmentanalysis.com.
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TEST PROCEDURES

RED=FAULTY GREEN=0K

ALTERNATING GFEEN TO
RED=RERUN TEST

PUSH END OF THE TEST
ADAPTER FIRMLY ONTO
‘THE STEM OF THE
PRESSURE SENSING
VALVE. WHEN SECURE
PRESS THE CONFIRM
BUTTON AND AWAIT
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Show

presented by Texcare

e UNLOCK THE FUTURE

Orange County Convention Center

Orlando, Florida USA 0 F TEXTI LE CAR E -

www.cleanshow.com r;’.
Ly
P

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!

" Association for - e o
al Linon Management CL A o m Tns m

—~—
N 2 Strengthening and Promoting the Linen, Unif
'// INSTITUTE INTERNATIONAL ot Senics sy

To learn more, visit www.nationalclothesline.com/ads
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Hates: $1./U 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

Market Place

Business Opportunities

Sell Your Drycleaner
New Jersey
Pennsylvania
Delaware

Patriot Business Advisors

Phone: 267-391-7642 » Fax: 800-903-0613
broker@patriotbusinessadvisors.com
patriotbusinessadvisors.com

Buy, Sell, Hire
in the classifieds

To place your classified ad, call
(215) 830-8467.

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, cep, sa, r-cai
EHRENREICH & ASSOCIATES, LLC

301-924-9247 * Richard@Ehrenassoc.com

Equipment
and Supplies

Ex

PROSParts

pa iy T ey
DRYCLEANING & LAUNDRY EQUIPMENT PARTS

NEXT DAY DELIVERY .F'f ?
" AN
7. 2

ALL BRANDS

LOW PRICES -}\,

oy
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. 6/25

Waste Water

Evaporator

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

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

Mosena Enterprises Inc.
mosena@mindspring.com

www.mosena.com

Point your browser to:

e On-line classifieds

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

www.nationalclothesline.com

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

* National Miel
Clothesline

NATIONAL CLOTHESLINE

Industry balancing act to
continue in 2022 back

& weL Profite

Life goes on

EXP

Read More Read Mare

Don's wishlist to St. Nick: 2021
edition
by Don Derosiers

Light always follows darkness
by Peter Blake

It has

SERVING THE DRYCLEANING INDUSTRY FOR OVER 60 YEARS

FallFest EXPO pushes date

Even though interest for
,ﬁWINT&R FallFest EXPO remains

Road More

high, many cl

Catalogs

Newhouse Specialty
Company, Inc.

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

T oy

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

Training &

Education

I NDEPENDENT
GARMENT ANALYSIS@

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 ArtofSpotting handbook
¢ | ArtofW etcleaning 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

— OVER —

20,000

PRODUCTS
IN-STOCK

800-568-7768

CLEANERSUPPLY.COM

Place Your Ad

Buy Sell Trade in National Cothesline
Put your ad before a nationwide indus-
try audience. To place your classified
ad, ddownload the pdf form at www.
nationalclothesline.com or call (215)
830-8467.

Visit these advertisers’ websites!
Links to all are listed at

www.nationalclothesline.com
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SeCreative 360 Is unveiling
something new at Clean 2025.

WITH YOUR
CUSTOMERS

LIKE NEVER
BEFORE!

Works with ALL major point-of-sale systems.

@ BeCreative360

COME SEE US AT BOOTH 3353




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
1 e Waistband expands to 45"
e 9 Electronic program controls

TURBO-440 b
Hi-speed, Deluxe Shirt Finisher g~ |

B ¥ Made in Italy
Hand-finished quality

([

e Small to size 3XL shirts

e All fabrics (including microfiber)
e 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

6 clamps for jackets with multiple vents

Touchscreen computer control

2 HP motor

rette EUROPEAN FINISHING EQUIPMENT CORP.

Clea N 1 County Road, Unit A-10, Secaucus, NJ 07094
Telephone: (201) 210-2247 TOLL FREE: (888) 460-9292
Booth #2049 sales@histeam.com www.histeam.com

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



