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It’s almost time for a Clean getaway

It's crunch time. The mo-
ment of truth. The point of no
return. Clean Show 2025 will
be here next month and time is
quickly running out for those
who still need to make plans.

Messe Frankfurt, the com-
pany that organizes the show,
has had an extra year to pre-
pare for this one as it shifted
back to an odd-year format
after Clean 2022 in Atlanta.

This year, attendees can ex-

the
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Show

presented by Texcare

Aug. 23-26, 2025

Orange County
Convention
Center
Orlando, FL

pect some new things, accord-
ing to Greg Jira, who works as
the director of the Clean Show
for Messe Frankfurt.

He discusses some of those
things, as well as what kind of
exhibitor and attendee num-
bers to expect. He also give
some advice on what attendees
should do to prepare for Clean
2025 in a separate story on
page 6.

Those who make the trip to
Orlando will have access to all
the latest in technology, serv-
ices and knowledge for the tex-
tile care industry on display at
the Orange County Conven-
tion Center.

According to Jira, the
Clean Show is now bigger than
Europe’s TexCare Show.

Visitors will have ample
time to visit with vendors and
watch live equipment demon-
strations in the Exhibit Hall.

It is scheduled to open
from 10 a.m. to 5 p.m. on Sat-
urday, Aug. 23, from 9 a.m. to
5 p.m. on Sunday and Monday,

THE CLEAN SHOW 2025 will be hosted at the Orange County Convention Center (pictured above)

in Orlando, FL, from Aug. 23 to 26. Those who make the trip can expect solid attendee and exhibitor
numbers, as well as dozens of hours of educational offerings.

and from 9 a.m. to 3 p.m. on
Tuesday.

This year’s show will also
feature the debut of an Innova-
tion Awards program that will
honor exceptional perform-
ance in the fields of industry
research, new materials and

technologies.

The awards will be meas-
ured in four categories: Best
New Application; Best New
Product; Best New Technology
for Sustainability; and Best
New Technology for Automa-
tion. Exhibiting companies

have until July 18 to submit in-
novations to be considered for
the program. A jury of indus-
try experts will assess the en-
tries and the winners will be
announced sometime during
the show.
Continued on page 8

DLI hosts July virtual offerings, contest

This month, the Dryclean-
ing and Laundry Institute
(DLI) will be offering a pair of
virtual courses, starting with
its four-day course on Stain Re-
moval.

It will meet from 1 to 3 p.m.
EST via Zoom on the dates of
July 8,10, 15 and 17.

The interactive program

combines live lectures, engag-
ing videos and hands-on stain
removal activities to ensure a
well-rounded learning experi-
ence.

The cost is $495 for non-
members; it varies from free to
$295 for members, depending
on their level.

Shortly on the heels of that

course will be another on
“Customer Service Superstars”
that will fea-
ture Jen Whit-
marsh of The
Route  Pros
and Snappy
Dry Cleaning,
located in
Williamsville,

Whitmarsh

Fiera Milano in Italy will

NY. It will meet from 1 to 3
p-m. on July 29 and 31.

The course will cover:
building the skills and mindset
needed to create unforgettable
customer experiences, foster
loyalty, and drive success; ef-
fective communication tech-
niques; problem-solving
strategies; tools to handle chal-

lenging situations with confi-
dence and grace; and knowl-
edge and techniques to exceed
expectations, delight cus-
tomers, and shine in every in-
teraction.

Whitmarsh describes the
course as a “high-energy vir-
tual course designed to trans-

Continued on page 8
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host EXPO Detergo 2026

Plans have been made for EXPO Detergo hibitors (33% international from 22 countries).
International 2026, the leading event in Eu- “We are going through a period character-
rope dedicated to machines, technologies, ized by rapid transformations and global
products and services for textile cleaning. challenges where it is essential to create op-

It will be held at Fiera S ms . portunities for discussion
Milano in Italy from Oct. 23 and enhancement of the inno-
to 26, next year. Companies , l vation that companies in our
that register to exhibit by _ . § sector can express,” noted
November 30, 2025, willz & Livio Bassan, president of
benefit from early booking, f4 EXPO Detergo. “Our event
accessing better rates. represents a unique opportu-

The last edition of the gk P ) nity to highlight, at an inter-
show, held in 2022, recorded significant num- national level, the potential of technologies,
bers: 17,144 operators, of which 40% came products, and services for textile care.”
from abroad (from 106 countries) and 250 ex- Visit them online at www.detergo.eu.

A life in show business

We interview Greg Jira, the director of the Clean Show,
about the upcoming event in Orlando... and much more.

The automation temptation

It's easy to believe new technology can fix everything,
but it could magnify the problems of a broken system.

Keeping things cool

A water pump failure on your drycleaning machine can
halt everything; here’s how you can prevent it.
Knowing your numbers

The most effective way to grow your business is to track
certain KPIs that provide insight to your profitability.
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s your POS Software
leaving you exhausted?

Freezing Software?
No Support?
No Customization?
No Loaner Equipment?

Cleaner Business Systems
keeps you running
smoothly with:
= The most reliable customer

service from real people with
real solutions

» Subscriptions starting at $50 per
month

= Equipment Loaner Program

= Text Messaging/Integrated
Credit Cards/Coupons and
Promotions.

Visit Us at

clean

Booth #3193

414 Gateway Boulevard, Burnsville, MN 55337

. Cleaner 800.406.9649

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

To learn more, visit www.nationalclothesline.com/ads
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Clean 2025 is shaping up to be a special show

Each year, there is an estimated 13,000 trade shows that take place in the
U.S., but few of them are quite like the Clean Show. We have reasons to believe
that this years show’s in August might be something special.

For one thing, it has been almost three years since the previous installment
— Clean 2022 in Atlanta. According to Greg Jira, who works as director of the
Clean Show for Messe Frankfurt, that extra year gave the team some extra time
to make additions and improvements, such as the debut of the Innovation
Awards that will debut at Clean 2025 in Orlando.

Another good sign is that the timing is right. The last show took place
under the shadow of Covid. This time, things have lined up better.

“In the short time I had to work with John Riddle, who was really the
architect of making the show the legacy that it is — hats off and kudos to John
— he always kind of indicated that the years that were coming off of a TexCare
show seemed to be the watermark year because, for whatever reason, the
Europeans used TexCare to the launching of their innovations,” Jira said.
“So,we’re literally coming right off TexCare and I think there’s a lot of excitement
in that regard.”

Then, there’s the numbers. While it's notoriously difficult to try to gage
registration and exhibitor numbers leading up to a Clean Show, it is one of the few
barometers they have to compare. In that regard, Orlando has outperformed
Atlanta so far.

“Where we came in at 184,000 net square feet in Atlanta, we are already
at 211,000 for Orlando,” Jira noted. “From the registration side, we're pacing
slightly ahead of Atlanta [2022]. We're pacing right in line with New Orleans
[2019]. Each market isn’t quite the same.”

A better indicator for attendee registrations are the hotel registrations,
which have also showed positive signs. “We’re 154 registrations on peak night
higher than we were at this point in time, the last Atlanta edition.” he added.

No matter how many attendees end up showing up to the Clean Show, the
vast majority of them will be there for one reason. According to a study by the
Center for Exhibition Industry Research (CEIR), 92% of trade show attendees are
looking for new products, and 86% of them are specifically seeking solutions to
their business challenges.

Attendees want to buy and solve while exhibitors simply want to have an
opportunity to make a sales pitch. After all, 85% of exhibitors say the primary
reason for exhibiting at a trade show is to generates leads and sales. This
explains they are willing to travel thousands of miles and spend a lot of money
to bring their new equipment, products and services along with them.

While this sounds like a perfect recipe for success, there is one troubling
statistic from CEIR: Only 34% of attendees said they were very satisfied with
their experience at exhibitions they visited recently.

The best way to improve that number is for Clean Show visitors to come
with a game plan ahead of time. Jira recommends using the Clean Show app or
the official website to access all of the education schedules in one convenient
place. It also houses an exhibit floor map so you can see where the vendors you
need to visit are located and can schedule your day.

If you haven’t made plans to go to Clean 2025 yet, there is still time. It may
be difficult to get into the association headquarters hotel of your choice, but there
are plenty of other options still available. There is not, however, plenty of time.
With less than two months to go, there is no more time to waste.

In terms of making travel arrangements, attendees have until July 19 to pay
a discounted early bird special of $120 for members of the sponsoring
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. Sign up
at the official website now: www.cleanshow.com.
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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!
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Cgean What to know before the Clean Show

ith Clean 2025 com-
ing to Orlando next
month (Aug. 23-26),

we sat down for a one-on-one
interview with Greg Jira,
group show director of Messe
Frankfurt North America.

He has been the director of
the Clean Show since 2019,
when he took over the duties
from John Riddle.

Greg Jira

Following the success of
the previous installment of the
show — Clean 2022 in Atlanta,
GA — the Messe Frankfurt
team has had extra time to pre-
pare for this show with the re-
turn to the odd-year format.

“We're really excited. At-
lanta did well, but we were still
coming out of Covid,” he said.
“We’re in a three-year window
as opposed to a two-year win-
dow since the last edition, so I
think there’s some pent-up en-
ergy there. In the short time I
had to work with John Riddle
— who was the architect of re-
ally making the show the
legacy that it is — he always
kind of indicated that the years
that we're coming off of a Tex-
Care show seemed to be the
watermark year on the Euro-
pean side of things — for
whatever reason. I think
there’s a lot of excitement in
that regard.”

“May I add,” he continued,
“the most exciting news is
Clean Show is larger than Tex-
Care. We are now larger, tech-
nically, than the parent show.”

Clean 2025: Attendee and
Exhibitor Expectations

In terms of numbers for the
Clean Show 2025 in Orlando,
FL, there has already been a lot
of good news, according to
Jira.

“From the actual exhibitor
side, we already have ex-
ceeded the Clean Show 2022
numbers. Where we came in at
184,000 net sq. ft. in Atlanta,
we are already at 211,000.”

One metric that Greg and
his team closely follow is the
number of first-time ex-
hibitors. In 2022, the Clean
Show set a record with 41 first-
time exhibitors signing up.
This year, they did even better.

“We have blown it out of
the water. We are currently at
68,” he said. “Now, let me put
a caveat on that. All the part-
nering associations agree that
the definition of a first-time ex-
hibitor is any company who
hasn’t been at a Clean Show
since 2017. So, if they didn’t do
Las Vegas in 2017 and haven't
done anything since that in the
time period — but maybe they
did the 2015 Atlanta show. But,
then they stopped and now
they’re back. They are first
time.”

In terms of attendee regis-
tration numbers, those may be
a little more difficult to gage
because every market isn’t ex-
actly the same. “We’re pacing
slightly ahead of Atlanta
[2022]. We're pacing right in
line with New Orleans [2019].
So, we're pleased with that,”
Greg explained.

“What I think is probably a

better indicator from the at-
tendee side are hotel pickups
because that is a finite number.
And the hotel pickups —
again, Orlando’s a way differ-
ent place to navigate than New
Orleans, than Atlanta — but
we're at 154 registrations on
peak night higher than we

see. If you just take the time to
look at the schedules — we
have a mobile app that’s also
accessible — you can build a
schedule that you can refer to
that will keep you going where
you want to be.”

Of course, when on the ex-
hibit floor of the Orange

but it was his willingness to
answer questions that helped
him advance quickly. “Not
soon after that, I was doing one
of the shows and the head rig-
ger had broken his foot,” Greg
explained. During a long, frus-
trating night of trying to pull
heavy equipment up to the

“In 2022, the Clean Show set a record with 41
first-time exhbitors signing up. This year they did
even better. We have blown it out of the water.
We are currently at 68,” Jira said.

were at this point in time in the
last Atlanta edition, he said.

Make Plans Now

It should also be noted that
the time is quickly running out
(if it hasn’t already) to sign up
for hotel reservations at the
headquarters hotel of your as-
sociation of choice.

“I would say, by the time
this article comes out, it’s not
impossible. You could also go
on a waiting list,” he said. “Itis
always possible that people
change their reservations, they
overbook because they know
they can do it, and stuff might
pop up.”

Once travel plans are se-
cured, there is still more to do.
According to Jira, you can get
a lot more out of your time at
the show by making plans
ahead of time.

“The education schedule is
collectively gathered on the
Clean Show website [go to
www.cleanshow.com]. I would
advise people to take time
prior to going to the show to
plan your show,” he said. “The
show is very large. It’s a lot of
walking. It’s a lot of people to

The Clean Show By the Numbers

Date

March 1985
April 1987
March 1989
June 1991
April 1993
June 1995
June 1997
June 1999
July 2001
August 2003
June 2005
June 2007
June 2009
June 2011
June 2013
April 2015
June 2017
June 2019
July 2022

Location

New Orleans
Atlanta
Dallas

Las Vegas
Chicago
New Orleans
Las Vegas
Orlando
New Orleans
Las Vegas
Orlando

Las Vegas
New Orleans
Las Vegas
New Orleans
Atlanta

Las Vegas
New Orleans
Atlanta

Attendance

17,000
18,000
17,000
17,000
17,000
19,000
21,000
20,000
16,546
16,526
13,951
14,667
9,902
11,200
10,300
11,264
12,563
11,000+
10,000

500
500
500+
500+
484+
518
546
621
562
538
511
484
412
430
422
437
472
430+
347

Companies

Sq. Ft.

281,050
270,000
250,000
228,800
227,950
192,640
184,150
195,140
195,400
227,006
224,900
216,400

*All figures were compiled by former National Clothesline editor, Hal Horning, based on the statistics
provided from show organizers after each show.

County Convention Center,
Clean Show attendees should
not hesitate to ask questions to
the Messe Frankfurt team
working on floor.

“You can find us on the
show floor. We have a show of-
fice if there’s something you
need. Please come up and let
us know,” he added. “We al-
ways have somebody from our
staff there and they can get you
in touch with the right people.
Don’t keep questions to your-
self.”

A Life in Show Business

Oddly enough, it was ask-
ing questions that helped a
young Greg Jira advance and
runaway with the circus, as he
likes to call it.

At the age of 15, he had an
opportunity to work putting
on a different kind of show —
live concerts.

A local concert promoter
who lived in his neighborhood
offered him and a couple of
other kids roadie jobs for a
show at Cleveland Municipal
Stadium, home of the Cleve-
land Browns at the time.

“Thankfully, the two other
older roadies could drive. I
wasn’t old enough to drive,”
Greg recalled. “I was actually a
punk rocker back then, but I
kept my head down. I just did
the job. The other two asked
for autographs, and the person
they asked didn’t appreciate
that they were asking. So, the
artist — I'll leave you hanging
who it was for now — was very
involved in the financials of
the band.”

At the end of the shift, the
artist had a complaint for the
roadies. “Then, he said, “Every-
body but him” and pointed at
me. He goes, ‘He kept his head
down. He just did whatever
we asked him to do. He just
did. He didn’t screw up. So,
you should keep on hiring
him,”” Greg paused while
telling the story. “The artist
was Mick Jagger. It was the
Rolling Stones.”

That’s how he got the job,

rafters, he screamed, “Can’t
anybody make a bowline
knot?"”

“Im a dumb, dumb 15-
year-old. I literally go, ‘I can
make a bowline knot,”” he
added. “First, he goes, ‘Can
you read a map? Can you tell
me what this means?’ It's a
schematic of which motors and
what chains and measure-
ments that are needed to put
out the show for here.””

Then, the man asked Greg
if he could tie a bowline knot,
so he did, just like he learned
in the Boy Scouts.

“A bowline knot was very
convenient for the riggers up in
the ceiling because the down
rigger would tie the chain that
they would pull up in the air
with the rope,” he continued.
“Then they would pull the rope
over the girder and, with the
bowline knot being a pretty
wide knot, they could put their
foot in the bowline knot so they
can take their hands off the
chain, reposition themselves,
and then secure the chain to the
girder. If you tie the bowline
knot wrong and put your foot
into it, it could be dangerous
because the rope falls down
and the chain falls down.”

It wasn’t long before he hit
the road. “I ran away and
joined rock-n-roll,” he recalled.
“I pretty much ran away from
home and became a roadie in
the music industry. I did high
steel rigging, setting up the
production and putting the
lights and sound up in the air,
then concert promotion for 15
years to probably just before I
was 30. Then I came over to the
trade show side.”

He was on a production
crew that worked on U2’s
Achtung, Baby American tour,
and he also spent a lot of time
on the road with The Alarm,
Heart, Métley Criie and many
others.

Those who have questions
can contact Greg Jira by e-mail
at: greg.jira@usa.messefrank-
furt.com.
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It’s almost time for a Clean getaway

Continued from page 1

While all of the industry in-
novations in the exhibit hall
will certainly draw in a lot of
attendees, those cleaners will
also want to set aside time to
take advantage of all the edu-
cational sessions that are
planned this year.

DLI Morning Sessions

The Drycleaning and
Laundry Institute (DLI) will
begin on Saturday morning at
8 a.m. with a program called
“Beyond the Hanger: Market-
ing Strategies to Strengthen
Your Business.”

As the marketplace be-
comes more competitive, this
session is designed to help
cleaners learn how to stand out
with the use of strategic mar-
keting and explore innovative
ways to attract new customers,
retain loyal ones, and build a
business that sets your brand
apart.

Afterwards, DLI will also
present “The Client Journey”
at9 a.m. Dave Coyle of Maver-
ick Drycleaners will give atten-
dees the tools and tactics they

> | surprise
STl g - clients

& & using mar-
keting
channels
that aren’t
congested.
Those who
attend will

Coyle

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

“The Only Option at Any
Price” will begin at 8 a.m. on
Sunday morning, which will
explore how to position your
business as the top choice for
customers — regardless of
price. It will be presented by
Glen Gould of Connections
Companies, LLC.

This program will focus on
proven
strategies
for deliv-
ering ex-
ceptional
customer
service,
building
customer
loyalty
and creating a value-driven
brand that makes price com-
parisons irrelevant.

Afterward, DLI will pres-
ent “Seven Things Your Com-
pany Should Be Doing with
Al” at9 am.

This seminar will explore
artificial intelligence applica-
tions, from streamlining oper-
ations and improving
customer service to enhancing
marketing strategies and opti-
mizing inventory manage-
ment. Learn how Al tools can

Gould

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. where attendees will dis-
cover how giving back can
make a difference for both
your community and your
business. The panel will fea-
ture drycleaning operators
who will discuss how they par-
ticipate in charitable causes
and strengthen their business’s
reputation.

Afternoon Sessions

In addition to the early
morning educational sessions,
there will be afternoon pro-
grams scheduled on Saturday

P and Sun-
day. A
popular
speaker at
previous
.|industry

Chris
Kuehl of
Armada
Corporate Intelligence will be
back to offer an “Economic
Outlook: What to Expect in
2025 and Beyond” at 2 p.m. on
Saturday.

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

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.

% B Call lowa Technigues today and learn how the DynaFluid Valve
will help your business!

(800) 727+1592

lowa 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

economy.
On the same day, profes-
sional speaker and trainer Jes-
sica  Stollings-Holder
present a program on “Gener-
ational Fluency” at 3:30 p.m.
She has studied how to
bridge gaps across generations
for more
than two
decades
and uses
theoreti-
cal, histor-
ical and
practical

insights to
present a Stollings-Holder

will

high-level view of the genera-
tions in the workforce and how
to bring them together for
greater understanding and
more effective working rela-
tionships.

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

Registration Information

There is a reduced cost for
“early birds” who sign up for
the Clean Show by July 19 —
$130 for non-members and

$120 for members of one of the
sponsoring associations.

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 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 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
ranging 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 the Clean
Show hotels and the Orange
County Convention Center.

DLI hosts July virtual
offerings, new contest

Continued from page 1
form customer service profes-
sionals into exceptional brand
ambassadors,” she said. “This
program focuses on building
the skills and mindset needed
to create unforgettable cus-
tomer experiences, foster loy-
alty, and drive success.”

Looking ahead a bit, the as-
sociation has plans to host a
two-day virtual leadership
course called “Inspire and In-
fluence” that will meet from 1
to 3 p.m. EST on Sept. 9 and 11.

The course is designed to
empower individuals to be-
come impactful leaders in
today’s fast-paced world.

This program focuses on
mastering the art of inspira-
tion, building trust, creating a
dynamic culture and fostering
individual leadership to drive
success in any team.

More information on any
of DLI’s classes is available at
DLIonline.org or (800) 638-
2627.

Contest for Members Only

DLI is also currently seek-
ing stories from drycleaning

members about their personal
experiences working with cus-
tomers’ clothing and house-
hold items.

The contest is open to DLI
members only. A random
drawing will determine one
winner of registration and two
nights of lodging for the Clean
Show in Orlando this August.

Dave Coyle with Maverick
Drycleaners is providing the
prize. The contest seeks to find
relatable stories DLI can use to
further promote the industry
in its industry-wide, con-
sumer-oriented social media
campaign.

The story categories in-
clude:

e Strangest thing found in
a pocket;

* What lengths did you go
to correct a problem;

* Most unusual garment
cleaned;

e (Craziest customer re-
quest;

® Most valuable lesson.

Members are invited to
enter the contest online at
DLIonline.org/True-Threads.
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You have equipment options, so choose a company

who shares your same values:

Integrity ¢ Pride *+ Hard-Working * Respectful

Thats What We Do.

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

RaY KRONER

Don’t underestimate the power of a planted seed

Editor’s Note: This month, we
have invited Ray Kroner, the
Committee Chair of DLI’s Social
Media Action Committee, to dis-
cuss the ultimate in broad brand-
ing: the association’s new social
media campaign that seeks to con-
nect the positive attributes of pro-
fessional textile care in a form that
resonates with younger customers.

o0 plant your own gardens
S and decorate your own soul,

instead of waiting for some-
one to bring you flowers.

— Jorge Luis Borges

To elevate the presence of
our individual businesses we
typically rely on word-of-
mouth, community giving,
coupons, billboards, and, in
some instances, TV commer-
cials. No matter what your
method is, its success is most
likely because you make it hap-
pen.

Our industry is not usually a
draw for positive media expo-
sure so we can’t wait for them
to “bring us flowers.”

Crafting a message takes
time and gaining attention is a

The Future

NEXT EXIT KN

constant battle.

But, planting seeds is what
we do, and then we wait for our
garden to grow.

While this is great on an in-
dividual level, the DLI has ini-
tiated a social media program
designed to promote what our
profession has to offer on a
unified national level.

For this program to gain
traction we need your help. As
you know, a large social media
presence grows from liking,
commenting and, most impor-
tantly, sharing posts.

The DLI Board of Directors
approved a Social Media
Analysis Committee made up
of drycleaners from around the
country to oversee short
videos and posts developed by
a professional company (Clair-
voyance).

These videos and posts will
be spotlighted on Facebook,
TikTok, Instagram, and
LinkedIn.

For this campaign to be suc-
cessful, we need you to Like,
Comment and Share to gain
maximum exposure.

Our “garden” doesn’t grow

without our attention and con-
tribution. This is a chance to
work together to control the
narrative of our livelihoods.

It is also a chance to win two
nights stay at Clean Show 2025
in Orlando this August by en-
tering our contest — courtesy
of Dave Coyle of Maverick
Drycleaners.

To give the public a better
understanding of what we do,
we are hosting a contest (blind
drawing) of stories that our
media team can draw from for
future posts. Pick one of the
five topics and send your story
to www.DLIOnline.org/true-
threads.

You may submit one story
per visit, but can have unlim-
ited visits.

The drawing will be held on
July 29. The five story cate-
gories include:

e Strangest thing found in a
pocket;

* What lengths did you go to
correct a problem;

¢ Most unusual garment
cleaned;

¢ Craziest customer request;

® Most valuable lesson.

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

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

Drycleaning & Laundry Institute (DLI)
© Yesterday at 6:37AM - Q

Some things we keep because they fit.

This isn't just about clothing.
It's about memory, care, and what lasts.

Others, because they've been there — through every chapter.

#DLISupportsYou #GarmentCare #ThingsThatStay #DryCleaningMatters

Eb Like Q Comment

oo Southwest Drycleaners Association and 41 others

4 comments 227 shares

@ Send ;{> Share

One of DLI’s social media posts in early June tugged at the viewer’s
heartstrings, accentuating a man’s love of his letterman’s jacket
(left in photo) through meeting his first love, having a child and
other big life events. As the ad notes, “This isn’t just about clothing.
It’s about memory, care, and what lasts.”

Ray Kroner is the Committee
Chair of DLI's Social Media Ac-
tion Committee, the creative
force behind the recent ad
campaign that seeks to over-
come 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. To
contact him, send email to
ray.kroner@kronerdryclean-
ers.com.

Jan’s plans spotting
seminar next month

Jan’s Professional Dry
Cleaners & Laundromat will
host a two-day seminar on
“Advanced Spotting and Best
Business Practices” at its plant
in Clio, MI, on Saturday and
Sunday, Aug. 9 and 10.

In 2022, Jan’s Professional
Dry Cleaners won the Best
Overall Award in the Small Re-
tail Textile Cleaning category
of CINET’s Global Best Prac-
tice Awards.

The spotting program will
feature the expertise of Dennis
Schmitt, Chris Harlow and Jan
Barlow, owner of Jan’s Profes-

! g sional  Dry
{Cleaners.
{ The three in-
structors

have more
than 100
years of
combined in-

Jan Barlow
rience in all.
The immersive, hands-on
experience will cover ad-
vanced spotting board tech-

dustry expe-

niques and equipment
maintenance, fabric and stain

identification methods, and
dry side chemical spot removal
on a variety of materials.

Participants will also con-
duct acid and alkali pH tests.

In addition to technical
skills, the class will explore
business best practices to sup-
port operational excellence
and service quality.

There will be an optional
welccome reception for those
in town by 6:30 p.m. on Friday
evening.

On Saturday morning,
Aug. 10, the program will
begin at 9 a.m. and run until
4:30 p.m. that evening.

On Sunday, it will run
from 9 a.m. until 4:30 p.m.

The cost is $295 per person
and the class is limited to 20
people. Reservations should be
made by July 30.

For hotel
there are several options in
Birch Run and Frankenmuth.

To register or learn more
information about the event,
contact Jan Barlow at (810) 625-
2061 or email: Jan@jansclean-
ers.com.

reservations



JULY, 2025 / NATIONAL CLOTHESLINE / PAGE 11

The World’s Most Trusted Conveyor

_ Dry Cleaning
IAlwaysiOpenifor Business, Even While You Sleep
JiIESHNattended Automated Dry Cleaner

¥ ((gean

See Wites ADC

‘ | ) isteD

Enhance Your Dry Cleaning Business with the Latest in Automated Technology.
Maximize Efficiency, Increase Revenue, and Serve Your Customers 24/7 — from Drop-off to Pick-Up.

White Conveyors, Inc.
10 Boright Avenue, Kenilworth, NJ 07033 - (908) 686-5700 - (800) 524-0273 - info@white-conveyors.com

white-conveyors.com

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

Equipment Sales

WHERE'S THE GULF GOAST
EQUIPMENT SALES TEAM?

The Gulf Coast Team will be moving all around the Clean Show 2025...
you might see us at Union, Fulton, B&C Technologies, Forenta, Unipress and Rema.

The first customer to SPOT AJ or Tony or Elsie will receive a $100 bill when they mention this ad.

Union HXL8000K

Y

Porents ( BEG “Frema KR) w7z =Riton
p— SEE YOU AT THE SHOW
CICU AUGUST 23-26, 2025 » ORLANDO, FL

Financing Options Available
For New or Used Equipment, Service and Parts Call

Can you
SPOT
AdJ or Tony
or Elsie?

Gulf Coast

Equipment Sales

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

gcequipmentsales.com
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Schedule a personal / Vi

™ Unipress Plant Tour <«
| before the Clean Show :,
Thursday, August 21 -2PM  __
(@DP® " Friday, August22-10AM  ___

""; Call 813-623-3731 T

o o

SC-1 STEAM CABINET
Less is MORE!!

Steam Cabinet is Ideal for Current Fabrics & Fashion

Compared to the traditional}{

Steam Tunnel... |
* Less Space (Only 25% of a No Press ';;‘T_unl)
* Less Weight (Only 25% of a No Press Tunnel)

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

¢ Less Energy Consumption

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

» Designated 5 Hook Slots per Cycle

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

Are you looking for a new
career opportunity?

Visit Us at Contact us for

available positions:

clean jim@unipresscorp.com
Booth #2154 ”ﬂlpﬁ SS@)

3501 Queen Palm Drive » Tampa, FL 33619 813-623-3731 ﬂ f@
Www.unipresscorp.com Linkedm

Steam Cabinet

MADE IN USA

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

»

sy JOHN ROTHROCK

Don’t automate what is already broken

many cleaners are chasing
automation with the hope it
will fix their problems.

Walk a trade show floor and
you’ll see it everywhere: sort-
ing conveyors, automatic bag-
gers, and 24-hour kiosks.

Vendors pitch technology as
the solution to nearly every-
thing. But, here’s the ugly
truth: automation doesn’t fix
broken systems; it just exposes
them faster.

I've watched operators pour
thousands into high-tech
equipment and still fall short
because the core of their oper-
ation — workflow, leadership
and accountability — was a
mess.

There is no equipment, no
matter how fancy, that’s going
to overcome those challenges.

I n the rush to modernize,

When Automation Scales
Chaos

Take tunnel finishers. They
can be a valuable tool in the
right plant, helping to signifi-
cantly increase throughput
and reduce labor.

But, if used without disci-
pline, they encourage pressers
to work faster, pushing gar-
ments out that still need
hands-on finishing.

The result? Wrinkled gar-
ments, inconsistent quality,
and disappointed customers.

It's not the tool; it’s the sys-
tem and training around it that
determine success.

I once walked through the

remains of a plant in Okla-
homa that had invested in a
massive automatic sorting and
bagging setup. Unfortunately,
the production floor was com-
plete chaos.

Instead of replacing broken
equipment, they just shoved
new machines into random
corners of the building.

hold up.
Why Automation Works at
Yale Cleaners

We’ve had long-term suc-
cess with automation at Yale
Cleaners because the structure
behind it is strong.

Our computer-aided assem-
bly has worked for nearly 20
years because it’s built on a

It’s already been used more
than 70,000 times because it
works.

Automation works when it
enhances something that al-
ready functions well.

It's not the starting point.
It’s the final layer that makes a
great system even better.

That’s exactly what hap-

I’'ve watched operators pour thousands into high-
tech equipment and still fall short because the
core of their operation — workflow, leadership
and accountability — was a mess. There is no

equipment, no matter how fancy, that’s going to

overcome those challenges.

The resulting layout didn’t
make sense, and the workflow
was inconsistent at best. There
was no structure.

Eventually the plant shut
down, and the equipment sold
off in a fire sale.

The technology was not the
issue. The operation never had
the proper foundation in place
to support it.

That story may sound ex-
treme, but it’s not uncommon.
Across the country, operators
are skipping the hard work
and hoping tech will save
them.

Without a solid base, even
the best automation won’t

disciplined lot system.

That structure gives every
team member clarity on what
happens next.

Without that foundation,
the entire process would fall
apart.

The same is true for cus-
tomer-facing technology like
our On My Way feature.

It only works because our
same-day process is built to
deliver on time, every time.

Our longstanding systems
handle the hard part, while the
tech simply removes customer
pain points.

For the customer, the expe-
rience feels effortless.

pened with an operator I know
in Texas.

He invested in automated
sorting and assembly, but only
after building a plant with a
functional layout, solid sys-
tems, and consistently high
quality.

When the automation was
added, it resulted in stream-
lined operations, reduced
labor, and still delivered the
same on-time results cus-
tomers had come to expect.

In his case, technology am-
plified an operation that had
already been working.

This was truly a win-win
situation.

\ 1‘ -
& \
Viade in Ii‘a/y

.

EUROPEAN FINISHING EQUIPMENT Core.

SECAUCUS, NJ

WWW.HISTEAM.COM « SALES@HISTEAM.COM
TOLL FREE: (888) 460-9292

AHI-STEAM

‘
<4
e

Visit Us at

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

PND-98U

clean

Booth #2049

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

PND-2500A . .
with SVP24 B |

PND-3000A | B
with MVP-35B ]

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

PND-1000AD
with SVP-24

ES-2000AR |
Spotting Board [

WATCH VIDEO ONLINE
WWW.HISTEAM.COM

Don’t Confuse Tools with
Strategy

Too often, I see cleaners treat
automation like a magic wand.
They add a text service or 24-
hour kiosk hoping it will im-
prove the customer experience.
But, if quality is inconsistent or
operations are weak, the tech
just magnifies those issues.

It’s like buying presses with
automatic cycles when your
solvent is always dirty.

Customers won’t care how
consistent the press job is if the
clothes still look, smell and feel
dirty.

Fix First, Then Upgrade

Before you invest in au-
tomation, ask the hard ques-
tions:

* Is my workflow efficient
without it?

* Is my team trained and
bought in?

¢ Are we consistently deliv-
ering on our basic promises?

¢ Would automation im-
prove the experience, or just
distract from the real prob-
lems?

If the answer is no, don’t
start with technology. Start
with leadership, with layout,
with training, with quality.

Fix the friction points first,
then scale.

Automation is a multiplier.
It will multiply your strengths
or compound your weak-
nesses. That’s why it works at
Yale, and that’s why it fails in
so many other places.

Before you automate, ask
yourself: what exactly are we
scaling? If it's not excellence,
it's not ready to grow. And, if it
is, automation won’t get in the
way. It'll get you there faster.

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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I've tried all brands for my shirt unit
covers and pads, and Air World
pads work the best — hands down!

— Steven King, Owner/President = w»

Vogue Cleaners Springfield, MO Voted Ozarks’ best 8 years running!

SAVE MONEY
WITH AIR WORLD

As the leader in silicone pad technology for the past quarter century,
AIR WORLD is more than high-quality laundry pads, grid plates,

air bags and covers. Our authentic, cost-efficient products are
designed to last longer, fit better, and create better finishing results.

Visit Us at
clean
126 Christie Ave Mahwah, NJ Booth #2781
1-888-720-4080
AIR WORLD PRODUCTS
E-mail: airworld@gmail.com ARE AVAILABLE THROUGH
FINE DISTRIBUTORS
EVERYWHERE
FOR OUF? FULL LINE: k: USA MADE S |
www.airworldpads.com Z==: PRODUCTS AIR WORLD

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

A Complete Solution
That's Simple, Powerful
and Flexible

WWW.XPLORSPOT.COM
801-208-2212



fxplor Spot

Join us at
The Clean Show!

Booth #2559

=IY HAPPY HOUR GIVEAWAY

Aug 23rd @ 2PM Meta Rayban

(@XPLORSPOT
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WRENCH WORKS

Managing the dreaded water pump failure

armer weather
places greater strain
on the systems that

cool your drycleaning machin-
ery. Each year at this time, I
publish an article about how to
diagnose the causes of the fail-
ure of the water pump and
how to prevent them.

The water pump supplies
coolant to the still and refriger-
ation condensers and, in many
cases, the solvent cooler of the
drycleaning machine.

To cool these components,
a liquid called “coolant” is
forced through the coils of the
condensers by a pump.

In water tower installa-
tions, the pump is sometimes
located on the roof near the
tower or the floor near the
drycleaning  machine; in
chillers, the pump is generally
inside the enclosure housing
the chiller’s refrigeration com-
ponents.

Before we get into manag-
ing this species of disaster,
here are a few words about
prevention.

These pumps seldom fail
without giving ample warning
of an evolving problem.

Suppose  the  circuit
breaker in the electrical panel

The water pump supplies coolant
to the still and refrigeration
condensers and, in many cases,
the solvent cooler of the
drycleaning machine.

In systems using a water
tower, the coolant is water; in
systems utilizing a chiller, it is
either water or a mixture of
water and glycol (anti-freeze)
called “brine.”

that controls the pump trips
frequently. That’s a sure sign of
looming disaster.

If you are not afraid of
electricity, this would be the
time to set the breaker for the

pump in the off position,
remove the protective
electrical plate at the rear
of the pump, and inspect
the wire connections.
There is precious lit-
tle room for the wire con-

nections and pumps
vibrate, causing the
screw connections or

push-on connectors to
loosen and eventually
fail; in many cases, this is
the problem area.

Using a flashlight,
observe if there is any
melted insulation, blu-
ing, or discoloration of
the wires or connectors; if
so, replace them.

Note: If you are not ex-

PRESSURE SIDE

FITTINGS

SUCTION SIDE

PORT ON PUMP

@BRUCE GROSSMAN 2018

NN i 0
BRASS COMPRESSION
PRESSURE \
PORT ON PUMP N\

PUMP INLET /
SUCTION

BE SURE THESE LOUVERS
ON THE MOTOR HOUSING

WIND AT LEAST 3 TURNS OF 5/16 OR
3/8 COPPER TUBING AROUND THE
END OF THE MOTOR

BE SURE THE COIL IS WOUND TIGHT

\

ARE FREE OF LINT

perienced in working with
electricity, hire an electrician for
the following procedure.

Remove the cover to the
appropriate breaker panel and
switch off the breaker control-
ling the pump. Make sure the
screws holding the wires in
place are securely tightened
down.

Using a flashlight, observe
if there is any melted insula-
tion, bluing, or discoloration of

= |

New Episodes

Every 2 Weeks:
TALK
DRYCLEAN &
LAUNDRY
USA

TALKING ABOUT ALL THINGS
IN THE LAUNDRY &
DRYCLEANING BUSINESS

And MORE...

THE PODGAST FOR
DRYGLEANERS

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

=]®

Drycleaning
Laundry
Management
Production

Marketing

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

the wires or circuit breaker
connections or the area where
the circuit breaker attaches to
the power busses in the
breaker box.

Another harbinger of
doom is frequent pump motor
shut down due to motor over-
heating.

This type of pump failure
is caused by the tripping of the
pump motor’s internal protec-
tive thermostat and often oc-
curs without tripping the
panel circuit breaker.

A symptom of this failure
is that the motor will be ex-
tremely hot.

Should this be the case,
follow the steps outlined in the
previous paragraph and also
make sure the louvers that allow
air to flow through the motor are
free of lint, dust, or obstructions.

You can  drastically
shorten the time this internal
thermostat requires to reset by
obtaining a bag of ice, placing
it inside another strong plastic
bag, and laying it on the end of
the pump motor.

Remember, this is only a
temporary solution.

The following goes for all
electrical equipment: Do not
use the circuit breakers to turn
equipment on and off!

This practice degrades the
breaker’s performance and
sometimes will keep the
breaker from tripping at the
correct current levels.

Each pump should have a
disconnect close by; use this
for switching instead of the
breaker.

The next pump killer is ex-
cessive head pressure. Several
factors could cause excessive
head pressure and will be indi-
cated by a high reading (45 PSI

and above) on the pump outlet
pressure gauge if you have one
installed.

Also, the pump’s start-up
sound will differ under high
head pressure.

Trying to describe sounds
is nearly impossible, but the
best way I can is to say that
when starting the pump, the
sound will take longer to even
out (sorry, best I could do).

Causes of this problem
often lie in the bypass valve
being shut or not sufficiently
opened or the clogging of
strainers going into the
drycleaning machinery.

The illustration for this
month shows an easy and in-
expensive method to prevent
the pump motor from over-
heating.

Whether or not you're cur-
rently experiencing overheat-
ing problems, it's well worth
installing this cooling device.

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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2 AUGUST 23-26, 2025
C|ean ORLANDO, FLORIDA

Show

presented by Texcare

COME TO SEE THE LATEST

INNOVATIONS FOR THE FINISHING
AREA DURING THE CLEAN SHOW AT

OUR BOOTH 1985!

291

AUTOMATIC QUAD SHIRT UNIT

535

TUNNEL FINISHER

320

AUTOMATIC QUAD
PANTS FINISHER

-

macpi.com

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

»

s DON DESROSIERS

What makes up a good loyalty program?

I like this. It's unlikely that
anyone feels slighted if they
don’t get a gift. They probably
aren’t aware that you give gifts

but ever since the airlines

created the virtual currency
that is frequent flyer miles,
many businesses have felt
compelled to have some sort of
rewards program in place at
their businesses as well. When
it comes to these things, I don’t
claim to be an expert at the
programs themselves, nor at
designing them, but it is a most
opportune time to think like a
customer and like a business-
man, in tandem.

Many of these rewards pro-
grams are fairly tame, in spite
of their secret agenda, which is
to get your email address and
send you all sorts of promo-
tional material which you may
or may not covet. I consider
these types of programs to be
harmless because they aren’t
blatantly biased against the
non-members.

If you have a rewards card
from, say, Dick’s Sporting
Goods and buy something at
Sports Authority, you can ex-
perience a small amount of re-
gret if and when you learn that
your rewards could have
saved you 10%, but the impor-
tant distinction is that Sports

I t's been many decades now,

Authority doesn’t make you
feel any less worthy for having
made a purchase there. And in
fact they shouldn’t!

share some things that I've
seen. As a very frequent flier, I
want to tell you about my ex-
periences with the airlines. As

A loyalty program should be about trying to capture that big
tuna, or maybe just lots of little fish, all of them happy to
choose you for your clothing care. It should be a way to
recognize your top customers to make those under the
threshold desire more for spending more.

Some loyalty programs do
that, and it doesn’t feel very
good. I am not going to tell you
how you should run yours. I
don’t consider myself qualified
to do that. I am not a profes-
sional marketing guru, but I
am a professional customer.
I'm very good at that and I feel
very qualified in that respect
because I understand business
and I understand being a con-
sumer. I know that a loyalty
program, along with every-
thing else that you do, must be
good for the consumer and for
the business owner.

As a person familiar with
many drycleaners and their
marketing practices, I want to

a frequent cruiser, I want to tell
you about their programs and
how they have made be loyal.
As a person that frequents cer-
tain stores, I want to discuss
the good and the bad. And, as
one who frequents other busi-
nesses that don’t do the loyalty
programs, I want to tell you
why that’s OK.

Then, there’s the worse thing
that you can do when you
have a program in place. These
are all from the perspective of
a professional customer with
business sense.

Many of you give gifts to
your best customers. I have
seen three or more tiers of gifts
given out around the holidays.
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METHODS FOR MANAGEMENT

Our recent MiM collaborative gathering served as a platform
for sharing knowledge, discussing emerging trends, and brainstorming
innovative solutions to common challenges faced by our industry. As
CEOQO 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.

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

at all. The good customers feel
special, as well they should!

I have felt slighted as a cus-
tomer though, because no
drycleaner that I have ever
done business with has both-
ered to do this. Many years
ago, my then drycleaner sent
out an email offering 50% off
anything that I might have at
their store if you pick it up on
December 26th. I had picked
up everything two prior on the
24th. I felt cheated, but a loy-
alty program should not be
about offering significant dis-
counts. After all, these good
customers are the people that
already gleefully pay full price.

It should be about making
them feel happy to be a cus-
tomer. This can be something
as simple as a special parking
space, or a special queue in the
call office. I think that the most
successful rewards programs
dangle the potential benefits in
front of their prospective mem-
bers. “You get these bennies if
you spend $100 per month, but
you upgrade to a special park-
ing space and a gift on Thanks-
giving if you spend $200 per
month.”

This is hardly a discount; it is
and enticement to spend more!
Cruise lines do this. You get a
nice array of goodies if you've
spent 80 nights on cruise ships
of a particular line, but when
you have spent 150 nights,
well, now you get free laundry
and drycleaning, a little gift, a
special departure lounge and a
selection of hors d’oeuvres
upon arrival. These cost the
giver very little money, but the
goal of making the customer
feel special has been met with
a vengeance.

When I go to the grocery
store and see two prices on
something, “$2 with your Stop
& Shop card, $3 without. I'm
not really sure what they are
trying to accomplish other
than to entice membership and
create loyalty. 1 guess that
make sense, except that I can’t
help but wonder if the $2 price

is a bargain, or the $3 price is a
non-member penalty. It's prob-
ably the former, but it makes
me think. Is there a profit mar-
gin either way?

I frequent certain places be-
cause they make me feel wel-
come. They do not offer me a
discount, a special parking
space, 10% off on my next pur-
chase or a free drink. They just
make me feel like I belong
there. Surely you have heard
about how important it is to re-
member customers by name. [
am 100% certain that the two
restaurants in my mind right
now, offer meals that I could
purchase for less money, much
less, if I went elsewhere. Why
don’t I do it? Because it’s not
about the money. Ten percent
off my next purchase is not an
enticement. It's a game.

When you make a customer
feel special, you have solidified
him as a customer. I don’t feel
special at the grocery store be-
cause they sell me a $3 item for
$2, 1 feel like part of the herd
and perhaps happy that I es-
caped the opportunity to pay
too much for something, as I
play their bizarre shell game.
That can’t be the goal of a loy-
alty program! I'll leave the gro-
cery store, happy I got a deal,
but they did nothing to make
me feel unique. I feel neutral.

Aloyalty program should be
about trying to capture that big
tuna, or maybe just lots of little
fish, all of them happy to
choose you for their clothing
care. It should be a way to rec-
ognize your top customers and
to make those under the
threshold desire more for
spending more.

I am 100K with United Air-
lines. I always sit in the same
seat, the staff addresses me by
name, I get frequent free up-
grades to first class up to four
days before my flight and I sit
in a special section of the air-
plane. It makes a very big dif-
ference. But, flashing these
benefits is hardly the point.

Every now and then, I end
up on a different airline. It hap-
pened last week. My flight was
delayed and they put me on an
American  Airlines  flight.
Great! Another terrific benefit.
For me. Now, American Air-
lines has a unique opportunity,
but they will drop the ball.

The chance of me purchasing
a ticket on AA is extraordinar-
ily slim. I keep buying tickets
with UA in order to maintain
my status (like you want your
customers to do). AA doesn’t

Continued on page 22
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With Poseidon Textile Care, you can unlock new revenue streams and expand into diverse markets
while using environmentally friendly equipment designed for efficiency and performance. Our
expertise and innovative technology set you up for success, helping you maximize utilization and

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

Expand Your Market. Elevate Your Profits.
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TEXTILE CARE SYSTEMS® NORTH AMERICA CLEAN SHOW!
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Don Desrosiers

What makes up a good loyalty program?

Continued from page 20
know it, but I am their dream
customer. Do they seize the
moment? Absolutely not.

They do everything imagina-
ble to make me more certain
than ever that I should never
fly on any other airline aside
from United. AA puts me in a
seat in the back of the plane,
where there is no leg room,
foot room, or knee room. I can-
not use my laptop computer
because there is no room be-
tween me and the back of the
seat in front of me.

They want to charge me for
luggage, a better seat, movies
and an internet connection. [
succumb to none, aside from
the feeling that UA treats me so
much better. It doesn’t matter if

you think that I don’t deserve
those things. What matters is
that UA thinks that I do.

Some airlines charge you to
check a bag and even more
money to carry one on. The
fare you pay is for a middle
seat. Aisles or windows cost
more. I understand as well as
anyone that business must
generate income. That's what it
is all about. But, what if they
generate the feeling of disgust?
Or contempt? AA wants me as
a customer, but instead of seiz-
ing that opportunity, they un-
wittingly prove to me that I
should stay where I am.

This may sound perfect to
you. You take such good care
of your customers that when
they go somewhere else, no

one can compare. Perfect,
right? Perhaps not if the tables
are turned. And, that is my
point. When an unknown cus-
tomer comes into your door, is
he/she treated like a chump?
No? Good answer.

Now, suppose that new cus-
tomer is a potential $500 per
month customer, trying to
scope out a new cleaner.
Maybe he just moved into
town? Or maybe his drycleaner
isn’t any good and he needs to
make a change. If you are in
the role of American Airlines in
my story (and I bet you are
every day), you must treat that
person as a “big tuna” in wait-
ing, because he just might be!
Treating this person like some
nobody is the one thing that

you should never do lest you
wish to prove to him that
doing business with the com-
petitor is far better than doing
business with you. You are un-
derscoring an unknown cus-
tomer and labeling him as
insignificant.

If he was a great customer,
you would shower him with
gifts and benefits, but what en-
tices him to get there? Only
you can do that.

How did United do it with
me? It's great. They sort of
bought me. About 10 years
ago, they sent me a Gold Card
in the mail. This was, at the
time, their third tier in the Fre-
quent Flier program. I loved it
and very much enjoyed the
perks. None of them was a dis-

SAVE THE

DATE

~7

Norman Way
Vice President
Puritan Cleaners

A

' “\‘Q i

Heath Bolin
President
Sparkle Cleaners Inc.
and Metalprogetti

Thomas Zengeler
President
Zengeler Cleaners

2025 IDC Convention

Chicago, IL ¢ USA

Meeting the Challenges of the
New Market Environment

September 10- 12,2025

Day 1

Wednesday, September 10

Light Buffet Lunch < 12 PM

Mr. Chris Tebbs, IDC Executive Director, Opens Convention

Norman Way: Developing the Wash and Fold Model
Heath Bolin: Automation in the Industry

Buffet Reception * 6 - 8 PM

Day 2 - Thursday, September 11

Visit to CD Cleaners
Daniel Fitzgerald: The CD Cleaners Concept

Lunch at the Hotel

1PM

World Country Reports

Retail Laundering Options for a More Profitable Business

Conference Closes © 5 PM

IDC Gala Dinner

Cocktail Reception © 5:30 PM & Opening Ceremony & Dinner

Day 3 * Friday, September 12 (Optional)

Presentations at the Hotel from:

Tom Zengeler, Zengeler Cleaners & Wes Nelson, Sankosha USA, Inc.

Visits to Zengeler Cleaners and Sankosha USA, Inc.

Japanese Sushi Lunch provided by Sankosha USA, Inc.

Return to the Hotel

4 Convention Hotel:
¥ Sheraton Suites Chicago Elk Village
Nightly Rate for September 9 - 12

includes Breakfast & Tax

{ King or Twin Queen Bedrooms: $134.20

Wes Nelson
President,
4 PM Sankosha USA, Inc.
Registrations:
Japan Tour Services (JTS):

IDC Secretariat:

1PM

Email: info2@jts-travel.jp
Website: https://jts-travel.jp/idc-registration-form/

Email: interdryclean@shaw.ca

CD One Price
Operations Team

Joanna Vasquez

6 PM

Michael Jackson

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

count. It was all recognition.

I favored United on every
flight that year. At the end of
the year, I was stunned to get
down-graded to Silver! I called
them to protest. I was certain
that I had flown United more
than ever because I liked the
benefits. Their rebuttal was
shocking, but is terrific food for
thought. The Gold Card the
previous year was a gift, they
said. A comp. They data-mined
me in their database, just like
you can do and discovered that
I was a potential big customer.
They gifted the Gold Card (it
was called Premier Executive
back then) and gave me a taste
of what travel could be like if I
regularly purchased from
them. It worked like a charm!

Think about that.

One more thing... for more
and more airlines — United
Airlines among them — the

distance traveled has nothing
to do with how many miles
you fly. Believe it or not. It has
to do with how much money
you spend. This can be valu-
able information for you.

We all have those customers
that only buy the sale items.
Airlines are so price sensitive.
They know that most fliers are
rare customers and shop for
the lowest fare, regardless of
the carrier. This is like most of
our customers, who spend less
than $100 per year.

United figured this out. They
aren’t going to give you 3,000
miles for flying from Boston to
San Francisco. Your loyalty
level is a multiplier. So, 100K
members earn 11 times the
number of dollars that they
spent as frequent flier miles. It
is virtual currency, as I said at
the beginning of this article.
Platinum members earn nine
times the dollars spent. The
lowest level is four times. This
helps to minimize the value of
a price reduction.

There is a lot to all of this and
I wish that I had a perfect one-
size-fits-all loyalty program for
all drycleaners. I didn’t set out
to do that. I set out to give you
food for thought. I hope that
I've done that.

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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”I RE V”_ Designed with Your

A mErRTca 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

[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
e Smaller Footprint

Heated Cuff Placket Press

13AON M3AN///

TREVIFORM with Touch Screen

Tensioning Form Finisher

360 Degree Rotation
Inverter Blower Motor Control

 — Perfect for Wetcleaned & Drycleaned Garments
. ol //@E;/ﬂ Smaller Footprint

\ | Trevifer=
clean - e
e

Show :

[INEW MODEL

Visit Us at

Booth #2065

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

Or make an appointment to visit our showroom in Clifton, New Jerse
AMERICA PP 4

Showroom: 781 Van Houten Avenue, Clifton, NJ 07013 ¢ Telephone: 973-535-8305 ¢ Email: TrevilAmerica@aol.com
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REDUCE YOUR CREDIT CARD
PROCESSING FEES

(%) Rates as low as .05%"

=

=

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

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

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

© Free paper**

FREE TERMINAL PLACEMENT OPTIONS

INTEGRATE
WITH YOUR POS

e Send digital receipts: | e
Email or SMS a receipt STANDARD °©

e Send Invoices TERMINAL
OPTIONAL PROGRAMS:

EDGE: The Best CASH DISCOUNT PROGRAM
from North American Bancard

e Curbside Ordering
Are you ready to get rid of the impact of payment processing costs ® POint Of Sale SYStems

on your business?

Recommendations, Solutions

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

GROW YOUR BUSINESS. PARTNER WITH NAB TODAY!

866.481.4604

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

DRY CLEANING EQUIPMENT

ATLANTA ¢« HOUSTON ¢ 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.

. 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 gulfstatesdryclean.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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BUILDING VALUE %

3 KERMIT ENGH

Know your numbers to calculate your success

or those who have gotten

to know me, you know

how strongly I believe in
knowing your numbers.

We compete in a service in-
dustry where operational effi-
ciency, customer satisfaction,
and financial performance are
critical to success. To effectively
manage and grow their busi-
nesses, owners must track key
performance indicators (KPIs)
that provide actionable in-
sights into productivity, cost
control, service quality, and
sustainability. If you're not
tracking these numbers, I hon-
estly don’t know how you're
running your company — Or
how long you’ll be able to.

Let’s explore the essential
KPIs for cleaners and laundry
operators. These businesses
rely heavily on operational ef-
ficiency and service quality to
maintain customer loyalty and
profitability. Here are several
KPIs that are essential:

1) Revenue per CSR
Worked. This KPI measures
the average revenue generated
by each CSR or employee in-
volved in the cleaning process.
It reflects labor productivity
and helps identify staffing effi-
ciency. By calculating the dol-

the

clean

Show

presented by Texcare

AUGUST 23-26, 2025

lars earned per CSR worked,
cleaners can optimize work-
force allocation and adjust
staffing levels without sacrific-
ing service quality.

This KPI also allows you to
track the percentage of legiti-
mate up-charges or special
handling charges captured by
each CSR. Track this to estab-
lish your normal range and pe-
riodically review anomalies.

In my company, this range
has historically been between
8% and 12%. Keep in mind:
how your pricing tables are set
up will affect this range.

2) Order Turnaround Time.
Turnaround time is the dura-
tion from when a customer
drops off the order to when it’s
ready for pickup. Top-perform-
ing cleaners maintain turn-
around times under 24 hours,
greatly enhancing customer
satisfaction and loyalty. Faster
turnaround improves opera-
tional flow and throughput.

3) Production Pieces Per Op-
erator Hour (PPOH). This cal-
culates how many garments or
linens each operator processes
an hour. A higher PPOH indi-
cates better workflow design,
equipment usage, and labor
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UNLOCK THE FUTURE
OF TEXTILE CARE.

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

Register today for the 2025 edition

productivity — all of which re-
duce labor costs and boost prof-
itability. Strategically placed
equipment, automation, and re-
ducing unnecessary movement
are key to optimizing PPOH.
Posting these results daily, or
even in real time on a produc-
tion monitor, can boost aware-
ness and performance.

4) Equipment Utilization
Rate. This measures how often
machines are actively used ver-
sus idle. Utilization rates above
85% are a benchmark of effi-
ciency, helping reduce down-
time and maximize ROL

5) Customer Satisfaction
Score (CSAT) and Net Pro-
moter Score (NPS). These met-
rics help assess service quality
and loyalty. Drycleaners with
CSAT scores above 90% and
NPS scores over 50 typically
see stronger repeat business
and referrals. If you haven't ex-
plored NPS, I encourage you to
do so. Surveys are simple to
conduct — ours was supported
by our POS marketing partner.

6) Delivery Punctuality
Rate. If you offer pickup and
delivery, maintaining a punc-
tuality rate above 95% is cru-
cial. Timely delivery builds

TRS A
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trust and enhances the overall
service experience. With mod-
ern POS systems, near-100%
punctuality is achievable.

7) Eco-Friendly Solvent
Usage. Sustainability is in-
creasingly important. Aim for
at least 70% of your cleaning
processes to use eco-friendly
solvents. This supports envi-
ronmental goals and appeals to
eco-conscious customers.

8) Financial KPIs:

* Revenue Growth Rate:
Tracks monthly or quarterly in-
creases to assess growth.

e Labor Cost Percentage:
Should ideally remain below
30% of revenue to maintain
profitability.

* Profit Margin Analysis:
Regularly review gross and net
margins to guide pricing and
cost control.

KPIs for Laundry Operators

Laundry operations share
many KPIs, but some metrics
are unique due to the nature of
the service.

1) Revenue Per CSR
Worked. Same as drycleaning
— just substitute pounds for
pieces.

2) Pounds Per Operator
Hour (PPOH). This is funda-
mental in laundry operations.
Improving PPOH reduces labor
costs and increases capacity.
Achieving high PPOH requires
optimized workflow, properly
sized equipment, and minimal
unnecessary movement.

3) Service Delivery Time.
This measures the time from
pickup to delivery. Maintain-
ing a 24 to 48 hour window is
essential, especially for sub-
scription or on-demand mod-
els. Next-day delivery tends to
outperform the traditional
Mon-Thu or Tue-Fri schedule.

4) Pickup and Delivery Ac-
curacy. Accuracy rates around
98% help reduce complaints
and operational disruptions.
Mistakes in orders directly im-
pact satisfaction and retention.

5) Machine Utilization
Rate. Laundry facilities should
aim for machine utilization
rates of 75% to 85%. Monitor-
ing utilization helps identify
bottlenecks, schedule mainte-
nance effectively, and maxi-
mize throughput.

6) Customer Retention Rate.
Retention rates of 75% or higher
signal strong service quality
and brand loyalty. Tracking this
helps evaluate marketing and
service consistency.

7) Eco-Friendly Practices
Adoption Rate. Measure the
percentage of operations using
sustainable detergents, energy-

efficient machines, and water-
saving processes. Aim for a tar-
get of 65% or higher.

8) Cost Per Order. This fi-
nancial KPI includes labor, util-
ities, and materials. Keeping
cost per order low supports
both profitability and pricing
flexibility.

9) App Engagement Met-
rics. For tech-enabled services,
monitoring app usage (target-
ing 70%+ active users) offers
insight into customer behavior,
engagement, and growth op-
portunities. This can be tracked
using most major POS systems.

Tips for Tracking KPIs

e Implement real-time dash-
boards for turnaround time,
PPOH, and machine utilization.

® Review customer satisfac-
tion surveys and delivery
punctuality regularly.

* Optimize workflow layout
and invest in automation to
improve efficiency.

e Track eco-friendly sol-
vent/detergent use to support
sustainability.

* Analyze financial KPIs
monthly to adjust pricing,
staffing, and marketing.

* Leverage app analytics to
boost engagement and plan
subscription growth.

Tracking KPIs is essential for
achieving operational effi-
ciency, controlling costs, and
delivering great service. Add in
turnaround time, equipment
usage, and sustainability, and
you've got a full picture of
your business health. If you
don’t know your numbers,
how in the world can you run
a business? See you next
month.

Kermit Engh has been an
owner/operator in the
drycleaning industry for over
33 years. Notable awards in-
clude CINET’s 2016 Best Prac-
tices for sustainability and
country. He has been a Meth-
ods for Management member
for over 29 years. His current
position as managing partner
and business coach with them
allows him to share his exten-
sive background in strategic
planning, finance, process im-
provement, succession plan-
ning, acquisition and
disposition analysis, packaging
and branding, corporate cul-
ture, employee training pro-
grams, profitability, quality and
production standards, cost
analysis and development of
management KPIs as well as
being a Certified Value Builders
Coach. Contact him at
kengh@mfmi.com.
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HIGH SPEED SINGLE COLLAR CUFF PRESS
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_LAUNDRY FINISHING

SOLUTIONS

LP-5600U

HIGH SPEED SINGLE BUCK SHIRT PRESS

Superior Quality
Sleeve Arm Up/Down Function
Oversized Press Heads

Control Panel
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Cuff and Sleeve Arm Controls

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

Evolution
of Excellence

MF-300U

MULTI GARMENT FINISHER

Trustworthy Performance
Automatic Shoulder Expander
Auto Arm Adjuster

Front Clamps/Tensioning Body
Tall Clamp Unit
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Side Expander Unit

Visit Us at
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TuE SpoTTING BoAR

By DAN EISEN

Correcting fluorescent dye problems

hite fabrics pro-
duced in manufac-
ture will usually

have a gray or yellowish tint.
To offset the discolored look,
fabrics are bleached in manu-
facture to create a white fabric.

Fluorescent dyes or optical
brightness are then added to
the fabric to increase the white-
ness of the fabric. Fluorescent
dyes increase the brightness by
converting invisible ultraviolet
light to visible light. Although
fluorescent dyes are often
added to colored fabrics the
problems that drycleaners en-
counter are usually confined to
white fabrics.

Fluorescent dye breakdown

A fluorescent dye break-
down can occur from many
factors. This includes sunlight,
drycleaning solvents, staining
substances and chemicals used
for stain removal. Strong
bleaches and strong chemicals
will also break down the fluo-
rescent dye on most fabrics.

When observed under
black light, a fluorescent dye
will glow. When the fluores-

cent dye is removed, the area
will not show any degree of
fluorescence.

Many drycleaners are
using the portable Spectra-
light, which I invented, to be
used to examine fabrics for
staining and for fluorescent
dye.

Correction procedures

It is important when cor-
recting a fluorescent dye
breakdown that the fabric is
taken into consideration. Dif-
ferent fabrics require different
procedures for restoration.

Correction of fluorescent
dye problems is accomplished
by wetcleaning and bleaching
but not in drycleaing.

Remove staining substances

You cannot correct a fluo-
rescent dye if staining sub-
stances or residue are still left
in the fabric. If you have a tan-
nin or protein stain the stain-
ing substance must be
removed first.

If the fabric is gray with re-
deposition of soil the fabric
cannot be made lighter unless
the redeposition of soil is cor-

rected. Fluorescent dyes can-
not camouflage staining.

Silks and wools

The fluorescent dyes on
silks and wools are affected by
alkalis found in protein formu-
las and ammonia. It is impor-
tant to avoid using these
chemicals for stain removal.

To correct a fluorescent
dye breakdown, alkaline-
based bleaches such as sodium
perborate and sodium percar-
bonate should be avoided. The
best bleaches to use for correc-
tion are acid based agents. This
includes sodium bisulphate
and sodium hydrosulphate.

1) Soak garment in a plas-
tic pail with one to two ounces
of bleach per gallon of water.

2) Add a few ounces of a
mild detergent for better pene-
tration when soaking.

3) Soak garment for ap-
proximately 10 to 15 minutes.

4) Rinse garment thor-
oughly and add a little deter-
gent to the rinse water. A small
amount of detergent in the
rinse water will aid in increas-
ing the brightness of the fabric.

Contactless Automation

STOP PAYING TO HAUL
SEPARATOR WATER

REPLACE THAT ZEROWASTE

Wilson Chemical makes a
product called DroGo which is
also effective for these type of
problems.

Cottons, rayons and linens

These fabrics require an al-
kaline-based bleach. These
bleaches include sodium
perborate and sodium percar-
bonate.

1) Soak garment in a plas-
tic pail with warm water
adding one to two ounces of
bleach per gallon.

2) Add a mild detergent to
the bleach bath.

3) Soak garment overnight
and rinse thoroughly.

4) Use a mild acid to neu-
tralize the bleaching action.

5) Rinse again and add a
mild detergent to increase the
brightness.

Bluing

Bluing can be an impor-
tant asset for whitening a
white fabric. The brightest
white fabrics have a slight blue
hue. When manufacturers
bleach fabrics they add fluores-
cent dyes and a slight blue
color.

Bluing has the ability to
mask a yellow tint and gives
the fabric an additional white-
ness. A popular bluing agent
that is very effective can be ob-
tained in most supermarkets
under the name Mrs. Stewart’s
Liquid Bluing.

Those drycleaners who are
interested in purchasing my
Spectralight (portable or mini),
which can even be carried in
your pocket, should contact
me either by phone at (772)
340-0909 or email me at: clean-
dan@comcast.net.

I have been providing
restoration services to several
drycleaners and have been
very successful with helping
them in the restoration
processes. If you have a gar-
ment that may need restora-
tion please contact me and we
will discuss it.

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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at the Front Counter, Plant & Routes

« Heat Seal Presses - Permanent Barcode Clothing Labels

DESIGNED FOR TODAYS SOLVENTS

STEAM TRAP TESTER

STEAM TRAP TESTING MADE EASY

\\\\\\\\\\\\\\‘

GARMENT LABELING EXPERTS

EzProducts International, Inc. 4

- EzLabelOff « EzLabelDispenser

- Safety Certified Presses

e — e i
ustry Léader CaRe

by the Consultan

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

Very reliable, easy to fix and upgradeabl
rinted Sequentially Numbered
~ arcode Labels

Visit Us at

clean

Booth #3100

/

E TINNERS

MANUFACTURING

SAHARA 11

GET RID OF YOUR RETURN TANK’S
TROUBLESOME BALL FLOAT VALVE
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R - PRESS
s SWITCH TO RESET

*REQUIRES 24 VAC
SOLENOID

www.eztimers.com

702-376-6693

PoweR 4

L
S

TEST PROCEDURES

RED=FAULTY GREEN=0K

ALTERNATING GREEN 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

K- LEVEL

ELECTRONIC LEVEL CONTROL

A RAPIDLY BLINKING
= RED
INDICATES WATER

SOLENOID
1S OPEN TOD LONG

BLINKING

GREEN INDICATES
LEVEL IS 0K

EZIIHQE?E% www.eztimers.com
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To learn more, visit www.nationalclothesline.com/ads
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LET’S REMIND THE WORLD
WHAT REALLY LASTS

DLI's latest content shows how professional
cleaning preserves more than just clothes.

It helps keep memories alive.

Share these powerful posts on your socials and help
us celebrate the things that stay with us.

Together, we can change the narrative and champion
our craft.

Drycleaning & Laundry Institute
DLlonline.org/Impact

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 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.

WANTED

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

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!!

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

Richard Ehrenreich, cep. s, ki
EHRENREICH & ASSOCIATES, LLC

301-924-9247 * Richard@Ehrenassoc.com

Equipment
and Supplies

T

FROSParts

s ik jairT dfag

DRYCLEANING & LAUNDRY EQUIPMENT PARTS

NEXT DAY DELIVERY 4" 4
* ]
e L
ALL BRANDS ;‘f
LOW PRICES L
N

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. 7125

WES CRIEIGS

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

Miss an issue? Looking for an article? Want to connect to the industry?
Point your browser to:
www.nationalclothesline.com

e Complete text of the current issue

e Back issues with search capabilities

¢ Links to hundreds of industry web sites
* On-line classifieds

* National

& woL Profile
Life goes on
For

Road More.

Light always follows darkness
by Peter Blake
it has been a long, interesting

and challenging 18 months, to

Clothestine A8, SR,

NATIONAL CLOTHESLINE
SERVING THE DRYCLEANING INDUSTRY FOR OVER 60 YEARS

Industry balancing act to
continue in 2022

S —
the S
: .

harshly punctuated by shortages of every three

back

PEXP!

Read More

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

BH appy Dec
H ti
Sy C
B

FallFest EXPO pushes date

SWINTER - rauroct e

high.

Newhouse Specialty
Company, Inc.

P

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

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

Training &

Education

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
* | 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

— SAVE BIG—

ON DRY

CLEANING
SUPPLIES

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
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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
e Lab coats
""" e Men’s & ladies’ jackets (suits and casual)
e Dresses (up to 48” long)

o

L NA

EUROPEAN FINISHING EQUIPMENT CORP.

Visit Us at 1 County Road, Unit A-10, Secaucus, NJ 07094
Telephone: (201) 210-2247  Fax: (201) 210-2549
clean TOLL FREE: (888) 460-9292
Booth 42049 sales @histeam.com

www.histeam.com

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



