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All 150 seats were filled,

A attentlve 1ndustry assembles in Irving

Let's build a business you
don't grow to hate

DL EXPO West 2026 was a popular event, beginning with the bus trip (top picture) to visit
Sunshine Cleaners, Avon Cleaners and Tide Laundromat. Popular seminars during the

weekend included a guest panel (bottom left) of Ricardo Torres, Nicolas Abuawad, Bobby
Patel and Ryan Fish, and one by Katie Kratz (bottom right), who discussed “Bridging the
Gap Between Your Business and the Next Generation.”

When Door-to-Door Cleaners

Converting his entire fleet
of delivery vehicles to 100%
electric had been on Sajid
Veera’s mind for quite some
time, but the technology
wasn’t quite there yet. So, he
started on a smaller scale for
his Door-to-Door Cleaners
business in California.

“We switched two of the
vehicles about five months
ago. We we’re doing our own
in-house beta test and then

everything worked out,” Veera
recalled, noting that even
though nothing had gone
wrong, he was still a bit con-
vinced that something was
going to go wrong.

“We didn’t tell anybody.
We didn’t make any announce-
ments,” he added. “Then, on
the 1st of January this year, we
switched everything over. I
was like, ‘Screw it. Let’s just
see what happens.””

It certainly didn’t hurt that
Door-to-Door Cleaners had a
backup plan. “I still didn’t sell
any of my other vans. I held on
to those for three months, and
for three months, nothing hap-
pened,” he said. “We had one
instance where it didn’t get
charged, but it was human
error. The system didn’t fail.”

If Veera sounds a little
paranoid, it’s only because his

Continued on page 6

Continued on page 8

DLI launches new social
media content program

For member struggling to find interesting things to
post about, the Drycleaning and Laundry Institute (DLI)
recently launched a new premium social media content
service designed to help drycleaning businesses enhance
their online presence with professionally designed, custom
branded posts and video (see sample on right).

The new service packages boutique social media con-
tent developed through DLI's recent full industry market-
ing efforts, including posts originally shared through DLI's
own channels and shown to connect strongly with audi-
ences. The offering also includes brand-new content cre-
ated exclusively for participating businesses.

The service is built around the same video-led, story-
driven approach that helped DLI generate 770,535 views,

WAYS YOUR
DRY CLEANER
HELPS YOU

GIVE BACK
.

DLI Director of Association
Services

The DL EXPO West was
everything the industry needed
— and more. The event, co-
sponsored by the California
Cleaners Association (CCA)
and the Southwest Drycleaners
Association (SDA), proved to
be a resounding success with
more than 900 badges issued
altogether — including nearly
700 cleaners and launderers.

Additionally, there were
just under 120 exhibit booths
and one of the strongest educa-
tional lineups in recent years.

From the outset, DL EXPO
West offered a dynamic blend
of networking, education and
exploration of new ideas and
emerging industry trends.

The event kicked off with a
sold-out bus tour of three Dal-
las-area operations: Sunshine
Cleaners, Avon Cleaners and a
Tide Laundromat.

with additional attendees
placed on a waiting list.

“This was a great way to
start,” said Liz Williams, exec-
utive director of SDA. “What
better way to experience inno-
vation than by seeing it in a
live, working plant? Business
owners value the opportunity
to visit other operations and
take home ideas they can
apply immediately.”

Following the tour, the
show floor opened with a
cocktail preview, giving atten-
dees the opportunity to con-
nect while exploring new
products and innovations.

There was no shortage of
activity. Two new point-of-sale
systems — Magnolia and a
new offering from Extract —
were introduced to the indus-
try.

Updates to the Sankosha
press-free finisher drew strong

Continued on page 6

went 100% electric

California Senator Ben AIIen (rlght) congratulated Sajid
Veera (left) for converting his entire delivery fleet to elec-
tric-powered vehicles.

Sneak Peek
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Busy Summer ahead

Look for a lot of programs coming out this summer from
Nevada to New York.

The keys to ring removal

Rings on garments fall into three categories: wetside,
dryside and fabric sizing. Learn how to remove them all.

When an inspector calls

Katie Kratz discusses how to avoid problems and costly
fines when OSHA comes a calling.

The secret of starch in shirts

How many levels of starch do you offer your customers,
and how many levels are actually possible?
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s your old and sluggish POS
really pushing your buttons?

Cleaner Business Systems
can help you get up to speed:

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

= Robust text messaging with
Clean Notify

= [ntegrated credit card
processing

= Automated assembly
integrations

= Loaner hardware program
= Route management

414 Gateway Boulevard, Burnsville, MN 55337

Clteaner 800.406.9649

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

To learn more, visit www.nationalclothesline.com/ads
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An industry looking to build the proper wings

Kurt Vonnegut, Jr., one of America’s greatest writers, refused to work with
computers during his life. He preferred the tactile sensations that came from
clacking away on a typewriter. He clearly was very self-aware because the
method worked really well. He published 14 novels, three short story collections,
five plays and five non-fiction works.

Most fans fondly remember Slaughterhouse Five, Cat’s Cradle or Breakfast
of Champions, but there is a particularly astute quote from the publication If This
Isn’t Nice, What Is?: Advice for the Young. It goes: “We have to continually be
jumping off cliffs and developing our wings on the way down.” That seems to
be a fairly apt description of the overall human existence, not to mention, how
many modern drycleaning business owners probably have felt during the last
handful of years in the wake of the pandemic.

What makes the fabricare industry so interesting is that, when it comes to
the day-to-day logistics and strategies, there is no one-size fits all formula for
everyone. The recent DL EXPO West held in Irving in April certainly seemed to
prove that. More than 900 attendees showed up to learn about every option
available for the industry and they were there to learn.

Not only was that a welcome sight to see, it was a strong sign that many of
the younger professionals entering the industry are trying very hard to find the
right wings that will help their business the most.

While it’s true that drycleaning is not a one-size fits all industry, it is
becoming a more and more open one with its members willing to share their best
practices and ideas. Another example of this is Sajid Veera, owner of Door-to-
Door Cleaners, who recently switched his entire fleet of vehicles to electric and
was more than happy to share what he has learned about what type of
drycleaners stand to benefit most from such a move, and what type of
drycleaners will not. It is not a technology for everyone.

This is timely information as Americans are becoming more interested
(again) in converting to electric vehicles. According to a recent Pew Research
poll, 32% of Americans say they would seriously consider buying an electric
vehicle, which is up from 29% in a poll from 2024 and down from 42% in 2022.
Public sentiment towards electric vehicles varies greatly from those who have

never owned one due to fears of “range anxiety,” a term for not having enough
charge to get where you're going and back. However, among current EV owners,
the approval rating of the technology is quite high: 96% say they would consider
purchasing or leasing another EV for their next vehicle (according to the J.D.
Power 2026 U.S. Electric Vehicle Experience Ownership Study.)

At this point, EVs with a range of 300 miles are considered high. For Veera,
that was well within the range he needed; his longest route is about 160 miles.
Another factor that should be considered is that mileage may vary significantly
depending on climate.

Extreme temperatures above 100 degrees can cause EVs to lose around 17
to 18% of their total range (according to “How Hot Summer Weather Affects EV
Range”at Recurrent) or more. Air conditioning helps tax your system and
extreme heat can help lead to quicker battery degradation. EVs can also lose up
to 32% of range in subzero temperatures, according to the U.S. Department of
Energy. It also requires a lot of extra power to run heating systems and cold
temperatures slow down internal battery chemical reactions, as well.

For Veera, the California climate was not a concern, but he did want to
make sure he had a backup plan in place. He made sure each vehicle was
charged on its own dedicated breaker, and it helped that he charges overnight
when electricity rates are considerably cheaper and nobody else is working at
the business. He also kept his fuel-powered vehicles in storage, just in case.

“I knew that I would not rest easy unless I knew there was a built-in
redundancy, like the way our plant runs,” Veera noted. “I have two boiler, two
vacuums, two of everything in the plant. Redundancy — just because we never
want to tell the customer, “You're suit isn’t ready.”

So far, the conversion has gone quite smoothly for several months and
Veera does not seem to miss the previous typewriter method. Obviously, the EVs
cost more initially than their fuel-powered counterparts, but Veera noted that the
electricity charge costs are less than 10% of what the fuel used to cost. According to
a report by Coltura, the U.S. EV drivers saved 7.4 cents per mile compared to
those driving gas-powered vehicles on fuel alone. When factoring in
maintenance costs, EV owners saved 11.3 cents per mile, or about $135 a month.
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Insurance is no place
for the under-prepared;
rely upon a seasoned guide.

In the wilds of insurance, one fire, one mechanical breakdown,
or one slip and fall can trigger a battle you didn’t anticipate.

The landscape is rugged, unpredictable, and often unforgiving.
That’s why you need a seasoned guide—NIE Insurance.

NIE Insurance knows the terrain, identifies risks
before they strike, and leads you safely through
the chaos when you need help the most.

Contact us today to map
your insurance journey.
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An attentive industry assembles In Irvmg

Continued from page 1
interest, while Macpi show-
cased its pressing lines at a re-
gional drycleaning show for
the first time. Unipress demon-
strated advancements in press-
ing technology with live
equipment and Forenta at-
tracted attention with innova-
tions in spotting boards and
garment storage conveyors.

Education remained a cen-
tral focus throughout the
weekend. The DL EXPO West
featured four keynote pro-
grams across Saturday and
Sunday mornings.

Saturday’s sessions high-
lighted wash-dry-fold oppor-
tunities with presentations
from Brian Wallace of the Coin
Laundry Association and Ajay
Prakash of Rinse. Their in-
sights emphasized the impor-
tance of diversification and
adapting to evolving consumer
preferences.

Sunday shifted to business
development and the future of
the industry. Dave Coyle
shared proven strategies for

business growth, while Dale
Pedzinski delivered an in-
depth look at the role of Al and
what operators can expect in
the years ahead.

On the show floor, atten-
dees were given additional op-
portunities to learn through
ongoing sessions and discus-
sions. One standout was the
panel “Own Your Cleaners,
Don’t Let Your Cleaners Own
You,” which featured some of
the industry’s most respected
voices.

Traffic remained steady
throughout the event, with the
association’s Membership
Lounge serving as a central
hub of activity. Volunteers
from SDA, CCA, and DLI con-
nected with attendees, high-
lighting  the value of
membership and industry en-
gagement. As a result of those
efforts, DLI and its partnering
associations welcomed 16 new
members during the show.

As prospective members
heard firsthand how DLI sup-
ports businesses across the

A4
diil -

DLI CEO Mary Scalco (left) poses with members Spencer and T|ffany Grant of Monarch
Cleaners in Southlake, TX, Gina Hernandez of Ortega Cleaners in San Juan Capistrano,
CA; and Laura DelLeo, also of Monarchy Cleaners.

country, the value of commu-
nity and shared resources be-
came clear.

“What struck me most,”
said Peter Blake, DLI’s director
of association services, “was
the enthusiasm of the atten-
dees. There was a genuine ea-
gerness to learn and to explore
everything this industry has to
offer. We saw a strong presence
of younger operators, along

with prospective buyers look-
ing at opportunities.

“There’s often concern that
drycleaning is fading, but
events like this tell a different
story.  While traditional
drycleaning may be evolving,
fabric care remains essential —
and the future is full of oppor-
tunity. The number of younger
professionals entering the in-
dustry is a clear sign of that

momentum.”

With DL EXPO West set-
ting a new standard, all eyes
will turn to DL EXPO East,
coming to Washington, D.C,,
October 16-18. If the momen-
tum in Dallas is any indication,
the East Coast event promises
even more innovation, more
ideas and more opportunities
to connect with the people
shaping the future of fabricare.

When Door-to-Door Cleaners Went 100% eleetrle

Continued from page 1
business has faced its share of
struggles in the past handful of
years, including the pandemic,
the Hollywood strikes and the
Palisades fires.

“I'had just spent like half a
million bucks on two new
stores, one in Malibu and one
in Pacific Palisades. Our stores
look really nice and they’re
very slick,” he said. “We
opened the second week of
February, and then the Covid
lockdown started in March.
We had two brand new stores
and we had zero dollars com-
ing in. It took us like a year
and a half to get back on our
feet, so to speak — and things
were going great. Then the Pal-
isades fire happened. My Pal-
isades store was my third best
performing store.”

Door-to-Door  Cleaners,
which had 13 stores pre-pan-
demic, was down to nine loca-
tions, though still doing well.
Still, Veera did not want to
make a huge investment in a
new electric delivery fleet if it
was not going to pan out.

Fortunately, Veera has
much less doubts now than
when he started. When Door-
to-Door converted at the start
of this year, they did so with
two types of electric vehicles:
Chevrolet Bright Drops and
Mercedes-Benz Sprinter Vans.
“The Bright Drops are made
using the Hummer chassis,”
Veera noted. “The body itself is
a fiberglass body so it’s super
light with I believe an alu-
minum frame. So, we got a

bulk of those and then we got
two high roof long wheelbase
Mercedes Sprinters, and sur-
prisingly, the Chevys are way
better from a technology per-
spective and from a range and
driveability perspective, but
the build quality isn’t that
great.

“Now, the Mercedes
Sprinters — the build quality is
amazing. You can't tell the dif-
ference between a diesel
Sprinter and an e-Sprinter —
everything on the inside is ex-
actly the same. It's all Mer-
cedes, perfect, but the
technology isn’t there. The
range isn’t there. The pick up
isn’t there. The torque isn't
there. It's just sluggish. We use
the Mercedes Sprinters as our
shuttle vans. They are not used
for the route.”

In terms of the logistics of
keeping the electric vehicles
properly charged, Veera has
many precautions in place.
“All of our equipment uses
electrical power during the
daytime, and the vans go out
between 7 and 8 a.m. and they
don’t come back until between
5and 8 p.m.,” Veera explained.

“The drivers return the
longer range electric vans,
which give us anywhere be-
tween 270 and 300 miles per
charge, and they plug them in
when they get back. I have the
chargers programmed to start
at 9:05 p.m. because the price
of electricity drops 40% after 9
p.m. We charge them to 80% --
which give more than enough
capacity to finish the route the

When Door-to-Door Cleaners converted 100% to electric vehicles, they opted on two dif-
ferent ones: the Chevrolet Bright Drops and the Mercedes-Benz Sprinter Vans.

following day.”

It takes about five to seven
hours to reach the 80% capac-
ity. Veera has also made sure
that each charger has a dedi-
cated breaker. Even if a circuit
breaker were to trip before it
could finish, the vans still have
enough “juice” to function and
do the routes for two days.

For Door-to-Door Clean-
ers, that is important because
they run routes six days a
week with the biggest one cov-
ering 160 miles a day. Overall,
that has lead to huge savings
after the switch.

“We were spending be-
tween $125,000 and $175,000 a
year on gas and diesel, de-
pending on what was going on
in the world, who was fighting
who, and the price of gas,”
Veera noted. “So, it was a lot of
gas. When you completely
take away the gas, and then
you factor in that we’re charg-
ing when electricity is 40%
lower between 9 p.m. and 4

a.m. the next day, it’s a signifi-
cant saving. The electricity is
like under 10% because it’'s
negligible what it costs to
charge the vans.”

Veera also pointed out that
his drivers have appreciated
the switch, as well. “They love
it because they don’t have to
go to the gas station. The diesel
vans were giving us anywhere
between 15 and 19 miles per
gallon, but our other vans were
giving like between 11 and 13
gallons, so they were hitting
the gas station two, three times
a week, and you factor waiting
in line 20 to 30 minutes each
time. That’s completely gone.
They just leave, do their thing,
come back, plug it in and
they’re good to go. They're
also getting a lot of positive
feedback. When we first rolled
these out, people were taking
pictures of them.”

Overall, Veera would
highly recommend other
drycleaners switching to elec-

tric, but it comes with a caveat.
You have to be sure the condi-
tion are copacetic with the
change.

For example, Door-to-Door
Cleaners has two facilities that
are larger than 10,000 sq. ft. in
capacity, so he had enough
power for charging.

“If it’s a drycleaner who
has one or two locations that
don’t have the space and the
electrical grid or the electrical
system capacity, then that’s a
problem,” he said. “The other
thing that helps us is that we
are charging at night so noth-
ing’s on — like no production.
But, if there’s somebody who's
doing production at night, it
would be difficult for them to
charge their vehicles.”

“I think the other thing to
mention is that if drycleaners
are looking to switch over... I
believe people on the East
Coast have like 20 to 30% less
driving range because of the
cold weather,” he added.
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DLI launches new social media content program

Continued from page 1
22,334 engagement actions,
1,976 new followers, and a
10.7% engagement rate in
2025.

According to a report on
DLI's 2025 social media im-
pact, performance increased
significantly after the Institute
shifted to a more intentional
content strategy focused on
structured storytelling, profes-
sional video, and platform-na-
tive short-form content.

Each month the new serv-
ice will feature a curated con-
tent theme. Businesses select

Summer schedule heats up with multlple

The heat won’t be the only
thing rising as summer ap-
proaches; the industry sched-

the posts they determine fits
their audience, goals and
brand voice.

The result is a ready-to-use
library of polished videos and
images (see the sample on
right) designed to helps clean-
ers stay visible online without
the pressure of constantly cre-
ating social media posts from
scratch.

Story themes will include:
professional services give cus-
tomers more leisure time; the
benefits of professional gar-
ment care; our favorite clothes
become part of our lives;

Gina Hernandez of Ortega
Cleaners who will provide
Spanish translation.

ule of events will also be s

heating up throughout the
country.

There will be two notable
events coming up for dryclean-
ers in Reno, NV, and Anaheim,
CA.

First up, the California
Cleaners Association (CCA)
will host a seminar called “Ad-
vanced Spotting: Reduce Sorry
Tags” that will take place on
Saturday, May 30 at U.S. West-
ern Multitech at 1261 N. Patt
St. in Anaheim.

The program will be
taught in English by Chris Pat-
ten of A.L. Wilson Chemical
Co., who will be joined by

Hernandez

Patten

It is recommended that
two years of spotting knowl-
edge is necessary in order to
attend. The program will focus
on how to use all bleaches
safely in the removal of tough
stains.

The seminar will run from
10 a.m. until 2 p.m.; lunch will

i 1

CARING FOR OUR COMMUNITIES
ONE LAUNDRY BAG AT A TIME

YOUR LOGO HERE

stress.

DLI developed the
service to give mem-
bers access to content
shaped by real-world
performance while
making it easier for
busy operators to
market their busi-
nesses consistently

drycleaners support their com-
munities; garment care profes-
sionals make laundry super
easy; household items can ben-
efit from a professional clean-
ing; and, through the seasons,
professional care cuts down on

be provided.

The cost to attend is $60
per person for DLI members;
the rate changes to $50 per per-
son if two or more people from
the same member plant attend.
Non-members must pay $100
each. For more information,
visit www.calcleaners.com.

CCA will be hosting an-
other upcoming event, this
time with the assistance of the
Southwest Drycleaners Associ-
ation (SDA).

The associations will pres-
ent a Tour of Cleaner’s Supply
from June 26 to 27 in Reno, NV.
There will also be a presenta-
tion by company owner Jeff
Schapiro.

Abus will be provided for
the tour and plans are in the

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

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

online.

For a one-time investment
of $1,200, participants receive
high-quality branded video
and image content designed to
save time, support a stronger
brand presence and help busi-

works for
additional
social op-
portunities.
The tour
will  take
place at 1
p-m. on Fri-
day, fol-
lowed by
Schapiro’s presentation. On
Saturday, CCA and SDA will
both host meetings from 8 a.m.
until noon.
For more information, visit
www.sda-dryclean.com  or
www.calcleaners.com.

Schapiro

June Leadership Summit

In June, The North East
Fabricare Association (NEFA)
and the Mid-Atlantic Associa-
tion of Cleaners (MAC) will be
teaming up to host an educa-
tional Summer Summit June 18
to 19 at Cleaner’s Supply and
Wedding Gown Preservation
Co. in New York.

On June 18, the event will
begin with a tour of the
Cleaner’s Supply facility from
3:30 to 5 p.m.

Afterwards, the Cleaner’s
Supply team will present a
program on “Striving for a
Great Customer Service Expe-
rience” from 5 to 6 p.m.

The evening will conclude
with dinner at a local restau-
rant.

On the following morning,
there will be breakfast at Wed-
ding Gown Preservation’s fa-
cility at 8
a.m. Starting
at 9 a.m. will

be a pro-
gram on
“What Your
Data Knows
that You
Don’t” with
Respess  Wash  Re-
spess of
Drycleaning Advisors.

Your POS captures hun-
dreds of data points every day.
Every transaction tells a story.
The problem is, most operators
never hear it. In this session,
Respess breaks down what

nesses appear online with con-
fidence.

DLI's report found video
content scored the highest en-
gagement and furthest reach.

Consistent messaging
around garment care,
longevity, professionalism, and
modern relevance outper-
formed simpler standalone
static imagery.

For more information
about DLI's premium social
media content service, contact
the association at Member-
ship@DLIonline.org or (800)
638-2627.

offerings

your data really is saying
about your customers, revenue
and blind spots.

Next up, there will be Glen
Gould of Drycleaning Connec-
tion who will host a program
from 10:30 a.m. until noon.

It will be called “The Only
Option at Any Price.”

Gould will present a step-
by-step
process im-
provement
program
designed to
ensure that
you under-
stand the
importance
and process
of building
enduring relationships.

Attendees will learn how
to create relationships with
employees, teammates and
clients that are so strong, it will
be difficult (if not impossible)
for them to leave.

For more information or to
register, visit online at
www.nefabricare.com or
www.macassociation.org

Gould

Other Opportunities Online

Also coming up are a pair
of online educational opportu-
nities for the drycleaning in-
dustry. Both will be hosted by
Bruce Grossman, known for
his montly column “Wrench
Works” published in National
Clothesline.

He will teach the same
one-day workshop on two dif-
ferent dates: March 13 at4 p.m.
EST and March 12 at 1 p.m.
EST.

Attendees will learn how
to troubleshoot and repair
buck valves, head valves and
foot switches. This webinar is
designed to give you immedi-
ately useful knowledge you
can apply in your operation.

To register, visit: Ip.con-
stantcontactpages.com/ev/reg
/yg8vzs3/lp/ac43dafd-cbf5-
469b-99a4-d8c4312e5067.

For more information, call
(702) 376-6693 or send email to:
bruce@eztimers.com.
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Sanit_ne

An American Original Since 1932

With Sanitone, you get easy-to-use
cleaning products that deliver great results...every time.

Attract and maintain
the BEST customers!

0 i

PLATINUM wint solidify

your dlstm_ctlon as the specialist will keep your back room
BEST wedding gown and in top shape for garment care that

shirt cleaner in town! outshines the competition.

prababAAALLLL,

- product
= brochures

Drycleaning, wetcleaning, shirt laundry
and restoration solutions!

N
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o

jagg St L

PROUDLY MADE
IN KENTUCKY

“Switching to Sanitone was one of the best decisions we’ve made in years!”

Dave Coyle, In The Bag Cleaners

Sanitone, a division of Fabritec International — Sanitone « Fabritec « Stamford
8145 Holton Drive, Suite 110, Florence, KY 41042 - 800-543-0406 - 859-781-8200 » sanitone.com « orders@fabritec.com

To learn more, visit www.nationalclothesline.com/ads
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ring can be a bother-

some occurrence for

any cleaner and a cus-
tomer. There are many reasons
why rings occur and the solu-
tion depends upon what caused
the rings and the nature of the
fabric.

Rings can fall into three
categories.

1) Wetside. This occurs
when moisture contacts a fab-
ric and shifts the impurities in
the fabric and thus forms a
ring upon drying.

2) Dryside. The same con-
dition occurs with dryside
agents as with wetside agents.

3) Fabric sizing. Some fab-
rics have a water soluble sizing
that dissolves upon contact
with moisture forming rings
and discolored areas.

Some fabrics are also im-
pregnated with a dryside resin
sizing that breaks down and
forms a different ring with a
different solution.

Removing Wetside Rings at
the Spotting Board

1) Forced drying. This is a
method of using the air gun
and vacuum end of the spot-
ting board at the same time to
dry the fabric before it rings.

To effectively use this
method it is advisable to keep
the wet area localized. The best
way to keep a wet area local-
ized is to spot over a towel.

When you start to dry, do
the outside of the ring first and
progress toward the inside. If
the heavy outer ring is dried
quickly enough, this procedure

THE SPOTTING BoARD

Various methods of removing rings

will avoid rings.

2) Feathering. This is a
method that cleaners do not
often use and is probably the
most effective and safest way
of removing rings.

You hold the steam gun
three to five inches above the

forced drying since the volatile
dry solvent dries quickly with
a minimum of air usage.
Leveling Agents
Leveling agents are prod-
ucts that mix with water and
dry solvents. When applied to
a wet area and brushed, the

You also should check
with the chemical company to
make sure the leveling agent
you are using is compatible
with the detergent you use.

For example, a cationic de-
tergent is not compatible with
an anionic leveling agent.

There are many reasons why rings occur and the solution
depends upon what caused the rings and the nature of
the fabric. Rings can fall into three categories: wetside,

dryside and fabric sizing.

fabric and use just enough
steam to break up the ring yet
not saturate the fabric.

You then wipe the outer
edge of the ring from the in-
side of the ring toward the
outer edge. You are attempting
to gradually move the wet area
into the dry area.

If you do a small portion
of the ring at a time, the wet
area can be hung to dry with-
out ringing.

In the forced drying
method the steam gun is held
at such a close range when
drying that there is a big
chance of damaging the fabric
from the force and pressure of
the air.

Dryside Rings

If dryside agents were
used and you wanted to re-
move the rings, use the same
feathering procedure but wipe
with a towel damp with
volatile dry solvent.

You do not have to use

water spreads out and loses its
ability to form a ring.

Many companies make
different types of leveling
agents and it is important to
know whether the leveling
agents has in it perchlorethyl-
ene solvent which is outlawed
by EPA in many areas to use on
a spotting board.

Some chemical companies
such as Cleaners Chemical
Corp incorporate leveling
agents in their protein and tan-
nin formulas. This means that,
after spotting, if a ring occurs,
the garment will have to be
hung to dry and then re-
cleaned.

Many spray spotters such
as those made by R.R. Street
are effective leveling agents to
be used on the fabric and hung
to dry. If you are using a level-
ing agent that you must throw
into the cleaning machine wet
or damp, it is the wrong level-
ing agent.

If dryside rings are present
on a fabric, all that has to be
done is re-cleaning the gar-
ment without the use of a lev-
eling agent.

Removing Sizing Rings Due
to Fabric

1) Water soluble sizing.
Many silks and rayons have a
water soluble sizing that
breaks down causing shiny
areas and loss of luster.

Use a fogging method for
the solution. Steam the affected
area holding the steam gun
five inches from the fabric and
dry quickly with the air gun.

You can also place the gar-
ment on the pressing machine,
spray lightly with water and
then dry it with a steam iron.

Note: If you are having
problems with rings when
pressers spray with a water
gun, instruct them to aim the
water mist upward and let it
condense on the fabric.

EUROPEAN FINISHING EQUIPMENT Corr.

SECAUCUS, NJ

RHI-STEAM

WWW.HISTEAM.COM « SALES@HISTEAM.COM

TOLL FREE: (888) 460-9292

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

PND-98U

1 ¥ made in Italy

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

PND-2500A
with SVP-24

PND-3000A
with MVP-358

N

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

PND-1000AD
with SVP-24

ES-2000AR |
Spotting Board |

WATCH VIDEO ONLINE
WWW.HISTEAM.COM

By DAN EISEN

This method of spraying
will avoid rings from the water
gun.

2) Resin sizing. Many
satins and taffetas may have a
plastic resin sizing that can
break down forming difficult
rings. This type of sizing is not
removable using your normal
dry- or wetside spotting
agents. The only way to re-
move this type of ring is to
apply amyl acetate, brush
lightly and then reclean.

Mustard Stains

One of the most difficult
stains to remove is mustard.
The reason why mustard is so
difficult is that it has oils and
dye content.

The proper way is to brush
off the surface with a dry brush
and then work it dryside fol-
lowed by the tannin method.

One of the effective things
that I have found on set mus-
tard stains is to use a wet dry
spotting formulation.

These are special spotting
agents manufactured by vari-
ous chemical companies that
have wetside lubricants mixed
with some dry solvents.

This type of formulation
and spotting may prove to be
very successful on those set
mustard stains that you cannot
remove.

Dan Eisen is the former chief
garment analyst for the Na-
tional Cleaners Association and
also an inductee of the
Drycleaning and Laundry Insti-
tute’s Hall of Fame, the highest
honor the association can be-
stow on an individual. For
questions and concerns, he can
be reached at (772) 579-5044,

or by email at dan-
nyeisen39@gmail.com or
through his  website at

www.garmentanalysis.com.
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Nominate Your Industry Hero
For DLI's Highest Honor:

Ll [e))

DRYCLEANING & LAUNDRY
INSTITUTE INTERNATIONAL

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

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

e Nominations open April 1 - May 15

e Membership not required to nominate or receive award

e Recipients will be announced later in 2026

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

® Learn more about the program and make a nomination at DLIonline.org/HoF

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

FEATURING

& Kz Kpa

The real cost of OSHA non-compliance

n a recent visit to one of
our client sites, the
manager of the location

greeted us with her updated,
4-inch, bright red, SDS binder
in hand saying, “I'm glad
you're here. I'm afraid of
OSHA.” I1ooked at her with a

bright smile
“Rightfully so!!”
Most business owners and
managers don’t understand
that one employee complaint
or serious injury could com-
pletely bankrupt a company.
When an investigation hap-
pens, fines can rack up fast!
Furthermore, if they aren’t
dealt with, those fines and vio-
lations can compound quickly.
For many cleaners, day-to-
day operations are focused on
serving customers, keeping
production moving, maintain-
ing equipment and managing
staffing challenges. Safety can
sometimes become something
that is addressed only when
there is an accident, complaint,
or inspection. However, failing
to prioritize workplace safety
can be extremely costly.
OSHA exists to help protect
workers from injury, illness
and unsafe working condi-
tions. In a drycleaning plant,
that can include hazards such

responding,

as chemical exposure, hot
equipment, slips and falls, lift-
ing injuries, machine guarding
issues, bloodborne pathogens,
electrical hazards, lockout/
tagout concerns, and fire risks.

While following OSHA stan-
dards is important because it
protects employees, it is also
important because non-com-
pliance can become very ex-
pensive very quickly.

Surprise OSHA Inspections
Can Happen

Many business owners be-
lieve OSHA inspections only
happen after a major accident.
While that can happen, OSHA
may visit a facility for any
number of reasons including;:

* An employee complaint;

* A referral from a former
employee;

* A report from a customer
or vendor;

* A nearby incident at an-
other facility;

e Inclusion in a local or na-
tional emphasis program;

e Follow-up inspections for
past violations;

* Random programmed in-
spections.

We’ve heard from multiple
drycleaners this year who've
either received a letter threat-
ening an OSHA visit if they

didn’t provide proof of compli-
ance or who’ve been the recip-
ient of a surprise visit. All of
the business owners we spoke
with cited different reasons for
OSHA's outreach.

It's important to know that
when OSHA arrives, their first
stop is typically your records
and written programs.They
want to see all of the documen-
tation you have on file that
helps keep your employees
safe. They may ask to review:

® OSHA injury and illness
logs;

e Hazard communication
program;

* Safety Data Sheets (SDS);

* Employee training records
(including annual retraining
records);

e Lockout/tagout proce-
dures;

® Respiratory protection
program;

* Bloodborne pathogen pro-
cedures;

e Fire extinguisher inspec-
tions;

* Machine guarding prac-
tices;

* Emergency action plans.

Each of these items, if not
present or complete, can lead
to individual serious viola-
tions/ citations that add up to

7 (660) 660-2066

285 Years of Developing
Your People to Develop Your Business

Your business doesn’t grow by accident—it grows by design.

At The Route Pros, we specialize in building strong teams that drive profitable,

sustainable route growth.

Hiring The Route Pros is your best route to success when it comes to:

v Route Development
Optimize efficiency, increase density, and maximize profitability.

v/ Leadership Training
Develop confident leaders who inspire accountability, performance, and growth.

Customer Service Excellence
Turn everyday interactions into long-term customer loyalty.

People Development
Because when your people grow, your business follows.

With 25 years of real-world experience, we don’t offer theory—
we deliver proven strategies that work in the field.

<O Call The Route Pros

www.theroutepro.com

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

hefty fines.

If you're reading the list and
don’t know what those pro-
grams are, haven’t updated
your programs in several
years, or you aren’t sure where
that documentation lives, it’s
time we have a chat!

Documentation is key for
every industry when it comes
to OSHA (and overall em-
ployee safety). My motto is al-
ways, “document, document,
document.”

If you see an employee not
following guidelines outlined
in any of your programs, it’s
important that you document
it. If a new issue comes up that
you don’t already have a writ-
ten policy for, create one, train
everyone, and document the
training. Documentation and
written records serve you and
your company’s well-being as
evidence that you did your job
in trying to provide a safe and
healthy workplace. Documen-
tation can help not only in
OSHA situations, but also in
workers’ comp claims.

The Financial Cost of
OSHA Violations

Let’s talk numbers. Did you
know, OSHA penalties in-
crease almost every year?

As of 2026:

® Serious violations can
carry penalties of up to $16,550
per violation;

¢ Willful or repeat violations
can carry penalties up to
$165,514 per violation;

e Willful violations have a
minimum penalty of approxi-
mately $11,524.

¢ Failure-to-abate violations
can result in penalties of up to
$16,550 per day beyond the
correction deadline.

That means a drycleaner
who receives multiple citations
in a single visit could easily
face tens of thousands, if not
hundreds of thousands of dol-
lars in fines.

Let’s say, for example, if an
inspector finds...:

* Missing SDS sheets (even
for things like the hand sani-
tizer on your front counter);

e Unlabeled chemical bottles
(these include spray bottles of
water);

e No written hazard com-
munication plan, or an incom-
plete plan;

e Missing lockout/tagout
procedures or equipment;

* Improper machine guard-
ing (or machine guarding left
off after repairs);

¢ A lack of employee train-
ing documentation (including
annual retraining documents).

A plant could face more than

$50,000 in penalties from a sin-
gle inspection. If OSHA be-
lieves the company ignored
the problem, those penalties
could become much larger. Se-
rious violations can escalate to
willful violations, meaning cita-
tion costs can increase by up to
10 times!

The good news is that most
OSHA problems are preventa-
ble. By simply keeping your
documentation and labeling
up to date, you can easily save
yourself tens of thousands of
dollars in potential fines.

All of the following are cost-
effective ways you can build a
culture of safety while also
saving yourself a lot of trouble
and financial stress:

¢ Conducting regular safety
meetings;

¢ Keeping written programs
up to date;

¢ Training employees annu-
ally;

e Training new employees
before they are assigned their
first work task;

e Performing routine inspec-
tions of equipment and work
areas;

e Correcting hazards imme-
diately;

¢ Updating your SDS book;

* Maintaining organized
records;

¢ Encouraging employees to
report concerns before they be-
come serious issues.

OSHA compliance is not just
about avoiding fines. It is
about protecting employees,
reducing injuries, and creating
a safer and more efficient
workplace. For drycleaners,
even small safety issues can
become expensive if they are
ignored. Investing time in
training, documentation and
regular safety reviews is far
less costly than dealing with ci-
tations, injuries, or a surprise
OSHA inspection.

Katey Kratz is a founding mem-
ber of Kratz Executive Solu-
tions, the  management
company for Safety and Envi-
ronmental Compliance Con-
sultants.  Kratz  Executive
Solutions offers one-on-one
coaching and individualized
strategies designed to address
challenges faced by business
owners, organizations or lead-
ership teams. Katie has devel-
oped a diverse skill set
including: marketing, social
media networking, building an
online presence, enhancing or-
ganizational structures, payroll
management and team devel-
opment. To contact Katie, email
katey.kratz@gmail.com.
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Ill RE V”_ Designed with Your

A mErRT e Businessin Mind

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

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

PRINCESS ULTRA with Touch Screen

Tensioning Blouse / Shirt / Jacket / Form Finisher

* 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
Smaller Footprint

[INEW MODEL

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 y

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

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

o... what about starch lev-
Sels? I feel compelled to

write about this today be-
cause today, like most days, I
got questions about it. Seems
many clients, acquaintances
and friends in this business
handle starch as almost a com-
pany secret. Here’s what I
mean:

If you are among the 90+%
who have two starch levels:
yes and no (that s, starch or no
starch.), you may already be
relieved to know you are in the
tremendous majority. So many
clients tell me they have this
company secret in an apolo-
getic tone. Often the wash per-
son will say softly, “We only
have starch and no-starch here.”
They are so happy to hear that
I expected that.

I think that some of the em-
ployees in a lot of places think
that management is deceiving
the customers by seemingly of-
fering four options: no starch,
light starch, medium starch
and heavy starch. Some of the
employees will tell the cus-
tomers that they can’t have
light starch. They’ll pressure
the customer for a yes or no
answer. Do you want starch or

don’t you? We don’t do light
starch here. These statements
are probably unnecessary. Few
consumers will understand the
reasons why the starch feel will

4

I have a client on the West
Coast who had five starch lev-
els. T have been doing shirts for
almost 50 years and I didn’t
know that there were five lev-

5r DON DESROSIERS

What is the secret starch level of shirts?

starch or no starch, he fears
that he will be disappointed.
Have you ever had a cus-
tomer that, every week, asks
for “light starch on the cuffs,

| have a client on the West Coast who had five starch levels. |
have been doing shirts for almost 50 years and | didn’t know
that there were five levels: no starch, light starch, medium
starch, heavy starch and extra-heavy starch.

vary from fabric to fabric. They
may claim to understand, but
they probably don’t. Most
have no clue that starch is a
rinse additive.

Let's say Bartholomew
McGuillicuddy brings in four
shirts. One is a 100% polyester,
one is a 60/40 blend Oxford,
one is a cotton Oxford and the
last one is an all cotton broad-
cloth. Pick any starch level that
you like, but each shirt will feel
different than any of the oth-
ers. You can even try some cre-
ativity if you like. Heavy starch
the polyester shirt and no
starch the cotton Oxford. You
won't get them to feel alike.
Never.

els. He had (notice the key
verb is had): no starch, light
starch, medium starch, heavy
starch and extra-heavy starch!
This happens, I speculate,
when a relative newcomer to
the business is a bit too eager
to give the customer whatever
she or he wants. I don’t advo-
cate telling a customer, “We
don’t do light starch.” Or,
“Medium  starch, heavy
starch... it's the same thing.”
My advice is don’t bother.
Chances are quite high that he
is only saying he wants light
starch because he is happy
with the starch feel on his
shirts now. If he says anything
but light starch, like medium

DO YOU HAVE A SEVEN

FIGURE BUSINESS

But Less than Six Figure Income?

M

METHODS FOR MANAGEMENT

MIM peer management groups are more than just a network - they are a powerful resource for
professional and personal development. In these groups, you will be able to share knowledge,
discuss challenges, and find solutions with trusted peers who understand your journey.

MiIM Currently Has A Limited Number of

Available Memberships in Select Areas!

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

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

www.MethodsForManagement.com

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

heavy starch on the collar and
no starch on the rest of the
shirt”? There are lots of people
like this across the country.

Everybody in the business
knows this person can not be
accommodated, but this cus-
tomer most likely fears that if
she/he forgets to exclude the
cuffs and the body of the shirt
from the dreaded heavy starch,
he or she will be disappointed.

I have seen customers make
a phone call back to the store
that they just left to say some-
thing like: “I forgot to tell you
that I want light starch on my
shirts. I didn’t mean to say no
starch.” In nine out of 10
plants, it is exactly the same
thing. Probably more.

So then, why not be honest
with the customer? If you tell
them you “don’t do light
starch,” you run the risk of
saying this to someone who
knows they can get light starch
at your competitor’s place.
They may feel you are ill-
equipped to do it correctly. In
actuality, your competitor
doesn’t do anything that you
don’t do, and knows nothing
that you don’t know — except
to know enough not to tell a
customer something they
don’t absolutely have to know.

In the English language, if
you add the word vyet to the
end of a sentence, you com-
pletely change the meaning of that
sentence. Why am I saying this
now? Because I am going to do
it. Here it goes.

There is absolutely no differ-
ence between light starch,
medium starch and heavy
starch, and yet...

There, I did it. I have left
room for doubt. Some starch
cookers seem to be exacting
enough to show some distin-
guishable difference between
levels. This is a revelation to an
old laundry man like me. After
putting forth hundreds of
words here implying there is
no difference, I thought it quite
important to say that there can
be. I do not advise, though,
buying a starch cooker for that

reason because the starch will
still feel different from fabric to
fabric. But, the cookers have
several advantages, not the
least of which is being able to
starch colored shirts with per-
fect results.

So, how do you decide what
to do in your plant? Have an
employee bring you three
completed bundles of four to
five shirts each. Hang them on
a rack. Without looking at the
invoices, touch the cuff on each
shirt. Tell yourself what level
of starch is in each one. This is
how I changed the West Coast
client’s perceived need for five
starch levels. I took three bun-
dles of five shirts each. All of
the orders were marked for
medium starch. I asked the
client to tell me the starch level
in each of the shirts.

Every shirt should have felt
like medium starch, but I knew
that there wasn’t any way that
was going to happen. I'd like
to say he gave me 15 different
answers for 15 shirts. Natu-
rally, I can’t say that, but he did
say that some were heavy
starch, others medium starch,
some no, some light — wow! If
this happens to you, think abut
the trouble that you go
through to separate those
shirts by starch type. It is only
worth the trouble if you get
measurable results from all of
that sorting.

Starching shirts is important
because a customer cannot do
it at home. Give the customer
what they want, but be sure
that, at the end of the process,
you are giving the customer
what you think you are giving
them. By the way, when a wet
shirt is pressed on a hot head,
the fabric dries with a bit of
“crispness.” This is what a cus-
tomer thinks is light starch. It's
not starch at all — it’s pressed
wet.

“If you do what you've always
done, you'll get what you always

got.”

Don Desrosiers has been in
the drycleaning and shirt
laundering business since
1978. He is a work-flow engi-
neer and a management con-
sultant who provides services
to shirt launderers and
drycleaners through Tailwind
Systems. He is a member of
the Society of Professional
Consultants and winner of
DLI’'s Commitment to Profes-
sionalism award. He can be
reached by cell phone (508)
965-3163, or email to: tail-
wind.don@me.com.
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N
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
50 Moreland Ave SE ¢ Atlanta, GA 30316 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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UNIPRESS.

Automatic Timers

MADE IN USA

EXPERIENCE THE

UNIPRESS.

ADVANTAGE!

Why Choose Unipress Over the Competition?

Enhance your garment finishing operation with Unipress equipment-
engineered and built to outperform the competition consistently.

Key Unipress Features

* Innovative Design:

« NEW User-friendly HI/LO Squeeze Pressure Switch!

« Conversion kit (with instructions) now available (PN 47434-00)

o Stainless Steel Lower Buck Screen
o 2-handed operation safety

o All equipment is ETL certified

* OPTIONS when Pressing Matters:

» Integrated Vacuum
o Single Electrical connection
0 120/1/60 single-phase motor

o Upgraded foot switches
o Automatic Timers for ALL utility presses improve productivity & quality

» Concealed Timers that prevent accidental changes

e Outstanding Support: Post-sale customer service, including our
extensive dealer network to support sales, service, and parts.

Contact us today to learn how Unipress can elevate
your production quality and efficiency.

UNIPRESS .

£10)
-
Unipress Corp 3501 Queen Palm Drive -.Tampa, FL 33619 « 813-623-3731 Link dm
is a tariff-free zone WWW.unipresscorp.com Inke
To learn more, visit www.nationalclothesline.com/ads
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BUILDING VALUE

)

3 KERMIT ENGH

The one question that can affect your growth

cent DL EXPO West. It was
a pleasure seeing old friends
and meeting new people —
both new to me and to the in-
dustry. It reminded me of how
long I've been doing this.
During the recent Methods
for Management (MfM) meet-
ing, the topic of Net Promoter
Score (NPS) came up as a way
to really get a handle on how
your business is performing in
the eyes of your customers.
Many companies recognize
the power of customer loyalty
and its impact on financial per-
formance. Not only is loyalty
intuitively appealing, there is a
growing body of evidence sug-
gesting companies that ignore
it may find themselves on un-
stable footing as they work to-
ward  long-term  success.
Because of the clear link be-
tween loyalty and financial
outcomes — such as increased
market share, higher revenue
and lower costs —companies
continue to invest in programs
designed to measure, manage
and improve customer loyalty.
However, the true value of
these programs is often limited
by wunclear or inconsistent
measurement systems. To ad-
dress this, Satmetrix, in close

Ihad a great time at the re-

consultation with Frederick
Reichheld of Bain & Com-
pany, launched a research proj-
ect in 2003.

At the micro level, the goal
was to identify a single ques-
tion that could reliably predict
short-term purchasing and re-
ferral behavior. At the macro
level, the research aimed to
connect that metric to long-
term financial performance
across multiple industries.

The results were com-
pelling. The research not only
identified the most effective
question for measuring cus-
tomer loyalty, but also intro-
duced Net Promoter as a
powerful indicator of long-
term corporate growth. Adop-
tion has grown steadily.
Through platforms like netpro-
moter.com and industry con-
ferences across North America
and Europe, it has become
widely used. At Forrester Re-
search’s 2007 Marketing
Forum, CEO George F. Colony
said, “Net Promoter is becom-
ing a driving force within or-
ganizations.”

One Question That Matters

The research found that a
single question can effectively
measure customer loyalty
across industries: On a scale of

0 to 10, how likely are you to
recommend this company to a
friend or colleague?

Customers who indicate a
high likelihood to recommend
are also more likely to repur-
chase and refer new business.
Conversely, those who would
not recommend are less likely
to return or refer others.

Responses fall into three cat-
egories:

* Promoters (9-10): Highly
loyal customers who drive re-
peat business and referrals

* Passives (7-8): Satisfied
but less enthusiastic customers.

* Detractors (0-6): Cus-
tomers who are less likely to
return and may share negative
feedback.

Net Promoter Score is calcu-
lated as: % Promoters — % De-
tractors = NPS.

This simple calculation pro-
vides a clear snapshot of cus-
tomer loyalty and its potential
impact on growth.

One of the most important
findings of the research is that
a customer’s willingness to rec-
ommend a company is closely
tied to long-term financial suc-
cess. When customers are truly
loyal, their relationship with a
business goes beyond a basic
transaction. They continue to

SCANME

Experience the first and only industry
innovation that will:

* Train your managers

* Maximize profits

* Lower your costs

* Show you your true
Cost per Piece

“Since adopting FlightPlan, our overall PPOH has increased by over 25%!”
~ John Mertes, Ziker’s Cleaners

“FlightPlan is a fantastic tool for improving labor efficiency and
monitoring PPLH. It’s essential for cutting costs.”
~ Lee Turley, Five Corners Cleaners

“For years, our plant struggled with marginal productivity.
We tried bonuses, piecework, and outside consultants
—nothing delivered lasting results until FlightPlan.”

~J.M.

¥

Z

f
ILWIND

FOR PROFITS ™

* No other product
comes close

°* So much more,
feature list
could fill this page!

Don Desrosiers
tailwind.don@me.com
508.965.3163
www.flightplanforprofits.com

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

support the company even
when prices increase or occa-
sional mistakes occur. More
importantly, they actively pro-
mote the business through
word-of-mouth.

These recommendations are
powerful because they reflect
trust. Customers are effectively
putting their own reputation
on the line when they recom-
mend a business to others.

At a broader level, Net Pro-
moter captures both positive
and negative word-of-mouth.
It reflects not only the growth
generated by promoters, but
also the potential loss created
by detractors. This balance is
what makes NPS such a strong
indicator of long-term per-
formance.

The Value of Your Business

When discussing business
value, many entrepreneurs be-
lieve buyers are purchasing
their brand, customer list, or
inventory. In reality, buyers are
focused on one thing: your fu-
ture stream of profit.

The value of a business
comes down to two questions:

1) How much profit is ex-
pected in the future?

2) How reliable are those
projections?

This is the foundation of
most investment decisions.

1) Power of Predictability

Business value is often dis-
cussed in terms of a multiple of
profit— three times, five times,
or more. But what drives that
multiple? The biggest factor is
risk, often reflected in what
buyers consider the “discount
rate.” If a buyer believes your
future profits are predictable
and reliable, they are willing to
pay a higher multiple.

Understanding how buyers
think about this allows you to
negotiate from a position of
strength.

2) Predicting Growth

If business value is based on
future profit, the next question
becomes: how do you demon-
strate that your future per-
formance is reliable? This is
where Net Promoter Score
plays a key role.

Frederick Reichheld’s re-
search into customer satisfac-
tion surveys revealed a
surprising insight: companies
that performed well on tradi-
tional satisfaction metrics did
not necessarily grow faster
than those that performed
poorly. Common survey ques-
tions — about satisfaction,
pricing or service — showed
little correlation to future
growth. However, one ques-
tion stood out. The likelihood

to recommend proved to be
highly predictive of future per-
formance.

When Reichheld analyzed
companies based on their re-
sponses, he found that average
businesses tended to grow at
roughly the same rate as the
overall economy. In contrast,
companies with high Net Pro-
moter Scores experienced sig-
nificantly higher growth rates.

Well-known companies
such as Apple, Google and
Harley-Davidson are often
cited as examples of organiza-
tions with strong NPS per-
formance and corresponding
growth.

To calculate your score:

1) Ask customers the recom-
mendation question.

2) Group responses into Pro-
moters, Passives and Detrac-
tors.

3) Subtract the percentage of
Detractors from the percentage
of Promoters.

The average NPS typically
ranges from 10% to 15%, so a
score of 20% would be consid-
ered above average. One of the
strengths of NPS is its simplic-
ity — not just in measurement,
but in action. After asking for a
score, follow up with a simple
question: Why did you give us
that score?

This feedback allows you to:

e Identify and address is-
sues raised by detractors.

e Improve the experience
for passive customers.

e Strengthen relationships
with promoters.

By acting on this informa-
tion, businesses can improve
customer loyalty and, in turn,
strengthen their future prof-
itability.

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 30 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.



MAY, 2026 / NATIONAL CLOTHESLINE /PAGE 19

IndUStrg Leader in Finishing Equipment

Our patented industry leading design results in higher productivity, higher quality reliability.
This unique buck movement design not only ensures efficient and fast operation,
but also leads to smallest footprint letting you maximize your precious floor real estate.

Our new and improved Double/Single Buck Press Machines feature 3 key functions

| | . Backstroke
Sleeves Angle Adjustment —\;l—\STE,q Vacuum Power 2X
30% Blower Power Up
START-V®

ITSUMI Innovation Never Stops!

D ITSUMI
BT-170AS-A

World first double wing gtructure
Quality shirt 150 per hour @peed

Less energy & Less footprint @aving

GF-750 Multi-Former

BT-550 Double Buck " BT-170AS-A GF-750 Multi-Former ~ TO-551 HF-351 HF-361 CB-140ST

[ TSUMI USA, [NIC. TEL : 201.786.6276,6277

4220 Steve Reynolds Blvd. #23 Norcross, GA 30093 ~ www.itsumiUSA.com & YouTube TSUMIUSA =

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



PAGE 20 / NATIONAL CLOTHESLINE / MAY, 2026

NEWSMAKERS

During Interclean in Amster-
dam last month, CINET an-
nounced a trio of winners who
have been granted Lifetime
Awards for their support and
contribution to the betterment
of the international develop-
ment of the professional textile
care industry: Deborah Rech-
nitz, Charlie Betteridge and
Sudhir Batra.

Betteridge is an honorary
member  of
European Tex-
tile  Services
Association
(ETSA) with
three stints on
their board of
directors and
has been president of the UK
Textile Service Association
since 2017.

Rechnitz has been a pro-
fessional in-
business con-
sultant  for j//
over 45 years
spanning four 'j"
continents,
advancing the
development of management
bureaus including Methods
for Management. She is also

Contactless Automation

at the Front Counter, Plant & Routes

- Heat Seal Presses - Permanent Barcode Clothing Labels

the author of Success in Small
Business.

Batra is a partner at Mer-
cury Drycleaners in Kanpur
and has con-
tributed to the
drycleaning
industry over
decades with
dedication, in-
novation and
trust-building.
He trained in the U.S. and Eu-
rope and was actively involved
in CINET activities for over a
decade.

Metalprogetti recently an-
nounced the appointment of
Heath Bolin as national sales
manager for
the U.S. Bolin
brings af
unique combi-
nation of
hands-on op-
erational ex-
perience and
executive leadership to the
role. He is the owner/presi-
dent of Sparkle Cleaners Inc., a
Tucson-based company oper-
ating 16 retail drycleaning lo-
cations, making him one of the
most experienced owner-oper-

» EzLabelOff « EzLabelDispenser

4
i
Ay
AN

- Presses and Solutions for all Budgets

- Best and Free Technical Support Forever
- OSHA, UL, CE and TOV SUD

Safety Certified Presses

Very reliable, easy to fix and upgradea
Sequentially Numbered

ators to transition into a na-
tional leadership role within
the automation sector.

With decades of experi-
ence managing multi-store op-
erations, Bolin has firsthand
knowledge of the challenges
facing modern drycleaners, in-
cluding labor efficiency, work-
flow optimization, plant layout
and return on investment for
automation technologies.

In his new role, Bolin will
oversee U.S. sales strategy over
multiple industries and cus-
tomer engagement initiatives.
“Metalprogetti has long been
recognized as the industry
standard for automation
equipment,” said Bolin. “I
have been a customer of Met-
alprogetti for over 20 years and
I am excited to represent a
company whose people are in-
credibly talented and whose
solutions directly address the
real-world needs of dryclean-
ing operators.”

Continental Laundry Solu-
tions (Continental) recently
welcomed new team members,
including Cody Kopplin, parts
order processing lead; Jordan
Quade, operations manager;

Nancy Seidler, controller; and
Aliyah Sherman, digital mar-
keting specialist.

“We are pleased to report
that Continental is growing by
leaps and bounds in both our
product and service solutions,”
said President Mike Floyd.
“This growth allows us to
bring new talent to our team.
We are thrilled to have Cody,
Jordan, Nancy and Aliya on-
board and look forward to
watching them grow with the
company.”

Kopplin
has 15 years of
experience in
customer
service, order
processing,
record mainte-
nance and
printing, and signage project
execution for a major health
care provider.

Quade brings six years of
supply chain and logistics ex-
perience to his new post as op-
erations manager.

Seidler brings 30 years of
experience in accounting,
budgeting, forecasting and fi-
nancial modeling, along with a
background in public account-

ing, service industries, pri-
vately held manufacturing
companies and distribution.

Sherman develops web-
site content, digital campaigns,
front- and back-end coding
and analytics reporting in her
role as digital marketing spe-
cialist.

Since 2005, Anton’s Cleaners
has used its professional ex-
pertise to clean and distribute
thousands of prom dresses, en-
suring that financial obstacles
do not prevent high school jun-
iors and seniors from attend-
ing their milestone events with
confidence.

On April 11th, more than
1,800 referred students were
invited to Hynes Convention
Center in Boston for a unique
shopping experience called
Boutique Day, the pinnacle
event of the Belle of the Ball
prom dress drive.

This high-impact “shop-
ping” boutique offers high
school juniors and seniors a
fun, high-energy day to “shop”
for free for their dream prom
dress, shoes, jewelry, purses,
and more. Collection will
begin again this October.

STOP PAYING TO HAUL
SEPARATOR WATER

REPLACE THAT ZEROWASTE
OR GALAXY

DESIGNED FOR TODAYS SOLVENTS
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Gulf Coast

Equipment Sales

.’ ” HL our Moms, both here and PHSSBOI,

Happy Mother’s Day!

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

Forenta 421SR Utility B&C Technologies HE-65

| D) e KB

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

’ | our parts department is ready to serve.
@

Financing Options Available

For New or Used Equipment, Service and Parts Call

\/ Gu lf Coast

’\\/ Equipment Sales

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

gcequipmentsales.com

To learn more, visit www.nationalclothesline.com/ads
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Rates: $1.70 per Word. $35 minimum
Deadline 10th of the Month
To place an ad, call (215) 830 8467
or download the form at
www.nationalclothesline.com/adform

Market Place

Business Opportunities

Catalogs

Newhouse Specialty
Company, Inc.

High quality products for Drycleaners
.H:"-;. 2k and Garment Manufacturers.

PROS Fﬂ“ Serving our customers since 1946.
e -k paarTi ey

Equipment
and Supplies

Sell Your Drycleaner
New Jersey
Pennsylvania

cleaners

SUPPLY

- D6|:dwa re - NEXT DAY DEI:IVERY {: ? 4 j 0VER
Patriot Business Advisors ALL BRANDS 4 tm EF 7 20 0 0 0
Phone: 267-391-7642 » Fax: 800-903-0613 e N N
broker@patriotbusinessadvisors.com 1-866-821-9259
patriotbusinessadvisors.com PROSPARTS.COM Call 877-435-3859 for a PRO D“cTs
Newhouse Catalog or go to
To place your classified ad: Down- Waste Wate r www.newhouseco.com I N - STO c K

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

Point your browser to:
www.nationalclothesline.com

load the pdf form at www.national
clothesline.com/adform or call (215)
830-8467.

to download and print a page.

Evaporator

Training &

For Sale. Firbimatic hydrocarbon
green earth dry cleaning machine.
Model # FAS32LT3K 2015 Build F80
Omnia. $19,000. 570-575-4397.  e/26

Galaxy Waste Water Evaporator:
Filters, Gaskets, Parts. Call Moore
Services 800-941-6673.

Education

800-568-7768

CLEANERSUPPLY.COM

* Complete text of the

A great opportunity to own your current issue
own business in S/E I?A! Es.tablished e Online classifieds QUALITY REBUILT INDEPENDENT
Dry Clean drop store with an impecca- - Back issues with search EQUIPMENT GARMENT ANALYSIS@

ble reputation that includes Tuxedo
rentals, Wash and fold services, and
alterations! The sale is a turn-key

capabilities
* Links to hundreds of

New Manual: Procedures and
Chemical Formultations to

Specializing in the

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.

i i i in- industry website . Lower Chemical Costs
bueinass and incldes fixtres, equip y Classics of Forenta and FREE Chemical Evaluation
e p p elivery . of Your Plant Available.

Please contact Greg at HERB REAL
ESTATE INC 610-369-7004, greg.
herb@herbrealestate.com 6/26

Ajax Presses and some
hard to find parts
Phone: 757/562-7033.

Mosena Enterprises Inc.
mosena@mindspring.com

Purchase my Service Package
and receive the following:
* 5 free garment analyses per year
* 1 Art of Spotting handbook
o 1 Art of Wetcleaning handbook
¢ 6 personalized online training sessions
for any employee on spotting, bleaching,
wetcleaning, drycleaning and fabrics
Cell 772-579-5044
E-mail: cleandan@comcast.net
www.garmentanalysis.com

Find it fast when you need it at
nationalclothesline.com

Buy, Sell, Hire in the €lassifieds

To place your classified ad, email
info@bpscommunications.com or call (215) 830-8467
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Light always follows darkness
by Peter Blake
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and challenging 18 months, to

' \ say the least ©
y e T Worl i

Read More

Don's wishlist to St. Nick: 2021

edition

by Don Derosiers
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Digital @/
GrowthSuite

ALL CHANNELS. ONE STRATEGY.
MORE CUSTOMERS.

Introducing the Digital Growth Suite
Your digital presence, fully managed and built to grow.

The Digital Growth Suite combines SEO, Google Business Profile management, paid advertising,
social media content, and custom content shoots into one unified strategy. Every channel
reinforces the others - building visibility, generating leads, and creating long-term momentum.

Q)

SEO Services — Long-term visibility that brings in
customers without paying for every click

Ot

Google Business Profile (GBP) Management — Local searches
convert quickly, and many customers never visit your website.

®
f

O
2

Paid Ads Management (Google & Meta) — Faster lead flow
while SEO buxailds; targeted, trackable, and adjustable

o~

Social Media Management + Content Creation (Reels / Graphics)
Build trust and visibility while supporting ads, SEO, and retention.

Custom Content Shoot On-Site — Fresh custom
content for your ads, website, and social media.

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



RHI-STEAM

TIME TO UPGRADE
YOUR PLANT?

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

PAM-510 Pants Topper

To finish Pants and shorts
Automatic tensioning
Waistband expands to 45%.”
9 Electronic program controls

TURBO-440 o
Hi-speed, Deluxe Shirt Finisher r'e SN |

B ¥ Made in Italy
e Hand-finished quality

e Small to size 3XL shirts

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

EUROPEAN FINISHING EQUIPMENT CORP.

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