
© Copyright 2014 American Trade Magazines  All rights reserved.

®
January 2014

Do You Really
NEED a New

Plant?

PLANT
DESIGN

5 3 r d  A N N U A L 

A W A R D S 

0114adc_p0C1.FINAL.indd   1 12/19/13   5:37 PM



The Compassmax Delivery Assistant provides many important features.

Maineline Computer Systems
800-354-2525
www.compassmax.com

Point your route drivers in the right direction with Compassmax Delivery Assistant

Don’t Be Led Astray.

Digest_page  11/8/12  12:35 PM  Page 1



When dealing with laundry stains, your reputation rides on 
getting the outstanding results The Laundry Two deliver.  

RiteGo® laundry spray spotter quickly penetrates to 
absorb collar & cuff stains, perspiration, ground-in soil 
and more, all without brushing. Turn to Laundry TarGo® 
to remove any tough oil based stains that remain behind.  

Use The Laundry Two with confidence on shirts, wedding 
gowns... anything you're washing or wetcleaning.

Both Laundry TarGo and RiteGo are chlorinated-solvent 
free, biodegradable, noncombustible and California 2013 
VOC and Prop-65 compliant. 

Use them to deliver stain-free laundry and wetcleaning.  
You'll build your reputation for quality - which is what 
keeps customers coming back.  

FROM COLLARS AND CUFFS

THE LAUNDRY TWO™

ARE RIGHT FOR YOU!

TO THE REALLY TOUGH STUFF...
FROM COLLARS AND CUFFS

THE LAUNDRY TWO™

ARE RIGHT FOR YOU!

TO THE REALLY TOUGH STUFF...

To learn more, visit
ALWilson.com

or call 800-526-1188
 A. L. WILSON CHEMICAL CO.

Become a STAIN WIZARD at ALWilson.com

Digest_page.indd   1 12/3/13   5:13 PM



2 American Drycleaner, January 2014 www.americandrycleaner.com

dryc leanerdryc leaner
A M E R I C A N

dryc leanerdryc leaner
A M E R I C A N

dryc leaner
A M E R I C A NA M E R I C A N

dryc leanerdryc leaner
A M E R I C A N

January 2014 Vol. 80, No. 9

DEPARTMENTS
Pre-Inspection 4
Talk of The Trade 6
The Numbers 10
Management Strategies 34
Do You Need a New Plant?
Diana Vollmer
Spotting Tips 40
Little Things Add Up to Prosperity
Martin Young
Other Side of the Counter 42
Notes from the Edge (of the Counter)
Carolyn Nankervis
Industry Observations 46
When the Taxman Comes
Howard Scott
Your Money 50
Who’s Advising You?
Bill Lynott
Upcoming Events 52
Education & Training Calendar 53
Around the Industry 54
Classified Advertising 58
Advertiser Index 62
Wrinkle in Time 64

FEATURES

(Cover Photo: ©iStockphoto/DNY59 )

12 The 53rd Annual Plant Design Awards
Eager to serve the Newport Beach,

 Calif., community, CDM Cleaners built an
 experience-elevating plant that earned it
 Best Plant Design honors. Get the details
 on it and the year’s other notable projects.
 Bruce Beggs

26 Top Five Mistakes to Avoid When
Planning New Plant Project

 When you make a mistake in a plant
 renovation or new build, you pay for
 that mistake every day thereafter with
 inefficient space or, worse, increased
 (and unnecessary) costs.
 Chris White & Ed D’Elicio

NEED  HELP  F IND ING
THE  H IDDEN HANGER?

Scan this
QR Code for
help in finding
the hidden 
hanger on this 
month’s cover. 
Good luck!

12

0114adc_p02.FINAL.indd   2 12/19/13   5:41 PM



800.406.9649
sales@cleanerbusiness.com    www.cleanerbusiness.com

We Speak Cleaner

“The support from CBS was great. Even before 
we signed up, they were responsive and flexible 
in their approach. They have helped our team 
become more efficient.”

Brent Ramenofsky
Boston Cleaners

“Business
has never been

better.”

Digest_page  9/2/11  11:42 AM  Page 1



4 American Drycleaner, January 2014 www.americandrycleaner.com

Pre- insPect ion

On behalf of our staff, I’m proud 
to announce that American Dry-

cleaner is now available to read on 
your iPad or Android tablet. 

 Using Mirabel Technolo-
gies’ Magazine Central app, 
which you can download free 
from the App Store or Google 
Play, you have the ability to 
read our magazine anytime, 
anywhere. This e-reader 
packs plenty of punch.
 Magazine Central sup-

ports reading in either portrait or 
landscape mode. URL elements on 
any page are active (meaning you can 

“click through” to a website mentioned 
in a story or ad). And the app provides 
you tools to share pages or to clip and 
share content across multiple platforms, 
including Facebook and Twitter.
 It’s easy to get started. After you’ve 
installed and opened the app, type 
“American” into the search bar. Select 
the issue you’re interested in reading 
and click “Download,” then “View.” 
That’s it!
 The app stays on your mobile 
device, and you can check back each 
month to download the latest issue.
 We’ve just begun to scratch the 
surface of what this e-reader app can 
do. Remember — we’re always just a 
download away.   O 

A Download Away

American Drycleaner (ISSN 0002-8258) is published monthly except Nov/Dec combined. Subscription prices, 
payment in advance:  U.S. and Possessions, 1 year $39.00; 2 years $73.00.  Foreign, 1 year $89.00; 2 years 
$166.00.  Single copies $7.00 for U.S. and Possessions, $14.00 for all other countries. Published by American 
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cago, IL and at additional mailing offices.  
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publisher reserves the right to reject any advertising for any reason. © Copyright AMERICAN TRADE MAGA-
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Survey: Dry Cleaners 
approach 2014 with 
cautious optimism  
Dry cleaners are looking ahead to 2014 
with some optimism, as 30.8% predict 
their sales volume will “bounce back 
slightly with gains of 0% to 5%,” ac-
cording to results from this month’s 
American Drycleaner Your Views sur-
vey.
 Nearly 19% predict their sales vol-
ume will “improve substantially with 
at least 5% year-to-year gain,” while 
27.5% forecast their sales volume to 
“stay essentially unchanged.”
 Some dry cleaners are a bit more 
wary with their 2014 predictions, as 
18.7% believe their sales volume will 
“experience slow but steady decline 
of 0% to 5%,” while 4.4% believe it 
will “decline quickly at a rate of 5% or 
more.”
 “The ever increasing acceptance of 
very casual dressing … is fashionable 
and accepted in the best restaurants and 
at work,” says one dry cleaner. “The re-
ally interesting thing you should ask is 
… ‘How did you do in 2013 compared 
to 2003?’ That number is the real eye 
opener and shows the true nature of 
how bad the industry is hurting.”
 “As the cost of dry cleaning keeps 
increasing from a producer and con-
sumer standpoint, less people will [be 
able to] afford or will cut back,” says 
another. “Rents in good drycleaning 

markets keep going up more than nor-
mal, with retailers chasing the markets 
with high per capita income … The im-
pact of Obamacare can’t help but make 
the future uncertainty continue for both 
the dry cleaner and its customer.”
 “We’ve been holding steady with 
keeping most customers, but their vol-
ume is down,” adds another dry clean-
er. “We’re still getting many referrals 
from existing customers and retailers 
we work with. I’m expecting to in-
crease business overall.”
 Many dry cleaners are turning to 
more online initiatives to boost busi-
ness.
 “Next year’s budget will spend 

6 American Drycleaner, January 2014 www.americandrycleaner.com

TALK OF  THE  TRADE
�

0114adc_p06-08.FINAL.indd   6 12/19/13   9:37 AM



0613adc_SPOT.indd   1 5/30/13   10:33 AM



more on Internet marketing, including a 
new website design, especially mobile, and 
greater functionality of customer interaction 
and intelligence gathering,” says one dry 
cleaner.

 “The Internet brings in customers; you 
can’t deny it anymore,” adds another. “If 
you’re still living in the 1970s with your 
equipment, advertising and labor dollars, 
there is no sense in ‘hoping for a recov-
ery.’”
 While some are considering raising pric-
es, providing coupons/specials, investing in 
new equipment, or beefing up their overall 
marketing efforts, others are solely focusing 
on providing quality customer service.
 One dry cleaner says he/she will “zero-
in on quality control [and] increase training 
of employees.” Another adds that he/she 
will “show up every day and try to improve 
our product at current prices.”
 While American Drycleaner’s Your 
Views survey presents a snapshot of 
the trade audience’s viewpoints, it should 
not be considered scientific. Subscrib-
ers to American Drycleaner e-mails are 
invited each month to participate in a 
brief industry survey they can complete 
anonymously.
 The entire American Drycleaner au-
dience is encouraged to participate, as a 
greater number of responses will help to 
better define owner/operator opinions and 
industry trends.  O
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Top stories @ AmericanDrycleaner.com  
for the 30 days ending Dec. 15

Top News sTories

 1.   Lapels Dry Cleaning Opens Doors 
 to Natick, Mass., Store

 2.  DLI Contest Seeks Videos Promoting 
Use of Member Services

 3.  J’s Tailor & Cleaners Boosts 
Online Presence

4.   Maryland ZIPS Store Still ‘Best’ 
 in its County, Magazine Reports

5.   ABC Affiliates Convene for 
 Fashion-Focused Group Meeting

Top columNs & feATures

 1.   Managing Drycleaner 
Employees by the Book

 2.    StatShot: Northeast Sees Strong 
October: Utilities Cost...  Web eXCLUSIVe!

 3.   Fashionistas Mean Business
4.    Treating Holiday Stains  Web eXCLUSIVe!

Top sTories @ our sisTer siTes

Americancoinop.com:
1.   Laundry Leases: Assets Worth Protecting

 2.  Make Owning Chain of Coin Laundries 
Your Goal

 3.  Seasonal Changes Bring New 
Customer Opportunities

AmericanlaundryNews.com:
 1.   Which Soiled-Linen Collection 

Method is Best?
 2.  B&C Technologies Unveils 2014 

Product Line During Sales Meeting
3. OPL 101: Outfitting an On-Premises 
     Laundry Room

Nearly 50% of cleaners who 
responded to the anonymous survey 

believe their sales volume 
will surpass 2013 levels this year.
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T H E  N A T I O N ’ S  U N E M -
PLOYMENT RATE fel l  in 
November to the lowest 
rate in five years. Employ-
ers added 203,000 jobs, 
which dropped the rate to 
7%, down 0.3% from the 
previous month, and the 
number of unemployed 
dropped to 10.9 million, all 
according to the Bureau of 
Labor Statistics.
 Other economic news 
was also optimistic, though 
some warned that the 
numbers were boosted by 
sequestered government 
workers returning after the 
shutdown, as well as a late 
start to the holiday season.

A NEW MINIMUM WAGE of 
$10.10 per hour, as pro-
posed by Sen. Tom Harkin, 
D-Iowa, and Rep. George 
Miller, D-Calif., would allow 
a family of three to finally 
live above the poverty line, 
something that hasn’t been 
true since 1968. The pro-
posal also adds an auto-
matic increase to the mini-
mum wage to account for 
inflation, helping workers to 
remain above the poverty 
line, according to the Eco-
nomic Policy Institute.

THE BEIGE BOOK REPORT, 
issued Dec. 4 by the Board 
of Governors of the Federal 
Reserve System, described 
economic expansion at a 
modest to moderate rate in 
all 12 districts. Manufactur-
ing continued to grow, with 
gains in the automobile and 
high-tech industries.

THE NATIONAL ASSOCIA-
TION OF REALTORS’ Oc-
tober report showed that 
pending home sales were 
down 0.6% from Sep-
tember and 1.6% from 
October 2012. The lower 
numbers were expected, 
says Lawrence Yun, chief 
economist. “The govern-
ment shutdown in the first 
half of last month sidelined 
some potential buyers. In a 
survey, 17% of Realtors® 
reported delays in October, 
mostly from waiting for IRS 
income verification.”
 The Mortgage Bankers 
Association’s Weekly Mort-
gage Applications Survey 
showed lower mortgage 
applications, down 12.8% 
for the last week of Novem-
ber. Refinance activity was 
down 18%, to only 63% of 
the total applications. The 

average interest rate for 
a 30-year fixed mortgage 
was up to 4.51%.

THE HOLIDAY SEASON’S 
opening shopping numbers 
were down for the week 
ending Nov. 30. Spending 
was down 2.8%, although 
sales were up 2.5% from 
last year, according to the 
International Council of 
Shopping Centers.

CONSUMERS SHOOK OFF 
the federal shutdown to 
increase their rate of con-
fidence in late November, 
according to the Surveys of 
Consumers from Thomson 
Reuters and the University 
of Michigan. Most gains 
were among upper-income 
households.
 “Consumers expressed 
lingering concerns over 
the upcoming Congressio-
nal deadline for reaching a 
settlement on the federal 
budget and debt ceiling,” 
says Richard Curtin, chief 
economist for the Surveys 
of Consumers. “Consumers 
expect the growth rate in 
2014 will be far short of the 
economy’s potential.”   O

—Jean Teller
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Elevating the Experience
GRAND PR IZEGRAND PR IZEGRAND PR IZEGRAND PR IZEGRAND PR IZEGRAND PR IZE
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C
orona Del Mar (CDM) Clean-
ers belongs to a family-owned 
business that has been serv-
ing the community of Newport 

Beach, Calif., since 1989. Intent on 
conveying a message of excellence 
to customers not only through su-
perior drycleaning and laundry ser-
vices but through its image, CDM 
designed and constructed a new 
store here that is integrated seam-
lessly into the surrounding retail 
community.
 This new plant, which official-

ly opened in October at 1628 San 
Miguel, in the Harbor View Center, 
earned Grand Prize for Best Plant 
Design this year in American Dry-
cleaner’s 53rd Annual Plant Design 
Awards.

ADD SOME FLAIR. CDM Cleaners is 
owned by Edmond and Silva Haca-
toryan, who immigrated to the Unit-
ed States from Istanbul, Turkey, in 
the early 1980s. Edmond partnered 
with his brother in the drycleaning 
business first before going into busi-
ness for himself in 1992.
 The Hacatoryans own three 

PLANT DES IGN

B e s t  P l a n t  D e s i g n
CDM Cleaners

Newport Beach, Calif.

By Bruce Beggs, Editorial Director

�
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drycleaning businesses—CDM Clean-
ers, Newport North Cleaners and New-
port Ridge Cleaners—and a tailor shop, 
Master Tailoring, all located within about 
a six-mile radius. “I live only a mile and a 
half from CDM Cleaners,” he says.
 In each case, the Hacatoryans are 
tenants in a real estate development 
managed by The Irvine Company. “Irvine 
Company is a great partner with us, be-
cause they appreciate high quality.”
 It’s this relationship with the mall 
management giant that created an op-
portunity for the Hacatoryans to build 
a new operation in the Newport Beach 
site that had previously been home to 
another dry cleaner. “They appreciat-
ed our other stores’ qualifications, our 
quality production, and we have a great 
staff.”
 Having a large supermarket and drug 
store nearby helps to bring in a lot of 
traffic, says Arlene Hacatoryan, daugh-
ter of the owners. “We’re surrounded, 
predominantly, by neighborhoods,” she 
says. “The demographics are young 
families and senior citizens. It’s very 
much a ‘neighborhoody’ area, it’s not 
really a big-city feel at all.”
 CDM’s goal is to give its custom-
ers an experience that is high-end, 
user-friendly and in tune with the envi-
ronmentally conscious culture in South-
ern California. Besides the fact that it 
uses green technology in its cleaning 
process, it shows its love for the envi-
ronment through its positive, clean, 

▲

Right, from top to bottom: the ornate lobby; 
spotting board and hydrocarbon drycleaning 
machine; conveyors; and a wide view of the 
pressing and finishing equipment.

14 American Drycleaner, January 2014 www.americandrycleaner.com
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contemporary lobby design, created by 
Arlene, a recent graduate of the USC 
School of Architecture.
 “What is typically needed in a re-
ception space for a dry cleaner is a 
reception desk, which will house a com-
puter or whatever system we’re using 
for itemizing,” she says. “But we wanted 
to add a flair to it, our own stamp on it.”
 Residents of Newport Beach are ac-
customed to living “a lifestyle of luxury, 
so we really wanted to elevate their ex-
periences at the dry cleaner, because 
it’s as much a part of everyone’s daily 
routine as going to the grocery store, 
getting their hair done, or going to the 
mall,” Hacatoryan says.
 She came up with basic renderings, 
which were then fully developed into 
construction drawings under her direc-
tion by Tim Bundy and Ryan Walker of 
Bundy Finkel Architects.
 Materials in the corner space are all-
natural. A floor-to-ceiling glass entry ex-
hibits a featured wall made of reclaimed 
poplar wood tiles and incorporating a 
mirror etched with the CDM Cleaners 
logo.

  “Based on the geom-
etries of that tile, we start-
ed tweaking the reception 
desk,” she says. “We kind of 
imitated the angularity of the 
wood tiles and designed it 
so that the positioning of the 
customer vs. the employee 
… works nicely.”
   Meanwhile, a custom wall 
covering playfully celebrates 
garment care iconography. 
Even the CDM logo is a play 
on the garment care symbol 

for washing. “The funny thing is a lot of 
people think it looks like a crown, which 
is totally appropriate and kind of an in-
tended pun, because Corona Del Mar 
means crown of the sea.”

BRAWN BEHIND THE BEAUTY. The Hacato-
ryans called on Arthur Kajiwara Equip-
ment Co. to install the brawn behind the 
beauty. The project had its challenges, 
says its namesake, Art Kajiwara, who’s 
installed several drycleaning plants for 
the Hacatoryan family over the years.
 “We did the complete install, electri-
cal, plumbing, the build-out,” he says. 
“We had to re-do the ceilings. Put one-
hour separation from the next tenant, 
because it’s a hydrocarbon (dryclean-
ing) machine. Brought in combustion air 
for the boiler room. And we put a shirt 
laundry as well as drycleaning in that 
shop. It’s just a little over 1,500 square 
feet. Yes, it’s tight, but it’s workable.”
 The design accommodates both 
drycleaning and shirt laundry compo-
nents. Anchoring the production is a 
60-pound Frigosec hydrocarbon dry-
cleaning machine made by Realstar, 

Edmond Hacatoryan (left) holds the ribbon for Newport 
Beach Mayor Keith Curry during CDM Cleaners’ recent 
ribboncutting ceremony. Watching (from left) are Silva 
Hacatoryan, Arlene Hacatoryan and Tallene Hacatoryan.

▲
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USA. Kajiwara says the machine fea-
tures refrigerated solvent cooling, plus 
an automated filter system. “The filter 
cleans itself automatically and flushes 
the pump and the solvent lines every 
load during the drying cycle.”
 Without that feature, about every 15 
loads, CDM workers would have to set 
the equipment for cleaning. That could 
take as long as an hour to complete, 
and the machine couldn’t be used dur-
ing that time. “You eliminate that chore 
and that wasted time every 15 loads,” 
he says.
 Also, the project originally planned 
to be completed over a three-month 
period had to be finished in six weeks 
by the time the blueprints and permits 
were approved, Kajiwara says.
 “When I did the design and the floor 
plan, every inch counted,” he says. 
“Any deviation [from that plan during 
construction] would have been inches. 
Nothing more.”
 The CDM plant also utilizes UniMac 
laundry equipment, a Hi-Steam laundry 

finisher, Forenta spotting board, Forenta 
drycleaning presses (featuring Qualitex 
press pads), two conveyors from White 
Conveyors, and a boiler from Parker 
Boiler. The modern POS system and 
cameras are from Fabricom and Pri-
com, respectively.
 Edmond Hacatoryan sees the proj-
ect as an investment necessary to at-
tract the customers his business needs.
 “I spent more than $70,000 on that 
storefront, and I spent a huge amount 
of money on that back,” says Haca-
toryan. “Real estate is so expensive in 
Newport (Beach), and our rent is outra-
geous. To get this to work for us, we 
need to make every square inch work-
able.”
 United Fabricare fills CDM’s packag-
ing needs. It was Vice President and 
General Manager Michael Fahar who 
alerted CDM Cleaners to the American 
Drycleaner contest and encouraged the 
Hacatoryans to enter their new plant.
 “God line up everything for me and 
my family,” says Edmond Hacatoryan.  O

18 American Drycleaner, January 2014 www.americandrycleaner.com

Arthur Kajiwara Equipment Co. was tasked with designing and installing the 
“brawn behind the beauty” at CDM Cleaners.
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F
or President/CEO Edward Acosta, 
moving his growing business was not 
an option, and zoning restrictions pro-
hibited building above. So, he “legal-

ized” the basement and reorganized the 
work space on the main floor, doubling his 
plant size to … 1,050 square feet.
 Six large support columns were re-
moved from the basement and replaced 
with steel beams. Created were a supply 
area, a wetcleaning station, a small meeting 
room, and an enclosed boiler room. 
 “We removed the ceiling on the first 
floor to gain open space with a ceiling 
height of 11 feet,” Acosta explains. “Rails 
were added throughout the store. ... The 
use of a chute to drop our clothes from the 
counter area to the basement was just one 
other creative idea that allowed for every 
inch of space to be used well.”

Also incorporated was a transport elevator 
that allows clothes to be brought up and 
down from one floor to the other.
 Production equipment includes a Co-
lumbia drycleaning machine, Cissell form 
finisher and buffers, Hoffman-New Yorker 
utility presser and Wascomat wetcleaning 
system.
 Acosta, a graduate of the Pratt Institute 
School of Architecture, designed the layout. 
Project architect was George Pader.   O

 
O u t s t a n d i n g  P a c k a g e  P l a n t
Acosta’s Fine French Dry Cleaners

Middle Village, N.Y.

53
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Rick Murphy, Owner, American Cleaners
Oklahoma City

I was looking for a way to expand my 
business without spending a lot of 
money. I found it with the bizziebox 
locker system.
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248.654.7000

VISIT ........................

EMAIL .........

CALL ..........................................

Find out how you can add the 

·  Patented Smart Phone Technology
·  Your Brand on Lockers

·  Financing Available

dry cleaning expansion solution in North America

With our new low pricing I expect bizzie to cover the 
US and Canada markets faster than we did with CRDN

LOCKERS!
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F
ashion Cleaners unveiled its brand-new 
lobby, customer drive-thru (with car-
side service) and employee break area 
at its flagship location in fall 2012. The 

7,500-square-foot plant employs 33.
 The remodeled entrance provides en-
hanced access and increased safety for 
customers re-entering traffic. New tile, 
counters and paint, along with better 
branding and higher ceilings, highlight the 
makeover. Swinging doors with window 
panels separate production from customer 
service.
 A small conveyor for long, 
hanging items was moved up 
front and behind a partial wall 
for easier CSR access. The 
management office in the lobby 
enables the customer service 
director to better oversee her 
team. And customers appreci-
ate the addition of a flatscreen 
TV and a coffee machine.

 The production floor—which includes 
equipment/systems from Union, Permac, 
Milnor, Sankosha, Hi-Steam, Unipress, Me-
talprogetti and SPOT—changed significantly 
with the addition of shirt laundry pressing 
units. It allowed all production to be handled 
under one roof. Large racks for household 
items allow organization and ease of access. 
The relocated bridal area has more space 
for supplies and packaging.
 Owner Kermit Engh served as architect, 
with Galvin Design Studio providing interior 
design.   O

 
O u t s t a n d i n g  R e n o v a t i o n

Fashion Cleaners
Omaha, Neb.
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K
ona Cleaners selected this site at 821 
W. Taft Ave. because it is a central 
point with many major freeways and 
connections to Orange County areas 

that it services with pickup and delivery, 
and its other five retail storefronts, accord-
ing to owner Bobby Patel. Also, the build-
ing already had loading docks in place.
 The 10,000-square-foot plant was built 
for efficiency, with the ability to handle Ko-
na’s current work plus capacity to more 
than double its processing.

 Walls were painted bright white and 
floors were sealed with a bright epoxy to 
take advantage of high-output, low-energy 
lighting. Four swamp coolers and two ma-
jor exhaust fans keep the plant comfortable 
for the staff of 20.
 The production area includes two Firbi-
matic K4 and one Lindus GreenEarth dry-
cleaning machines; Wascomat wetcleaning 
washers; moisture control dryers; Leonard 
Automatics steam tunnel; three Sankosha 
shirt finishers; pressing equipment from
Unipress, Ajax, Hi-Steam and FujiStar; 
Parker boiler with economizer; and two ro-
tary air compressors. There is a Metalpro-
getti assembly conveyor with four extract 
arms and autobagger, and the plant uses 
SPOT POS with production track at each 
pressing station.
 Ed D’Elicio designed the plant layout. 
Michael Palmer, MPA Architects, provided 
architectural services. Wyatt Bennett was 
the project’s equipment distributor.   O

 
O u t s t a n d i n g  R e c o n s t r u c t i o n

Kona Cleaners
Orange, Calif.
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T
his honor acknowledges a home-
coming of sorts. Swan Cleaners, 
once a tenant in a Columbus shop-
ping center in the 1970s and ’80s, 

left when the retail site declined in the 
1990s. “With new ownership, the center 
has been ‘reborn’ and we were the first 
tenant to sign up to return,” says Paul 
Gelpi, president and owner.
 The 1,100-square-foot store employs 
three FTEs and features dedicated park-
ing at the front door, drive-thru in-car 
service, a 24-hour drop box, and same-
day service.
 Dry cleaning and pressing as well as 
bulk laundry services are performed on-
site. Services offered here but performed 

off-site include shirt laundry, alterations, 
shoe repair, suede/leather cleaning, and 
fur cleaning/storage.
 The production area includes a Union 
drycleaning machine, Forenta pressing 
equipment and spotting board, White 
conveyor, Sears laundry equipment, 
Rema Dri-Vac vacuum, AquaCool cool-
ing, and a ThermoSteam boiler.
 Gelpi designed the plant layout. Gary 
Acker was architect, and Phil Davis over-
saw interior design. E.J. Thomas Co. was 
the project’s equipment distributor.   O

 
O u t s t a n d i n g  S t r i p  L o c a t i o n

Swan Cleaners
Columbus, Ohio

53

0114adc_p20-25_FINAL.indd   25 12/19/13   1:08 PM



26 American Drycleaner, January 2014 www.americandrycleaner.com

B
igger and newer always means bet-
ter, right? Not necessarily. Building 
or renovating a drycleaning plant is a 
big decision. It requires a significant 

investment of time, effort and capital. Un-
fortunately, too many dry cleaners charge 
ahead in the design process without taking 
the time to think through what they really 
need and what they can afford.
 When you make a mistake in a plant 
renovation or new build, you pay for
that mistake every day thereafter with 
inefficient space or, worse, increased (and 
unnecessary) costs. So, it’s imperative to 
do it right the first time. You can improve 
your chance of success if you avoid these 
five simple mistakes. 

MISTAKE #1: FAILING TO START WITH THE END 

IN MIND. The majority of dry cleaners un-
dertake a plant renovation or new build 
due to the need for more volume. Their 
business is growing or they are planning 
an acquisition, and their existing facilities 
just can’t support the increased capacity.  
 Many business owners unwisely un-
dertake these major capital improvements 
without a business plan that accurately 
reflects the reasons, cost and anticipated 
revenues of the new or renovated plant. 
A well-written business plan includes not 
only a budget and pro forma, but also takes 
into account the business’ current situation 
and sets out a staged plan for growth.
 A comprehensive, well-thought-out 
growth plan allows designers to create 
a phased design plan. Phase I reflects 
today’s situation — the amount of equip-
ment necessary to process the current vol-
ume, with allowance for a slight increase 

By Chris White and Ed D’Elicio

(Photo: © iStockphoto/Devonyu)

Top Five

to Avoid When Planning 

New Plant Project
New Plant Project
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in production. Phase II, in which headers 
and infrastructure have been installed, 
can be layered on top of Phase I. Because 
Phase II includes space allocated for 
equipment, the design becomes a “plug 
and play” scenario, allowing business 
owners to insert the next piece or pieces of 
equipment into their designated locations 
as needed until installation is complete and 
“build-out” has been achieved.

MISTAKE #2: SCRIMPING ON DESIGN SERVICES. 
Operating and designing a drycleaning 
plant require two entirely different skill 
sets. While you know your drycleaning 
business, a good plant designer knows the 
drycleaning business. Save yourself time, 
trouble and money by hiring a profession-
al. Professional plant designers bring with 
them a wealth of experience and expertise 
that will give you the optimum results for 
your investment.  
 A skilled designer can rely on photos, 
site plans, Skype meetings, and online 
document review in place of multiple on-
site visits during the design process, saving 
you time and money.
 In addition, a good designer deals not 
only with the client, but stays in regular 
communication with the general contrac-
tor, subcontractors, architects, installers, 
and anyone who has anything to do with 
the project. This collaboration and constant 
exchange of ideas and information is what 
makes a successful project.
 A professional designer can also pro-
vide 2D and 3D renderings of your plant. 
Not only do renderings give great insight 
into how the space will work and flow, but 
they can be invaluable in securing financ-
ing. While 2D plans can be used by the 
contractors, installers and subcontractors 

during construction, when it comes to a 
banker or leasing agent trying to under-
stand the project, nothing brings a design 
to life like full-color 3D renderings. When 
designing a new plant or renovating an 
existing plant, both 2D top-view plans and 
3D renderings should be part of the design 
package.

MISTAKE #3: FALLING PREY TO THE ‘BIGGER IS 
BETTER’ MYTH. If you’re splashing out the 
capital for a project like this, you should 
just go for broke and get the biggest plant 
you can afford, right? Fall prey to this 
mistake and you really could go broke — 
paying for a mortgage, utilities, and taxes 
on unused and unnecessary space from 
now until you sell the business or retire. 
Professional plant designers will help you 
determine a “just right” size for you with 
an analysis that includes a review of your:
 •  Current market niche
 • Current volume
 • Plans for the addition of new services
 • Pricing
 • Anticipated future volume
 • …and so on
 Once all these variables have been 
considered, your designer will create a 
spreadsheet that calculates volume, re-
quired capacity, build-out specifications, 
and equipment type and size — from 
computer systems to cleaning equipment, 
conveyors and presses to storage. Your 
designer can then calculate the required 
square footage and optimal space configu-
ration, meaning you won’t spend more 
than you need to, now or later.

MISTAKE #4: FORGETTING THE THREE MOST 
IMPORTANT WORDS—LOCATION, LOCATION, 
LOCATION. There’s a great building avail- ▲

to Avoid When Planning  

New Plant Project
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able at an even greater price. Should you 
jump on it? Before you sign on the dotted 
line, think it through. Price isn’t always 
the best criteria. A new plant (3,000 to 
4,000 square feet) may be better located in 
an industrial park — not always, but usu-
ally. Any new facility should be centrally 
located within your market area, and it’s 
important that the new location be near 
your labor pool and, if possible, public 
transportation.

MISTAKE #5: NOT DOING THE MATH. While you 
are dreaming of shiny new equipment and 
spacious new digs, don’t forget what could 
be the most important factor in determin-
ing whether the time is right for a renova-
tion or construction of a new plant — the 
potential return on your investment (ROI).  
 ROI is simply the ratio of your costs to 

the benefits—future cost savings and/or 
profits—of a project. Put simply, you can 
measure ROI by asking yourself:
 1.  What are the variable costs involved 

in your current production and what 
will the variable costs be at the new 
facility? This includes labor, sup-
plies, utilities, and miscellaneous 
expenses such as maintenance, waste 
removal, claims, etc.

 2.  What are your current fixed costs 
and how will the new facility affect/
reduce them? Fixed costs are items 
such as rent, insurance, distribu-
tion (travel to and from the plant for 
trucks/routes), and any other costs 
that might be improved with a new 
location/facility.

 3.  What is the cost (not price) of the 
new plant? Estimate the cost of ▲

A 3D floor shot of a drycleaning plant located in the West. (Photo: America’s Best Cleaners)
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the facility and equipment. 
 4.  Compare your total current costs 

against the cost benefits of a new 
facility and determine the potential 
cost savings.

 5.  Divide your cost savings by the cost 
of the new facility to determine your 
ROI.

 6.  An ideal ROI ranges from 20% to 
40% or more.

WHAT CAN ROI REALLY MEAN? Here’s an ex-
ample:
 Joe Dry Cleaner is planning a new 
build project for a 5,000- to 6,000-square-
feet building/plant.  The total investment 
price* for the project is $1 million:
 •  New building, $500,000 ($100,000 

down payment)
 •  Infrastructure/design/permits/etc., 

$100,000
 •  Equipment, $400,000
 The monthly costs* for the project are 
as follows:
 •  Mortgage ($400,000 at 8% for 20 

years), $3,345/month 
 •  Taxes (2% of value per year), $833/

month
 •  Building liability insurance, $1,000/

month
 •  Infrastructure and equipment 

($500,000 at 8% for 7 years), $7,793/
month

 •  Total monthly costs: $12,971
 (* Focus on cost, not price. Price is 
the value placed on the total investment, 
while cost is what you actually spend over 
time. So, the question is, can you cover the 
cost?)
 If Joe’s monthly costs are now $12,971, 
the new facility will have to save just 
about $13,000 a month (above Joe’s 

current costs) to break even. If you are 
paying, say, $3,000 in rent for your exist-
ing space, then the new plant will have to 
save you the difference of $10,000.
 As an example, the savings can be 
split in half between increased sales and 
decreased costs. Therefore, one must save 
$5,000 in monthly costs and increase sales 
so one can drop another $5,000 to the bot-
tom line. Of course, the more that is done 
in one category, the less one has to do in 
the other.
 If each employee is equal to, say, 
$2,000 per month, a savings of 2.5 em-
ployees just about gets you there. It’s 
amazing what material handling costs a 
company. With the proper layout, many 
times employees become redundant, and 
can be replaced and/or retained as business 
grows, as the need to add more employees 
diminishes. Other potential savings are in 
utilities, claims, etc. due to increased ef-
ficiencies.
 Dropping $5,000 to the bottom line 
would require an additional $8,333 in sales 
(gross profit of 60% after deducting 40% 
for variable costs would drop $5,000 to the 
bottom), or, in other words, approximately 
$100,000 per year. If you are grossing $1 
million and can increase business 10% 
over the next few years, you will have 
accomplished your goal. 
 Your return on investment occurs when 
you exceed those goals of decreasing costs 
and increasing sales described in the ex-
ample, both of which are attainable.
 ROI is measured on the amount of cash 
you invested in this project, not the overall 
“price” of $1 million. Let’s say you invest-
ed $100,000 for the property in the form of 
a down payment and another $50,000 on 
other up-front expenses. You now have ▲
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a cash investment of $150,000. A 20% to 
40% ROI is considered an excellent return. 
So, to accomplish that, you would need 
to see a cash return over and above your 
current levels of approximately $30,000 
to $60,000. This will be accomplished by 
your cost savings on the increased business 
in addition to the additional sales of, say, 
$50,000 to $100,000. Again, a great goal 
for growth!
 As the economy improves and busi-
nesses look to the future, the idea of 
expanding your drycleaning plant, or just 
renovating the space you already have, can 
be highly attractive. Before you invest the 
time, money and effort needed to success-
fully launch a major improvement project, 
talk to a professional plant designer to de-
termine what is right for your business.   O

 Ed D’Elicio is the founder of independent 

drycleaning certification organization America’s 

Best Cleaners (ABC). After redesigning a number 

of smaller plants he owned, D’Elicio designed his 

first totally new plant, a 14,000-square-foot plant 

processing 12,000 garments per week, in 1992-

93.

 ABC Executive Director Chris White installed 

his first plant in 1992. One of his early design and 

build projects was for Madame Paulette’s in New 

York City, the only dry cleaner to be voted “Best 

Dry Cleaner in the World” by the Robb Report 

(2002). 

 The ABC team has designed more than 100 

plants across the United States, including Plant 

Design Award winners, that range in size from 

2,000 square feet to 54,000 square feet. 

 ABC says it is the only drycleaning design 

company to use a total 3D CAD process, comple-

menting 2D plan view designs with 3D renderings 

and walk-through videos to help clients better 

understand all design elements.

 D’Elicio or White can be reached at 415-857-

2378, info@americasbestcleaners.com.

With the second floor “peeled away” in this 3D rendering, one can peer into the virtual 
processing area of Tiffany Couture Cleaners in Las Vegas. (Photo: America’s Best Cleaners)
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The annual Plant Design Awards 
always elicit envy and longing in 

the hearts and minds of dry cleaners 
everywhere. A shiny new plant is a 
compelling dream. 
 Obviously, there are many advan-
tages to a well-planned new plant. 
Although not comprehensive, this 
column will examine a list of some of 
those advantages. There are distinct 
disadvantages as well, so let’s consider 
both and then you can apply the deci-

sion logic to your specific set 
of circumstances.

Advantages of a New Plant

INCREASED PROFIT THROUGH 
EFFICIENCY. Efficient layout 
and improved workflow are 
real advantages to profes-
sional new-plant design. The 

expense savings that efficiency can 
achieve will help finance the plant proj-
ect and increase company profitability 
as a whole. Don’t underestimate the 
value of hiring a neutral professional to 
plan the design with your input. They 
are trained to optimize efficiency and 
workflow. They also have no vested 
interest in the equipment that you 
purchase to populate the plant.

DESIGNED TO SPECIFICATIONS. Old plants 

often require “make-do” solutions 
that accommodate the existing space, 
whereas new plants designed from 
the ground up can theoretically allow 
for “perfect” (at the time) dimensions. 
Beware of the tendency to keep a plant 
(new or old) layout the same for long. 
Business is dynamic and that dynamic 
status demands that change occurs 
regularly for optimum results.

IMPROVED LOCATION. Within the financial 
and zoning constraints, a new plant can 
provide a better location that offers a 
combination of improved visibility, ac-
cess to the marketplace, access to a de-
sirable labor force, lower expenses for 
utilities and transportation, and many 
additional advantages that are unique 
to a given site.
 The closer and more visible the 
plant is to the target market for your 
product, the higher the customer traffic 
and motivation to utilize your services 
and the lower the transportation costs 
will be. This consideration must be 
weighed against the cost of occupancy 
of the usually higher real estate in 
proximity to the customers. Fast acces-
sibility to main transportation arteries 
can also offset additional real estate and 
vehicle expense by reducing the labor 
factor of the transportation. 
 Regarding accessibility for the labor 
force, the drycleaning business always 
presents the challenge of being near 

MANAGEMENT STR ATEG I ES

Do You Need a New Plant?

Diana Vollmer

To find past Management Strategies columns or share this 
month’s with your friends, visit www.americandrycleaner.com.

▲
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Congratulations!
American Drycleaner extends  

its congratulations to the winners 
of our 53rd Annual Plant Design Awards!

If your company will be building a new plant, 
or upgrading a facility, over the next year, 

be sure to document your progress and enter 
your construction or renovation project  
in the 54th Annual Plant Design Awards  

to be presented in early 2015

Watch American Drycleaner during the  
latter half of 2014 for entry information and 
deadlines. Contact Editorial Director Bruce 

Beggs with any questions. We hope to see your 
plant in the running next year!

53
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the relatively affluent customer base that 
can support the service while also being 
accessible to the relatively non-affluent 
labor base that can produce and deliver the 
product. Again, easy access to transporta-
tion arteries and public transportation can 
offset the opposing considerations.

EASIER MAINTENANCE. A new plant that has 
been designed for ease of maintenance is 
much easier to keep clean and to maintain 
the equipment. Installing lint-removing 
fans and ventilation systems will help tre-
mendously. Positioning equipment so the 
maintenance panels are easily accessible 
will reduce the time (and therefore the cost) 
of maintenance.

 Selecting equipment with a strong his-
tory of dependability and low maintenance 
will increase the probability of lower main-
tenance cost, as long as the preventative 
maintenance logs and procedures are kept 
current. And if the equipment is also new, 
it is easier to keep it clean than to return old 
equipment to pristine condition. Don’t un-
derestimate the pride of “ownership” factor 
that applies to owners and operators as well. 
 Newly painted walls and epoxy floors 
are easier to keep clean than old surfaces 
that are likely to be rougher and more ab-
sorbent. State-of-the-art lighting makes the 
plant cleaning (and cleaning processes of 
the product) easier and more efficient, too.

LOWER COST OF OCCUPANCY. If you have been 
renting and decide to again rent a new plant, 
the key to lowering the cost is in the plant 
selection, including all of the considerations 
mentioned about market proximity and 
facility considerations but primarily in the 
negotiations with the landlord. 
 If you have weighed all of the costs, 
loan availability, cost of funds, accessibility 
of capital, tax implications, increased con-
trol and appreciation issues, and determined 
that the best solution is to own, then the re-
duced expense of owning is determined by 
all of those factors as well as the physical 
plant design considerations.
 A financially well-designed plant should 
cost less to occupy (per piece produced) 
than an old one. Cubic square footage that 
is efficiently utilized is much less expensive 
than a low-ceilinged, sprawling footprint. 
The flexible conveyors that can be con-
figured into towers provide for extremely 
efficient assembly, bagging, cubic storage 
and distribution sorting. The same is true of 
equipment designed for a minimal footprint 
space. 
 Open space with minimal supporting 
walls and posts is much more flexible (and 
therefore less costly per produced piece) 
than the same space cut up into small 
sections by either walls or supports.

Disadvantages of a New Plant

 Compared to the advantages, the list of 
disadvantages of acquiring a new plant is 
much shorter, but weighty.

FINANCIAL IMPACT. At least in the short term, 
there will be a substantial financial outlay 
to acquire a new plant, whether you choose 
to own or to rent it. The cost of moving the 
equipment that will be utilized in the new 

A financially well-designed plant 
should cost less to occupy (per piece 
produced) than an old one. Cubic 
square footage that is efficiently uti-
lized is much less expensive than a 
low-ceilinged, sprawling footprint.
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location, and the cost of replacing what will 
no longer be used and/or supplementing the 
current equipment, is quite substantial. This 
is true regardless of your company size, 
because it is relative to your volume.
 Design costs are a critical aspect of mak-
ing the plant pay for itself. Extensive per-
mits are necessary, regardless of ownership, 
as is compliance with new regulations from 
which you may have been exempt in the old 
location due to grandfather clauses. Some 
of these new regulations are anticipated, 
and some are surprises.
 A recent example was the requirement 
of installation of “visually impaired” bum-
per strips that had to be installed around the 
building and drive-thru to prevent the dis-
abled from walking into customer traffic. A 
standard panel of the bright yellow “bumps” 
(perhaps 2 by 3 feet) cost in excess of $100 

each, and a large number of them was 
required to cover the mandated space.
 Even with extensive and detailed cost 
estimates, experience shows that owners are 
always surprised by the costs and usually 
greatly underestimate the financial impact 
of a move.

DISRUPTION. A plant move is extremely 
disruptive of operations, if only for the 
duration of the actual plant move itself.

DIVERSION OF FOCUS. Even without major 
new projects, running a profitable cleaning 
company is a full-time job. Adding a major 
new project, especially one as extensive as a 
new plant, always requires significant atten-
tion, and a new plant project goes on for a 
relatively long time.
 The amount of detail required and 

▲
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the amount of contemplation, planning and 
input from the owner and managers usually 
results in slippage in current operations, 
so beware and plan to avoid the negative 
impact. This may indicate that a temporary 

project manager is in order to minimize the 
operational impact. Momentum in the cur-
rent operation is probably the reason for the 
new plant, so the last thing you want (or can 
afford) is for that momentum to fade.

TENDENCY TO NEGLECT THE CURRENT PLANT. 
Delaying maintenance on the current plant 

is often justified because the “new plant is 
coming online.” This is a fallacy because 
the new plant, although immediate in your 
mind, is a future occurrence. Meanwhile, 
efficiency in the old plant is critical to mak-
ing a profit and delivering your promise to 
your customers. Broken or malfunctioning 
equipment is costly in added labor.
 Before making your decision whether 
you need a new plant to accommodate your 
growth and other requirements, carefully 
consider if you can replicate the advantages 
of a new plant in your current location with 
strategic and judicious improvements and 
redesign.   O

Diana Vollmer is managing director at Methods 
for Management (MfM) Inc., which has served the 
drycleaning and laundry industries with affordable 
management expertise for improved profitability 
since 1953. For assistance with plant decisions or 
budgets, Vollmer can be reached at dvollmer@
mfmi.com, 415-577-6544.

Compared to the advantages, the 
list of disadvantages of acquiring 
a new plant is much shorter, but 
weighty.

(Photo: © iStockphoto/mwellis)
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Another year in the books, and 
opportunity lies ahead. Instead of 

lamenting the “business climate” or 
the “pie getting smaller,” take the time 
to examine where you are and where 
you want to go in 2014.
 Far too many owner/operators cling 
to poor-performing parts of their busi-
ness plan. One is an approach to stain 
removal that contains only one or two 
chemical tools. Would you trust an 
auto repair shop that only owned 

one screwdriver and one 
pair of pliers?
 Moving beyond surviving 
week to week to prosper-
ing for the coming year will 
require moving beyond imi-
tating your competition’s ad-
vertising strategy. There is a 
technical side to the cleaning 
industry. Let us take a look 

at the minimum standards for effective 
cleaning in a successful drycleaning 
operation.

YOU CANNOT CLEAN CLOTHES IN DIRTY 
SOLVENT. The problem comes when 
solvent degradation occurs in conjunc-
tion with cost-cutting. In an attempt to 
reduce overhead, solvent levels in the 
base tanks are reduced. The amount 
of NVR is concentrated in this lower 
volume of solvent.
 Owners increase the period be-

tween filter changes, postpone spin-
ning disks, reduce the amount of filter 
powder, and eliminate drycleaning 
detergent. This detergent is necessary 
to reduce static, handle moisture, and 
condition fibers; it is not optional. 
These reductions further increase the 
ratio of NVR to solvent.
 The strainer on the solvent pump 
is cleaned less often. This reduces 
the flow of solvent to the wheel, re-
sulting in less solvent exposure to the 
garments.
 The color of your solvent in any 
base tank should be no darker than the 
amber color of beer. It should take, 
absolutely, no longer than 90 seconds 
to fill the wheel from empty to over-
flow (60 seconds is much better). Poor 
solvent maintenance will lead to poor 
cleaning and stain removal. Items 
could even be in worse condition af-
ter processing, with redeposition and 
streaks. If your solvent is darker than 
beer and/or it takes longer than 90 
seconds to fill the wheel, don’t hesi-
tate—take action now.

NOT ENOUGH CHEMICAL TOOLS. I continue 
to been amazed, but saddened, that 
“professional” cleaners have only one 
or two chemical tools in their plant. 
Far too many “sorry” tags are used as 
a crutch.
 I have repeatedly pointed out 

SpOTT ING T IpS
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that stains break down under different 
approaches. Using a POG on a water-
soluble stain will have only limited results. 
Pre-mixed chemical tools, specifically 
formulated for plant stains (tannin) and 
animal stains (protein), can be purchased 
at a minimal cost. The most efficient way 
to remove a stain is with the chemical tool 
formulated specifically for that stain.
 Even a reliable POG will need a little 
help on things like acrylic nail polish. Add-
ing amyl acetate to any POG will enhance 
the removal of a chemically soluble stain. 
Removing an insoluble stain (carbon) re-
quires lubrication and increased mechanical 
action. This lubrication can be provided by 
a good “Oily” Type Paint Remover.

EXCELLENT SUPPLEMENT. Wet cleaning is 
an excellent supplement to dry cleaning. 
The chemistry has been refined to a high 
level of efficiency, with a limited amount 
of risk.
 The dedicated equipment available 
allows for productivity that rivals dry 
cleaning on up to 80% of items coming 
into your cleaners. But, by controlling wa-
ter temperature, detergent pH, mechanical 
action and the drying process, wet clean-
ing can even be done in a 5-gallon bucket. 
Wetcleaning detergents and surfactants 
allow the cleaner to safely handle those 
undesirable stains and large water-soluble 
stains, even in a home washer. If you are 
not using wet cleaning to some degree, 
you are doing yourself a disservice.

KNOWLEDGE IS POWER. I have found that too 
many cleaners possess little knowledge of 
fibers, fabrics, dyes, trim and construction. 
The attitude of “scoop up the garments, 
stuff the wheel and push the button” is 

standard in many plants. This presents 
a greater risk of a claim than is prudent. 
Taking advantage of training offered lo-
cally by an industry association is much 
more cost-effective. Formal training of 
cleaners, spotters, finishers and customer 
service representatives will reduce the risk 
of claims and enhance the quality of the 
finished garment returned to the customer. 
A professional must know more about 
the subject of cleaning garments than the 
customer does.
 We refer to our business operations 
as a drycleaning system. A system is an 
inter-related group of processes working 
together to achieve an objective. Any re-
duction in the effectiveness of one of these 
processes negatively impacts the outcome.
 Proper solvent maintenance produces 
clean garments. Using the chemical tool 
specifically formulated to remove the stain 
produces faster, safer, more cost-effective 
removal. Using the chemical system de-
signed for wet cleaning allows greater 
flexibility in removing water-soluble 
stains. Employee training reduces potential 
claims and adds consistent quality.
 It is not a single point that increases 
success. It is the little things that add up to 
prosperity.
 There is no better time than now to 
make your business a destination. The in-
vestment is in attitude and time, not mon-
ey. Replace old, stagnant habits with new 
ones that add stability and profitability to 
your business model.   O

Martin L. Young Jr. has been an industry consultant 
and trainer for almost 20 years, and a member 
of various stakeholder groups on environmental 
issues. He grew up in his parents’ plant in Con-
cord, N.C., Young Cleaners, which he operates to 
this day. Contact him by phone at 704-786-3011, 
e-mail mayoung@vnet.net.
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I like to start each of my columns 
with a pithy saying. This one comes 

from a focus group I conducted recent-
ly. I had asked how one can provide 
excellent customer service and one 
of the group members offered this 
wonderful statement:
 “Acknowledge your mistakes. 
Everyone makes mistakes, and it’s 
OK to make a mistake. But if you 
make the same mistake over and over, 

it’s a habit.”
 That got me thinking 
about habits. First off, not all 
habits are bad. Remember-
ing to call the customer by 
name is a habit. Thanking a 
customer for his/her business 
is a habit. Asking about spots 
and stains is a habit. Smiling, 
being pleasant, well groomed, 

in uniform…they are all habits.
 How did we get good habits? Easy. 
Someone told us we were doing the 
right thing. And then we did it over 
and over again.
 I have a great example of a custom-
er transaction that was all about habit. 
The shopper had come to the cleaners 
to pick up his clothing but an item was 
not ready. I’ll let the shopper take the 
story from here.
 Laura greeted me by saying, 
“Good morning. Your name?” As 
soon as I told Laura my name, she 

started to find my items. She informed 
me that only one item was ready. “I’m 
sorry, Ken,” she said. She explained 
that they had to launder the other item 
again, and that it will be ready tomor-
row after 3.
 When I returned the next day, in 
the morning, Laura said, “Ken, how 
are you today?” I was impressed that 
she remembered my name.
 She said, “Everything is ready to 
go this time. You won’t be needing to 
make another trip.”
 She was very upbeat and friendly 
the whole time. Her positive attitude 
and friendly approach made what 
could have been a bad situation OK.
 Mistakes happen. It is how the CSR 
handles these mistakes that make all 
the difference in the world. Laura is 
excellent. 
 On the flip side, I have seen cus-
tomer service problems that could 
have been resolved simply with 
prompt communication. While no one 
wants to be the bearer of bad news, it’s 
a bad habit to avoid any confrontation 
with customers. In the next two events, 
if the CSR had done what they said 
they would do, both might have been 
great customer service experiences. 
 In the first instance, a shopper 
dropped off a blanket for cleaning. 
When he returned the next day, the 
counter person couldn’t locate the 
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▲

blanket. Eventually it was found, but it 
hadn’t been cleaned. The shopper was 
told to come back the next day, and the 
blanket would be ready. When the shop-
per returned the following day, the blanket 
still wasn’t ready. Here’s what the shopper 
wrote:
 Jordan looked for the blanket for quite 
a while and finally looked in the bin of 
blankets. He returned to the register, 
apologized for the inconvenience and 
promised it would be ready 11 a.m. tomor-
row, because he would clean it himself. He 
also said that he would compensate me for 
the trouble. I left the store.
 On the next day, Sunday, Beth was 
standing at the register when I walked in 
the store. She greeted me with, “How are 
you? How may I help you?” I told Beth 

that I was there to pick up my blanket. She 
asked for my last name, then asked for 
my first name. She typed something in the 
computer, turned around and picked up my 
blanket off the ground in the left corner. 
She brought it over and rested it on the 
bottom of the clothes rack.
 I unzipped the blanket bag and took a 
brief look, without taking the blanket out. I 
said thanks and Beth said, “Thanks, have 
a nice day.” Even though Jordan said I 
would be, I was not compensated for my 
multiple visits to the store.
 In case you lost count, the shopper 
visited the store four times to pick up his 
blanket. And the CSR at the final pickup 
didn’t know anything about it. 
 The second instance involved a case 
where a CSR had attributed a shopper’s 
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debit card number to another customer 
with a similar name. The shopper falsely 
believed her identity was stolen. She was 
told that she would be contacted by the 
business manager to straighten out the 
situation. The store manager did not call 
the customer as she had promised. The 
business manager was not told of the situ-
ation, and you can guess the rest of the 
story. Here is the final text we received 
from the shopper after we asked her what 
has transpired.  
 It is still ongoing. Don’t really want 
money from them. Had to cancel our debit 
card and order a new one. Their business 
manager still has not contacted me, and 
they will not give me her number. Will be 
reporting this to the BBB (Better Business 
Bureau) at my bank’s suggestion.
  If you thought this was the end, wait 
… there is more! The owner became in-
volved. Here is my e-mail communication 
with the owner in which I asked about call-
ing the shopper:
 “She thanked me for the phone call and 

for the apology for all of the hassle (de-
spite the fact it was all brought on by her-
self). I also apologized for the fact that my 
business manager did not get right back to 
her, but as I mentioned yesterday my AD 
manager failed to convey it to the business 
manager on Monday when she saw her (I 
have since sent a note to not wait on cus-
tomer issues but rather make a phone call 
or send an e-mail immediately) and then 
the business manager was out yesterday 
and today with bronchitis.
 Reading this has probably made you 
tired and cranky. Pity the poor customers. 
A good habit to reinforce is to “overcom-
municate” with your customers when 
issues arise. If you don’t, they will always 
fill in the blanks with the worst possible 
scenario. And no one wins.   O
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Carolyn B. Nankervis is president of MarketWise 
Consulting Group, Appleton, Wis. A former direc-
tor of marketing, sports writer, radio announcer 
and TV producer, she is a frequent speaker on 
customer service and marketing topics. She can 
be reached at carolyn.nankervis@marketwi.com, 
920-735-4970.
 

I have seen customer service 
problems that could have 
been resolved simply with 
prompt communication. While 
no one wants to be the bearer 
of bad news, it’s a bad habit 
to avoid any confrontation 
with customers.

(Photo: © iStockphoto/elenaleonova)
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Most dry cleaners wonder if they 
are paying too much in taxes. 

Few are willing to study the tax codes 
or the changes that come out every 
year, so most rely on accountants. But 
what happens if your accountant is too 
conservative or uninformed? Here are 
answers to some common questions 
that should provide food for thought 
for the current tax season:

Q: What is this talk about a 
home office deduction?
 The home office deduc-
tion has been around for 35 
years, but the recent expan-
sion in the interpretation has 
made it an attractive write-off 
for small-businesspeople. In 
previous years, the home of-
fice had to be your principal 

place of business. Now the IRS allows 
a home office deduction for a busi-
ness owner who conducts substantial 
administrative activities at home, even 
if he/she has an office at a separate 
work location. In other words, the dry 
cleaner who works out of a business 
location, but uses a room at home to 
do paperwork, can now deduct those 
proportionate costs of that room, if he/
she complies with the following:

 •  Must use that room exclusively 
and regularly for work.

 •  Must do the majority of paper-
work in the home office.

 The deduction allows the owner 
to deduct all direct and proportionate 
expenses associated with the home 
office space. If 20% of house space 
is devoted to the home office, then 
the owner can deduct 20% of the 
mortgage, repair bills, upkeep, insur-
ance, utilities, and depreciation on the 
property. These days, with an average 
house costing $300,000, it would not 
be hard to come up with a substantial 
home expense.
 If it costs $25,000 to maintain your 
home (including depreciation), and 
you use 15% of the space for a home 
office, then you will wind up with a 
$3,750 home office deduction. Your 
business profits will be reduced by 
$3,750, and your company will save a 
minimum of $1,350 in taxes.
 Furthermore, if you have a home 
office and store material or equip-
ment in a garage or basement, you can 
include that space in your deduction 
even if the space isn’t used exclusively 
and regularly for your business. You 
can also deduct all mileage from home 
office to workplace, at 55 cents per 
mile. Make four trips a day at 5 miles 
a trip five days a week, and that’s 
5,200 miles, or a $2,860 deduction. 
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Those are added features of the expanded 
ruling.

Q: What if I’ve never taken a home office 
deduction before?
 With the changing business environ-
ment, many small-businesspeople who 
have never taken the home office deduc-
tion now do so. It is no longer the red flag 
it used to be. Consult with your accoun-
tant. Change a guest bedroom into a home 
office. Rearrange your daily schedule to do 
all paperwork at home. Make sure you can 
justify the home-office usage.

Q: What are the tax implications of filing 
as a Schedule C proprietorship, Subchap-
ter S, or a C corporation?
 A Schedule C—sole proprietor taxes 
everything that is left from expenses as in-

come. A Subchapter S corporation allows 
all profit, loss and credits to flow through 
to the shareholders. A C corporation is 
taxed at a different rate (less than $50,000 
profit at 15%, $50,000 to $75,000 at 25%, 
$75,000 to $100,000 at 34%, more than 

$100,000 at 39%), after your salary is de-
ducted as an expense. Otherwise, they all 
follow a revenue minus expenses equals 
profit formula. So it is strictly a numbers 
cruncher calculation—where will you pay 
the least taxes? Generally, unless you’re 
earning in excess of $75,000 profit, the tax 
differences will be minimal. ▲

The home office deduction “is no 
longer the red flag it used to be.”
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 Both the C corporation and the Sub-
chapter S offer more protection against 
liability. That’s the main reason owners 
choose to incorporate. The disadvantage is 
extra paperwork and cost. One alternative 
is to remain a Schedule C sole proprietor-
ship and purchase liability insurance.

Q: Should I take full use of my Section 
179?
 Section 179 allows the dry cleaner to 
deduct in full up to $250,000 of capital 
purchases for a tax year. Otherwise, the 
cost of the equipment would be depreci-
ated over five to 10 years.
 If you’ve spent $100,000 to upgrade 
equipment and your profits are higher than 

they usually are, you might expense 
the full $100,000 as a Section 179 
expense. If you expect the next sev-
eral years to earn substantial profits, 
you might depreciate over time. It is 
a guess of what future profits will be 
compared to this year’s results.

Q: What effect is there if I have to 
pay my own health insurance?
     If you are incorporated, your full 
health insurance is deducted from 
revenue. If a proprietorship or partner-
ship, you can deduct 100% of the cost 
of health insurance from income on 
your 1040.
     One way a sole proprietor (Sched-
ule C filer) can receive the full 
write-off benefit now is to employ his 
spouse, pay her a small salary ($50 a 
week), and grant her health insurance 
as a benefit. Because she is entitled 
to family coverage (Code 213), her 
health insurance includes you and the 
children.

Q: How much will the changes in Social 
Security affect me, what with Medicare 
going up to 3.8% and the Social Security 
reduction ending?
 Since the temporary payroll cut has 
been eliminated, you can expect to have 
2% more Social Security withdrawn from 
your paycheck. Or, if you’re self-employed, 
your Social Security/Medicare burden will 
go from 13.3% to 15.3%. As for Medicare 
increasing to 3.8%, that’s only for single 
taxpayers earning more than $400,000 
(married, more than $450,000).

Q: Will the new 20% capital gains affect 
me if I sell stock?
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 It’s still 15% for most of us. The 20% 
capital gains is only for those earning more 
than $400,000, including stock gain. But if 
you sell your business this year, you will 
most likely pay a higher capital gains tax.

Q: Is it really necessary to send in esti-
mates?
 Our tax system is set up for employed 
workers to have a portion of their weekly 
paycheck taken out every week and de-
posited in a tax fund. But the system is not 
set up to do that for business owners. So, 
business owners must send in quarterly or 
monthly estimates to cover their expected 
profit tax liability. 
 If enough isn’t put into the system, the 
IRS penalizes you with a surcharge. Gen-
erally, it might run 8% of what you owe. 
But the bigger problem is getting behind, 
and not being able to catch up. So it is 
vitally important to anticipate your profits 
and pay the appropriate taxes in the form 
of estimates.

Q: What happens if the IRS catches me 
cheating?

 You are committing fraud, and could 
go to jail. As a general rule, if you are au-
dited and found that you have overstated 
expenses, you will be required to make up 
the difference plus pay penalty and inter-
est. But if you are found to have under- 
reported income, this is a clear statement 
that you are trying to defraud the govern-
ment. You could face serious consequenc-
es, even jail time. Having insufficient 
records is not an excuse.
 You must keep track of all inflow and 
outflow. Under-reporting skews figures 
and waves a red flag. My advice is to keep 
records, maintain honest figures, and sleep 
well at night.   O

Information in this article is provided for education-
al and reference purposes only. It is not intended 
to provide specific advice or individual recom-
mendations. Consult an attorney or tax adviser for 
advice regarding your particular situation.

Howard Scott is a longtime industry writer and 
drycleaning consultant, and an H&R Block tax 
preparer specializing in small businesses. He wel-
comes questions and comments, and can be 
reached by writing Howard Scott, Dancing Hill, 
Pembroke, MA 02359, by calling 781-293-9027 or 
via e-mail at dancinghill@gmail.com.
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Today’s fast-paced world places 
heavy demands on your time. Man-

aging your personal finances is one more 
brick in that heavy load. That’s why 
many business owners and professionals 
look to a financial adviser for guidance.
 Financial advisers, like people in 
general, come in all shapes and sizes. In 
many companies, people we used to call 
stockbrokers are now called financial 
consultants, or some other euphemistic 

term. If you’re getting financial 
advice from an employee of a 
stock brokerage, you need to 
keep yourself keenly aware that 
your adviser receives a com-
mission based on your trading 
activity.
 For most investors who 
feel the need for financial guid-

ance, a better choice may be a Certified 
Financial Planner (CFP). Professional 
financial planners have no incentive to 
get you to do a lot of buying and selling. 
They charge an annual fee based on the 
size of your investment portfolio, typi-
cally 1% to 1.5%. For that flat fee, their 
job is simply to manage your invest-
ments in a way that will bring you the 
best possible return.
 Presumably, a full-time financial 
professional will make sound invest-
ment decisions. Still, that charge of up to 
1.5%, especially if the planner is putting 
all or most of your money into mutual 

funds, which have an annual fee of their 
own, could cause your investing costs to 
eat up much of a good return.
 These are a few of the reasons why 
I believe most investors are better ad-
vised to take the time to learn the basics 
of financial management so that they 
can make their own financial decisions. 
While you may never achieve the level 
of knowledge of a full-time professional, 
no one is going to be as concerned about 
your money as you are.
 If you still feel the need to look to 
someone else to help with your invest-
ments, you should be aware of some of 
the signs that the advice you’re getting is 
not in your best interests.

WHAT KIND OF LIFE INSURANCE DO YOU 
HAVE? For example, if your adviser is in 
the insurance business and tries to sell 
you a whole life insurance policy, you 
may need a different adviser. In most 
cases, your best bet would be simple 
term insurance, at a cost of as much as 
80% less than whole life. If your adviser 
tells you that a life insurance policy with 
a cash value is a sound financial invest-
ment, I believe that you need a new 
adviser. In such a case, be sure to get a 
second opinion from a professional who 
is not in the insurance business.

WATCH THOSE RETIREMENT ACCOUNTS. 
If you have a tax-deferred retirement 
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account, don’t let anyone tell you to put tax-
favored instruments such as municipal bonds 
in it. Since everything in conventional IRAs, 
and 401(k) accounts is tax-deferred (you 
owe no taxes until you begin withdrawals 
after retirement), it makes no sense to buy 
tax-favored instruments into such an account. 
This is where you want investments likely 
to generate large returns where they will be 
sheltered from taxes until you retire.

ALL MUTUAL FUNDS AREN’T ALIKE. B-class 
shares in a fund carry a deferred sales charge. 
While it may have sounded tempting when 
your adviser told you that you pay no sales 
fee when you buy such a fund, you’ll be hit 
with as much as a 5% deferred sales charge 
when you sell it.
 If you sell the fund within the first year, 
you’ll pay as much as 5% of the funds value. 
Sell it in the second year and the fee may be 
4%, and so on until the sales charge runs out, 
typically about five years. When you pile a 
hefty annual management fee on top of these 
charges, it will be difficult for you to make 
out well, but the person who sold you the 
funds will be doing just fine.

SAVING FOR COLLEGE? We all want our chil-
dren to have the benefit of a college educa-
tion, that’s why the new college savings 
plans are so popular. Whether you should 
be saving for your kids’ college depends 
on your overall financial situation. Maxing 
out all of your retirement account deposits 
should be your first goal. It doesn’t take 
much imagination to realize that if you 
haven’t provided adequate income for your-
self in retirement, you’ll be a burden on your 
children, probably for the rest of your life.
 Even if you depend on an adviser to help 
with your finances, your only sure protection 
is a working knowledge of personal financial 
management. Once you develop that knowl-
edge, why pay someone else to look after 
your money?   O

Information in this article is provided for educational 
and reference purposes only. It is not intended to 
provide specific advice or individual recommenda-
tions. Consult an accountant or tax adviser for 
advice regarding your particular situation.
 
Bill Lynott is a freelance writer whose work appears 
in leading trade publications and newspapers, as 
well as consumer magazines including Reader’s 
Digest and Family Circle. Visit his website at www.
blynott.com or e-mail blynott@comcast.net.
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Upcoming EvEnts

 
Jan. 16-19 Drycleaning & Laundry Insti-
tute and National Cleaners Association Five-
Star Brainstorming winter conference. To be 
held in Cancun, Mexico. Call 800-638-2627 
(DLI) or 800-888-1622 (NCA).

Feb. 9-10 Independent Textile Rental As-
sociation (ITRA) 2014 Mid Year Training 
Conference. To be held in Kansas City, Mo. 
Call 706-637-6552.

April 25-27 Southwest Drycleaners As-
sociation Cleaners Showcase Trade Show. 
To be held in Fort Worth, Texas. Call 512-
873-8195.

April 30-May 3 Textile Care Allied Trades 
Association Annual Management and Edu-
cational Conference. To be held in Naples, 
Fla. Call 973-244-1790 to learn more.

May 14-15 Coin Laundry Association Ex-
cellence in Laundry Conference. To be held 
in Key Largo, Fla. Call 630-953-7920.

June 20-22 South Eastern Fabricare As-
sociation Southern Drycleaners and Laun-
derers Show. To be held in Jacksonville, Fla. 
Call 877-707-7332.

August 22-24 California Cleaners As-
sociation Fabricare 2014 trade show and 
convention. To be held in Long Beach, Calif. 
Call 916-239-4070.

Oct. 3-6 EXPOdetergo International.
To be held in Milan, Italy. Visit www.expo 
detergo.com.

Oct. 18-19, 2014 Pennsylvania and Del-
aware Cleaners Association Drycleaning & 
Laundry EXPO. To be held in Atlantic City, 
N.J. Call 215-830-8495.   O

calEndar

Post notices of your organization’s 
events on AmericanDrycleaner.com

sda releases 
lineup of cleaners 
showcase speakers

The Southwest Drycleaners As-
sociation (SDA) has released its 

lineup of educational content for its 
Cleaners Showcase, scheduled for 
April 25-27 at the Fort Worth (Texas) 
Convention Center.
 On the April 26 agenda are 
Mary Scalco, Drycleaning & Laun-
dry Institute, DLI Updates and 
National Industry Developments; 
Doug Ewert, Men’s Warehouse, 
Fashion Trends and the Outlook of 
the Clothing Industry; Brian Wal-
lace, Coin Laundry Association, 
National Trends and Opportuni-
ties; and Trudy Adams, Cleaner’s 
Supply, Proven Customer Service 
Practices.
 The April 27 agenda includes 
James Peuster, The Route Pro, 
Competing and Winning in the De-
livery Marketplace; David Heath, 
Texas Coin Laundry Association, 
Marketing on a Budget; and Chad 
Barton, How to Become the ‘Most 
Liked Cleaners in Your Market.
 “We are pleased to present the 
most comprehensive member edu-
cation sequence in my memory,” 
says SDA President Mike Nesbit.
 For more show information, 
visit www.sda-dryclean.com.   O
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Basic Spotting 101. NCA course, to be held Jan. 12 in Bronx, N.Y. Call 212-
967-3002 or e-mail ncaiclean@aol.com.

Avoiding Claims: What You Need to Know About Fabrics & Stain Re-
moval. NCA course, to be held Feb. 9 in Hartford, Conn. Call 212-967-3002 or 
e-mail ncaiclean@aol.com.

Basic Pressing & Finishing. NCA course, to be held Feb. 22-23 in Bronx, 
N.Y. Call 212-967-3002 or e-mail ncaiclean@aol.com.

DEC Certification. Two-day NCA course, to be held Feb. 22 and March 1 at 
a location to be announced. Call 212-967-3002 or e-mail ncaiclean@aol.com.

Introduction to Drycleaning. DLI course, to be held Feb. 24-28 in Laurel, 
Md. Call 800-638-2627 or visit www.dlionline.org.

Advanced Drycleaning. DLI course, to be held March 3-14 in Laurel, Md. Call 
800-638-2627 or visit www.dlionline.org.

Radical Drycleaning/Stain Removal. NCA course, to be held March 10-14 
in Northvale, N.J. Call 212-967-3002 or e-mail ncaiclean@aol.com.

Advanced Stain Removal and Intensive Bleaching. NCA course, to be 
held March 23 in Bronx, N.Y. Call 212-967-3002 or e-mail ncaiclean@aol.com.

DEC Certification. Two-day NCA course, to be held March 23 and March 30 
in Nanuet, N.Y. Call 212-967-3002 or e-mail ncaiclean@aol.com.   O
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DLI, Methods for 
Management forge new 
cleaners peer group
Small-business consultancy Methods 
for Management (MfM) has teamed 
with the Drycleaning & Laundry In-
stitute (DLI) to form a new peer group 
for dry cleaners across the United 
States and Canada.
 The peer group met for the first 
time recently at Tower Cleaners in 
Kansas City, Mo. Owners Larry Ross 
and Dale Berlau invited the group to 
tour their plant, and MfM Managing 
Director Diana Vollmer led the group 
through a plant critique.
 The group then discussed their ex-

perience of the plant tour and noted 
what procedures worked well for pro-
ductivity.
 Other activities during the peer 
meeting included a presentation by 
Vollmer titled Emerge from This 
Economy More Profitable Than Ever, 
in which she discussed best practices 
dry cleaners can make in a cutback 
economy, and a “Best Ideas” round-
table, during which attendees shared 
the most “innovative and successful 
change” they made to their business in 
the past quarter, MfM reports.
 The group also visited Halls De-
partment Store at the Country Club 
Plaza to experience how dry cleaners 
partner with specialty retailers.
    Attendees included Russ Baich and 

Shanna Soehn of Clas-
sic Cleaners in Red 
Deer, Alberta; Morgan 
McGhie of David’s 
Drycleaners in Sa-
vannah, Ga.; Nimesh 
Vakhar ia  of  Grea t 
American Cleaners in 
El Cerrito, Calif.; Don 
Saccol of Monarch 
Cleaners in Altoona, 
Pa.; Neal Thuente of 
Victoria Cleaners in 
Des Moines, Iowa; and 
Jeff Rehr of VIP Clean-
ers in St. Louis, Mo.
    “Attending the DLI/
MfM Bureau Meeting 
gave me much need-

arounD the  InDustry
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Methods for Management and the Drycleaning & Laundry 
Institute’s new peer group recently met for the first time in 
Kansas City, Mo., for a plant tour and to discuss best industry 
practices.

0114adc_p54-57.FINAL.indd   54 12/18/13   5:56 PM



www.americandrycleaner.com American Drycleaner, January 2014  55

ed insight into my personal drycleaning 
business and the drycleaning industry as 
a whole,” says McGhie. “I walked away 
with a new sense of focus and thought pro-
cess of how to approach and improve our 
operations. I have already implemented a 
few new changes with great results. We 
are looking forward to the next meeting.”
 MfM/DLI peer group meetings for 
2014 will be:
     •  Jan. 6-7, hosted by Great American 

Cleaners in El Cerrito, Calif.
     •  April 10-11, hosted by VIP Cleaners 

in St. Louis, Mo.
 •  July 10-11, hosted by Classic Clean-

ers in Red Deer, Alberta.
 •  Oct. 9-10, hosted by Victoria Clean-

ers in Des Moines, Iowa.

J’s Tailor & Cleaners 
boosts online presence
In an effort to boost its local online pres-
ence, Dallas-based J’s Tailor & Cleaners 
has forged a partnership with BizIQ, a 
web optimization firm specializing in lo-
cal search engine marketing, the company 
reports.
 The partnership will allow J’s Tailor & 
Cleaners to improve its online search vis-
ibility and create an extensive virtual pres-
ence for customers seeking drycleaning 
and tailoring services online in the local 
area, the company says.
 Through BizIQ’s services, J’s Tailor & 
Cleaners adds that it will offer optimized 
web content and a “robust new website in-
terface,” as well as “offer users a recurring 
source of relevant information through its 
blog.”
 “Our decades of experience as a high-

quality, professional drycleaning and tailor 
service has taken our business further than 
we ever thought possible,” says Jay Ahn, 
owner of J’s Tailor & Cleaners. “Now, it’s 
time to take the next step in sustaining our 
business. We’re recreating and refining our 
web presence in order to reach more cus-
tomers in our service area.”
 J’s Tailor & Cleaners has been provid-
ing drycleaning and alteration services in 
the greater Dallas area since 1991, the 
company says, specializing in providing 
pickup and delivery dry cleaning, tailoring 
and alterations, as well as stain removal 
and washing services.

New French perc 
regulations focus 
for Jet Expo show
Adapting to French regulations requiring 
perchloroethylene (perc) phase-out in ur-
ban areas was the focus for the recently 
wrapped Jet Expo show, according to the 
International Committee of Textile Care 
(CINET), one of the show’s partners.
 “With the French regulations on the 
horizon, Jet Expo focused wholly on al-
ternative cleaning systems this year,” says 
CINET. “Wet cleaning was amongst the 
most encountered alternatives at the Jet 
Expo, especially because in France it is 
subsidized by Aquabonus.”
 Companies such as Electrolux, Miele, 
Concord Textile, Seitz and Text’Eau all 
featured demonstrations of wetcleaning 
systems and finishing processes, adds 
CINET.
 Two new solvents, KTex and Arca-
clean, were also highlighted during 
the show. Produced by Bardahl and 

▲
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marketed by French distributor Romera, 
KTex is a halogen-free solvent, says 
CINET, and can be used in Class AIII ma-
chines. Regarding Arcaclean, CINET says, 
“[it] will be introduced into the market 
early next year in the Ilsa C2 machine.”
 Both solvents are currently tested and 
certified by the French research institute 
CTTN, the organization adds.
 The shift in focus toward alternative 
cleaning methods is a result of the new 
French regulation, Arret 2345, which calls 
for the phase-out of perc in urban areas, 
according to CINET.
 “Where located in these areas, perc 
cleaning machines will have to be replaced 
with other cleaning systems before 2022,” 
says CINET. “Dry cleaners will also have 
to meet the concentration limit of 1,250 
µg/m3, which will eventually be lowered 
to 250 µg/m3.”

Supplier EJ Thomas 
consolidates warehouses 
into Ohio facility
Full-line drycleaning supplier EJ Thomas 
has consolidated its warehousing opera-
tions, the company reports. In spring 2013, 
the distributor moved its Indianapolis op-
eration into a new 35,000-square-foot fa-
cility in Fairfield, Ohio, which also serves 
the company’s Cincinnati and Louisville 
markets.
 Company President Randy Zimmerman 
explains that customers see improved ser-
vice and have a larger variety of products 
to serve them from the combined ware-
house.
 “By combining the two warehouses, we 
are better able to concentrate our resources 

in our inventory as well as delivery and 
customer service functions,” Zimmerman 
says. “It allows us to stock a much wider 
variety of products, while simultaneously 
reducing back orders and other operational 
issues. Additionally, EJ Thomas continues 
to deliver into the Indianapolis area daily.”

MW Cleaners shows 
customer appreciation 
through shirt giveaway
MW Cleaners, a chain of 35 dry clean-
ers in the Houston area, has given away 
32,000 vouchers for free shirts as part of 
its customer appreciation program called 
“The Shirt Off Our Back,” the company 
reports. 
 “We’ve had a huge response,” says 
MW Cleaners President Michael Nesbit. 
“It’s a big deal.” 
 Shirt volume at MW Cleaners is up 
about 17% since the program began, he 
adds.
 The program, which started last Janu-
ary, offers customers who launder a shirt 
20 times at MW Cleaners a $50 gift cer-

EJ Thomas’ consolidated warehouse 
in Fairfield, Ohio, serves the supplier’s 
Indianapolis, Cincinnati and Louisville 
markets. 
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tificate for a free shirt or other merchan-
dise from retailer The Men’s Wearhouse, 
of which MW Cleaners is a division, the 
company says.
 MW Cleaners plans to continue the 
free-shirt program. But if the company 
decides to discontinue the program, it will 
allow everyone already participating at 
least an additional year to meet their next 
20 shirts to receive a voucher, Nesbit says.
 A valid e-mail address is the only re-
quirement for participation, and there is 
no registration or fee required other than 
the cost of cleaning shirts, according to 
the company. The $50 voucher makes the 
cleaning costs virtually free, says Nesbit.
 “Many people ask how we are able 
to do this,” he says. “It is because of our 
business relationship with The Men’s 
Wearhouse.”

Maryland ZIPS store 
still ‘best’ in its county, 
magazine reports
ZIPS Dry Cleaners in Columbia, Md., 
was recently named the best dry cleaner in 
Howard County for the third consecutive 
year, the company reports.
 Published annually by Howard Maga-
zine, the “Best of Howard County” contest 
invites readers to nominate their favorite 
businesses and community members, says 
ZIPS Dry Cleaners.
 “It feels great to be listed along with 
some of the top businesses in the region,” 
says store owner John Rusnak. “We have 
a wonderful staff and our customers trust 
us to take care of an important element of 
their day-to-day lives. We love what we 
do.” 

New model for brand:  
‘bizzieboxes’ now central  
focus, stand-alone option
Based on feedback from the marketplace 
as well as customers, the drycleaning con-
cept bizzie is introducing a new model 
based solely on locker-based delivery for 
dry cleaning and laundry.
 “After talking to literally dozens and 
dozens of established dry cleaners, it was 
apparent that there is substantial demand 
for adding lockers as a supplement to ex-
isting business lines,” says Greg Longe, 
bizzie president. “Every single prospect we 
talked to saw the value and opportunity in 
the concept. Many of those were already 
well-established in their route business and 
didn’t want to introduce a new brand name 
in their marketplace.”
 As a result, the franchisor is now of-
fering the option of adding lockers as 
a stand-alone option, as well as adding 
route service, where desired, as part of the 
1-800-DryClean brand.
 “What we learned was that the 
1-800-DryClean brand had substantial val-
ue and name recognition across America,” 
Longe says. “Our goal is to build the dry-
cleaning industry from the inside out, and 
offering efficient options just made the 
most sense.
 “We are moving forward with promo-
tion of the ‘bizziebox’ along with an es-
tablished and proven concept for routes, 
which gives progressive dry cleaners the 
ability to add one or both components to 
their business,” says Longe. “And we have 
created the option of providing financing 
for those business owners who need the 
assistance.”  O
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COMPUTER SOFTWARE
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2014 RATES: One- to five-time rate: $2.00 per 

word, boldface $2.10 per word. Minimum charge: 

$25.00 per ad. Call or write for our three- and 

12-time rates. If box number is used, add cost of 

5 words. Display classified rates are available on 

request. All major credit cards are accepted. 

PAYMENT FOR CLASSIFIED ADS: Must 

accompany order. DEADLINE: Ads must be 

received by the 1st of the preceding month. For 

example, for a June ad, the closing date is May 1st. 

AMERICAN DRYCLEANER BOX NUMBERS: 

Most ads contain a phone number, street address 

or a U.S. Post Offi ce Box number for reply. However, 

some advertisers choose an American Drycleaner 

confidential reply number. For these ads, address 

your reply to the box number printed in the ad, c/o 

American Drycleaner, 566 W. Lake St., Suite 420, 

Chicago, IL 60661, or fax replies to 312-361-1685. 

For more information, please contact us at 312-361-

1700.

BUSINESS OPPORTUNITIES
Own Your Own Drycleaners—Managers, Spotters, 
Tailors, Pressers! 100% Financing. Plant or Drop, 
location of your choice. Call 1-561-302-5031 or 
1-888-275-6637.

COMPUTER SYSTEMS
Western Wonder Touch

$990 (refurbished) $1990 (new)
1-year warranty

Perfect for small to medium sized cleaners
Various management reports

Absolutely reliable, tested systems
www.WesternDCcomputer.com

773-878-0150
westernk@msn.com

Sure, We’ve Got Them! In stock, 
Factory Direct with Friendly Factory 
Customer Support from The People 
Who Built The Machines.

Call Parts Pros, Inc. NOW!
800-343-9411  (ask for Tom)

We buy used Hoyt Equipment and Petromisers

Sure, We’ve Got Them! In stock, 
Factory Direct with Friendly Factory 
Customer Support from The People 
Who Built The Machines.

Call Parts Pros, Inc. NOW!
800-343-9411  (ask for Tom)

We buy used Hoyt Equipment and Petromisers

Call Parts Pros, Inc. NOW!

Hoyt Parts    

NEW AND USED MACHINERY
Mach Distributors
10665 Baur Blvd.

St. Louis, MO  63132
314-993-4550

machdistributors@brick.net

EQUIPMENT FOR SALE

Want to save $ on Tags?? 
Liberty-Pi sburgh’s 
remaining inventory is for 
sale online at the lowest 
prices available anywhere! 
www.drycleaningtags.com 
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REWEAVING SERVICES
WITHOUT-A-TRACE WEAVERS—More than 

50 years’ experience. We are the experts in silks, 

knits, French weaving and piece weaving. 

Reasonable prices. Send garments for estimate 

to: 3344 W. Bryn Mawr, Chicago, IL 60659;

800-475-4922; www.withoutatrace.com.

Dry cleaning and shirt laundry operation with 

building. Northern New York. Only operating 

dry cleaning plant in two counties. Some new 

equipment. $170K. Call (518) 561-1736 M-F 

11:AM-1:PM

SELL OR BUY A DRYCLEANER. 
WE HAVE BUYERS!!! 

PATRIOT BUSINESS ADVISORS 
SPECIALIZES IN SELLING DRYCLEANERS IN 

NJ, PA, DE & MD. 
CALL LILIANE AT 267-391-7642.

EQUIPMENT FOR SALE PLANTS FOR SALE

Garment Guard  
Bagger improves your bottom line

packing single or multiple garments
• Automatic system 

reduces labor costs.
• Less cost and 

inventory with just 
one stock tubing 
material on hand.

• Made in the U.S.; 
backed by customer 
service support 
staff for parts and 
technical assistance.

• Speeds of up to 8 
packages/min. and 
5 pieces/pack.

PO Box 116
Homer, MI  49245
USA

800-409-5225
www.Rennco.com

™

contact us for rroduct brochure & video
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SUPPLIES

800-532-2645
www.comcoil.com

Laundry/Dry Cleaning Coils

Steam Or Water Replacements
Large Inventory • FAST Delivery

ComCoils  11/28/11  2:43 PM  Page 1

SUEDE & LEATHER SERVICE

LEATHER-RICH INC.
Since 1977 

• High quality cleaning, refinishing & repair
Leather, Suede and Fur;

• Free shipping in USA and rewards program;

FOR MORE INFORMATION:
E-mail: leatherrich@att.net

Call 800-236-6996
Route Service in Upper Midwest

Luetzow Manufactures The Finest

Poly Garment Bags
Sparkling Ultra Clear - Easy Opening - Crisp Snap Off

L U E T Z O W     I N D U S T R I E S
1105 Davis Ave   South Milwaukee, Wisconsin  53172

www.eLuetzow.com

Luetzow Sparkling Ultra Clear Poly Garment Bags adds that
Look of Renewed Freshness and Clearly Protects and Stores Your 

Customers Cleaned Garments until They Wish to Wear Them. 

Save Money
Buy Factory Direct

Free Call-Order Today
800.558.6055

Highest Quality-Lowest Price

C
le

ar
 C

le
an

 P
ro

te
ct

io
n 

28” Sankosha
Auto Bagging Machine Tubing

2639 feet @ .75 mil thick
45 pound Rolls - $49.98*
*Call for Pricing details

Made in the U.S.A.
Since 1956

www.AmericanDrycleaner.com

AMERICA’S MOST RECOMMENDED
LEATHER & SUEDE CLEANER

Call: Bruce Gershon, President

www.ArrowLeatherCare.com
800-542-7769

Specialists
Wholesale 

High Fashion 
Leather Cleaning 

& Restoration

AMERICA’S MOST RECOMMENDED
LEATHER & SUEDE CLEANER

Call: Bruce Gershon, President

www.ArrowLeatherCare.com
800-542-7769

Specialists
Wholesale 

Fur Cleaning  
Storage

and Repair

AMERICA’S MOST RECOMMENDED
LEATHER & SUEDE CLEANER

Call: Bruce Gershon, President

www.ArrowLeatherCare.com
800-542-7769

Specialists
Wholesale 

High Fashion 
Gown Cleaning 
& Preservation

Arrow_3ads_cmyk  12/4/13  10:14 AM  Page 1
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A Winning TeAm
American Drycleaner and AmericanDrycleaner.com

American Drycleaner 

is the industry’s premier publi-
cation for news relating to dry-
cleaning plants. In it, you’ll find 
profiles of successful businesses 
and their owners, tips for  
running your operation more 
successfully, expert advice, 
and much more. 

AmericanDrycleaner.com
is your one-click site for all of  
the most up-to-date information 
on the industry today. Stories  
are updated daily to ensure 
you’re always informed. 
Plus, online tools such as the 
Distributors Directory and 
Buyer’s Guide will fulfill all of 
your plant’s needs.

E-NewsWebPrint
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filter cartridges, still bottoms and powder 
residues. In about three years, AAD has 
gone from servicing the Southern Califor-
nia area to more than 2,500 dry cleaners 
in the western states, including Colorado, 
New Mexico, Nevada and Hawaii. 

50 YEARS AGO. While some cleaners use 
coupons and promotions to attract busi-
ness, Seymour and Larry Lane of Sound-
view Cleaners, Bronx, N.Y., have taken 
an unorthodox approach, recently display-
ing a live, 8-foot boa constrictor named 
Cecil in the store’s front window. “We’re 
thoroughly sold on the idea of using live 
animals to draw attention to our store,” 
report the co-owners. The tactic worked, as 
Cecil attracted an estimated 5,000 viewers 
during his two-week stay. Other animals 
that have checked in to Soundview Clean-
ers include baby chicks and rabbits. The 
Lane brothers plan on hosting a monkey as 
their next attraction. … Whirlpool Corp. 
is starting the new year off by settling into 
a bigger facility, as the company is on 
track to complete an estimated $10 million 
plant expansion and major modernization 
project. Included in the expansion is a new 
280,000-square-foot parts distribution cen-
ter at its LaPorte, Ind., division. … More 
than 1,700 dry cleaners flocked to Chicago 
to attend the recent three-day Illinois State 
Drycleaners Association convention. Talks 
and panel discussions covered topics from 
selling to saving, featuring speakers Dr. 
Dorothy Lyle, Richard V. Anderson of 
Wyandotte Chemical Corp., and Mike 
O’Neill, director of the Michigan Institute 
of Drycleaning, among others.   

75 YEARS AGO. Final preparations are well 
under way in Dallas, set to play host to 
the 1939 convention of the National As-
sociation of Dyers & Cleaners (NADC). 
Roughly 1,500 cleaners from Canada and 
all over the United States are expected to 
attend the four-day convention, as more 
than 80 of the industry’s manufacturers of 
drycleaning equipment and supplies will 
be exhibiting. … Victor L. Keys, executive 
secretary, Ohio State Association of Dyers 
& Cleaners, has taken a visual approach 
by implement-
ing sound-slide 
films of the dry-
cleaning process 
for consumer 
education. “Few 
people outside the 
industry know the 
enormous amount 
of handcraftsman-
ship that goes into 
a properly cleaned 
and finished garment,” says Keys. The 
finished film has a running time of 32 min-
utes, containing 82 separate pictures syn-
chronized with a sound record produced 
in the studios of radio station WHKC. 
Association members in more than 30 cit-
ies in Ohio are now showing Keys’ film. 
…A new year brings a handful of new fab-
rics cleaners and dyers can expect to see, 
among them crepe fabrics made entirely of 
Celanese yarn. Unlike many crepe fabrics 
that shrink during the wetcleaning process, 
the boil-off shrinkage in crepe made of 
Celanese yarn is relatively small, and little 
tentering is necessary to produce a 39-inch 
fabric. Bottom line—expect to see little 
shrinkage when treating future fabrics.   O

— Compiled by Carlo Calma
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10 YEARS AGO. And the grand prize 
winner is … Jones Cleaners, Fresno, 
Calif., in American Drycleaner’s 43rd 
annual Plant Design Awards. The 
7,500-square-foot plant also drew 
praise from local business leaders, 
snagging Fresno’s Orchid Award for 
aesthetically pleasing commercial 
architecture for the building’s stucco 
design. The plant is able to churn out 
$30,000 in volume every week, uti-
lizing radio-frequency identification 
(RFID) chips on garments processed 
for efficiency and organization, as well 
as cutting labor costs. … ASN Laun-
dry Group has kicked the new year off 
with the grand opening of its Roselle, 
N.J., facility, which will serve as its 
regional sales office, warehouse and 
service center. … Evidence indicates 
that occupational exposure to perchlo-
roethylene (perc) does not cause can-
cer in humans, according to a report 
by epidemiologist Dr. Kenneth Mundt 
published in the International Archives 
of Occupational and Environmental 
Health, and sponsored by the Halo-
genated Solvents Industry Alliance 
(HSIA). Mundt analyzed information 
from 44 separate studies of cancer 
incidence in drycleaning and other 
workers exposed to perc, and found 
that of 17 cancer sites surveyed, there 
was no evidence of a link between five 
cancers—breast, prostate, skin, brain 

and digestive tract—and exposure to 
perc. He adds that it is “unlikely” that 
perc exposure can cause cancer in five 
additional sites: the oral cavity, liver, 
pancreas, cervix and lung. Evidence 
was insufficient as to whether occupa-
tional perc exposure can cause other 
types of cancer.

25 YEARS AGO. Mary Scalco, supervi-
sor of the Textile Testing Laboratory 
at the International Fabricare Institute 
(IFI), is on the case regarding the re-
cent trend of button breakage problems 
many dry cleaners and launderers are 
reporting during the care process. “The 
increase in imports may play a role in 
the escalating dilemma. Although this 
problem is generally the fault of the 
manufacturer, it is usually very dif-
ficult for the dry cleaner to convince 
customers [to] take the garment back 
to the retailer  …” Scalco suggests 
removing “questionable” buttons, like 
those made of rhinestones or beads, 
before the care process, or to replace 
missing buttons. … AAD Disposal Co. 
is on a continued growth path, as the 
California-based recycler of hazardous 
waste for dry cleaners is now servicing 
areas of greater Chicago and Salt Lake 
City. Founded in 1985, the company 
provides pick-up, recycling and dis-
posal of hazardous drycleaning waste, 
including products such as spent 
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A Bachelors of Science, 
Engineering graduate, 
Bobby Patel of CSULB, 
learned well from his 
alma matter. The central 
plant at this campus has 
(10) ten 6.3MMbtu water 
heaters with economiz-
ers running the last 18 
years fl awlessly at 84-
85% effi ciency. When 
he started talking with 
Parker Boiler when build-
ing a large central plant for his Kona Cleaners chain, CRDN franchise, 
Parker Boiler suggested some upgrades including a stack economizer 
to either preheat feed water or in this installati on to heat 100% of his 
laundry water needs. This was a new plant, but calculated fuel sav-
ings is $4,200 per year based on 2,500 hour operation. This does not 
include any anticipated utility rebates. Contact your local Parker Boiler 
representative or Parker Boiler for your custom payback analysis.

Pictured above left to right are Bobby Patel, Owner of Kona 
Cleaners, Lydia Manriquez and Jose Grande

Pictured above is California State University, Long Beach’s central 
plant. 63,000,000 BTU’s of low emmisions, high effi ciency heating.

Parker Boiler
5930 Bandini Boulevard
Los Angeles, CA 90040

323-727-9800
www.parkerboiler.com

CASE STUDY No. 4
SMART PEOPLE SAVE MONEY
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The Ev  luti  n
of Clean

“ there is always ingenuity, passion and
determination behind every great machine”

Hydrocarbon

231 Edison Ave • West Babylon, NY 11704
(800)446-5634 • In NY (631)293-7571

www.columbiailsa.com     

FM

Approved

Highlights 
•   Cleans anything

•   Use water freely in spotting

•   No static. No chemical odors

•   No more lint rolling of garments

•   23 gallons of solvent fills machine

•   10-fold reduced waste stream

•   No chiller required. No steam

•   Lowest utility consumption of any drycleaning machine

•   Solvent mileage between 5,000 and 8,000 lbs. per gallon

•   No boltdown. No extraction

•   Shortest cycle time in the industry, average 44 minutes

•   No springs. No base tanks

•   No powder to add. No additives to inject or charge

•   Can be operated 24/7/365

•   So simple an air quality inspector can operate it

•   Available in 40 lbs, and in two footprints
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