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 Richard Klinke
 Klinke Cleaners 
 Madison, WI 

 Brian Cass  
 Martinizing 
 Waukesha, WI

 Dennis Schmitt
 Lindeman’s Cleaning
 Green Bay, WI

Joseph Leroy
Stannard Drycleaners
Oshkosh, WI

Sandy Mielke
Quick Cleaners
Oconomowoc, WI

Rick Nettum
Leather-Rich, Inc.
Oconomowoc, WI

DLI UPCOMING EVENTS

JANUARY 2020
16-19 DLI-NCA Winter Conference

Puerto Vallarta, Mexico

FEBRUARY
24-28 Introduction to Drycleaning Course

DLI School of Drycleaning Technology, Laurel, MD

MARCH
2-13 Advanced Drycleaning Course

DLI School of Drycleaning Technology, Laurel, MD

JULY
13-17 Introduction to Drycleaning Course

DLI School of Drycleaning Technology, Laurel, MD

20-31 Advanced Drycleaning Course
DLI School of Drycleaning Technology, Laurel, MD

SEPTEMBER
23-25 Two and a Half Day Stain Removal Course
DLI School of Drycleaning Technology, Laurel, MD

OCTOBER
19-23 Introduction to Drycleaning Course

DLI School of Drycleaning Technology, Laurel, MD

26-November 6 Advanced Drycleaning Course
DLI School of Drycleaning Technology, Laurel, MD

 

For more information on any of these 
events, call DLI at 800-638-2627.

Learn more about The Drycleaning & 
Laundry Institute at DLIonline.org.
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President’s Message
GREETINGS AND HAPPY NEW YEAR 2020!!

I’m hoping everyone’s 2019 ended on a high note and 
you are ready to embrace 2020.  Now is the time to 
start planning on how to help your business succeed 
in the new year and the new decade.  We are here to 
help.  Below please find the upcoming events for WFI.  
You can register online on our webpage.

Upcoming Events

June 16 – 17th Annual Fitzgerald Scholarship Classic 
Golf Outing

June 26 – WFI Milwaukee Brewers Game

Also, our fall trade show/auction will be held on a 
Friday.  The staff made many calls last year to all of 
you asking how we can get more of you to participate.  
We listened.  Many of you find it hard to leave work 
during the week.  We will start our trade show mid-
afternoon on a Friday.  That gives you a chance to 
go to your dry cleaning facility and get things set up 
before you leave for the day.  

All of our events, the golf outing; Brewers game; and our 
Fall Event are great opportunities for you to network with 
our allied trade members and other dry cleaners.  As I 
have stated before, we are all in this industry together 
and we cannot succeed without each other’s support.

Our hopes are to also provide you with more webinars 
on educational topics or anything you would like to see.  
Please let us know where we can help you or any ideas 
you may have for a webinar topic.

As always, please feel free to reach out to me with any 
suggestions, concerns, ideas, etc.  I will be more than 
happy to help you.

All The Best,

Ellie Tarnutzer

www.dlionline.org/education

Our People in Wisconsin:
Dan Baker: EQ sales South East
John Sullivan: Supply sales West
James Baker: Supply/EQ sales South West
Jon Karll: Supply/EQ sales North East

• Prompt and courteous supply service with regular
   deliveries to your plant. 
• New and used equipment parts and service.
• Featuring dry cleaning equipment from Columbia and Sankosha.

www.minnesotachemical.com
Milwaukee Metro

(262) 781-8630
Outstate

(800) 328-5689
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The History of Dry Cleaning Solvents and the Evolution of the Dry 
Cleaning Machine

Dry cleaning has been around since the 1600s and has been a reliable way to get clothes cleaned ever since. 
Chemical-based solvents took off in the 1800s, and the conversation about industry best practices and long-
term impacts are hot topics today.

Perchloroethylene, also known as perc, has been around for 
nearly a century and it’s still the dominant solvent used by 
U.S. dry cleaners compared to hydrocarbons or alternative 
solvents like GreenEarth. 

However, the number of dry cleaners using perc has 
started to go down. From the 1970s to 1990s a barrage of 
increasingly stringent rules and regulations covering dry 
cleaning operations and the use of perc, past and present 
took place. Over the past few decades, 80-85% of dry 
cleaners in the U.S. used to use perc. Now, about 60-65% of 
dry cleaners use perc and the rest now use hydrocarbons 
(20-25%) or alternative solvents (15-20%).

Here’s a timeline of dry cleaning solvent usage. Inventors and 
industrialists experimented with kerosene and gasoline-based 
cleaning through the 19th century. In fact, dry cleaning as we 
know it was discovered by Jean-Baptiste Jolly on accident when 
a kerosene lamp was spilled on a linen tablecloth in the late 
1800s. As you can imagine, washing clothes inflammable liquid 
was not ideal. An American dry cleaner, Wiliam Joseph Stoddard, 
is credited with developing the first non-gasoline-based solvent 
but it was Michael Faraday, a prominent chemist, who discovered 
tetrachloroethylene, also known as perchloroethylene or “perc” 
which has been a solvent favorite for 80 years.

Perc is well-liked by dry cleaners because it is much more 
effective and quicker to use than hydrocarbon cleaning, which 
takes 75% more time to do the same cleaning that perc does for 
clothes. With these efficient attributes, it’s no wonder that perc 
has stayed as a popular choice for so long.

However, there are some downsides to using perc for dry 
cleaning: 

1. Perc is a very strong chemical, which is what makes it a great 
cleaning solvent, however, it can easily seep into the soil and 
groundwater beneath a dry cleaner with a few minor spills 
causing serious contamination issues. Additionally, perc doesn’t 
naturally degrade over time and without treatment perc will 
actually sink deeper and spread out farther, which creates a 
large plume of perc contamination. 

2. The historical perc regulations didn’t instruct the industry 
to handle and dispose of the chemical safely, which is a 
heartbreaking story because dry cleaners were following the 
proper regulations at the time, but they’re now on the hook for 
the contamination.

CONTINUED...



3. Perc dry cleaning machines are expensive and can cost 
$60,000-$80,000, which is why they are a big expense for dry 
cleaners and are not replaced often. Additionally, the perc 
machine was considered to be an investment and an asset. 
Therefore, if a dry cleaner can’t afford a new machine nor sell 
their old perc machine, then they are most likely still using a Perc 
machine instead of a machine that can use alternative solvents.

THE EVOLUTION OF THE DRY CLEANING MACHINE
Now that we’ve covered the history of dry cleaning solvents, 
we’ll dive further into the evolution of the dry cleaning machine.

The dry cleaning machine as dry cleaners know it has gone 
through multiple generations of functionality and use. First, 
there were wet to dry machines, then dry to dry machines, then 
the current machine on the market, closed-loop machines. The 
different machine generations solved operational issues for dry 
cleaners and helped them use their dry cleaning solvents more 
effectively. 

1st Generation Machine 
(Image Courtesy: Wauwatosa, Wisconsin)

Wet clothes were 
transferred between the 
washer and dryer. Some 
systems did incorporate 
a separate vapor 
recovery unit, utilizing 
either a carbon bed or 
water cooled coils. 

2nd Generation Machine
(Image Courtesy: Newtone Drycleaners)

In the first dry-to-dry 
machines or second-
generation machines, 
vapors are vented to the 
atmosphere from the 
machine washing drum 
when the machine is 
opened after the drying 
cycle. Again some 

machines utilized either a carbon bed or water-cooled coils.

3rd Generation Machine
(Image Courtesy: Böwe Textile Cleaning)

These were the first 
“closed-loop” machines. 
The vapors from the 
dryer are routed to a 
refrigerated condenser for 
solvent recovery.

WISCONSIN FABRICARE INSTITUTE                          Page 5

4th Generation Machine
(Image Courtesy: Wauwatosa, Wisconsin)

These closed-loop 
machines utilize 
both refrigerated 
condensers and 
carbon adsorbers 
to recover solvent 
vapors. Reducing the 
vapor concentration 
in the wheel to below 
300ppm.

5th Generation Machine
(Image Courtesy: Oasis Max Clean)

In addition to a refrigerated 
condenser and carbon absorber, 
these closed-loop machines 
have inductive fans and sensor-
actuated lockout device that will 
not allow entry to the machine 
door, button trap, or filters until 
solvent vapors in the machine are 
below certain levels (generally 300 
parts per million (ppm).

Dry cleaners are keenly aware that the use of perc has become 
as heavily regulated as nearly any other industrial chemical to 
date, and some have started to switch over to hydrocarbon or 
alternative solvents. As mentioned earlier, changing machines 
is a costly endeavor for dry cleaners and it’s understandable 
why they would prefer to keep using perc compared to other 
solvent options, such as hydrocarbon and alternative solvents 
like GreenEarth, K4, Sensene and wetcleaning. 

While dry cleaners evaluate different solvent options and their 
future business plans, it’s important to prepare for addressing 
an environmental issue if it’s placed in your lap. The costs of 
addressing environmental contamination without funding 
though historical insurance can range up into the hundreds 
of thousands, sometimes even millions, which is why we 
recommend using insurance archeology, which is a small 
fraction of that cost, to locate insurance assets that can be used 
to cover the necessary environmental and legal costs associated 
with a cleanup. Being proactive means that you are in command 
of the situation and by being in front of the issue, you will save 
yourself a lot of stress and money.

As chlorinated solvent experts, we’ve helped hundreds of dry 
cleaners navigate their environmental concerns with little to no 
out-of-pocket costs to them. Our goal is to help our clients get 
out of a challenging situation without a large financial burden. 
We understand how challenging this process can be for business 
and property owners and have successfully helped our clients 
navigate through these often uncharted waters. 
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Purpose 
The WFI Hall of Fame exists to honor those people who have made a significant contribution to the 
Drycleaning industry and to recognize those people who have dedicated their lives to inspiring others. 
 
Eligibility 
To be eligible for nomination, a person: 
 

1. Must have made significant contributions to the Drycleaning industry. 
2. Need not be, or have been, a member of WFI. 
3. May be living or deceased. 
 
Selection Procedure 
Each year, a nominee may be inducted into the Hall of Fame. They are nominated by the general membership 
and selected by the Hall of Fame selection committee.  
 
The committee is named by the president of WFI who also names one of the committee members as chairman.  
 
Nominations may be submitted by an active member of WFI, including directors, officers, committee members 
or members of the WFI Hall of Fame. The sponsor of the nominee will complete the nomination form and 
submit it with any supporting information to the WFI office by July 31, 2020. 
 
Each year the committee will also consider the nominations received during the previous two years.  
 
Induction Ceremony 
If any nominees are submitted and selected ny the Hall of Fame Committee, the induction ceremony will be 
held at the 2020 Dry Clean Expo.  
 
 
Nominee’s Name                   Living           Deceased     

Nominee’s Phone Number                                        

Nominee’s Closest Family Member’s Name, Address & Phone Number                                            

                                    

Sponsor’s Name                                      

Sponsor’s Address & Phone Number                                                

                           

Sponsor’s Signature                                                            

 
Please attach a sheet of paper describing a brief history of the nominee’s contributions to the drycleaning industry.   

 

 
 

Please Return This Nomination Form by July 31, 2020: 
Wisconsin Fabricare Institute11801 W. Silver Spring Dr. Suite 200 Milwaukee, WI 53225 

Phone (414) 488-1692Fax (414) 464-0850E-mail: mike@wamllc.net 

Wisconsin Fabricare Institute 
2020 Hall of  Fame Nomination Form 

All nominations are due by Tuesday, July 31, 2020 
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Because DLI Cleaners Care... 
35 Million Less Hangers in 2019!
2019 will see 35 million fewer hangers making their 
way to landfills thanks to cleaners participating in the 
Drycleaning & Laundry Institute’s Hanger Recycling 
Program. The program spans the United States and 
asks DLI members to recycle hangers to reduce waste 
and save money.

We know that many drycleaners already recycle 
hangers to reduce their operational costs. It just 
makes good business sense to do so. Now we’re 
asking cleaners to track the number of hangers they 
reuse and report it as part of the program. By tracking 
these recycling efforts we can report how DLI member 
drycleaners contribute to a greener planet.

Pledge your support here for this recycling program. 
We will add the totals together and give periodic 
updates, and will send updated press kits for your use 
in the local area.

All members who join the cause will receive:
• Electronic Press Release Information for use locally
• Customizable Facebook and webpage materials for 
your use
• National Recognition
• Listing on the DLI Hanger Recycling Website
• Special Posters, Hanger tags, and call office display 
materials in digital format
• Special marketing assistance and guidance to 
maximize your PR exposure

The DLI Hanger Recycling Pledge

By agreeing to join this effort, you are demonstrating 
to your customers your commitment to the 
environment. 

As a member of the program you will:
• Recycle and Reuse as many hangers as possible
• Send all unusable hangers to a recycling agent 
where possible

• Provide DLI with your best estimate of the number 
of recycled hangers
• Maintain DLI Membership while using materials 
provided
• Use the materials available to the best of your 
ability

TRI-Supply Co.
“Serving much of Wisconsin every 2 weeks, other parts at least monthly.

We have 6 salesmen to serve you.”

800-289-0653
955 Industrial Court • Loves Park, IL 61111

Dry Cleaning Salesmen
Mike Malartsik-Business Development Manager

John Kratz-CEO
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www.dkattorneys.com
BROOKFIELD  |  GREEN BAY  |  MILWAUKEE 

From the boardroom to the courtroom, 
Davis|Kuelthau is your trusted partner.

With more than 50 years of experience representing family and closely-held entities 
in their corporate, environmental, labor, litigation and other business needs,  
Davis|Kuelthau is well-positioned to help you succeed.

Specific to Wisconsin dry cleaning business owners, our environmental and 
litigation attorneys represent clients in matters such as environmental compliance,  
investigations, enforcement, permitting, remediation and state and federal lawsuits.  
We guide clients through their broader business challenges as well. Together, our  
team is well-equipped to serve as your personal outside general counsel.

First-hand industry know-how. Business acumen. Personalized legal 
service. We are Davis|Kuelthau.

For board, staff & 
member information, 
to view the  calendar 
of events, and to see 
the various services 

we provide
Visit us at

wiscleaners.com
91 Michigan Avenue, Paterson, NJ 07503  •  800-370-SOAP (7627)  •  www.pariser.net

AQUA VELVET
and HYDROCON

WCS™ Wet-Cleaning Systems

The only US EPA Safer Choice-certifi ed 
wet-cleaning chemical line available
in the industry

Further Your Commitment to the Environment 
and Your Customers
Pariser offers two products which comply with the Safer Choice 
standard, a program developed by the US Environmental Protection 
Agency (EPA) for stringent chemical ingredient evaluation. The Safer 
Choice label deems the products safer, without compromising on quality 
or performance. Pariser has been a Safer Choice partner since 2009.

For additional information, please contact Midwest Regional 
Manager Tim Hush at 262-930-3160 or your local Wisconsin 
Pariser distributor:

•  SoapTech Corporation
•  Minnesota Chemical
•  Wausau Chemical
•  Lipke/Kentex/Hesse
•  Weinberg Supply
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How Insurance Helped Four DLI Members Recover from Disaster
Your Policy Should Prevent Bankruptcy If/When the Unthinkable Strikes
By John Paul Roggenkamp

Tragedy often strikes without warning. Blue skies can turn grey 
in the blink of an eye, unleashing torrential downpours. Debris 
can suddenly block an exhaust conduit, preventing the venting 
of hot fumes that then somehow ignite. In this piece, we’ll look 
at how four different drycleaners endured loss and rose from 
the ashes again – often literally. In three of our cases, having the 
right insurance was key to them bouncing back from the brink 
of ruin. Are you adhering to best practices as well as maintaining 
the right type of insurance coverage to keep the doors open?

Stories Of Loss And Recovery
A fire broke out “over a holiday weekend, so it was a little more 
difficult for the adjustor to arrive,” said Julie Buntjer of B & J 
Laundromat in New Ulm, Minnesota. Nevertheless, however, 
“our insurance rep was there while they were fighting the fire.” 
Having a dedicated insurance professional by your side can 
mean the difference between making a nearly full recovery and 
being up a creek without a paddle.

“I experienced the aftermath of a hurricane,” said Jason Loeb 
of Sudsies in Miami Beach, Florida, via email. “My business was 
affected and closed because of no electricity. Luckily, I had the 
right insurance. I’d switched to NIE [National Fire & Indemnity 
Exchange] 20 years ago because they understand the needs of 
drycleaners. They have policies that range from boiler insurance 
over environmental pollution to business interruption and much 
more. They understand the needs of drycleaners and will be able 
to go over the checklist with you.”

“We had a very large 5-alarm fire on Jan 4th, 2008,” said John 
Palms of Bibbentuckers in Dallas, Texas, via email. “Our largest 
store burned down. Thank God we had business interruption 
insurance.” In addition to having to build a “new store/plant with 
all new equipment,” said Palms, “I wrote checks to customers for 
$1.4 million for damaged garments. It was during the holiday 
season and customers used us as a closet. There were 10,000 
garments in the store at the time of the fire. Our insurance 
broker at the time, Dexter & Company, did an excellent job of 
handling the situation. Since then we have switched to… more 
of an industry specialist. The total loss covered by our insurance 
was approximately $5 million which included reconstruction 
of the existing building, new equipment (we won American 
Drycleaner’s Plant Design Award in 2009), and $1.4 million in 
garment settlement payments to customers. We also incurred 
numerous costs to bring the route and counter production from 
this store to the next-closest store,” which was more than five 
miles away.
 
Get Insured, Properly
“Make sure to ask questions to understand what you are buying,” 
said Loeb, stressing the importance of taking the time needed 
to get things done right. “Don’t buy on premium numbers, only 
make sure you are getting what you are supposed to be getting. 
Buy what you need.”

“Reach out to your insurance rep,” said Buntjer. “Have as complete 
a list as possible of all items in your building. Keep good records 
of what you’ve purchased, and when you purchased it, for proof 
of costs.”

It turned out that “our insurance coverage was barely enough 
and required at least some client negotiations regarding 
garment replacement value,” said Palms. “So invest some time in 
this assessment when you procure coverage.” He urges business 

owners to “look at hanging inventory such as replacement 
price per piece of $50-$100 or more, depending on market 
concept of the cleaner. Use your POS [Point Of Sale software] 
to determine max inventory at any one time, then add a 10-
25% safety factor. Make sure there aren’t any limitations as to 
the limit per garment or any individual garments or specialty 
garments (furs etc.) which have certain sub limits or coverage 
limitations.” These values can take a while to calculate, so 
consider setting aside enough time to get all the numbers 
right. “You should really have an agent that not only describes 
exposures where you are able to transfer the risk of loss to the 
insurance company,” Palms said, “but also how you can best 
manage the risk that is either uninsurable or cost prohibitive, or 
that you choose not to purchase insurance to manage.”

“Watch out for big insurance companies’ agents who know 
little or nothing about the business needs of drycleaner and 
laundromat owner/operators,” said Allan Johnson III of Peerless 
Cleaners in Corpus Christi, Texas. “They are in the business of 
getting a sales commission. This is especially true if you have 
a claim and the company agent knows nothing about the 
industry. Your claim may be unique – but you end up being 
lumped into an SIC (Standard Industry Classification) Code for 
settlement where hundreds of general services industry clients 
are placed into a big, big pool – the proposed settlement may 
be far less than you need to recover.” Instead, he suggests 
that drycleaners talk to “Ann Hawkins, underwriter at NIE 
Insurance, or Chuck Simpson, (800) 325-9522 or (314) 832-
1118. These executives are industry specialists who make sure 
that drycleaners get the insurance they must have and need. 
They cater to the independent operators as opposed to those 
[insurers] who are owned by big franchise operators and big 
corporate oligarchs.”

Obtaining the right kind of insurance can be as tricky as many 
other things worth doing in life; after performing due diligence 
and a solid research session, however, the right solution should 
become more obvious.
 
Final Words Of Wisdom
For Loeb, the greatest benefit of getting the right insurance 
coverage was having “piece of mind that your team’s livelihood 
as well as your livelihood and legacy are protected.”

Insurance “isn’t a bank account where you try to withdraw more 
than you deposit each year,” said Palms. “It’s an asset protection 
device to level cash flow hits when the business cannot likely 
afford it.”

According to Johnson, maintaining appropriate insurance 
coverage allows you to transfer “known risk exposure to a 
third party so you can concentrate on the demands of your 
customers. And having the time and self-confidence it takes to 
provide outstanding Customer Service.”

“When something major happens,” said Buntjer, “if you’ve 
covered as you should be, you shouldn’t go broke. It should be 
able to get you by and keep you on your feet.”

For more information on obtaining the right kind of insurance 
for your drycleaning business, consider contacting NIE, DLI’s 
officially endorsed insurance partner. You can find a form to 
request a quote in DLIonline.org’s Members Only section. NIE 
was created by DLI (then NADC) in the 1920s and spun off into 
its own, separate and independent company. We wish you 
good fortune in all endeavors!
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New
Training
Options

DLI’s Fibers & Fabric and 
Wetcleaning Self Study Courses are
available online.

Study at your own pace and receive 
a certificate upon passing the exam.

Call 800-638-2627 or check it out at
DLIonline.org/Education

Text Label Printer
Permanent Clothing 
Label Cartridges 
Eliminate paper tags 

Scanner/barcode
Pre-printed sequentially numbered 
heat seal barcode labels in one 
day, Four sizes with or without 
a side stripe

Heat Seal Presses
You Deserve the Best! 
The Ultimate Heat Seal Machine
  Choose from 3 models, 7 interchangeable   
   lower platens, single or dual heat
        115V or 230V    2 Year Warranty
           Proudly Made in the USA • Built to OSHA Standards

Save Time, Labor and Money 
with EzProducts

Stop Shaking Out Shirts 
Genuine MBH Rope-Ties 
& Zip-Ties
Five Colors available for special handling, finishing or routes

Molly the 
HangerDolly 
Easily store 
and transport 
500 hangers

EzLabelOff 
Removes heat 
sealed labels from 
most fabrics

Toll Free

877.906.1818
www.ezpi.us
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FITZGERALD 
SCHOLARSHIP 
CLASSIC

Company Name     Contact Person

Address      City/State/Zip

Phone    Fax    E-Mail

Dinner Only ($50) - Names:  _____________________________________________________________________________________

Golfers ($135) - NAMES:  ___________________________________________   ___________________________________________
               ___________________________________________   ___________________________________________

Name as shown on card    Company Name

Billing Address     City/State/Zip

Signature      

Credit Card Number     Exp. Date    3-Digit Security Code
Please complete & return to WFI Office: 11801 W Silver Spring Dr., Ste 200, Milwaukee, WI 53225 - T: (414) 488-1692 

F: (414) 464-0850 - Email: mike@wamllc.net - Sign up by June 19, 2020.

WE ACCEPT CHECKS MADE PAYABLE TO WFI OR CHARGES TO DISCOVER, MASTERCARD, VISA, OR AMERICAN EXPRESS. 

YES! I want to sponsor this event!
I will be a $150 hole sponsor        I will donate a raffle prize      ☐ ☐

REGISTRATION FORM:

17th Annual

Schedule:
11:00am     Registration & Putting Contest Qualifying
11:30am     Lunch on the Sundeck
12:30pm     Shotgun Start - Everyone to your carts!
5:00pm       Cocktails & Putting Contest with $200 in 
                     cash prizes sponsored by: Robertson Ryan & Associates
6:00pm       Dinner, more cocktails & prizes, prizes, prizes!

Tuesday, June 16th

11:00am - 6:00pm

$135
per person

Includes 18 holes with cart, lunch, 
sleeve of commemorative golf balls, 
special hole events, refreshments, 

prizes, dinner and MORE! RIVER CLUB OF MEQUON • Mequon, WI
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How to Sell Your Dry Cleaning Business in Three Steps

We’ve talked several times in this 
featured column about what triggers an 
environmental cleanup, and you likely 
know by now that buying or selling 
a property or business is the most 
common catalyst for environmental 
cleanups. While businesses are put on 
the market routinely, there are several 
factors at play today that have resulted 
in higher than normal transaction 
activity amongst dry cleaners.  

The Dry Cleaning Market Downturn 
A downturn in the dry cleaning market 
has been brewing for a couple of 
decades, but the biggest hit began 
during the 2008 recession created 
by the housing lending market. 
Unemployment rose and many service 
businesses, dry cleaners included, were 
heavily impacted by a tightening of 
discretionary spending by consumers. 
Profit margins were reduced across 
the industry as customer spending 
decreased, and many smaller 
operators were not able to weather 
the storm. To make matters worse, 
the environmental concerns related to 
the use of many dry cleaning solvents, 
mainly perchloroethene (Perc), were 
on the rise. Dry cleaners started 
being pressured by property owners, 
regulatory agencies, and consumers 
to switch to less problematic solvents. 
This is not as easily said than done 
since making the switch means 
buying expensive equipment, which 
can compound the burden of already 
depressed profits. Some dry cleaning 
business owners who had been 
prosperous during previous decades 
and who were nearing retirement 
age took the clue that it was time to 
sell and retire. Others just couldn’t 
make the numbers work anymore and 
started looking for larger operators 
to sell their business to without much 
hassle.  

Now that the national economy has 
been in slow recovery for around ten 
years, rent is on the rise. For those 
dry cleaning operators who don’t own 
their property and are still waiting for 

business to pick back up, this further 
compounds the problem. Property 
investors are renovating and improving 
many retail centers to substantiate the 
higher rents, and some dry cleaners are 
losing their leases unless they make a 
solvent change away from Perc. Retail 
property owners want to be associated 
with “green” dry cleaners only. 

In addition, business fashions have 
become more casual and hasn’t 
required as much dry cleaning, 
thereby removing the potential relief 
from the recovery of discretionary 
spending habits alongside the lower 
unemployment rate. While the industry 
is already adapting to meet the 
changing wants and desires of their 
customers, many smaller and long-term 
family dry cleaning businesses find 
themselves between a rock and a hard 
place.  

Factoring in the Potential for 
Environmental Contamination 
Whether you are considering a sale 
of your dry cleaning business or 
considering a purchase of a dry cleaner 
whose owner may be implementing 
an exit from the business, the fear of 
possible environmental contamination 
will need to be addressed during the 
process.  

Selling or buying a dry cleaning 
business is no different than the 
mergers or acquisitions that you may 
read about involving much larger 
companies. When one business buys 
another, there are assets and liabilities 
that must be transferred, held, or 
dispersed. Buyers will want to pay 
a fair market rate for the positive 
assets of a company and try to avoid 
taking the liabilities as part of the deal. 
Liabilities typically carry with them a 
negative monetary value and serve to 
lower the purchase price.  

Environmental contamination issues 
are always on the liabilities list. From 
the seller’s perspective, they want 
to be able to get the full value for 
business and be able to walk away 
from the liability as well. Many dry 
cleaner deals fall through when the 
negative value of the environmental 
liability offsets the positive value of the 
business assets to the extent that the 
sale price is no longer motivating to 
the seller.   

In order to save the deal, the 
environmental liabilities can be 
separated from the sale such that the 
buyer only purchases the assets of the 
dry cleaner at fair market value under 
a new corporate entity and the seller 
retains the environmental liability. 

Written by Jeff Carnahan, LPG, President, EnviroForensics and Richard Ehrenreich Managing Member 
and Principle Consultant/Broker of Ehrenriech & Associates. As seen in Cleaner & Launderer.



Page 13                       WISCONSIN FABRICARE INSTITUTE

Client Testimonials

"The people at EnviroForensics have done 
everything that they said they would do and 
more. The team at EnviroForensics pulled 
together my historical insurance information and 
worked with me to develop a strategy to use 
those old policies to pay for the investigation 
and remediations of the environmental impacts 
on all three of my dry cleaning sites. It sounded 
too good to be true, but true to their word I 
have spent very little out-of-pocket and my dry 
cleaners are on the way to being contaminant 
free properties."

- Dan Martino, Sr.
Martino's Master Drycleaner

"The team at EnviroForensics has been very 
helpful. Their in house Insurance Archeologist 
assisted us in fi nding and compiling the 
historical insurance assets of Klinke Cleaners. 
EnviroForensics worked with us to formulate 
a plan and they were able to take our old 
General Liability Policies and make claims 
on our behalf to the insurance companies. 
EnviroForensics was able to engage 
our insurance carriers and are now our 
environmental consultant...They interface for us, 
with the insurance carriers, the attorneys and the 
state reugulators so we can spend our time and 
energy running our business."

- Steve Klinke
Klinke Cleaners

�����������������

We’ve cleaned up more dry cleaning sites than any other environmental fi rm in the USA. We’re the leader in 
applying old insurance policies to pay for the investigation and remediation of contamination and legal fees. 
Here's what some of our clients have to say.

“The strategy [EnviroForensics] presented gave 
me confi dence to take the steps to investigate 
and clean up the PERC contamination that 
would otherwise devalue my business. I am 
doing it now rather than waiting until I want 
to sell or leaving an unpleasant legacy for my 
family… I like being in the driver’s seat and I am 
responsible for making my community a better 
place to live.”

- Vince Henderson
Wolford Cleaners

“I would encourage every one of my peers to 
face this problem head on, and the sooner the 
better. It is a long process and thinking that you 
can put it off until you want to retire or sell is 
only putting yourself that much further behind in 
achieving those goals.  The time is right to do it 
now.”

– Gary Maloney, 
Nu-Yale Cleaners

     enviroforensics.com            262-290-4001              N16 W23390 Stone Ridge Dr., Suite G, Waukesha, WI 53188 
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No two businesses 
are alike,
their insurance coverage 
shouldn’t be either.
Every business is different. That’s why we listen carefully to your unique needs and 
partner with a vast network of local agents to provide you with tailored coverage to protect 
your business. For more than 100 years, we’ve helped all types of businesses thrive. 
With coverages like commercial auto, workers compensation, and business owner’s 
policy (BOP), we can help do the same for you. Contact Matt Cruise at Robertson Ryan 
& Associates, 800-258-0277, or visit libertymutualgroup.com/business to learn about 
the coverages we can offer your business.

Liberty Mutual is proud to sponsor the Wisconsin Fabricare Institute.

© 2017 Liberty Mutual Insurance. Insurance underwritten by Liberty Mutual Insurance Co., Boston, MA, or its affiliates or subsidiaries.
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How Your Best Employees Can Supercharge Your Staff
You’ve spent good money attracting, hiring and training great 
employees. But what happens when your skilled workers retire 
or move on to other pursuits? Does all your investment go down 
the drain?

Maybe not. You can capture the skills and knowledge critical to 
your bottom line by having your top performers pass along their 
expertise to other members of your staff.

It’s done through mentoring.

ON THE MOVE
Securing your training investment is especially critical today, 
given the mobility of the nation’s workforce. Because people 
are more likely than ever to work for multiple employers over 
the course of their careers, your own staff is always subject to 
unexpected change.

“You could lose one of your top people tomorrow,” says Randy 
Goruk, president of The Randall Wade Group, Scottsdale, AZ 
(leadersedge360.com). “You need to have someone ready to 
step up to the plate.”

In addition to keeping valuable expertise from going out the 
door, mentoring can help your business in other ways. First, it is 
likely to increase your overall retention rate. People will be more 
loyal to your organization when they see you take an interest in 
their professional development. Second, as employees become 
more skilled you will more likely promote from within. That’s one 
more contributor to loyalty.

Third, mentoring can help when new faces come aboard. 
“Mentoring by seasoned employees can help new hires avoid 
making costly mistakes and more quickly acquire technical and 
non-technical skills needed to become valuable players,” says 
Lois P. Frankel, President of Corporate Coaching International, 
Pasadena, California (corporatecoachingintl.com).

Finally, mentoring can result in a more productive work 
environment. “Businesses with a mentoring program often end 
up with more solid succession plans, as well as better procedures 
for workplace problem solving and conflict resolution,” says 
Lauran Star, a business consultant based in Bedford, N.H. 
(lauranstar.com).

DEVELOP SKILLS

Two workplace trends are making mentoring programs more 
critical. The first is the retirement of the baby boomers. When 
older people leave your workforce they will take along their 
considerable expertise unless you have taken steps to capture it.

Second, more job applicants are becoming aware of their need 
to improve their skills to maintain a competitive edge. As a result, 
they are looking to join organizations that will help them do just 
that. And they will want to make sure you are on the same page 
before they agree to work for you.

“Today’s applicants are telling prospective employers they want 
personal development in their work life,” says Richard Avdoian, 
an employee development consultant in metropolitan St. 
Louis (richardavdoian.com). “It’s all part of a changing business 
environment:  As people move more rapidly between employers 
they are looking ahead to their next stop.”

This trend is visible as early as the job interview. “Gone are 
the days when interviewers would ask more questions than 
candidates,” says Avdoian. “Now applicants are leading the way 
by asking for key information such as ‘What does your business 
do to enhance and develop employees’ skills? Does it offer 
additional education? Training?’”

THINK BUSINESS
Does mentoring sound a lot like coaching? It’s true that both 
initiatives attempt to improve employee performance. But they 
differ in their details. Confusing the two can be costly.

“Coaching is much more proactive than mentoring,” explains Alan 
Weiss, president of Summit Consulting Group, East Greenwich, 
RI. (alanweiss.com). “Very often a coach will reach out to an 
individual exhibiting a specific workplace development need. 
Maybe the person’s sales or evaluation skills need improvement.” 
Once that skill is improved, the coaching initiative is over.

Mentoring, in contrast, is a longer-term effort intended to help 
individuals engage more successfully with their workplace 
environment. It often serves to assist a mentee’s climb of the 
career ladder. As such, it tends to promote a spirit of loyalty in 
the business organization.
Coaching and mentoring make different demands on the 
person being trained. “A coach will ask questions such as 
‘What do you think your next step is?’” says Star. “The idea is to 
empower the coached individuals to come up with their own 

CONTINUED...
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in their careers,” says Goruk. “They are willing to share their bad as 
well as their good work life experiences, pointing out the mistakes 
that they and others have made.”

Such openness requires self-confidence. “A mentor must be able 
to trust people,” says Star. “Not everyone has that capability. Some 
people feel threatened by the act of sharing their talent, because 
they feel they might be replaced. And a mentor may also be afraid 
of losing their edge if the mentee should communicate the shared 
information with others.”

Great mentors avoid grinding a personal philosophical axe that 
might warp the learning process. “A good mentor is completely 
objective about the company and is not trying to push a personal 
agenda,” says Weiss. “He or she looks out for the best interests 
of the mentee, in a way that is consistent with the company’s 
strategy.”

Finally, great mentors not only are willing to perform the required 
work but also have the time to do so.  And they must have a 
genuine interest in a mentee’s success.

Are mentors born or made? “Both,” says Weiss. “While you may 
be able to easily find some people with native mentoring skills, 
there’s nothing wrong with providing some training—even just a 
half day’s discussion covering the ground rules.”

Bonus tip: A good mentor need not be in the mentee’s chain 
of command. “Although a boss can be a mentor, it’s often more 
effective when someone who is not in a position to judge 
performance or make decisions about continued employment 
provides feedback and guidance,” says Frankel.

LISTEN UP
Now, for the other side of the selection coin: Who makes a great 
mentee? Frankel says the best candidates possess at least three of 
these five characteristics:
(1) An innate desire to learn for the sake of learning, not just 
because it’s required for the job;
(2) The willingness to take risks and do things differently than 
they’ve always done them;
(3) Openness to feedback and the ability to internalize it without 
over-personalizing it;
(4) Insight into why they act as they do and the ability to see 
themselves as others see them;
(5) Humility or the knowledge that there’s always room to grow.

The most successful mentees lack sensitive egos that can get in 
the way of processing constructive criticism. And the best ones 
realize the dynamics of mentoring are a two-way street. “The 
mentee should not only be willing to learn from people who have 
been there before, but they should also be willing to share their 
own skills or talents to benefit the mentor,” says Avdoian. “I have 
mentored many people and I always learn from them.”

Perhaps the most important characteristic is a positive mental 
attitude. “The great mentoring candidate wants to grow 
professionally and perform at a higher level,” says Goruk. “The 
individual must listen well and be willing to change.”

Bonus tip: Assess a mentoring candidate’s potential in the light of 
their previous response to guidance. “An individual who has been 
open to coaching will likely be a good mentee,” says Star.

solutions. A mentor, on the other hand, might make a more 
direct statement, such as ‘This is what you need to do.’”

Select the right candidates for each initiative. “If you try to 
mentor someone who needs coaching, they will not learn,” 
says Star. And opposite holds. “If you try to coach someone 
who needs mentoring, their needs will not be met and they 
will feel frustrated. Their job satisfaction will deteriorate, and 
they won’t stick around.”

TEACH SUCCESS
So what specific skills should your mentoring program teach? 
Start with the vagaries of company culture.

“Businesses are like playing fields,” says Frankel. “There are 
rules, boundaries and strategies that have to be employed if 
players–in this case employees–want to be successful.  Most 
often these are not things that are written down, but rather 
things that people learn from observing and working closely 
with colleagues.”

Not knowing the rules of the game can be dangerous. New 
employees– and even some seasoned ones—might not realize 
they are going out of bounds until their careers or reputations 
have been damaged.

Examples?  Weiss offers one: “A mentee might ask ‘Is it 
appropriate for me to bring up a certain topic at the next 
employee meeting?’” Getting the right guidance on such a 
matter is important, says Weiss. “If you fail to speak up about 
a critical matter at the meeting you might be regarded as 
unobservant. But if you make the wrong statement, or the 
right statement at the wrong time, people may feel you lack 
sensitivity to the work environment.”

Here are some other common mentoring topics:

* How should a newly promoted individual deal with old 
friends who have suddenly become subordinates? “While 
new supervisors cannot hang out with their former peers, 
sometimes it is not clear what interactions they should have,” 
says Weiss. “A mentor can help the newly promoted individual 
sidestep the old familiarities without being rude.”

* Who are the influential players in each department? What 
is the best way to approach each, given their personal 
management styles?

* How are decisions made in the organization? Is there a 
common process by which new ideas are vetted? What is the 
best way to introduce a new idea without ruffling feathers?

* How, and with whom, should a mentee network to get 
ahead? What players have the ears of the top people?

* What steps should a person take to improve his or her 
professional stance? Earn a higher degree? Teach workshops? 
Solve a workplace problem? Maybe mentor others?

SHARE EXPERTISE
So what makes a great mentor? Before anything else, the 
individual must have expertise worth sharing. “Great mentors 
have something to offer because they have achieved success 

CONTINUED...
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Live Demonstration
Education
Networking

new leaders. If you are not doing that you are wasting your time 
as a mentor.”
You should also assess the quality of your organization’s overall 
business training initiatives. “Start with a 360-degree survey, to 
find out where your mentoring program is now,” says Goruk. 
“Then redo the survey a year down the road to see how well you 
have advanced. Identify areas for improvement and encourage 
mentors to work on them.”

A quality mentoring program will assure your business retains 
critical skills and expertise when good employees leave. Try to 
extend the mentoring process to every individual who shows 
promise, no matter what the work level. Says Goruk: “The 
further down you can take your mentoring program in your 
organization, the more profitable you will be.”

ARE YOU A GREAT MENTOR?
How well do you mentor your employees? Find out by scoring 
yourself on each of these 10 questions. Total your score and 
check out the results at the bottom of the chart.

1. Do you ask mentees for insights on the kind of mentoring 
they need?
Never: 0 Seldom: 4 Often: 8 Regularly: 10

2. Do you share your bad as well as good experiences?
Never: 0 Seldom: 4 Often: 8 Regularly: 10

3. Do you maintain an objective stance and avoid promoting 
an agenda?
Never: 0 Seldom: 4 Often: 8 Regularly: 10

4. Are you willing to perform the work required?
Never: 0 Seldom: 4 Often: 8 Regularly: 10

5. Do you schedule time with your mentees?
Never: 0 Seldom: 4 Often: 8 Regularly: 10

6. Do you define the scope of your mentoring initiatives?
Never: 0 Seldom: 4 Often: 8 Regularly: 10

7. Do you set mentoring goals when appropriate?
Never: 0 Seldom: 4 Often: 8 Regularly: 10

8. Do you discuss mutual privacy concerns with your mentees?
Never: 0 Seldom: 4 Often: 8 Regularly: 10

9. Do you solicit feedback about your mentoring initiatives?
Never: 0 Seldom: 4 Often: 8 Regularly: 10

10. Do you share your experiences with other mentors?
Never: 0 Seldom: 4 Often: 8 Regularly: 10

What’s your score? Over 80: Congratulations. Your mentoring 
performance is terrific. Between 60 and 80: Time to fine tune 
your mentoring to better manage your mentees. Below 60: 
You need to improve your mentoring IQ. Re-gear by instituting 
ideas from the accompanying story.

GREAT MENTORING
Some mentoring relationships thrive; others wither on the vine. 
How can your own efforts find a home in the first group? Experts 
suggest these tips for success:

* Establish parameters. “The mentor needs to define the scope 
of the mentoring relationship–what it is and what it isn’t,” says 
Frankel. “For example, mentoring might not be advocacy. A 
mentor who can’t or won’t put in a good word for a mentee 
applying for a promotion might be willing to help prepare for 
an interview or provide insight into what a position will require.”

* Set goals when appropriate. The most successful mentoring 
programs center on the individual’s perceived needs. “Rather 
than make your own interests the agenda, start by asking 
what the mentee needs,” says Avdoian. Perhaps the person 
needs to develop a more impressive leadership style, a more 
authoritative posture, or a more positive attitude.
Are specific goals necessary? Maybe not. “Successful mentoring 
is often more about creating a safe environment to discuss 
career issues and explore challenges than it is about doing any 
one particular thing,” says Frankel.

Sometimes goals are called for. “If you have identified a weak 
performance area then a specific, measurable goal will be 
helpful,” says Goruk. “But if you are just trying to develop your 
bench strength and prepare people for advancement, the goal 
might be simply the retention of a quality employee. In this 
case, the mentor might help the person stay inspired and feel 
empowered.”

* Keep to a schedule. “Decide how frequently you will get 
together and how long the relationship will last,” says Avdoian. 
“It’s best to enter meeting times on a calendar. A ‘we’ll meet 
when we can’ approach never seems to work out because there’s 
always something else to do.” As for the venue of the meetings, 
establish some designated area which is relaxing and allows for 
uninterrupted conversation.

And respect the mentor’s work schedule. “The mentee may think 
that the mentor will be available at any time for a consultation,” 
says Goruk. “That’s unreasonable. Map out working parameters 
before the process begins.”

* Discuss privacy. “The issue of confidentiality should be put on 
the table,” says Frankel. “The mentor should assure the mentee 
that any shared information will remain private. The mentor 
might want to ask the same of the mentee to facilitate candid 
and unguarded discussion.”

* Be honest. “Don’t be afraid to say you do not have the answer 
to a particular problem for the mentee,” says Star. “Take steps 
to help them find the answer and you will both learn in the 
process.”

HOW ARE YOU DOING?
Assess the quality of your mentoring effort by asking mentees 
for feedback. “Periodically seek insight into how the initiative 
is going,” says Goruk. “If you get a blank stare when you ask 
‘How am I helping you?’ maybe you have not been very helpful. 
Remember that you are engaged in a process of developing 
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Names of Attendees Registering
1. ____________________________________  2. _____________________________________  3. ___________________________________
4. ____________________________________  5. _____________________________________  6. ___________________________________

___ Invoice Me (Available to members of WFI Member Associations only)
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Please complete & return to WFI Office: 11801 W Silver Spring Dr., Ste 200, Milwaukee, WI 53225 - T: (414) 488-1692 

F: (414) 464-0850 - Email: mike@wamllc.net - Sign up by June 19, 2020.
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Baseball Outing2020
Friday  June 26
MILLER PARK, MILWAUKEE, WI 

@ 7:10 pm

Limited number of tickets 
available - REGISTER TODAY!

JOHNSONVILLE PARTY DECK
Includes: 
• Full buffet featuring: bratwursts    
   smothered in sauerkraut, hot   
   dogs, grilled sirloin burgers, chicken 
   tenders, pasta salad, Wisconsin 
   mac & cheese, mixed green salad 
   with assorted toppings and dress-   
   ings, kettle chips, assorted cookies, 
   and unlimited soft drinks.
• Each ticket comes with two complimentary beers per adult (Miller products 
   including Seasonal Leinenkugel’s & Blue Moon).
• Buffet begins 60 minutes prior to first pitch and concludes 2 hours after first 
   pitch.
• Located above the loge bleachers in right field.
• Private bar and restrooms.
• Flat screen high definition TVs.
• Assigned seating -- with plenty of space to mingle at the landing above the 
   seats.
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1901 Landmeier Rd., Elk Grove Village, IL 60007
TOLL FREE: (888) 427-9120 • TEL: (847) 427-9120 • FAX: (847) 427-9634

http://www.sankosha-inc.com

WI

IL

We’re neighbors... Come visit us!

Sankosha USA 
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Includes Logo on the Home Page of WFI’s Website with a Full or 1/2 Page Ad!

DON’T MISS OUT
on Your Advertising Opportunities 
in Impressions for 2020!

Company Name: ________________________________________________________________________________________________________________________

Primary Contact Name & Title: _____________________________________________________________________________________________________________

Address: _______________________________________________________________________________________________________________________________

City/State/Zip:___________________________________________________________________________________________________________________________

Phone: ______________________________________________________________  Email: __________________________________________________________

Contact Information

Payment Information

Enclosed is a check for $_______________ payable to WFI Charge my VISA/MasterCard - Total $_________________

Billing Address must accompany card number

Card No.: _______________________________________________________________________________________________________________________________

Exp. Date: ______________________________________  3-Digit Security Code (on back of card) : _______________________________________

Name as appears on credit card: ____________________________________________________________________________________________________________

Billing Address: __________________________________________________________________________________________________________________________

City/State/Zip:___________________________________________________________________________________________________________________________

Please return to Wisconsin Fabricare Institute Office: 11801 W. Silver Spring Dr., Suite 200 - Milwaukee, WI 53225
Phone: 414-488-1692 Fax: 414-464-0850

Email Mike Foti at mike@wamllc.net

Ad Information: (all ads are Full Color)  Ad Size:     Payment:     
 
c Continue to reprint current ad  c Full Page $1,495 c 1/4 Page $750  Total Amount $___________

c Emailing ad    c 1/2 Page $1,035 c Business Card Size $475 Please return form by December 31, 2019

2020 Ad Agreement

Annual Rates for Color Advertising:

Full Page Ad (7.5”w x 9.625”h) $1,495
1/2 Page Ad (7.5”w x 4.75”h) $1,035
1/4 Page Ad (3.5”w x 4.75”h) $750

Business Card Size (3.5”w x 2.35”h) $475

Please email artwork to mike@wamllc.net. If you have any questions 
please call Mike Foti at (414) 488-1754.
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We Find Funds. We Clean Up. You Stay Open.®

We’re a full-service environmental consulting 
firm that has cleaned up more dry cleaning 
sites than any other firm in the USA. We’re the 
only firm that focuses on finding the money 
to pay for investigation, cleanup, and legal 
defense. We restore the value of your property 
while protecting you from regulatory and legal 
issues. Call us today.

Turning environmental 
liabilities into assets

     enviroforensics.com  866-888-7911



  

Please Support Our WFI Allied Trades

∙ Adco/R.R. Streets
∙ Axley Brynelson
∙ Cornerstone Processing Solutions
∙ Davis|Kuelthau, s.c.
∙ Don’s Modern Rug Laundry - A Division of 
  Don’s Leather Cleaning, Inc.
∙ EZ Products International Inc.
∙ EnviroForensics, Inc.
∙ E. Weinberg Supply and Equipment
∙ Foster-Stephens, Inc.
∙ Herb Fitzgerald Company
∙ Leather-Rich, Inc. 

∙ Liberty Mutual Insurance
∙ LKH, Inc.
∙ Minnesota Chemical Company
∙ Pariser Industries
∙ Pecard Chemical Company, Inc.
∙ Ramboll Environ
∙ Robertson Ryan & Associates
∙ Sankosha USA, Inc.
∙ SoapTech
∙ Tri-Supply Company
∙ Thuemling Industrial Products
∙ Wausau Chemical Corporation

WISCONSIN FABRICARE INSTITUTE, INC.
11801 W. Silver Spring Dr., Suite 200
Milwaukee, WI 53225


