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Member Spotlight—  Rite Cleaners 

Rite Cleaners became a third generation cleaners when Joe Dubasik’s 

daughter Joanna joined him 3 years ago. Joe’s dad, Frank, started 

the family in the drycleaning business in Ohio. However, in 1971 he 

decided to move the family to Arizona. He founded Rite Cleaners on 

his arrival and it remained a family run operation.  

Rite Cleaners offers drycleaning, shirt laundry, wetcleaning, fluff & 

fold, wedding gowns, household items, draperies along with free pick 

up and delivery. They also do some wholesale work for other cleaners 

in town. 

Joe says that since Joanna has joined the operation much of their fo-

cus has been on building their route business. He has seen an uptick 

in the number of fluff & fold business as today’s customers are de-

manding the service. He told me that there is a laundromat in his ar-

ea that has actually started a pick up and delivery  service for nothing 

but fluff & fold. That certainly shows where the growth in the indus-

try is headed. 

While Joe doesn’t plan on adding any new equipment soon, he has 

replaced several pieces over the last several years, including his 

cleaning machine.  He switched from perc to K4 and has been happy 

with the results.                                                    (Continues on Pg 9) 
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LAUNDRY & CLEANERS SUPPLY, INC. 

Stainless Steel Honeycomb™ Drum Structure 

The Honeycomb™ design allows the fabrics to float on a protective film of wash             water. 
It is also used in Miele Dryers, protecting fabrics with a cushion of air during the drying pro-
cess. The gentle handling plays a significant role in maintaining the shape of garments.  

PW 6080 Washer 

PT 8807 Tumble Dryer 

The FIRST Plant in Arizona                    
with                    WetCare®! 

Jim Amorese, Owner of Stuart’s                            
Dry Cleaning & Laundry in Scottsdale: 

“Being a second generation drycleaner                     

using Perc for 39 years, I was a skeptic                       
of wetcleaning. I attended the seminar in                   
July hosted by Laundry & Cleaners Supply,            
Miele, Kreussler, and Unipress. I purchased               
a few "difficult" garments at Goodwill and                
took them to the seminar for processing.              

That day I bought my WetCare equipment.           

I am very happy with the results.“ 

PROCESS  

NEW EcoSpeed Wash Technology 

EcoSpeed operates with varying drum speeds. During the initial phase, a slow drum speed 
ensures that the shower ribs transport the maximum amount of water to the top of the drum. 
Even at low water levels, this shower effect ensures the fast wetting of textiles. Wetting & 
drenching is followed by a gradual increase in rotational speed, forcing textiles against the 
body of the drum and squeezing them in the process.  

This results in a further intensification of the wetting processes and increases the detergent’s 
ability to remove soil. The drum speed is then slowed down and the               pressure on tex-
tiles is relaxed, allowing them to soak up more water once again. 

These changes in drum speed, with intermittent shower and compression phases, are repeat-
ed several times, ensuring perfect wash performance. 

                   Dryer  Features: 

 Perfect Dry - Precision Drying of all Textiles 

 Individually Programmable Controls Provides Maximum Flexibility  

 Air Recycling Plus - Most Efficient Heating Means Energy Savings of 30% 

 Large, Easy to Clean Filter 

 Steam or Electric Heat  
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WSDLA Board of Directors         

2018 

 

OFFICERS/EXECUTIVE BOARD 

David Meyer, President 602-952-7085 

Melissa Coborubio, Secretary 602-323-9200 

Carol Ticgelaor, Treasurer 602-264-0701  

Heath Bolin, Chairman of the Board 520-419-7558  

 

DIRECTORS 

Phil D’Elia, Delia Cleaners 602-431-8555 

Joe DiMauro, Street’s/Adco 440-241-8628 

Dave Eckenrode, Laundry & Cleaners Supply 602-244-0770 

Bruce Grebin, Farmers Insurance 480-598-1110 

David Miller, Small Business America 480-223-1234 

Jeff Schwarz, A.L. Wilson  201-240-9446 

Dave Silliman, Uptowne Cleaners 602-264-0701 

Denise Testori, Prestige Cleaners 480-495-2272 

Mark Witt, Arcadia Cleaners 602-955-3680 

Mark Witt Jr., Arcadia Cleaners 602-955-3680 

 

 

EXECUTIVE DIRECTOR 

Bill Hay,  602-524-0023, ed@wsdla.org 

 

 

President’s Message 

            Hi, what did you 
say your name is? Ok, I'll 
call you Sir Cleaner for 
short. 

Did you ever go to a con-
ference? You always get 
a name tag. Do your cus-
tomers buy name brand 
clothing? They pay more 
because they have ex-
pectations of value and 
quality. 

It is my goal for all dry 
cleaners to be proud of 
their quality and not be 
afraid to put their brand 
on EVERYTHING that they 
send out of their store. 

Cattle are branded because the rancher wants to own his cattle. 
Well, let's own our Dry Cleaning. I am aware we can't all be the 
same price and quality. 

Strive to get feedback from your customers. Make sure your 
quality exceeds your price. Put your name on it. I am confident 
that successful stores are proud of their product and make sure 
the customer knows who cleaned their clothing. There is noth-
ing worse than an angry husband at 5 am because his shirt is 
not wearable.  

Stores that deliver have only two strengths Quality and on time 
delivery. There is no chance to say nice things to the customer 
at the counter. So if you are proud of your product BRAND it 
and make sure the husband knows whose product he likes. You 
will be surprised how many wives try to change to a lower price 
cleaners and only irritate their husband. 

Use any form of packaging you can brand. Don't use different 
logos on your garment cover and your trucks. Make everything 
uniform.  It builds loyalty. 

So we must know what our local customer wants, what he is 
willing to pay for it. Then find a slogan that describes your prod-
uct and OWN IT. 

I.e. “Affordable and fast" 

Moderate pricing for Name Brand clothing, Designer Brand 
clothing Cleaned for the discerning customer. 

Name your business to match your mission: Rite Price Cleaners/ 
Ultimate Cleaners etc./ Value Clean etc. 

Don't be afraid to charge what you need to put out the product 
your customer expects. One very good friend told me ". If 20 % 
of your customers aren't complaining about your prices, your 
prices are not high enough. 

                                Regards, David Meyer 
                                              EliteCleanersOffice@gmail.com 

WELCOME TO OUR NEWEST ALLIED TRADE MEMBER 

Richard Fitzpatrick—Kreussler, Inc. 

Tampa, FI  
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Saturday, December 1st, 2018  •  6:30 pm 

1720 E Camelback Rd 

Phoenix, AZ 85016 

(602) 277-3474 

$50 per person. Includes an appetizer, entrée, dessert and gratuity. Cash bar.  

Appetizers: New England Clam Chowder or House Salad 

Entrees:  Grilled Atlantic Salmon, cheddar mashed potatoes and seasonal vegetables; Grilled Chick-

en Breast, rosemary butter, cheddar mashed potatoes and seasonal vegetables; Sandabs, cheddar 

mashed potatoes and seasonal vegetables; Gemelli Pasta with Shrimp & Scallops, mushrooms, as-

paragus and pesto cream and romano cheese; 10 oz. Rib Eye steak (all steaks cooked medium rare 

only), cheddar mashed potatoes and seasonal vegetables 

Dessert: Key Lime Pie 

RSVP: Bill Hay 602-524-0023 or ed@wsdla.org 
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It seems funny to start a col-
umn for the last quarter of 
the year when the tempera-
ture outside is still in triple 
digits. I don’t know about 
you, but I’m ready for winter 
to arrive. This hot weather is 
tough on an old man, espe-
cially when he carries 
around as much insulation as 
I do. I’m hoping we’ll see a 
cool down before long.  
 
One of the things to look forward to is the annual Holiday 
Social. It is scheduled for Saturday December 1st at the 
Bluewater Grill. Those that have attended over the years 
can attest to the quality of the food and service. It is a 
great chance to interact with others in the industry and get 
to meet new friends. I hope you will all consider joining 
us, even if you aren’t current members. Check out the fly-
er that appears in this newsletter for more details.  
 
It is this time of year that I start looking forward to next 
year. This year we presented a number of educational sem-
inars to the Drycleaners & Launderers. These seminars are 
designed to help you with your daily struggle as well as 
provide new ideas to help you grow your business. 
WSDLA is interested in hearing what types of seminars 
are of most interesting to you. Should we have a mainte-
nance seminar? How about more seminars that focus on 
Social Media? How about training seminars in plants fo-
cusing on Spotting and Pressing? I would appreciate your 
thoughts on this subject. Please call me or send me an 
email with your comments.  
 
For those of you who don’t know, WSDLA has a Face-
book page. If you are a Facebooker I would appreciate 
your “Liking” the page. I try to pass along helpful infor-
mation on the page that I think you will enjoy.  
 
Hopefully you have notice that WSDLA has changed our 
logo. This new logo is being placed on a decal for your 
front door and will be available for members shortly. The 
decal let’s your customers know that you are a member of 
the association. This sticker is in addition to the DLI stick-
er that you got in your new member package.  
 
I end this message with the hope that you have a wonder-
ful holiday season. Enjoy the holidays with friends and 
family and be thankful for what you have.  
                                                
Bill Hay ed@wsdla.org 602-524-0023 
                                                             

                                               

Executive Directors Corner  

THANK YOU!  
ALLIED TRADES MEMBERS 

A.L. WILSON CO. 

Jeff Schwarz  

ARROW LEATHERCARE 

Bruce Gershon 

BRUCE GREBIN INSURANCE AGENCY 

Bruce Grebin 

CPEC 

Greg Jameson 

HENDERSON INSURANCE AGENCY 

Scott Henderson 

KAJIWARA EQUIPMENT CO.                                  

Art Kajiwara  

KREUSSLER, INC. 

Richard Fitzpatrick 

LAUNDRY & CLEANERS SUPPLY, INC.                   

Dave Eckenrode  

M&B HANGER CO. 

Steve Mathews  

OUR TOWN AZ 

David Cox 

PRO LAUNDRY 

Jim Nolan 

R.R. STREET & CO. Inc./Adco 

Joe DiMauro 

SANKOSHA U.S.A., INC. 

Andrew (Bud) Bakker 

SHEEN EQUIPMENT CO. 

Chino Martinez 

SMALL BUSINESS AMERICA 

David Miller 

TRANS CHEM ENVIRONMENTAL CO.       

Don Huey  

UNITED CLEANERS SUPPLY                               

Lane Olson  

WES VIC SYSTEMS 

Chad Boucher  

Zellermayer 

David Pollock 

 



6 

Attendees are gathered for a presentation by Rich Fitzpatrick of Kreussler.                 
Rich outlined the 20-year effort by Kreussler and Miele to develop effective 
and safe WetCare products and processes. 

Live demonstrations of the WetCare Process were provided by Danny 
Khoury of Miele from start to finish. First, garments were put through the 
WetCare process and features of the Miele equipment were discussed. 
Next, the finishing capabilities of the Unipress Versaform V4 were     
demonstrated by Richard Reese of Unipress, the results were impressive. 

For lunch, guests were treated                 
to authentic southern comfort                
food  served by  BuzzNBeez                  
Catering and a delicious cake               
from Barb’s Bakery. 
 
Laundry & Cleaners Equipment Co 
would like to thank those who               
attended. We hope our guests found 
the content helpful and informational! 

Paid Advertisement 

Danny Khoury of Miele and reps from Laundry & Cleaners 
sit down over lunchwith a customer to answer some  
questions about the Miele WetCare process and features.  

The seminar held on July 20th & 21st at Laundry 
& Cleaners Supply’s warehouse was attended by 
over 30 plants and key employees. They were 
able to see live demonstrations of Miele                  
WetCare equipment using Kreussler chemicals 
beautifully finished by the Unipress V4                 
Versaform. 
Because of our mild climate, attendees learned 
that nearly every garment coming into their 
store can be safely wetcleaned and finished           
professionally. Attendees heard how Kreussler              
scientists developed products that safely                 
protect and clean fabrics while eliminating 
shrinkage and felting.  The program will be 
offered again in the coming months. 



7 

 

   

 

Allied Trade Spotlight - Arrow Fabricare 
 

Joseph Gershon came to America from Poland thru Ellis Island. The young man opened 
Arrow’s doors in 1914 just a few blocks down on Troost from where the company is 
currently located and operated by owner Bruce Gershon, the third generation of his fami-
ly to helm the business. 

The company has certainly had its share of growing pains over the years, especially 
since Bruce began working full time in 1974. At that time, the company had about a half 
dozen employees. A great deal has changed since then.  

“We did a major remodel of the original building in 1978 after the Great Plaza Flood in 
Sept of 1977,” In 1979, the family bought a vacant 7-Eleven building across the street 
that could be used for expansion into the fur cleaning business. In the following year, the Gershons added on a 
2,400-sq.-ft. vault for storing furs.  

In 1985 came an opportunity to acquire their largest local competitor in the leather, fur and specialty cleaning busi-
ness, and set the business on a path of continued growth.  As part of the expansion plan, they bought the two build-
ings next door to the south, expanding to the corner of 39th Street & Troost Ave. “All of a sudden, we had great vis-
ibility, and parking, and our over-the-counter business quadrupled” states Bruce. 

In 2001, Bruce purchased Blanc Plume Fine French Laundry, which also accommodated the expansion of Arrow’s 
fire restoration division, which moved into the facility, in NKC and immediately doubled its volume. In Arrow’s 
90th year they added 6,300 square ft. to their growing leather and fur department, and totally revamp their entire 
production flow.   

In October of 2010, Bruce received a call from a dra-
pery cleaning vendor.  He was ready to retire.  Bruce 
had anticipated that this day would come, and after 
an amicable negotiation, He was ready to start one 
more expansion project. In March 2011, Arrow 
closed on property in KC, KS and renovated the 
building. They began operations the first week of 
June 2011.  

 Arrow’s resources are divided into two buildings 
totaling over 48,000 sq. ft. in area. The company now 
has approximately 80 employees, depending on the 
season. 

As for the dry cleaning services it offers, it’s difficult 
to find one in which Arrow does not specialize. The 
company provides fine dry cleaning, and shirt laun-
dry, alterations & reweaving, leather and fur clean-
ing, storage and repair, bridal gown preservation, 
French laundry of luxury bed and table linens, dra-
pery & blind cleaning, fire & water damage restora-
tion dry cleaning, nationwide mail order cleaning and 
other unique and interesting services. 

While Bruce admits all of the diversity can make the 
business “more challenging to operate,” he is quick 
to point out that the company’s focus remains simple.  

“The emphasis today in our business is on quality,” 
he said.  “I attribute that to my dad, who instilled the 
quality mantra in Arrow from day one.”  

Today, our motto says it all, “with every garment, 
every customer and every employee, Arrow Cares!” 
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Rite Cleaners Continued from pg. 1 

When asked what he felt the future holds for our industry he said be prepared for change and be willing to 

change to accommodate your customers. As people retire and more millennials move into the work force 

more of your volume will move from suits and dresses to casual and more washable garments. He says he is 

wetcleaning over 50% of the garments he takes in now. 

Joe says he joined the association for the wealth of information they provide. He likes being able to contact 

DLI to get help with problems when needed. He enjoys being able to access the Encyclopedia of  Dryclean-

ing on line to download and print a bulletin he can share with a customer.  

Joe said another reason for his belonging to the association is to support the industry. He said without the 

support of members, there wouldn’t be an association. Without the association the resources to support the 

industry would be gone. Then, who would be the industries voice when it came time to deal with the gov-

ernment and regulations?  
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What's On That Certificate Any-

way?  
So, you’re the Community Manager of a homeowners’ association. Or you’re the Prop-
erty Manager of a major commercial facility and your number is first on the speed dial 
when the boiler stops working. Or, let’s say you’re the Executive Supervisor of a gen-
eral contractor in charge of erecting a twelve-story high rise. You’re in charge of hiring 
independent plumbers, electricians, masons, and concrete mixers. You know every 
contractor by first name within 150 miles and they all know you. 

Today, a tile cutter sliced through a conduit line on the 5th floor blowing a transformer 
and shorting out the entire work site. 

You’ve got this, no problem. You know just who to call while you race to the site fielding panicked updates from staff, 
questions from tenants, the fire department, or other municipalities. To you, it’s just another Wednesday. 

You are unfazed. You have nerves of steel and, better yet, you know just who to call. What gives you so much confi-
dence in this situation? It’s knowing that you and your team completely vetted everyone approved to work for you 
or on behalf of your resident tenants. Before you decided to even think about cutting a check, you collected a cer-
tificate of insurance from every company on your worksite. You checked their licensure with the state and followed 
up for renewal certs. You even made sure the proper limits were listed. Afterwards you bundled those certificates in 
a tidy file and put them in a safe place in your back office or on your computer hard drive. All due diligence was 
completed, so it’s fine to make that call. Right? 

Hold on. There’s one thing you might have missed. In the upper right hand corner of the certificate is the name of 
the insurance company. It looks and sounds legitimate. It may be. You’ll never know for sure until the moment of 
truth, when you actually have to file a claim. It comes down to this; insurance is a promise to pay to make whole. If 
there is no coverage, then who pays? 

This should be the last thing on your mind while that maintenance engineer is replacing a fitting on your boiler and 
doesn’t use the correct weld. Or, when that tile cutter electrocutes himself when he hits the conduit on the fifth floor 
of your high rise. If you Google search the term “Fraudulent Certificates of Insurance” your web browser will be 
flooded with countless articles and incidents.Insidecounsel.com’s December 2013 article identifies a Certificate of 
Insurance as “the most dangerous piece of paper in the business”. 

In general, insurance fraud in the United States equates to $80 billion dollars per year in lost premium according to 
Insurancefraud.org. That’s including all lines of coverage from workers’ compensation, general liability, automobile, 
health, etc. We all pay for this. In fact, for every $1.00 of premium we pay, $0.10 is syphoned away due to fraud. 
That’s money directly being pulled out of our pockets that could be spent lowering our premiums. 

The scams perpetrated are wide and varied; from unscrupulous agents selling fake documents out of their paper 
mills to the contractors buying them. Cracking down on fraudulent practices requires varied fronts of diligence. Indi-
vidual state statutes differ in this respect, however, one thing is certain; if the work is being done on your property, 
you’ll have a drawn out legal battle attempting to prove to a judge why you shouldn’t pay the medical bills of that 
electrocuted contractor if his employer doesn’t have coverage regardless of how it happened. 

What can you do to spot check your certificates besides looking for misspelled words and unrecognizable letters 

and numbers? Checking with AM Best is a good tool to use. Type in the carrier name and you can confirm that the 

insurance company listed is a legitimate one. AM Best will provide the carrier’s headquarters, contact information, 

web site and financial strength.                                                                               (Continued on Pg. 12) 

http://incidents.Insidecounsel.com
http://Insurancefraud.org
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Report: Arizona Ranks #5 For Economic Momentum 
Arizona Ranks In Top 10 For Personal Income Growth, Employment Growth and Population Growth 

 PHOENIX — A new economic report ranks Arizona fifth best in the nation for economic momentum. The 
Index of State Economic Momentum, a quarterly report published by the Washington, D.C.-based State 
Policy Reports [1], ranks states based on their most recent performance in three key measures of eco-
nomic vitality: personal income growth, employment growth and population growth. 

Arizona climbed one spot, from (6) to (5), from a year ago in the economic momentum index. Over the 
same period, Arizona also improved in every sub-category used to develop the score, including: 

Climbing from (6) to (3) in personal income growth; 
Climbing from (10) to (9) in employment growth; 
And climbing from (8) to (6) in population growth. 

 

“Arizona’s growing economic momentum owes itself to the hard work of entrepreneurs, business owners 
and their employees across our state,” said Governor Ducey. “We will continue to work to make Arizona 
the best state in the nation to launch new ideas and start or scale a business.” 

Published on Office of the Arizona Governor (https://azgovernor.gov) 

Changes at Your Company?  
 

Have there been changes at your Company? Is 
the name and address label for this newsletter 
still correct? Are there other key people working 

for your com-pany, possibly at other locations 
that would like to receive their own copy of our 
newsletter. Send us your changes by email to 
ed@wsdla.org or mail to: WSDLA, c/o Bill Hay, 
6616 S. 5th Place, Phoenix, AZ 85042 

 
 
“The pessimist complains about the wind; the 
optimist expects it to change; the realist ad-
justs the sails”  
 

William Arthur West  

http://click.icptrack.com/icp/relay.php?r=&msgid=0&act=111111&c=1533672&destination=http%3A%2F%2Fwww.ffis.org%2Fstate_policy_reports
http://click.icptrack.com/icp/relay.php?r=&msgid=0&act=111111&c=1533672&destination=http%3A%2F%2Fwww.ffis.org%2Fstate_policy_reports
https://azgovernor.gov/
mailto:ed@wsdla.org
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TransChem Environmental, LLC (TCE) is 

your single, reliable source to properly  

handle hazardous waste issues. 

Let us worry about your waste disposal. 

We offer the lowest prices and best service 

for regularly scheduled pick ups. 

Our environmental professionals and chemical disposal specialists have the            

credentials and experience to solve your hazardous waste issues quickly, safely, and 

professionally. 

We never use subcontractors, so you can be assured that we are accountable to you, 

your timeline and your budget. 

Our Management team is ready to respond to your needs with speed and safety. 

Most quotations are provided with 24 hours! 

Call Don Huey, Vice President, Sales at (866) 778-8563 (O) or (602) 513-6528 (C) 

  

(Continued from Pg. 10) 

However, even if the insurance company exists and is listed as an A+ Superior Rated company with a strong finan-
cial position, your vetting procedures are not yet finished. One last thing you should do is call the insurance compa-
ny directly to confirm that coverage actually exists for the individual or entity listed on the certificate. As long as 
you ask for non-confidential information, the carrier is obliged to confirm the policy number, coverage states, the 
effective dates and limits. And if none of those things match up, you need to suspend work immediately and call 
the state department of insurance. Also, don’t wait to do this once a year. I would recommend this to be a regular 
on-going practice in your office. 

Insurance fraud is and will be an on-going battle. As long as there is the perception of easy money is to be made, 
then the opportunity for fraud will continue to exist. It’s easy to rationalize that it’s just a certificate, a piece of pa-
per. Nobody looks at those things, right? 

You do. 

Here are some helpful links: 

www.ambest.com  

www.insurancefraud.org  

For our colleagues in Arizona: www.insurance.az.gov  

                                                                                             Contributed by Bruce Grebin—  

                                                                                             Farmers Insurance Co.— Scottsdale, AZ 480-598-1110 

                                                                                             Phone: 480-598-1110  

http://www.ambest.com
http://www.insurancefraud.org
http://www.insurance.az.gov


13 

 

Equipment for Sale 

Unipress NT Lightning Shirt Unit 

2 Collar & Cuff Units 

Miscellaneous other pieces 

Call Brad Keeling at 602-615-5321 
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Governor of Arizona’s Office 
    Businesses in California have taken notice of Arizona’s efforts to become the most attractive place to start or grow 
a business. For the last four years, Arizona has earned a top-ten ranking as a best state for business in Chief Executive 
Magazine’s annual survey of “Best & Worst States for Business” -- while the state of California has ranked last every 
year the survey has been conducted. 
    Tired of burdensome regulations and crippling costs, California businesses both large and small are choosing to 
take advantage of Arizona’s high quality of life, innovation-friendly regulations, low taxes and qualified workers. 
    Here’s more about California businesses flocking to the state of Arizona: 
Since 2015, a total of 49 companies have chosen to set up shop in Arizona.   

   ● The exodus of California businesses has brought Arizona more than 18,000 jobs and over $9 billion in capital.  

   ● California companies choosing to conduct business in Arizona come from a range of industries, including bank-
ing and finance, information technology, and bioscience and biotechnology. 
  ● California companies such as ZipRecruiter, Stitch Fix, Apple and Google are among those that have chosen to dis-
cover Arizona. 

 



15 

 



16 

  

 

 

 

  

 

 

 

The Henderson Insurance Agency 

Insuring Drycleaners for 44 Years 

Proper Clothing Coverage and Perfect Service 

Get a Quote Over the Phone in 5 Minutes 

      602-262-9080 

The Western States Drycleaners & 
Launderers Association newsletter is 
published quarterly.  
 
WSDLA welcomes submission of 
typed articles and pictures. Larger 
articles submitted in WORD format 
will also be considered for publica-
tion.  
 
Advertising rates are available on re-
quest. Call 877-342-1114 or email 
ed@wsdla.org for rates.  
 
Our Allied Trade members support 
allows us to provide this newsletter 
to all drycleaners and launderers in 
Arizona and Nevada regardless of 
their membership status.  

 

 
Pinpoint - Target Specific Audiences with 

Geofencing 
By John Paul Roggenkamp 

 
A geofence is an invisible boundary drawn around the people who are using locatable mobile phones with-
in a specific patch of Earth. Imagine, for example, that there’s a sales gathering happening at a convention 
center down the road, and you want to inform the well-dressed attendees of your opening hours. Setting 
up a geofence using the mobile advertising platform of your choice will allow you to send advertisements 
to the mobile devices of the few hundred people who are physically present within the convention center. 
Or, target them with an ad about your professional and fast drycleaning services when they’re back in their 
hotel rooms after dinner - in a new town they don’t know well - wondering how to get red-wine stains out 
of a white silk blouse. 
 
The size of a geofences can vary from a few feet to the width of the globe. Plus, geofencing software usually 
allows the advertiser to choose from a number of metrics beyond just physical location, such as what type 
of mobile device is being used and the age of the person using it. Studies show that employing geofences 
can double Secondary Action Rates, which is a marketing euphemism for People Visiting Your Store After 
Seeing Your Ad. 
 
Companies using geofences include The North Face and BMW, but this cutting-edge technology is appro-
priate for businesses of all sizes. Get people to come inside by announcing sales coupons that only send 
when someone walks through the front door of your business. Happy geofencing! 
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WSDLA Mission Statement 

Western States Drycleaners & Launderers             

Association, an affiliate of the Drycleaning &    

Laundry Institute, is the trade association of      

professional drycleaners and launderers in           

Arizona and Nevada. 

The not-for-profit organization provides value 

through education, research, legislative                

representation and industry specific informational 

programs, products and services. 

Western States Drycleaners & Launderers            

Association is dedicated to the highest standards 

of business ethics and professionalism,                 

environmental responsibility, textile serviceability 

and a positive public image. 

 

 

 

 

 

 

 

CALENDAR  OF  EVENTS   

             

October 2              WSDLA Seminar—Marketing by Kyle Nesbit— Christ Church Lutheran, 3901 E. Indian 

          School Rd, Phoenix, AZ 6:30 PM 

October                 DLI Introduction to Drycleaning Course - Laurel, MD 

15  - 19 

Oct 22  -          DLI Advanced Drycleaning Course - Laurel, MD 

Nov 2  

November             DLI “On the Road” Introduction to Drycleaning Course in South El Monte, CA 

12  - 16 

December 1        WSDLA Annual Holiday Social—Bluewater Grill, 1720 E. Camelback Road, 6:30 PM                   
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