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Member Spotlight  -  Village East - 

Henderson, NV 

   Village East Cleaners was started by Eugene and Alice Hahnfeld in 1975.  
Eugene passed away in 1990 and Edwin took over as General Manager.  
Today, along with his wife Marilyn and his sister Rachel Hahnfeld, they 
operate Village East Cleaners in Henderson through two locations. One 
plant is on Perc and the other on Hydrocarbon. Ed is currently looking at 
opening a third location. They also offer pick-up and delivery. 
   Village East is a true full-service cleaner. They process everything but 
suedes and leathers. In fact, they recently expanded their list of services to 
include shoe cleaning (primarily for golf shoes and sneakers) as well as car 
seat cleaning. 
   When I asked if he was doing much wet cleaning Marilyn said they were 
doing more and more every day. Ed added that they were wet cleaning al-
most all of their wedding gowns and the results have been great. 
   Speaking of wedding gowns, Ed said they are members of the Association 
of Wedding Gown Specialists and offer wedding gown preservation along 
with restoration. In addition, they offer alterations on wedding gowns from 
large jobs to small. Being a member of that association has allowed him to 
really grow that portion of his business. 
   When I asked him what his thoughts were on the future of the industry, he 
stated that it is shaping up as “The Battle of the Fittest”.  He believes that 
those who don’t invest in their businesses now will fall by the wayside. He 
has invested in social media such as Facebook, a great website and an email 
program that Marilyn manages. Both have helped him grow his business 
more than the old stand buys like Val Pak. 
   Ed is looking at barcode systems and that will be his next investment in 
the future of Village East. He will be also looking at purchasing new equip-
ment when he seals the deal on his new plant.  
 

                                                                                          Cont. on Page 6 
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WSDLA Board of Directors         

2019 

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 

Steve Mailloux, Al Phillip’s the Cleaner 702-349-1637 

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

John Cirillo, Street’s/Adco 440-241-8628 

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

Andrew Kotauk, GoGetMy Laundry 602-471-8526 

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 

 

WELCOME NEWEST MEMBERS 

Gabriel Henderson— Oxford Cleaners 

Chandler, AZ 

Lillian Martin - Rocket Cleaners 

West Wendover, NV 

 

 

President’s Message 

 As Dry Cleaning 
Store Owners we are 
faced with competing 
for a smaller market 
and trying to run an 
efficient  business. 
The days of simply 
being a competent 
spotter have long 
since vanished. We 
have to be lease ne-
gotiators, human re-
source managers, 
marketing managers 
and efficiency ex-
perts. 
   Here are some sim-
ple skills that I feel 
are essential to suc-
cess. 
Accountability:  
Set up standards for employees to follow. This applies 
to production staff as well as CSRs. Set up production 
goals and track the daily output per team member. We 
started to do daily totals for detailing errors and post-
ed results. In one week we found the CSR’s did not 
want their name on the LIST and eventually the errors 
went away. This has lead to higher customer satisfac-
tion and a team spirit. The production staff really ap-
preciates the CSRs attention to detail.  
BASICS: 
Set up basic guidelines for success. Make sure every 
team member knows what is expected from them. 
Clearly define job descriptions. The more team mem-
bers have defined tasks the better they perform. 
Coaching: 
Once you have clearly defined job descriptions and 
track performance you can find team members that 
are excelling and others that are deficient. It is much 
easier to coach a team member to improve their per-
formance than hire and train someone new. So with 
accountability we can define and track performance. 
Employees actually like their job to be clearly de-
fined. 
   So where does this take us? It helps us put out a bet-
ter product more efficiently. Remember rents are go-
ing up, energy costs are going up, minimum wage is 
going up, supplies are going up etc. LEARN TO BE 
EFFICIENT or you will have to do everything your-
self. 
 
           Regards, David Meyer  - President WSDLA 
         Elite Cleaners  - elitecleanersoffice@gmail.com 
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Schedule of Events: 

You Won’t Want To Miss The Opportunity To Hear From Experienced Industry Profes-
sionals! 

 

mailto:ed@wsdla.org
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Well, we are officially head-
ing into the 4th Quarter of 
2019. A time to look at the 
year so far to see if you are 
on track to meeting last 
year’s numbers. If you are, 
congratulations. If you aren’t 
then it is time to adjust your 
goals and determine why 
you aren’t.  
 
That will mean looking at 
what you can do to add new 
revenue streams. If you aren’t already taking in fluff and 
fold, what are you waiting for? According to DLI, that is 
one of the areas that is showing the most growth in our 
industry. I didn’t say it would be easy. I know that a num-
ber of plants I’ve talked to say they don’t want to wash a 
customers underwear, but you need to consider it.  
 
In this months Member Spotlight the owners at Village 
East Cleaners in Henderson, Nevada have added shoe 
cleaning of golf shoes and sneakers along with cleaning 
car seats. It will take some research, but it will pay divi-
dends in the future if you also consider adding these ser-
vices to your revenue stream. 
 
Anything you can do to add revenue will help insure that 
you will be around next year as well as the years to come. 
That includes investing in hardware that will reduce your 
labor costs. As you know, the minimum wage will in-
crease $1.00 an hour next year. You should be looking at 
ways to decrease your labor by adding systems that will 
help with that.  
 
If you are not using barcodes to streamline your marking 
in an assembly, your costs for marking in will remain the 
same. Sure it is an investment in your business but one 
that will provide a return on that investment almost imme-
diately.  
 
You should all know by now how important I think mar-
keting is to grow your business. A website, Facebook page 
and an email program are essential in these times. More 
millennials are showing up in the marketplace every day. 
That is not going to change. You have to be prepared to 
communicate with this market if you expect to grow your 
business.  
 

(Cont. on Page 10) 

                                               

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 

Jerry Salcedo 

HENDERSON INSURANCE AGENCY 

Scott Henderson 

KAJIWARA EQUIPMENT CO.                                  

Art Kajiwara  

KREUSSLER, INC. 

Richard Fitzpatrick 

LAUNDRY & CLEANERS SUPPLY, INC.                   

Dave Eckenrode  

LAUNDRY & CLEANERS EQUIPMENT CO. 

Tim Eckenrode 

M&B HANGER CO. 

Steve Mathews  

OUR TOWN AZ 

David Cox 

PRO LAUNDRY 

Jim Nolan 

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

John Cirillo 

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 Singer 
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Member Spotlight (Cont. from Page 1) 

   Ed has been a member of the association for years. I asked him 
why membership was so important to them. He said, “It is the thing 
to do. It is important to support your industry.” Marilyn added that 
she likes the fact that DLI is always there to answer questions and 
offer support.  
   Village East is allowing WSDLA the use of one of their plants for 
a spotting and wet cleaning seminar in December for cleaners in the 
Las Vegas area. He is always willing to help other cleaners. We 
thank Village East for their willingness to provide us a facility that 
allows for live demonstrations. 
   Rachel, his sister was raised in the industry. She started out mak-
ing hangers at the age of 7 coming in with her Dad, she does the 
same thing with her sons. She feels that the fact that we are a family 
business plays a big part in our great relationships with the custom-
ers and with employees.   
   Vegas has grown so much but we still have our core customers 
that have been coming in for over 30 years. They have seen our family grow and we have seen their’s grow. In fact, 
with a few I went to school with them and that means something to people coming in. When my customers come 
in, they know they are seeing family and we will take care of whatever they need. My father always instilled in me 
the notion that whatever the customer wants, they get.  And if we can’t we then find someone that can. They don’t 
leave here without an answer. 
   I have always loved the drycleaning industry. Today I feel we have more challenges then maybe my Dad had but 
I hope I still show my customers the pride in my work I have on a daily basis and always with a smile. 
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Allied Trade Spotlight – Kreussler, Inc. 
 

The chemical manufacturer, Chemische Fabrik Kreussler & Co. GmbH, 
with its two divisions, Kreussler Pharma and Kreussler Textile Chemistry, 
is a medium-sized company that was founded in 1912 by Christian 
Kreussler. Since its founding, the company has been owned by four genera-
tions of the Travers-Kreussler family. Kreussler in the US was founded in 
2001. 
 
Extremely specialized, future-oriented, international and independently 
owned - that's what sets Kreussler truly apart. The key to their success lies 
in both their innovative excellence and their scientific approach to opera-
tions. This is true of their healthcare products - which need to cater to the 
interests of patients, doctors and pharmacists - as well as of their highly 
concentrated, user-friendly professional textile care products. In both the 
pharmaceutics and textile care sectors, we market brand products that we 
also support with our own research. Perhaps it's no wonder that we're often 
considered pioneers. 

Kreussler operates its research and development department with several PhDs on staff. Sustainability is baked into 
their product offerings but also within the bigger picture of their corporate headquarters. As Kreussler GmbH has 
grown, they’ve taken additional measures as they recently expanded adding solar panels to gather energy. Kreussler 
is a sewage-free operation. By using efficient ultrafiltration and reverse osmosis wastewater treatment, wastewater 
from rinsing and cleaning processes in product manufacturing and testing are treated to such an extent that it can be 
entirely reused. By installing this system, Kreussler gained additional experience that had been used for many years 
to solve similar problems in dry cleaning plants. 
 
Patented milestones include: 
● The development of MieleSystemKreussler wet cleaning 

● The Ecosan process that saves both energy and water in industrial laundry 

● The liquid detergent system Derval Power with the technical washing powers of a powder detergent. 

● SystemK4 for textile cleaning as the environmentally-friendly alternative to perchloroethylene cleaning. SYS-
TEMK4 dry cleaning process, is now biobased and has been awarded the USDA BioPreferred ® product la-
bel. Kreussler Inc. has met the high standards set forth by the USDA Secretary of Agriculture. The USDA Certi-
fied BioPreferred® Product label was designed to readily identify products with verified biobased content. Their 
label indicates that SOLVONK4 is 88% certified biobased, and the FP means that it is qualified for Mandatory 
Federal Purchasing. Kreussler Inc. is the only textile chemistry company to offer biobased and USDA BioPre-
ferred® products in the dry cleaning industry. Biobased contains renewable plant, marine, and forestry-based re-
sources not derived from petroleum. 

● Kreussler installed twenty-four heat exchangers to use the natural heat of the ground and use the energy in produc-
tion as well as in heating new office buildings. The company saves gas and oil, and in the end, the company is more 
competitive than before. Kreussler is continually looking for ways to be more sustainable and earth-friendly not only 
in our product offerings such as bio-based SYSTEMK4 and sustainable LANADOL wet cleaning but literally from 
the ground up with geothermal heat sourcing. 
 
I asked Rich Fitzpatrick, Vice President at Kreussler, what he sees for the future of our industry. He said, there are 
definitely challenges ahead. The plants that grow and survive will be looking for new revenue streams as well as for 
ways to reduce labor and improve quality.  
 
Rich believes in technology. He feels like plants should be identifying the way their customers want to be communi-
cated to. Todays customers use social media and the Internet to do most of their communications as well as for 
checking for information on a prospective business. Therefore, it is imperative that a plant has a website as well as a 
Facebook page and other social media connections. He urges that plants embrace technology rather than ignoring it. 

http://www.kreussler-pharma.de/
http://www.kreussler-chemie.de/
https://www.biopreferred.gov/BioPreferred/faces/pages/AboutBioPreferred.xhtml
https://www.biopreferred.gov/BioPreferred/faces/pages/AboutBioPreferred.xhtml
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WSDLA Educational Seminar 

The WSDLA Wetcleaning, Basic and Advanced Spotting seminar, sponsored by Laundry & Cleaners Supply was a 
huge success. Over 50 people attended the event at the Laundry & Cleaners warehouse on Saturday, September 28. 
Laundry & Cleaners provided lunch for the attendees. Each attendee will receive a Certificate of Completion from 
WSDLA. 
 

 
The Presenters were: 
Dan Pollock, representing Kreussler, Inc. led the seminar on Wetcleaning. It 
included a discussion of the history of Wetcleaning, the Wetcleaning process 
and different chemistry needed for Wetcleaning.  

 

Danny Khoury representing Miele, discussed Wetcleaning equipment and 
the importance of features like residual moisture drying and precise pro-
gramming capabilities. 
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Cont. WSDLA Educational Seminar from Page  ) 
 
Kyle Lamar and Don Naro, representing Streets discussed basic spotting and how to maintain 
and use the spotting board and other tools. 
 

 Jeff Schwarz, representing A.L. Wilson who discussed advanced spotting techniques 

which included bleaching. 
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(Cont. Executive Directors Corner from Page 5) 
 
The only way to insure your growth is to recognize that you have to target your customer base. If you don’t already 
have a POS system at your front counter then you should be looking at the options available. Those systems will help 
you track your customers, including the revenue they are generating. It should also include the ability to add customer 
email addresses so you can use them for an in house marketing program. Once you add barcoding to the mix you will 
even be able to tell how many times you have processed an individual customers garment. Imagine how that might 
help you with a customer that claims you ruined his “brand new pants”. You simply show him that he has had them 
cleaned X number of times and the date they were taken in for the first time.  
 
The one thing for sure is, “If you always do what you have always done, you will always get what you always 
got.” That will work just fine if your business is thriving from procedures you already have in place. However, if 
your business is in decline then changes are needed to get your business growing again. 
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  Environmental Surcharges and Fees 
 
I had a call recently asking me about the adding an Environmental Surcharge to all invoices. I told the caller that I 
was not in favor of that method for a couple of reasons. I went on to explain my concerns utilizing a bulletin written 
by Jon Meijer with DLI. I have taken the liberty of asking for permission to reproduce a portion of that bulletin for 
this article and received a go ahead from Jon.  
    

In 2003, IFI published a bulletin titled, “Some Cautionary Advice On Environmental Surcharges and Fees.” Since 
that time, the legal landscape regarding these types of fees has changed very little. However, it is only a matter of 
time before those businesses that “improperly” incorporate these surcharges/fees in their pricing structure get into 
legal trouble. I say “improperly” because for businesses that wish to include these fees, there are “proper” ways to 
include them as part of the total price for the service. First, the consumer must be made fully aware that the environ-
mental surcharge/fee is part of the total price. Second, the way the price is communicated to the consumer must not 
violate existing laws regarding deceptive and unfair acts. 

WHAT DOES THE LAW SAY ABOUT ENVIRONMENTALSURCHARGES OR FEES? 

The law typically used or cited with regard to the way environmental surcharges/fees are communicated or whether 
they are deceptive and unfair is The Federal Trade Commission Act (FTCA). This act broadly protects both busi-
nesses and consumers from deceptive and unfair practices. Just think of truth in advertising, which these types of 
laws are generally focused upon. 

Only the Federal Trade Commission (FTC) can enforce this act. As a result, many states have either copied it or 
strengthened their own laws, which provide similar protections to businesses and consumers, as well as providing for 
heavy civil penalties. Regarding the use of environmental surcharges and fees, federal and state laws have rarely 
been tested, except where there are obvious infractions, such as advertising one price for a product but charging an-
other. These laws do not specifically prohibit surcharges or fees, nor do they provide businesses with any clear lan-
guage on their use. So far, these laws have been mostly used to go after larger, better-known companies. It is still 
rare for the FTC or the States Attorney General Office to go after companies that improperly add an environmental 
surcharge/fee to their invoice, but it does happen. 

In 2003, private party plaintiffs hit a group of dry cleaners with a class action civil suit. The case, which involved 
nearly 80 Florida dry cleaners and numerous ones in other states, resulted in an expensive settlement. 

WHAT DOES THE FTC REALLY WANT YOU TO KNOW? 

With regard to environmental surcharges/fees, the FTC wants businesses to be truthful and non-deceptive. The 
FTC’s point of view is that of a “reasonable consumer.” If you went to have your two-piece suit dry cleaned and the 
advertised price on the display poster is $8, then $8 plus any state tax should be the price the consumer pays for the 
dry cleaned suit. However, if when picking up the suit the customer finds out the price is not $8 but $8 plus the cost 
of an environmental fee, which really makes the price $8.25, the dry cleaner has most likely violated federal and 
state laws regarding deceptive and unfair practices. That is to say a “reasonable consumer” would and should have 
expected to pay the advertised price of $8. Had the dry cleaner communicated these additional “unbundled” costs 
upfront and communicated to the customer that the price for the dry cleaned suit was $8.25, there would not be an 
issue. 

The same pricing philosophy would also apply if you were advertising your prices. (Federal and state laws do not 
specifically tell you how to communicate the total price of a product or service to the customer so long as the con-
sumer clearly understands what that price is!) 

As a reminder, here are some key points to think about before implementing an environmental surcharge/fee: 

1) An environmental surcharge/fee is different from a tax, so don’t call it one. 

2) Disclose and explain your fee on the invoice and use a call office sign or poster to explain the same. 

3) Disclose your environmental fee to the consumer accurately and be up front. Like the dry cleaning example, you 
may not quote the price of a two-piece suit at one price if in fact the actual price is higher when including an envi-
ronmental surcharge. Disclosure would also apply when advertising your prices in the media, such as with print ads, 
radio, television, or your website. Additionally, depending on your trading area, you may need to post relative envi-
ronmental fees in more than one language. 

                                                                                                                     (CONT. on Page 14) 
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Discoloration of Colored Dress Shirts 
DLI’s Analysis Department has seen men’s colored dress 
shirts with local or blotchy discolorations. Testing shows 
the dyes on these shirts are acid sensitive and will change 
to pink or orange. 
 
In most cases, this discoloration is limited to the collar, un-
derarms, or spillage/contact areas on the garment. Addi-
tionally, some of these shirts show general, blotchy discol-
oration throughout the entire item, due to the use of acidic 
sours in commercial processing. 
 
To determine if a dye is acid sensitive, place a drop of acid-

ic solution in an unexposed area, and let it sit for two minutes. Normally, discoloration will be noted as soon as the 
acid solution contacts the fabric, but will gradually go away. However, if a change in color is still present after two 
minutes, the dye is considered sensitive. (Similar testing may be done with alkaline solutions to determine if a dye is 
alkaline sensitive.) 
 
Regardless of the source of discoloration, we attribute this color change to the manufacturer due to the use of acid-
sensitive dyes. Dyes that are this sensitive are not considered serviceable. 
 
Suggested Reading 
 
DLI International, Silver, Gold, and Premier members may access the following bulletins and more on DLI's Ency-
clopedia of Drycleaning Online in the Members Only section of this website. 
 
Fabrics & Fashions No. 547 – No-Iron Vs. Traditional Dress Shirts 
 
Technical Operating Information No. 748 – Avoiding Iron Wrinkles in Collars 
 
Shirt Laundry Procedures – Any of the nearly 50 bulletins in this category 
 
Posted By Harry Kimmel | 9/3/2019 1:41:13 PM 

 

"I can't change the direction of the wind, but I can adjust my sails to 
always reach my destination."  - Jimmy Dean 
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  Environmental Surcharges (Continued from Page 12) 
 

4) The customer payment receipt should include the cleaning price plus the fee for the environmental surcharge. 

5) Your environmental surcharge/fee should closely match what you are actually paying for those services for which 
the fee has been designed. Additionally, owners would be well advised to account for these types of collection activi-
ties on their books. 

6) Check to see if the surcharge is applied before or after a general state tax for states that apply it to dry cleaning ser-
vices. 

7) Check to see what items the surcharge can be applied to. It probably is not prudent to charge an environmental fee 
on laundered items if they do not have any associated environmental expenses. However, it may be prudent to in-
clude laundry and/or alterations if your state has a dry cleaner cleanup fund and all of your services are being taxed 
under the fund. 

That summarizes the important points to consider. I thank DLI for allowing me to share this information. 

 

DLI does not make any endorsements regarding the use of an environmental surcharge or fee. Collecting an envi-
ronmental fee or surcharge is clearly up to each individual business, and if one decides to collect a fee, it should be 
done in accordance with all applicable laws. Owners should get specific information from their state and local au-
thorities for additional guidance, as well as legal advice from a qualified attorney. The points mentioned in this 
bulletin are based on information currently available. It should be noted that many of today’s existing laws either 
do not address or are absent of specific language regarding an environmental surcharge or fee. As a result, busi-
nesses will likely see increased scrutiny and unequal interpretation of existing laws. Again, this information is not 
designed to provide dry cleaners with legal advice, but instead is meant to serve as an informative tool for cleaners 
who are presently using or are considering the possibility of adding an environmental surcharge or fee on dryclean-
ing services. 
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Large Coffee Stain 
 
If you received a white wool jacket with a whole cup of coffee spilled down 
the front, what would you do? The care label reads “Professionally Dryclean 
Only.” How can you remove such a large stain? 
 
It is not always practical to remove extremely large, water-soluble stains on the 
stain removal board. In this case DLI recommends a gentle wetcleaning. 
 
Soak the jacket in cool water with a tannin formula (1-2 oz./gal.) or a neutral 

synthetic detergent (1/2-1 teaspoon/gal.) and acetic acid (1-2 oz./gal.). If there are remaining traces of the stain, a 
hydrogen peroxide (6-8 oz./gal.) bath would be the last resort. There could be slight shrinkage and a change in the 
texture after wetcleaning, so be sure to explain to the customer that you will take all of the necessary precautions to 
minimize the risks involved. 
 
DLI's Stain Removal App offers solutions to hundreds of stains by type and fabric content. Simply click the stain 
you're facing viola, the instructions appear. Safe instructions for unknown stains are also included. 
DLI offers many bulletins on stain removal in the Drycleaning Encyclopedia, available to Silver, Gold, Premier, In-
ternational, and Allied Trades Members. 
 
Master the art and science of stain removal with our Two-Day Stain Removal Course, Sept. 26 & 27, 2019 at DLI's 
School of Drycleaning Technology. Learn how to identify and remove any stain with classroom instruction and 
hands-on practice. Call 800-638-2627 to register.  
Posted By Harry Kimmel | 9/11/2019 9:54:25 AM 
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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 company, 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  

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) 

mailto:ed@wsdla.org
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Saturday, December 14th, 2019  •  6:30 

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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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.  
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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               

 

Oct. 4 - 6               Canadian Fabricare Association Conference - Yorkdale, Ontario 

Oct. 15 -19            DLI Introduction to Drycleaning Course - Laurel, MD 

Oct. 19 - 20           NCA Tex Care - Meadowlands Expo Center - Secaucus, NJ 

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 7         WSDLA Wetcleaning and Spotting Seminar - Village East Cleaners, 1760 W. Horizon          

         Ridge Pkwy., Henderson, NV 10 AM  - 1:30 PM 

December 14       WSDLA Annual Holiday Social—Bluewater Grill, 1720 E. Camelback Road, 6:30 PM 
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