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In Fond Remembrance - Neil 

Silliman  
Neil Silliman passed away from Covid-19 on 
June 10th, a few weeks shy of his 91st birth-
day. Neil is survived by his four children, 
Dave, Ellen, Carol and Patty, 10 grandchil-
dren, 8 great-grandchildren and 3 
great-great-grandchildren. 
 
Neil graduated from Whitehall High School 
in Catasauqua, Pa., in 1947, 
and went to work for his Uncle Bill Silliman, 
a partner with Bruce 
MacIntosh, at the Allen Laundry and Clean-
ers in Allentown, Pa.  In 1950, 

he married Marilyn, his sweetheart from the Allen Laundry and his wife 
of 43 years.  In 1958, Neil accepted a transfer and promotion to 
Drycleaning Supervisor at Reading Laundries and Cleaners, in Reading, 
Pa., another plant in his Uncle Bill's eastern Pennsylvania Mary 
MacIntosh chain.  In 1961, after former Reading GM, Bob Riddle, left for 
Arizona, Neil took over the Reading plant as General Manager. 
 
In 1969, Maroney's Cleaners' partners, Bob Riddle and Bob Menzies, 
offered Neil the opportunity to move to Phoenix, which he accepted and 
worked for Maroney's until 1973.  In 1973, Neil and Marilyn purchased 
Oasis Cleaners, at 68th St. and Thomas. In a few years, they purchased 
Best Cleaners, at 7th Ave. and McDowell, and Uptowne Drycleaning, at 
Central and Camelback. In 1993, Marilyn passed away from lung cancer, 
and, although all four of their kids had worked in the business at one 
time or another, from this point Dave and Carol assumed more 
responsibility. 
 
Over these many years in business, Neil always encouraged a premium 
product, exceptional customer service, membership and activity in the 
drycleaning association, and giving back to the community whenever 
possible.  He was also active as a Mason, having received his most 
honorable 50-year pin from Paradise Valley Silver Trowel #29 Lodge in 
2019. Neil was loyal, kind and genuine, and his employees and industry 
colleagues felt great affection for him.  He will surely be missed. 
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W E ST E R N S TA TE S D R Y C L EA N E RS &  L A U N DE R E RS A SS O CI AT IO N   

WSDLA Board of Directors         

2020 

 

OFFICERS/EXECUTIVE BOARD 

David Meyer, President 602-952-7085 

Phil D’Elia, Vice President 602-431-8555 

Melissa Coborubio, Secretary 602-332-4778 

Carol Ticgelaor, Treasurer 602-264-0701  

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

Jeff Schwarz, Sergeant at Arms 201-240-9446 

 

DIRECTORS 

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

Mark Witt Sr. & Jr. Arcadia Cleaners 602-955-3680 

Bruce Grebin, Farmers Insurance 480-598-1110 

Flora Castellio, Flora’s Cleaners 520-335-8663 

Andrew Kotauk, GoGetMy Laundry 602-471-8526 

Dave Eckenrode, LC Supply 602-244-0770 

Denise Testori, Prestige Cleaners 480-495-2272 

David Miller, Small Business America 480-223-1234 

Dave Silliman, Uptowne Cleaners 602-264-0701 

Dale Pickard, United Cleaners Supply 702-327-1553 

Edwin Los, Village East Cleaners 702-407-8657 

 

EXECUTIVE DIRECTOR 

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

  

WELCOME NEWEST ALLIED TRADE MEMBER 

 Dru Shields - Enviroforensics LLC 

Indianapolis, IN 

 

President’s Message 

Don’t Quit 
Before The 
Miracle 

I know how hard this 
pandemic has been 
on every aspect of 
our lives. Most peo-
ple find getting moti-
vated to start each 
day very hard. 
As owners we have 
to be cheerleaders for 
our staff. It is very 
important to let them 
know you care and 
are trying everything 
to keep the doors open.  
 
I believe in letting my staff know the hard numbers. 
During the recession of 2008 I asked my staff to trust 
me. I asked them to give me the best possible work 
and I would find a way to bring in Customers. I went 
to NY (in the dead of winter) to attend a wet cleaning 
seminar. It was held in a warehouse in the Bronx. It 
was dreary and cold.  I sat next to an old friend Joe 
Greenfeld. He shared a story that saved my business. 
He gave me hope. He told me that the Wharton 
School of Business did a study that showed business-
es that maintained and or increased their marketing 
programs came out of recessions stronger. 
 
So, I ask you to you to expand on my last article cut 
everything you can while maintaining quality and ser-
vice. Look at every expense. I only produce 3 days a 
week. 
 
Keep a positive attitude. Watch weekly numbers and 
adjust. A 5% increase can be a very positive indicator. 
 
Most importantly, do everything you can to get your 
name out to the public. Get a grandchild or young per-
son to help you improve your use of social media. 
PLEASE, PLEASE do not lower your costs of pro-
duction. I am not referring to labor, I mean don’t 
switch to less expensive detergents, or cutdown pack-
aging.  How long this situation lasts is up to God and 
science. 
 
Hang in. It has to get better.  
 
(Continue on page 8) 



4 

 

 

 

 

Time for a 
Change in At-
titude  
 
In today’s world, I find it 
more difficult to remain 
positive. I try to avoid the 
news because it seems to 
focus on all that is wrong 
in the world. Lord knows 
that there is plenty to re-
port there, but I refuse to dwell on issues I have no 
control over. How can you remain positive when you 
continue to be flooded with negative information? 
 
I am in the habit of sitting in my van in my driveway 
each afternoon and smoking a cigar. While I’m enjoy-
ing the cigar I listen to XM radio. Although there is a 
ton of content available, my favorite channel features 
old time radio programs. Listening to Gunsmoke, 
Dragnet, the Shadow, Broadway is my Beat, Johnny 
Dollar among others takes me to a different time. I 
know those programs don’t ring a bell with most of 
you. In fact, most of you are probably wondering just 
how old Bill Hay is? Seems like the older I get, the 
more nostalgic I get.  
 
Last week XM radio’s Old Time radio show featured 
“Christmas in July” programming sharing holiday epi-
sodes for all of their offerings. I listened to “Miracle 
on 34th Street”, “Its a Wonderful Life”, and a number 
of other favorites. Guess what? After listening to these 
special programs I found myself thinking less about 
all the negative stuff around me.  
 
I love the holidays and begin getting into the mood 
late in October. Hallmark makes it easy because they 
start playing holiday movies in late October and go 
right through New Years. In fact, they have also been 
running their own version of “Christmas in July”. I’ve 
watched my share but my wife has been watching sev-
eral a week.  
 
So, I wish you all a happy holiday season in July. I 
hope you will all try to find your relief button that will 
keep you from going down the rabbit hole. Think posi-
tive thoughts and don’t dwell on the negativity.  
 
Best regards, 
Bill Hay 
ed@wsdla.org 
602-524-0023 
                                               

Executive Directors Corner  
THANK YOU!  

ALLIED TRADES MEMBERS 

A.L. WILSON CO. 

Jeff Schwarz  

ARIZONA FOUNDATION SOLUTIONS, LLC 

Dean Piles 

ARROW LEATHERCARE 

Bruce Gershon 

BRUCE GREBIN INSURANCE AGENCY 

Bruce Grebin 

CPEC 

Mark Svancara 

ENVIROFORENSICS LLC 

Dru Shields 

HEFFERNAN 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 

Jeremy LaMar 

SANITONE 

Gene Hicks 

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  

U.S. WESTERN MULTITEC, INC. 

Don Dallons 

WES VIC SYSTEMS 

Chad Boucher  

ZELLERMAYER 

David Singer 
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Allied Trade Spotlight - SANITONE by FABRITEC 

85+ YEARS OF CONFIDENCE 

Since 1932, Sanitone has been providing quality products and services to the 

drycleaning industry. Sanitone is sold under a license arrangement to quality 

drycleaners throughout the world. Sanitone products are the most advanced soaps, 

detergents, and spotters in the drycleaning industry. The program consists of a com-

pletely integrated package of high-quality products, technical service and promotional 

materials that are designed to help drycleaners maximize profits. Experienced Area 

Managers sell and service the Sanitone products and processes directly to drycleaners 

and wetcleaners.  

TREATING FABRICS WITH INNOVATIVE TECHNOLOGIES. 

From the beginning, Sanitone has been a leader in research and development in the 

drycleaning industry. Starting with the first patent in 1932 for a charged system that 

introduced moisture into the drycleaning process to attack water-soluble stains, Sani-

tone revolutionized modern drycleaning. That innovation continued with the no-filter process, injection pump systems, cationic water-based 

detergents, pioneering heated hydrocarbon, and the industry’s best enzyme shirt detergent, Platinum.  

Today, Sanitone and Fabritec have achieved products that are: 

Superior in quality as verified by Cleaning Performance Tests. 

Easy to use: The industries simplest post-spotting process. 

Environmentally Safe: Non-phosphated, low VOC, and non-hazardous products are gentler on garments and safer for your employees, 

customers, and the environment. 

Backed by expert support from our staff of veteran sales technicians and research & development from the home office. 

WHO WE ARE 

Family owned and operated for 3 generations, Fabritec International manufactures and sells direct from Florence, KY and is wholly made in 

the USA. Fabritec International sells under the trade name Sanitone, Fabritec, and Stamford and sells professional drycleaning, wetcleaning, 

spotting, restoration, and shirt laundry products in the US and throughout the world. You can find President John Jordan, VP Jeff Jordan, and 

Director of Research Amy Bartlett at any one of the regional and national trade shows representing the family and company.  

ABOUT GENE 

Gene Hicks has over 20 years of experience with Sanitone/Fabritec servicing the drycleaning industry. Servicing Arizona, Nevada, and Cali-

fornia, Gene has expert knowledge of wetcleaning, laundry, and drycleaning and experience with all solvents and machine types. As a part-

ner with your company, Gene ensures proper cleaning in the back so you can worry about the front end of your business.  

 

Sanitone by Fabritec 

Sanitone.com 1.800.543.0406 

 

file:///C:/Users/Bill/Downloads/sanitone.com
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The Western States Drycleaners & 
Launderers Association newsletter 
is published quarterly.  
 
WSDLA welcomes submission of 
typed articles and pictures. Larger 
articles submitted in WORD for-
mat will also be considered for 
publication.  
 
Advertising rates are available on 
request. 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 
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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) 

Presidents Message (Continued from page 3) 

 
That being said please work with your accountant and see if you have enough cash flow to stay open. We are all 
starting to go into our savings. Please, Please have a careful plan to cut your losses if you can see away to reach 
break-even numbers. If not consider merging with another cleaner or closing 
 
There is talk of another round of PPP. If you did not get a PPP loan, there is still money available. If you have a 
PPP loan, have a professional help you apply for forgiveness. 
Hang in there my friends. See you in the next newsletter. 
 
David Meyer 
Elite Cleaners 
Phoenix, AZ 
602-952-7085 
Elite CleanersOffice@gamil.com   
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“I need to remind myself every morning: Nothing I say this day will 

teach me anything. So if I’m going to learn, I must do it by listening.” 

Larry King 
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A Simple Way to Save 
 

 
Q: How can a drycleaner save fuel with-
out investing capital? 
 
 
A: One way is to make sure your boiler is work-
ing only when it needs to. If the plant stops 
work at 3:30 p.m. at what time should the boil-
er be cut off? Through a bit of experimentation, 
you may find that a 15-minute coast-down time 
is adequate. Therefore, you could cut off the 
boiler at 3:15 and use the remaining steam for 
processing. This 15-minute period each day 
equals 90 minutes per week for a six-day work 
week. This is 90 minutes that the boiler would 
not be using fuel. In one year, you would save 
78 hours of fuel burning, which is equivalent to 
almost two 40-hour weeks. The same principle 
can be applied to start-up times. Too often a 
full head of steam is online an hour before pro-
cessing begins, and a full hour of fuel is wasted. 
  

 
Suggested Reading 
 
DLI Silver, Gold, and Premier members may access more information on this topic in the following bul-
letins available in DLI's Encyclopedia of Drycleaning Online: 

• Technical Operating Information (TOI) No. 687: Water Treatments for the Boiler and Laundry Oper-
ation 

• Technical Operating Information (TOI) No. 684: Determining Boiler Horesepower Requirements 

• Technical Operating Information (TOI) No. 709: Eight Simple Energy Savers 

• Special Reporter: Maintain Your Boiler 
Special Reporter: Piping for Profit 
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We Are All In This Together 
 

Over the last several months I have spent a lot of time attending Webinars, Zoomcalls, Facebook Live presenta-
tions and other calls as a result of the Covid situation. Most of these meetings were presented by DLI and other 
joint state associations. What I have tried to do with this article is to give you a list of what I found as worthwhile 
material from these meetings. It by no means represents all of the material I have absorbed but it will give you an 
idea of what I have been able to gather. I urge all members to take advantage of these webinars or Zoom calls 
yourselves.   
 
Employee Communications and Posters That Need to be Posted 
 
● Best practices poster should be mailed to employees that work from home. 
● Paid Sick Time needs to be communicated to your employees. 
● Must let your employees know if one of your employees tests Positive for Covid 19, but not who it was. Using 
the name will violate the HIPPA regulations. 
● Employee handbook must be updated to reflect materials from the CDC, OSHA and other state and federal regu-
lations. It should also include an infectious disease program. Also need to include a policy for civil unrest and vio-
lence in the workplace in your handbook. 
● Stay calm. Do not let your employees see you stressed out. 
● Company policies should be given to every employee after explaining the material to them. Have them sign a 
form that states they received training on the material and also received a hard copy.  
 
PPP Program 
 
● Those who received PPP loans agreed to abide by OSHA, EEOC and other regulatory policies. If these agencies 
protocols are not adhered to, you can be sited for noncompliance.  
● It is strongly suggested that the monies from the PPP loans be handled through a separate account to simplify 
bookkeeping and loan forgiveness. 
● CAM charges by your landlord are not forgivable under the PPP program. 
 
Customer and Employee Safeguards 
  
● Perception is important. Most of your customers are looking to see how seriously you are taking the threat from 
Covid 19. At a minimum, customers expect your employees that they come in contact with to be wearing masks 
and gloves. 
● Some plants and other businesses have added sneeze guards to their front counters to provide a barrier between 
customers and your CSR’s. If you hang these from the ceiling, make sure they will handle the weight. Allow 14 
inch passthrough between bottom of the guard and counter. 
● CDC says either monitor all employees’ temperatures or none at all. 
● Customers would prefer contactless payments instead of using cash. 
 
Customer Contact 
● It is recommended that you have direct contact with your customers on a regular basis. Let them know you are 
anxious to see how they are making out in this “new world”. Ask if they would like you to deliver any garments 
they have in your shop even if you do not currently offer that service. 
● Remind them of services that you offer, such as fluff and fold or delivery service they may not know you offer. 
● Step up your participation on Facebook and other social media platforms. 
● If you change your hours make sure you get the word to your customers. You don’t want to alienate your cus-
tomers by having them stop by for a pickup or drop off just to find that you are closed. 
● Consider curb pick up and drop off. 
● Update your customers contact information. 
 
Be Active in Your Community 

● Some cleaners are providing free cleaning of uniforms for first responders. 
● Some are offering to clean masks for customers while others are making masks that can be sold to their custom-

ers.                                                                                              (Continued on Page 14) 
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We Are All In This Together—Continued from Page 13 
 
 
Suggested Ideas for Business Growth and Profitability  
 
● If you do not already offer pick-up and delivery, you should consider it. Those cleaners that already offer that ser-
vice indicated that their business did not drop as much as those who don’t offer p/u and delivery. 
● Add fluff and fold and advertise the hell out of it on Facebook, your website or other social media applications. 
● Consider direct mail to prospective customers including doctors and dentists. USPS has special programs to help 
you target the right areas. 
● Picture a pick-up bag on your Facebook page. 
● Consider short videos on your Facebook page that focus on the services you provide as well as the safeguards you 
have in place. 
● Spend time and money on reducing utility costs in your operation. That will pay you benefits now and in the fu-
ture.  
 
I hope these suggestions help. Remember, we are all in this together. 

 OSHA SAFETY CORNER 

 
One of the most frequent OSHA violations is for blocking access to emergency exits, fire extinguishers and electri-
cal panels. Proper floor marking can help keep this from happening. 

 

 
 

Mike Tatch 
Safety Consultant since 1987 

miketatch@gmail.com 
973-615-1153 

 
NOTE: Mike Tach recently gave a webinar for DLI  covering many of the items OSHA looks for during their 
inspections. I asked Mike if he would consider writing a short article for our newsletter to keep our cleaners 
and launderers on top of things in their own operation's. He agreed and his column will appear in all issues 
of the newsletter going forward. 
 
Thanks Mike. 

mailto:miketatch@gmail.com
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Changes at Your Company?  
 

Have there been changes at your Compa-
ny? Is the name and address label for this 

newsletter still correct? Do we have your 
email address? 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 

 

mailto:ed@wsdla.org
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Demand for Dry Cleaning Could In-
crease as More Businesses Reopen 
Post COVID-19 
DUBLIN, July 8, 2020 /PRNewswire/ -- ResearchAndMarkets.com published a new article on the dry cleaning 
industry "Demand for Dry Cleaning Could Increase as More Businesses Reopen Post COVID-19" 
The impact of COVID-19 on dry cleaning and laundry services varies depending on customer base. Companies 
that are dependent on cleaning business wear are more likely to be negatively affected as a result of business clo-
sures and the move to working from home. While some companies that are more focused on business to business 
sales, may see increased sales as their customers intensify cleaning efforts to minimize the risk of infection. As 
US state economies begin to reopen, it is predicted that there will be a greater demand for dry cleaning and laun-
dry services.  
 
It is recommended that incoming laundry be tagged and left for 24 hours before handling to minimize the risk of 
exposure to staff. This is because viruses cannot usually survive this long on porous surfaces such as textiles. The 
National Cleaners Association also recommends not shaking clothing, using separate baskets for unloading dirty 
and clean laundry, avoiding short cycles and ensuring clothing is dried thoroughly. Some companies are investi-
gating adding extra sanitizing features to existing laundry equipment to reassure customers.  Such features in-
clude the injection of ozone gas into cold water intakes to kill bacteria and viruses. 
To see the full article and a list of related reports on the market, visit "Demand for Dry Cleaning Could Increase 
as More Businesses Reopen Post COVID-19" 
 
About ResearchAndMarkets.com 
ResearchAndMarkets.com is the world's leading source for international market research reports and market data. 
We provide you with the latest data on international and regional markets, key industries, the top companies, new 
products and the latest trends. 
Research and Markets also offers Custom Research services providing focused, comprehensive and tailored re-
search. 
Media Contact: 
Research and Markets 
Laura Wood, Senior Manager 
press@researchandmarkets.com    

https://www.researchandmarkets.com/reports/5118826/dry-cleaning-and-laundry-covid-19?utm_source=dynamic&utm_medium=CI&utm_code=g2c7sg&utm_campaign=1409801+-+Demand+for+Dry+Cleaning+Could+Increase+as+More+Businesses+Reopen+Post+COVID-19&utm_exec=jamu273cid
https://www.researchandmarkets.com/reports/5118826/dry-cleaning-and-laundry-covid-19?utm_source=dynamic&utm_medium=CI&utm_code=g2c7sg&utm_campaign=1409801+-+Demand+for+Dry+Cleaning+Could+Increase+as+More+Businesses+Reopen+Post+COVID-19&utm_exec=jamu273cid
https://www.researchandmarkets.com/reports/5118826/dry-cleaning-and-laundry-covid-19?utm_source=dynamic&utm_medium=CI&utm_code=g2c7sg&utm_campaign=1409801+-+Demand+for+Dry+Cleaning+Could+Increase+as+More+Businesses+Reopen+Post+COVID-19&utm_exec=jamu273cid
https://www.researchandmarkets.com/custom-research
mailto:press@researchandmarkets.com
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Color Loss from Bleach 
 
Have you ever drycleaned an item in a normal process 
only to notice localized areas of color loss on a certain 
item? What went wrong? In many cases the color loss 
was caused by contact with an oxidizing agent - such as a 
bleach - prior to the cleaning process. 
  
Oxidizing agents are found in hair care products, acne 
preparations, medicines for the skin, home bleaches, dis-
infectants, scouring products, and other cleaning agents. 
The discoloration may not show up until the item is ex-
posed to the heat in the drying cycle or the heat of steam 
finishing. 
  

Because the drycleaning process is a total immersion process, it cannot cause localized areas of color loss. 
  
Unfortunately, a color loss from an oxidizing agent is permanent. In some cases, it may be masked by the 
use of a dye pad or dye pencil, or by re-dyeing the entire garment. 
  
More information on this topic can be found in the following bulletins on DLI's Dryclean-
ing Encyclopedia: 
 
Technical Analysis Bulletin Series (TABS) No. 397 - Bleach Causes Fabric Damage 
TABS No. 483 - Bleach Causes Color Loss 
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WSDLA Mission State-

ment 

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 val-

ue through education, research, legislative                

representation and industry specific infor-

mational programs, products and services. 

Western States Drycleaners & Launderers            

Association is dedicated to the highest 

standards of business ethics and profession-

alism,                 environmental responsibil-

ity, textile serviceability and a positive pub-

lic image. 

 

 

 

 

 

 

 

CALENDAR  OF  EVENTS               

 

July 13 - 17          DLI Introduction to Drycleaning Course—Laurel, MD.  

July 20 - 31          DLI Advanced Drycleaning Course, Laurel, MD. 

Sept. 23 - 25        DLI Stain Removal Course, Laurel, MD.   

 

Watch for email notices regarding Conference Calls and Webinars 

sponsored by DLI and WSDLA. 
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Western States Drycleaners 
& Launderers Association 

P. O. Box 31838, Phoenix, AZ   
85046 


