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boucherie USA Inc.
8748 Gleason Road
Knoxville,TN 37923
Phone 865 247 6091
Fax 865 247 6117
E-Mail john@boucherie.com
Web www.boucherie.com 

boucherie Latin America
Kra. 104 No. 11-25 Apto 102
Puerto de Hierro
Cali, Colombia
Phone 57-2-333-6873
E-Mail andres@boucherie.com

USA INC.

SCU-CNC
Boucherie has pushed the envelope once again when it comes to flexible
machinery : the SCU-CNC can be converted from scrubbing brushes to toilet
brushes, or from 24” brooms to tank cleaning brushes in a matter of minutes.
It speaks for itself that, just like any other Boucherie machine, the output of
the SCU-CNC is extremely high and the reliability is unsurpassed.

> available as a manually loaded machine or 
with any customized automation level

> single, double or triple fibre box
> variety of quick-change brush holder turrets available
> turret change with click-on system
> anchor- or staple filling tools
> user friendly computer interface with touch-screen
> 3D software “WinBrush” for easy CNC program 

creation or modification
> compact footprint with excellent accessibility

QUICK AND EASY, VERSATILITY AT ITS BEST

A        
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FULLY AUTOMATIC Z.LYNX 3 
Advanced technology for the production of  
twisted in wire brushes   First fully automatic machine

control of all production processes

high-precision trimming 

automatic length cutting device

synthetic wire natural filament

User friendly touch screen 

 High output

Reliable processes resulting in highest quality “Made in Germany” – this is 
what ZAHORANSKY stands for with over one hundred years of machine 
building experience and brush industry expertise.

www.zahoransky-group.com

“ Alternatives? 
There Are None!
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By Rick Mullen, Broom, Brush & Mop Associate Editor

Having moved into a new state-of-the-art facility in Milwaukee,
WI, last spring, PFERD MILWAUKEE BRUSH COMPANY
INC. (PMB), a subsidiary of PFERD, INC., continues to spe-

cialize in the manufacturing and distribution of a complete range of power
and maintenance brushes under the ADVANCE BRUSH and PFERD
brands.
PFERD INC. is the American subsidiary of family-owned August

Ruggeberg GmbH and Co. of Marienheide, Germany, a 212-year-old
company, which is a world leader in the design and manufacture of man-
ual hand finishing tools. The company began by making files for black-
smiths (farriers) and the com-
pany’s distinctive “Jumping
Horse” logo (“PFERD” is
German for “horse”) has
come to symbolize quality
and excellence in design and
innovation.

Before setting up shop in
the new Milwaukee facility,
ADVANCE BRUSH prod-
ucts had previously been
manufactured in Menonomee
Falls, WI, a Milwaukee sub-
urb, while PFERD distribu-
tion operations and produc-
tion work had been handled
at the PFERD INC. head-
quarters location in
Leominster, MA. The move
to the new facility complet-

ed the consolidation of all U.S. production and distribution operations,
while all administrative activities remained in Massachusetts.

“We started moving in here beginning this past April and May. Because
of our growth in recent years, we needed more space,” said PMB Vice
President of Operations Sam Birel, during a recent interview with
Broom, Brush & Mop Magazine at the PMB facility. “We’re still kind of
settling in the new building. It is just like you do in your house; you open
up all the boxes and try to figure out where everything goes. It has been
a journey and a challenge. 

“It has been a pretty strong year for us. Our products are marketed
through distribution with virtual-
ly no direct sales.”

According to Product
Manager, Brushes Imre
Karetka, the number of workers
in the United States is 140 office
and union personnel. The
Rüggeberg-Group employs more
than 1,700 employees in over 20
subsidiaries worldwide.

PMB’s roots go back to 1911
in Cleveland, OH, where it was
originally called The Man-
ufacturers’ Brush Company. The
name was changed in the late
1960s to ADVANCE BRUSH.
ADVANCE BRUSH was
acquired by Milwaukee Brush of
Menonomee Falls in 1984 and
the name was changed again to

Left to right are Materials Manager Daniel Smead, Accounting 
Manager Bob Sudbrink, Manufacturing Engineer Rick Woods Sr.,

and Production Manager Dan Cobian.

The PFERD MILWAUKEE BRUSH COMPANY moved into
a new state-of-the-art facility in Milwaukee last spring.

Pictured are Vice President of Operations Sam Birel (left)
and Product Manager, Brushes Imre Karetka.

PFERD Milwaukee Brush Co.

Making Power, 
Maintenance Brushes

In New 
State-Of-The-Art 

Facility
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Advance Milwaukee Brush.
In October 1997, PFERD, INC. purchased the company, which then

became known as PFERD MILWAUKEE BRUSH.
“By moving the warehouse from Massachusetts to Milwaukee, we cut

a few days from our distribution time from New England down to
Oklahoma, Southern California, etc.,” Birel said. “With our combined
inventory of brushes and abrasive tools here in Milwaukee, distributors
now have to work with only one order, one shipment and one invoice,
which reduces their costs.”

Quality Products, Customer Service Are Company Pillars

Worldwide, PFERD offers over 12,000 items, including more
than 2,400 in its brush lines. The company’s manual hand fin-
ishing tools are used in a wide range of applications, includ-

ing cutting, grinding, milling, filing, brushing, polishing, cleaning, rust
removal and deburring.

PFERD and ADVANCE BRUSH products are used in the chemical and
process industry; equipment, tank and pressure vessel construction; steel

mills; foundries, tool, die and mould-making; pipeline construction, ship-
yards; automotive; structural steelwork and metalworking; aerospace
applications; gas turbines; mechanical engineering; and fabrication.

The No. 1 end-users for PFERD and ADVANCE BRUSH products are
welders, according to Karetka, followed by non-residential construction

and industrial workers.
Throughout the company’s history, the PFERD and ADVANCE

BRUSH brands have been associated by end-users with quality tools and
brushes. Indeed, the “Jumping Horse” logo is meant to symbolize
strength, endurance and reliability.

“Traditionally, most companies differentiate on price, quality and serv-
ice,” Birel said. “These are the three major differences. From an organi-
zational standpoint, we strive to produce the best quality tools in the mar-
ketplace. Our biggest differentiation points are high quality tools with
high quality service. 

“As a part of offering the best customer service, we measure on-time
delivery of products. We measure it on line items taken per day, sales
orders, and line items shipped per day. If a customer places an order
today, 98.9 percent of the time, it will be shipped today.”

PFERD has what it calls “applications specialists” who will con-
sult with end-users to help determine which of the company’s myri-
ad of products will work the best in whatever situation the customer
faces.

“We have an applications specialist on the East Coast, one in the cen-
tral part of the country and one on the West
Coast,” Karetka said. “If a customer has some sort
of issue with deburring products and/or surface
conditioning or even grinding or cutting, we have
specialists in the field who can react quickly. One
is located outside of Leominster (near Boston),
one is out of Chicago, IL, and the other is out of
Reno (Sparks), NV.”

Birel added: “Our sales people just don’t hand
the customer a catalog; they are able to speak very

fluently about how the products act and what they do. We have a strong,
dedicated work force with very smart, dedicated applications specialists
and sales people. They are good at what they do.”

Birel explained that providing the customer with the right tool for the
job at a fair price works best when dealing with end-users on a face-to-

PAGE 8 BROOM, BRUSH & MOP January/February 2012

Left to right are Purchasing Manager Jerry Schonasky, IT Tony Conde, Payroll/Human Resources Mary Jahnke 
and Accounts Payable Clerk Vickie Klusmeyer.

Left to right are Executive Secretary Diane Wimmer, Production Clerk Chris McLees, Manager of Quality Assurance Allen
Rothman, Manufacturing Engineer Jim Sucharski and Manufacturing/Applications Engineer Timm Mahnke.

“By moving the warehouse from Massachusetts to Milwaukee,
we cut a few days from our distribution time from New England
down to Oklahoma, Southern California, etc. With our combined

inventory of brushes and abrasive tools here in Milwaukee, 
distributors now have to work with only one order, one 
shipment and one invoice, which reduces their costs.”

— PFERD Vice President of Operations Sam Birel
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face basis.
“It is building a confidence level through per-

son-to-person contact with end-users. Our people
might go to an end-user for one issue, and as they
walk down the aisle they may spot other prob-
lems they can solve that the customer didn’t real-
ize existed,” Birel said. “We seek to get face-to-
face with the end-user and not only the purchas-
ing person. We want to build relationships and
trust with the people who are actually doing the
work — the welder or the construction foreman
or the worker who is struggling to meet a dead-
line.”

Karetka added: “If somebody needs a solution
for whatever problem, we can go in and ask, ‘What
kind of machine do you
have? What do you want
to accomplish?’ Based
on this, we can offer the
customer a brush or
another product. Maybe
we can mate the brush
with a power tool. We
have such a wide range
of products that we can
solve the problem. In many cases, this is the edge
that we need to be successful over a competitor
who can only offer a brush.”

When it comes to pricing, Karetka said, “Our
price is most often not the lowest; however, there
are other issues to consider than just the price of an
item.” 

Birel agreed with Karetka: “If given a choice
between buying a cut-off wheel from a company
offering it for $2, or buying one of ours for $7, the
customer might say offhand, ‘Why buy the more
expensive wheel?’

“However, our cut-off wheel will cut 175 pieces
before it wears out, but the cheaper one will cut 35.
The customer would have to purchase 5 of the
cheaper wheels to cut 175 pieces. You have to look
at other factors.

“The most expensive part of a welding opera-
tion is the labor. We point out to the customer that

a worker can take 55 minutes to finish a part with
a $1 piece, or finish the same part in 4 minutes
with our $20 tool — labor is key to cost reduc-
tion.”

“This is one of the reasons we try our best to go
to the end-user and not just stop with the purchas-
ing folks,” Karetka said. “Purchasing’s job is to
just look at the numbers, but if a welder can get his
job done in half the time, he’s not as tired after
work and he is not as frustrated, which is an over-
all win for the company.”

Birel added: “What PFERD tries to sell is the
whole package from shipping correctly, to good
customer service, a correct packing list, correct

shipping list, correct invoice, correct billing cycle,
etc. — all of these things are very, very important.”

PMB also operates an applications lab to help
businesses save downtime on their equipment.

“If a customer needs a solution, instead of shut-
ting down a machine, the customer can send us the
parts and we can duplicate that customer’s meth-
ods and get him or her the right part,” Birel said.
“Serving the customer is the No. 1 goal of the
organization.”

Karetka added: “We excel in customer service
by offering a wide breadth of product lines; not
just brushes, but also tools for cutting and grind-
ing, carbide burs, power tools, etc. — the complete
package. This is one of the ways we set ourselves

apart from the competition that may have brushes
only or a limited amount of related tools.”

The company markets PFERD and ADVANCE
BRUSH products by way of promotions, advertis-
ing, attending trade shows (about eight per year),
literature distribution, tool manuals, catalogs, open
houses, internet and end-user training, according
to Karetka.

Veteran, Highly Skilled Work Force 
Pays Dividends

Although the overall PFERD organization
has more than 1,700 employees world-
wide in more than 20 subsidiaries, the

family-owned company still embraces its “family”
culture, as it has throughout its history. The bene-
fits of a family atmosphere are reflected, not only
in the company’s bottom line, but also in how it

treats its people and how
they react with hard work
and loyalty.

“The company’s cul-
ture is grounded in the
family organization con-

cept,” Birel said. “We have people who have been
with the company 40 and 50 years. Many begin
their careers as apprentices or trainees in Germany
when they are 14 or 15 years old, and work for the
company until they retire.”

PFERD INC. also has many employees with
from 15- to 30-years experience who may not have
worked for the company their entire careers, but
who have been in the industry.

“Most of our employees have been in this type
of industry and they know the end-users and the
products,” Birel said. “For example, we have a
sales person who specializes in pipelines — he
knows what customers need on a pipeline. We
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“Our sales people just don’t hand the customer a
catalog; they are able to speak very fluently about
how the products act and what they do. We have a

strong, dedicated work force with very smart, 
dedicated applications specialists and sales 

people. They are good at what they do.”
— PFERD Vice President of Operations Sam Birel

“Our price is most often not the lowest; however,
there are other issues to consider than 

just the price of an item.” 
— PFERD Product Manager, Brushes Imre Karetka
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have one person who does nothing but aircraft and engines. We have cat-
alogs and brochures for ship building that outline just the products a cus-
tomer needs for ship building.”

Employees receive many hours of training, not only
on how to do their jobs, but on the “why” of what they
are doing and what makes that task important.

“There is nobody in the organization who is not need-
ed — whether it is the sales person, the applications spe-
cialist, an operator, a forklift operator, the maintenance
person — everybody contributes to the overall success
of the organization,” Birel said. “We stress this to
employees: ‘How does what you do help the customer?’ Maybe you clean
the things that help someone make his or her machine run better in order
to manufacture a quality product. Everybody has a part in this. There is
no differentiation.”

At PMB, the company makes it available for employees to get on a
faster track for moving into higher pay grades with education options.

“We have a ‘pay for knowledge’ plan, which says, ‘If you learn more
on your job, you can earn extra money per hour,’” Birel said.

If an employee takes it upon himself to gain education outside of work,
such as going to college, he or she can move into another job grade at the
company, whether there is an opening in that area or not.

“There doesn’t have to be an opening. The employee doesn’t have
to worry about seniority, which gives junior employees an opportu-
nity to move up without waiting 25 years for enough seniority,”
Birel said. “We are trying to give everyone an opportunity. They can
take it or not. That is up to the individual. It is a personal decision.
It is the employee’s choice to come in late or to take some extra
classes. We can’t force people to do these things. We offer tuition
reimbursement. It doesn’t cost an employee any money to take
classes, but the employee is still going to have some ‘skin’ in the

game as it will cost him or her their time.”

Innovation With Workers’ Health And Safety In Mind

Environmentally friendly practices are on the minds of many com-
panies in the overall business world, and PMB is no different. The
company recycles much of its waste materials including carbon

steel, stainless, steel, brass, cardboard and paper. The company also cuts
down on waste in the way it designs many of its products. 

For example, many times two steel plates are used to hold a cut-off
wheel in place on a machine. As Karetka explained, traditionally the
part of the wheel that is under the steel plates (flanges) is not used
and is discarded. However, PFERD designed a cut-off wheel so the
part of the wheel under the steel plates (flanges) was also made of
metal.

“After you use all the consumable part of the wheel, you can recycle
the metal,” Karetka said.

Along with these traditional environmental concerns, PFERD has
introduced many innovative products to improve the environment of
workers, especially from a safety and health standpoint PFERD
ERGONOMICS).

“Looking at it from the standpoint of the environment of the workers,

PAGE 12 BROOM, BRUSH & MOP January/February 2012

“If a customer needs a solution, instead of shutting 
down a machine, the customer can send us the parts 

and we can duplicate that customer’s methods and get 
him or her the right part. Serving the customer is the 

No. 1 goal of the organization.”
— PFERD Vice President of Operations Sam Birel
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we emphasize the safety and health of the operators, because they are the
ones using the tools,” Karetka said. “We design products with ergonom-
ics in mind. We have introduced innovations in products with character-
istics such as minimal vibration and reduced noise.

“We offer brushes that reduce vibration so people can hold onto
a grinder longer and avoid the ‘white-finger’ syndrome, for exam-
ple,” Karetka said. “We also offer special gloves and goggles. The gloves are made with a gel substance in them so the vibration doesn’t

transfer to the hand. We have grinding wheels that are flexible,
which reduces vibration. They are not as noisy and not as much dust
is generated.” 

PFERD’s reputation of offering innovative products is well known
throughout the world. In 2011, the company garnered one of the most
highly regarded honors a company can receive in the field of innovations
when it received the prestigious Top 100 quality seal from Lothar Späth
in Ostseebad Warnemünde, in Germany, according to a PFERD news
release.

The University of Economics in Vienna checked the innovative work
of medium-sized companies in Germany. The best 100 were awarded the
Top 100 quality seal. Companies with superior entrepreneurship, innova-
tions, management and marketing received the Top 100 ranking from 272
companies originally examined.

“Innovation really begins with the end-user,” Birel said. “The end-user
informs the sales person of a problem that needs solved. This sets the
innovation cycle in motion to develop something that will solve the cus-
tomer’s problem.

“The largest trade show in the world is the International Hardware

Fair Cologne in Cologne, Germany, where PFERD sets up an entire
innovation booth for visitors to the show to explore. Visitors can view
new products, product demonstrations and videos. Hands-on activities
are also offered,” Birel said. “Our big product launches come through

ask about our 

    “Creative Filament Solutions”
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Above: PFERD began by making files for blacksmiths (farriers) and
the company’s distinctive “Jumping Horse” logo (“PFERD” is
German for “horse”) has come to symbolize quality and excellence in
design and innovation.
Right: PFERD is a world leader in the design and manufacture of

manual hand finishing tools.

“We stress this to employees: ‘How does what
you do help the customer?’ Maybe you clean
the things that help someone make his or her
machine run better in order to manufacture a
quality product. Everybody has a part in this.

There is no differentiation.”
— PFERD Vice President of Operations Sam Birel
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trade shows where you get the most peo-
ple to attend and where they can com-
parative shop. 

“This is a huge expense for the organ-
ization, but these types of sales and mar-
keting activities are why the company
has been successful for 212 years. Our
marketing departments in the United
States and Germany are very, very strong.
We spend a lot of time in marketing and
customer analysis.” 

A Change Is Going To Come

Looking ahead, both Karetka and
Birel see a dynamic and changing
business landscape in which

PMB’s cutting-edge technology and
innovations will continue to thrive. Both
Karetka and Birel believe the company’s
family oriented culture is best suited for
planning for the long term.

“While our ability to offer superior
customer service is the No. 1 factor in our
continued success, being a family-owned
company has
also been a
major factor,”
Karetka said.
“I have
worked for a
few different
companies. It
seems that
shareholder
companies’ goals are for the very short
term. With this company, the focus is on
the long term. We want to invest in the
people, equipment and facilities for the
long run. We have a state-of-the-art facil-
ity here and we are constantly improving
equipment and the layout.

“I have been with PFERD for nearly 6
years and there are always discussions on
new investments and equipment. I don’t
know how many new machines we have
brought online since I’ve been here.”

Birel added: “Our focus in this facility
is process and product disbursement,
period. This is what we do. The No. 1
goal is customer service.”

Looking ahead, Birel sees many
changes taking place in the industries that
use PMB’s products.

“In the long term, innovations in mate-
rial and processes in the industries that
we serve are coming and we will adapt,”
Birel said. “For example, in the pipeline
welding industry, automated and tungsten

inert gas TIG (tungsten inert gas) welding
has emerged over stick welding. With tra-
ditional stick welding, brushes were
needed for cleaning and grinding wheels
were also needed. These products are still
needed, but in far fewer quantities in
automatic pipeline welding. Different
brushes needed to be designed for these
new processes.

“As for the future, I see in several
years, not immediately, real process
changes coming where customers will
not need as many of our  current prod-
ucts or need them as often. Better and
different materials are coming. Plastics
that don’t need to be welded will be
used instead of steel. We don’t sell car
body files like we used to, as compa-
nies are much better at welding and
forming, etc.

“There is going to be an evolution
within the entire industry in how things
get done. These are some of the issues
that I see, and the rate of change is accel-
erating. Such changes will create new

opportunities for PFERD innovative
solutions.”

Karetka added: “One of the reasons
we offer so many different products is
because some work better in certain
applications than others. Some tools
work better on stainless steel, some

work better
on alu-
minum and
other tools
work better

on plastics. There are more and more
plastic components coming into the
marketplace. We have had products all
along for plastics, but now we are put-
ting an emphasis in this area. We are
specialists in processing these kind of
parts.”

“When it comes to investing in the
future, if a company is standing still, it is
falling behind,” Birel said.

Contact: PFERD MILWAUKEE
BRUSH, 9201 W. Heather Ave.,

Milwaukee, WI 53224. 
Phone: 262-255-3200; 
Fax: 262-255-2840.

Website: www.pferd.com.

“When it comes to investing in the future, if a
company is standing still, it is falling behind.” 

— PFERD Vice President of Operations Sam Birel

“Innovation really begins with the end-user.
The end-user informs the sales person of a

problem that needs solved. This sets the
innovation cycle in motion to 

develop something that will solve the 
customer’s problem.”

— PFERD Vice President of Operations Sam Birel
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By Rick Mullen
Broom, Brush & Mop
Associate Editor

Despite an economy that remains a cause for
much uncertainty and anxiety in the United
States and much of the rest of the world, execu-

tives from three U.S. paintbrush manufacturers report
they are still alive and well.

The executives, who spoke recently with Broom,
Brush & Mop, all represent companies that have been
around for many decades. The three manufacturers are
doubling down on tried and true principles to maintain
growth, while also staying abreast of the ever-changing
business landscape of modern times.

While Elder & Jenks, of Bayonne, NJ,
remains one of the few companies that man-
ufacture commodity brushes in the United

States, the company’s primary focus is providing profes-
sional, high-end brushes and rollers for the professional
market. Despite the sluggish economy, sales in this seg-
ment have remained strong, reported E&J Vice President Michael
Norton.

“There is no question the economy has been rocky,” Norton said “The
entire economy worldwide has been in a slump, and it has had an impact
on everybody and on every facet of life. However, we are still here. While
we are getting multiple orders, sometimes the quantities aren’t what they
were previously.”

Quality products and stellar customer service are mainstays at E&J,
two primary factors in the company’s ongoing success, especially during
hard economic times. Indeed, one of the reasons the company chooses to

manufacture commodity brushes onshore is to maintain control on the
quality of the relatively inexpensive brushes. Many of these types of
brushes are used in segments such as aerospace, where many times per-
ishable brushes, which are also of a high quality to perform important

functions, are preferred.
“We manufacture brushes with 100

percent natural bristles and brushes with
100 percent synthetic filaments,” Norton
said. “We also make some brushes with
blends of natural bristle and synthetic.”

Founded in 1793 — the second year
of George Washington’s second term as
president — E&J has more than 200
years of experience under its belt and
has a thorough understanding of what it
takes to make quality paintbrushes. E&J
is also a division of The Muralo
Company, Inc., a paint manufacturer
founded in 1894, which has resulted in
E&J being able to gain valuable insights
on how paintbrushes and paints work
together. Muralo makes the well-known

product “Spackle®.”
“The paint technology has evolved to where waterborne paints have

come to dominate the market over oil based paints, particularly in the
United States,” Norton said. “Waterborne paints tend to be applied best
with synthetics. Bristles can be used for waterborne paints, as well, but
work better in oil paints. Also, because of regulatory and environmental
concerns, oil paints have changed to the point that the synthetics have
become the frontrunners and taken over the market pretty much, with the
exception of some industrial applications.”

While synthetic filaments are leading sellers in the United States, there

Michael Norton
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remains a market for natural bristles, the price of which, especially com-
ing from China, has been an issue as of late.

“Bristle out of China has been extremely expensive. This has to do with
the fact that it is a commodity, and the bristles are harvested once a year,”
Norton said. “If they don’t collect ample bristles at the beginning of the
year, it becomes a supply and demand situation. While the demand has
not been especially strong, there has been enough demand to put pressure
on the supply, which has driven up prices unbelievably. We have not seen
the same price escalation on other commodity materials to the extent of
bristles, with the exception of Titanium Dioxide for paint. 

“There have also been issues concerning lead times associated with
importing natural bristles from overseas. With the downturn of the econ-
omy, many ships have been taken off line. As a result, there has been a
backlog in the ports because there are not enough ships available to bring
goods in from the Far East.”

Making brushes at E&J is considered an art. The company’s skilled
employees are experts at bristle and synthetic filament blending, making
the company’s professional paintbrushes some of the most highly regard-
ed in the industry. From the beginning of the economic downturn two or
three years ago, E&J has communicated with its employees and kept them
abreast of any changes or adjustments needed to battle the recession.
E&J’s hard working and loyal employees have risen to the
occasion.

“Everyone is aware of the challenges associated with
the down economy,” Norton said. “It is global. It is all
around us. Everyone sees it and hears about it everyday.
Our people understand we are all in this together. It
impacts each of us in some aspect or another. Our employ-
ees are very understanding of the business climate out
there.”

Throughout its long and successful history, E&J has a
stellar track record in developing new and innovative
products. On the paint side of the equation, as a division of
Muralo, the company has been heavily involved in deter-
mining how government regulations concerning VOCs
(volatile organic compounds) affect the way paint behaves
when applied. Efforts to comply with VOC standards have
led to, in some cases, the development of new and
improved paints.

Through innovation and a concentrated effort in the lab-
oratory, Elder & Jenks has developed paint products that
contain no VOCs. The company views its zero VOC offer-
ings as an important cog in protecting and sustaining the
environment. Also, E&J has developed its own resins for
the paint making process, which, for a company its size, is
virtually unheard of, according to Norton.

“We offer many innovative products,” Norton said.
“Developing innovative products is an ongoing effort at
E&J and we are currently working to launch some new
products in the near future.”

E&J’s penchant for innovative ideas and products also
extends to its internal operation in the field of robotics.

“We are incorporating robotics that will help us with

some of the more mundane tasks in the plant,” Norton said.
While offering the best in customer service has historically been foun-

dational at E&P, it has been especially important to its customers during
these hard economic times.

“The key is to maintain close contact with customers. Everyone is feel-
ing the same pain,” Norton said. “Our goal is to make sure we are on top
of any changes customers may be making for whatever reason, whether it
is economic or a change in their customer environment that precipitates a
change. It is a matter of keeping close to customers. We owe our success
to, and appreciate, our customers. Without them, we don’t have anything.

“Going forward, it is a matter of staying touch with the changing busi-

ness landscape, while charting and maintaining a course. We are still a
domestic manufacturer and we are going to continue to domestically
manufacture as long as we can. We operate in a global marketplace and
we have to think on those terms.”

Contact: Elder & Jenks, 148 E. 5th St., Bayonne, NJ 07002. 
Phone: 201-437-0770; Fax: 201-437-2317.

E-mail: info@elderandjenks.com.
Web site: www.elderandjenks.com.
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“Bristle out of China has been
extremely expensive. This has to do with

the fact that it is a commodity, and the
bristles are harvested once a year. 

If they don’t collect ample bristles at the
beginning of the year, it becomes 
a supply and demand situation.” 
— Elder & Jenks Vice President Michael Norton

“The key is to maintain close contact
with customers. Everyone is feeling the

same pain. Our goal is to make sure we are
on top of any changes customers may be
making for whatever reason, whether it is
economic or a change in their customer

environment that precipitates a change. It is
a matter of keeping close to customers.”

— Elder & Jenks Vice President Michael Norton
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As a manufacturer of high-quality handmade paintbrushes and
paint rollers catering to the professional marketplace, Corona
Brushes, Inc., of Tampa, FL, has called upon a tradition of qual-

ity, ingenuity, hard work and service to remain successful during these
economic hard times.

The family-owned company’s paint-
ing tools are distributed throughout
the United States and Canada, as well
as internationally, and have been tra-
ditionally available through independ-
ent paint dealers, rather than large
retail outlets. This strategy has
allowed Corona to maintain its com-
mitment to personalized customer
service to the professional and do-it-
yourselfers who use Corona’s quality
tools. The company also feels that
doing business with independent paint
dealers, rather than mass merchants,
also fosters a more “personalized” approach to customer service.

Before the economy crashed, Corona experienced a record sales year
in 2007. The recession years of 2008 and 2009 were challenging, but, in
2010, the company made a significant rebound.

“We had a strong rebuilding year in 2010,” said Corona President Ben
Waksman. “After a slow start, 2011 was also a pretty strong year. At the
beginning of 2011, it just seemed like things weren’t jelling. It was a long
cold winter and it really affected exterior painting, especially up north.
However, the second half of the year was very good. We had a lot of pos-
itives to speak about, and we are looking forward to another good year in
2012.

“We hired and trained new employees in 2010 and 2011. It is not easy

to hire people for our type of manufacturing, which is making hand-made
tools. Sometimes you go through a lot of people until you find somebody
who has the talent to develop into a good brush maker and who likes this
type of work. Not everybody has the kind of personality it takes to enjoy
making brushes.”

While successfully rebounding from the
worst of the recessionary times, Corona has
lived up to its commitment to service by
facilitating quick and efficient delivery of
products to customers, many of which were
striving to keep low inventories to save
money. While customers continue to work
to keep inventories low, Corona makes sure
it maintains healthy inventories itself in
order to deliver products quickly.

In addition to high-end professional
paintbrushes and rollers, Corona also offers
high quality home/maintenance, industrial

and promotional brushes. In addition,
Corona offers paint roller kits and trays; extension poles and accessories;
marine products; and more.

The predominance of Corona’s paintbrushes are made using synthetic
filaments, as water-based paints are much more widely used over oil-
based paints. Synthetic filaments work best with the thicker water-based
paints. Natural bristles tend to work best when applying the thinner oil-
based paints.

Corona does also offer natural bristle brushes, including those made
with black and white China bristle, a blend of China bristle with ox-ear
hair. 

“Since the 1950s, we have been using Chinese bristles along with ox
ear hair from Europe and some other materials, but predominately
Chinese bristles,” Waksman said. “With the drop in the usage of oil-based
paints, the usage of the natural bristle brushes is also dropping consider-
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Ben and Albert Waksman in the Corona Brushes plant
(from left to right), are closely involved in all facets 

of manufacturing. 

“Prices keep rising for many of the
key raw materials. We’ve seen this 

especially in hog bristle and some of the
other materials that go into brushes and

rollers...  We have seen epoxy resins take
some very dramatic jumps recently. You

just try to plan ahead and try to hold 
off passing on the increases 

as long as you can.”
— Corona President Ben Waksman
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ably. Natural bristle brushes used to be 25 to 35 percent of the business,
whereas today they are 5 to 10 percent.

“Prices keep rising for many of the key raw materials. We’ve seen this
especially in hog bristle and some of the other materials that go into
brushes and rollers. The suppliers do their best to hold the line wherever
possible. We have seen epoxy resins take some very dramatic jumps
recently. You just try to plan ahead and try to hold
off passing on the increases as long as you can.”

For synthetic filaments, Corona prefers the solid
round tapered DuPont™ materials.

“There are also a lot of very good brushes made
using the chemically tipped Asian polyester,”
Waksman said. “However, at this time, we think
the DuPont solid round tapered has a definite edge
when it comes to performance and durability.”

In recent years, environmentally friendly issues
and/or products are topics of high interest in many
industries. While Corona Brushes does not adver-
tise a “green” product line per se, the company
participates in environmentally friendly practices.
The inherent “greeness” of Corona’s paint applica-
tor products has to do with their longevity of usage and natural resource
saving attributes.

“In the manufacturing of our products, Corona tries to be conservative
in the sense of not wasting materials and energy. We try as much as is pos-
sible to be ecologically responsible,” Waksman said. “We have our eyes
open and we are willing to try new things, but we think that using top
quality materials and making products that last are key aspects of good
ecological stewardship.”

Corona Brushes’ road to becoming a modern-day leader in the paint-
brush industry began decades ago in post-World War I Russia when Jude

Waksman learned the trade of processing hog bristles for paintbrush
manufacturing.

Following World War I, the Bolsheviks seized power in Russia and
Jude Waksman left his homeland searching for a better life for his fami-
ly. Immigration quotas at that time prohibited him from settling in the
United States, so he made a new home for his family in Havana, Cuba.

Working initially as a laborer
in Cuba, Jude Waksman was
able to send for his wife and
daughter. After reuniting in
Cuba, two boys and another
daughter were added to the
family. During World War II,
Jude Waksman’s skill in pro-
cessing hog bristle for making
paintbrushes opened the door
for him to start his own busi-
ness. The war disrupted the
supply of Chinese and Russian
bristle to U.S. paintbrush man-
ufacturers, so Jude Waksman

built a processing facility outside Havana to supply the United States with
bristle from Cuban hogs. The bristle processing plant eventually became
Corona Brushes. With help from his sons, Gregory and David, the com-
pany grew into a major supplier of brushes and rollers in the Caribbean.

As the 1960s approached, political events once again intervened, moti-
vating the Waksman family to seek a new home after Fidel Castro came
into power in Cuba in 1959. Two years later, the Waksman family relo-
cated to the United States. Essentially starting over from the ground up,
the company continued to grow. Under the leadership of Jude, David and
Gregory Waksman, the company established a reputation for making
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“In the manufacturing of our 
products, Corona tries to be conservative
in the sense of not wasting materials and
energy. We try as much as is possible to
be ecologically responsible. We have our
eyes open and we are willing to try new

things, but we think that using top quality
materials and making products that 

last are key aspects of good 
ecological stewardship.”

— Corona President Ben Waksman
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quality painting tools. The company cele-
brated its 50th anniversary in 2011. Today,
the company boasts a 70,000 square-foot
facility in Tampa.

“We have between 50 and 100 dedicated
employees,” Ben Waksman  (Gregory
Waksman’s son) said. “Our employees are
all important. They are as much a part of
the Corona story as anything else.”

Today, the company’s top leadership,
along with Ben Waksman, includes his
brother, Albert, who is the company’s vice
president. Jude and David Waksman are
deceased and Gregory Waksman died in
April 2010.

“We are grateful to the free market sys-
tem for the tremendous opportunity it has
afforded us since we began in the United
States 51 years ago,” Ben Waksman said.
“We have a strong belief in the market and
in the long-term strength of the economy.
There are certainly challenges to doing
business in the 21 century. One is building
public confidence in the economy so peo-
ple will maintain their properties. Other challenges may arise in the avail-
ability and pricing of raw materials.

“Nonetheless, we are confident in the future and we are committed to
the future. We are investing in new equipment to increase production and
basically affirming our long-term commitment to our company and indus-
try.

“We believe our strongest growth will continue to be in the higher qual-

ity products, both paintbrushes and
rollers. We believe the future is strong
and we are committed to continuing to
provide top quality painting tools.”
Contact: Corona Brushes Inc., 5065
Savarese Circle, Tampa, FL 33634.

Phone: 800-458-3483; 
Fax: 813-882-9810.

E-mail: info@coronabrushes.com.
Web site: www.coronabrushes.com.

Tracing its roots to the early
1900s, Torrington Brush
Works, of Sarasota, FL, offers a

wide array of brushes, including paint-
brushes; finger print brushes; acid, dope
and flux brushes; artist brushes; auto
cleaning and parts brushes; chimney
brushes; foam applicators; floor brushes
and brooms; glue and cement brushes;
wire scratch brushes; wire wheel and cup
brushes; and more. 

Torrington also offers various types of
handles, as well as paint roller products,

including covers, roller kits, frames, cages and accessories.
“We manufacture brushes with both synthetic filaments and natural

bristle,” said Torrington Brush Works owner Mary Fitzgerald. “We
are able to make brushes to a customer’s specifications. We have designed
a couple of great brushes this year for customers in the faux finishing seg-
ment in conjunction with a couple of vendors that helped us in obtaining
the raw materials. We came up with quite a few designs for the faux fin-
ishing people and they liked them. This has really been a great opportu-
nity for us and, as a result, we were able to hire some more people.”

Craftsmanship and quality are emphasized at Torrington Brush Works
as its products are still made by hand.

“We have a couple of machines that trim and clean the brushes, but,
basically, everything is done by hand,” Fitzgerald said.

Torrington opened its doors around 1907 in a small wood frame build-
ing located in Torrington, CT. The company made scrub brushes and
bench dusters, which were sold by salesmen who rode horseback up and
down the Naugatuck River Valley.

About 22 years ago, the company’s owner at that time, the late Sid
Fitzgerald, Mary Fitzgerald’s husband, purchased a manufacturing facil-
ity in Sarasota. Today, the company’s main headquarters and manufactur-
ing operation are located in Sarasota, while there remains a distribution
center in Torrington. Mary Fitzgerald took over running the company
after Sid Fitzgerald’s death in September 2009.

The company’s warehouses in Connecticut and Florida boast more than
3 million brushes in stock for immediate shipment. Torrington ships
brushes to customers all over the world.

Torrington Brush Works’ primary customer base is industrial and man-
ufacturing companies that oftentimes require paintbrushes to perform
tasks other than painting. 
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Pictured standing left to right are the late Sid
Fitzgerald, Frank Lauf and the late Fred Richards. 

In front is Joshua Fitzgerald.

“We were able to keep our prices
pretty stable for two years. We wanted to
keep the pricing the same and maintain a
good level for our customers. However,

this year we had to raise prices on a
selected few items because the price of

bristles has gone up so much.”
— Torrington Brush Works Owner Mary Fitzgerald
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“We basically have the same customer base that we have always had.
They are very loyal,” Mary Fitzgerald said. “We hired a great marketing
company a little over a year ago and this has helped us tremendously in
getting our name out there a little bit more. The marketing company has
also helped us revamp our catalog and to be able to distribute it more
times a year than in the past. We have a really great guy who designs the
catalog. Each time we go to print, we come up with something different
and something new.

“We are going to have the catalog published eight times
this year. Last year it went out six times. We increased it
more this year, as we are really pushing to get our name
in front of people.”

Indeed, Fitzgerald feels one of the company’s biggest
challenges at this point is making the company known via
advertising and by establishing an online presence in
order to attract new business.

“Getting new customers is always a challenge, but it is
a good challenge that we will meet,” Fitzgerald said. “It is
also a challenge to develop the company to be able to fit
in the modern business landscape. Many of our employees
are older people. It is oftentimes difficult for them to learn new things
concerning the Internet, computers and software that is a part of the mod-
ern business world.”

Another challenge has been the high price of some raw materials, espe-
cially hog bristle imported from the Far East.

“We were able to keep our prices pretty stable for two years. We
wanted to keep the pricing the same and maintain a good level for our
customers,” Fitzgerald said. “However, this year we had to raise prices
on a selected few items because the price of bristles has gone up so
much.

“If your raw material costs rise 150 percent and you try to pass that

much of an increase along to customers, the products will be too costly
for the consumer to buy. We are a company that manufactures and pro-
motes products made in the USA, and, in order to continue to do so, we
must give a little bit on pricing to be able to keep people in jobs. It is a
hard thing to weigh out, but, at the same time, we are in business to make
money, too.”

Since taking the reins of the company, Fitzgerald’s general game plan
has been to maintain slow steady growth, which thus far has been a suc-

cessful strategy.
“Torrington Brush

Works is a very strong
company. If we can con-
tinue to grow little by
little, I will be very
happy,” Fitzgerald said.
“We are growing, but
we are not racing for-
ward, which is not what
we want to do at this
point.

“We were able to hire a couple of new guys in 2011, which is really
great for the economy and to show that we are keeping business in the
USA. People are making an effort to buy brushes made in the USA. This
just helps everybody all around — the people who supply the raw mate-
rial, companies like ours that make a product, and then the customer  buy-
ing the product to use here in the United States. It is kind of like the cir-
cle of life. It is a good feeling to know you can make something here at
home that people are buying and using.”

To help meet the company’s goal of steady growth are the company’s
skilled and loyal employees. While the majority of Torrington’s

“People are making an effort to buy
brushes made in the USA. This just helps
everybody all around — the people who
supply the raw material, companies like
ours that make a product, and then the

customer  buying the product to 
use here in the United States.”

— Torrington Brush Works Owner Mary Fitzgerald

Continued On Page 33
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Inventive, Niche Marketing
Spurs Toothbrush Sales

Inventive, Niche Marketing
Spurs Toothbrush Sales

By Harrell Kerkhoff
Broom, Brush & Mop Editor 

The days of simply distinguishing a toothbrush with a different
handle color have long since disappeared. Today’s toothbrushes
come in a variety of shapes and sizes — both for the handle and

the head. 
Many of today’s products are designed and marketed toward individual

groups. This includes children, senior citizens and those with disabilities.
There are now even toothbrushes made for the pet care industry. Overall,
the need for both electric/battery-powered and manual toothbrushes con-
tinues to grow as the world’s population increases, and as more people
visit dentists on a regular basis. 
Broom, Brush & Mop Magazine recently talked with two toothbrush

company representatives to learn more about the state of this important
industry and what trends are driving the market. 

Focusing on product quality, customization and made in America
benefits have spurred recent growth for Tess Oral Health, a tooth-
brush manufacturer located in Eau Claire, WI. The company spe-

cializes in providing various types of oral care products to dentist offices
as well as Internet consumers. 

“We sell direct to dental practices. Our toothbrushes can feature custom
imprinting, where we personalize these products to include a dental prac-
tice’s logo, contact info, etc. This helps dentists better promote their own
businesses,” Tess Oral Health President Rob Conner said. 

Along with toothbrushes, Tess Oral Health also provides related items
including orthodontic products and kits, retainer cases and dental floss. 

“We provide kits that include a toothbrush and other oral care supplies.
They go into a zippered bag that can be handed to dental patients,”
Conner said. “There are many things we have done to add to our product
line that are complementary to toothbrushes. There are also additional
ways we have packaged our offerings.”

Tess Oral Health, which was founded in 1989 in Eau Claire, was pur-
chased by Conner several years ago. Since then, a number of changes
have taken place. This includes a company name change and a move to a
larger Eau Claire facility. 

“We moved into our larger place of business in October 2010 due to
company growth. We needed to expand,” Conner said. “The company had
outgrown its old facility and was leasing space. We eventually bought a
building that is twice the size of what we had before. The move has
allowed us to expand and grow even further. This has resulted in the hir-
ing of additional sales people and adding to our production and imprint-

Dental office sales serve as a key niche 
for Tess Oral Health.

“Nothing is recession proof, but in a
good economy more cosmetic work is

being performed in dentistry, while in a
bad economy restorative work is of a

greater focus. The need for preventative
products such as toothbrushes 

continues to go on, which is good.”
— Tess Oral Health President Rob Conner
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ing capabilities.
“Our company has had a positive growth history, but it’s still a pretty

small player when it comes to producing toothbrushes. Obviously, our
biggest competitors are the national brands, but we don’t work within the
retail business. Instead, we focus on our niche, which is dental practices.”

The company also recently changed its name from Tess Corporation to
Tess Oral Health. Conner said this was done to better reflect the true func-
tion of the company and the markets it’s working to reach. 

When it comes to toothbrush production, Tess Oral Health makes the
products itself in Eau Claire with the exception of the injection molding
process. 

“We own our molds, but have the injection molding done off site
through a couple of vendors. The handles are then brought to our facility
where the bristle work takes place,” Conner said. 

He added that toothbrushes from the company can be found in all 50

states and in every continent except for Antarctica.  
“Our customers want quality, made in America toothbrushes. We offer

attractive styles and manufacture our brushes with the proper end-round-
ing and polishing of the bristles. This is first and foremost,” Conner said.
“It’s important to provide quality brushes that are soft and don’t damage
the tooth structure and soft tissues of the mouth.

“We have been able to find more customers who see value in the type
of products and services that we provide.”

According to Conner, one benefit to selling such items as toothbrushes
to the dental practice industry is that, for the most part, people continue
to go to the dentist in both good and slow economic times. 

“Nothing is recession proof, but in a good economy more cosmetic
work is being performed in dentistry, while in a bad economy restorative
work is of a greater focus. The need for preventative products such as
toothbrushes continues to go on, which is good,” Conner said. “However,
we have the same challenges that every other business goes through when
it comes to controlling costs, etc.”

To stay competitive, especially against foreign toothbrush producers,
officials at Tess Oral Health rely on the use of advanced production
machinery. According to Conner, the company couldn’t compete with
lower cost regions, such as China and India, without the use of such
automation. 

“Automation keeps us in the game,” he explained. 
In today’s consumer-oriented world, Conner also said there is some-

times a heavy emphasis on toothbrush “add-ons” that isn’t always neces-
sary. 

“The basic manual toothbrush has been the same since the 1950s when
it comes to what actually makes the item work. A lot of today’s introduc-
tions for toothbrushes are marketing spins. In other words, there are a lot
of ‘bells and whistles.’ I guess this is good, however, if it gets people to
brush their teeth more often, especially children,” Conner said. “Our
company’s growth largely comes within the dental industry. The trends
that have been good for us concern more people having dental insurance
and more countries practicing western-style dentistry.” 

Despite challenges that always seem to be present for domestic manu-
facturers, Conner is optimistic Tess Oral Care can continue to grow in the
years ahead. 

“We added to our sales force in both 2010 and 2011. This was done to
help us continue to seek growth. These people wouldn’t have been hired

if we weren’t seeing positive results or believe in the future of our com-
pany,” Conner said. 

Tess Oral Health, he added, should continue to grow due, in part, to
certain investments that have been made resulting in a bigger facility, new
website software and a stronger employee base. The company currently
has 21 employees, including a number who have been with the business
for 10 to 15 years. 

“Their longevity and knowledge are invaluable, along with the positive
culture they have developed at this business. This culture centers around
putting our customers first,” Conner said. “We win business based on our
ability to personalize a toothbrush and turn it around in 48 hours. You
can’t do that from overseas. Our speed of service is a winning factor in
addition to providing a quality product. Both of these attributes come
from our employees and their ability to deliver.

“It’s like most things in life, if it was always easy everybody would be
in this line of work. However, we have a good group of people in place.
They continue to deliver quality products and service for our customers,”
Conner said.   

Contact: Tess Oral Health, 2328 Truax Blvd., 
Eau Claire, WI 54703. Phone: 715-832-7271.  

Website: www.tessoralhealth.com.

Fresh & Go, Inc., of Wheeling, IL, manufactures a unique prod-
uct, designed to provide the customer with a toothbrush that can be
used nearly anywhere and at anytime. Company officials also

encourage the customer to follow dentists’ recommendations for proper
bristle head usage.

The Fresh & Go toothbrush, according to Julie Smolucha, marketing
manager of the company, is designed with 30 applications of toothpaste
built into the brush. It comes in three different styles: regular mint,
whitening and a smaller brush with bubblegum flavored toothpaste for

children. Smolucha said
the brush is perfect for
people who travel or are
constantly on the go.

“The toothbrush is
designed with toothpaste
in the handle, all you do
is turn the knob one click
and a perfectly measured
out amount of toothpaste
is dispensed through the
bristles. It’s a great travel
item, but it’s of such high
quality that most of our
customers use it at home
as well,” Smolucha said.
“I use the product. I’ve
got five kids at home,
and it’s a great hygienic
item for families. Each
person gets his/her own
toothpaste, so if one
child is sick he/she does-

n’t spread the germs to the others through a shared toothpaste tube. 
“It’s also a lot cleaner than the standard brush and tube of toothpaste. I

don’t have nearly the mess to clean up from my kids squeezing too much
toothpaste out of the tube, and getting it all over the bathroom.”

Fresh & Go was founded by four partners who wanted to create a
toothbrush for the future. The company designed a brush that would
encourage users to follow ADA guidelines on toothbrush replacement.
Because it only has 30 applications per brush, users of the Fresh & Go
toothbrush cannot use the brush past the ADA recommendation stating
people change toothbrushes every two to three months.

“We added to our sales force in both
2010 and 2011. This was done to help us
continue to seek growth. These people
wouldn’t have been hired if we weren’t
seeing positive results or believe in the

future of our company.” 
— Tess Oral Health President Rob Conner

Fresh & Go toothbrushes are designed to
be used “anywhere and at anytime.”
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Smolucha said the company has learned valuable lessons about the
toothbrush industry.

“We are discovering that to succeed in this industry, especially if you
want to sell retail, you have to build a brand identity. When you are a
smaller manufacturer trying to sell at a big retail store, there may be 100

different toothbrushes in the oral care department and you only have one
slot. That makes it hard to differentiate your product,” Smolucha said.
“So we are trying to market ourselves differently. We are doing this by
introducing different products. We have a travel floss that comes in 18-
inch strips individually wrapped. We want to package this floss with our
toothbrushes, and get them in the travel section or in the clip strips at
point-of-purchase. This gets the product away from all the other tooth-
brushes, and gives the consumer a chance to pick it up and really look at
the toothbrush. We’ve found that if we get the Fresh & Go toothbrush
away from the toothbrush aisle, it really sells.”

Fresh & Go is also using other ways to market this unique toothbrush.
Smolucha said company officials are working with local universities’
MBA programs to bring unique ideas to Fresh & Go’s marketing plan.
The company has also been working with airlines to hand out samples of
products to travellers, introducing them to the Fresh & Go name, and has
done private labeling work with Travel-On, a retail chain that runs bou-
tiques in airports.

“Working with the MBA programs has been a wonderful way for our
small business to get marketing/advertising ideas without the high costs

of hiring an agency. We’ve used these focus groups to make decisions on
our packaging. One example is that we learned that people were getting
confused about the product because we had a wide variety of colored
brushes. Customers were thinking that each color represented a different
toothpaste flavor. They were either not buying the brushes because they
thought the toothpaste might be some weird flavor, or buying a brush
thinking they were going to get a new flavor and being disappointed when
it was plain mint,” Smolucha said. “We wanted to ensure the hygienic
qualities of the product by making the brushes distinguishable from other
Fresh & Go toothbrushes. To do this, we left the tip and the knobs colored
so customers could keep track of which brush was theirs, but not be con-

fused into thinking that the toothpaste was a different flavor.”
Smolucha is confident that her company can make the adjustments nec-

essary to continue to compete in today’s market place.
“I think people are looking for convenience and a way not to transfer

germs in just about every product they buy, but especially in toothbrush-
es. People are always going to brush their teeth, and I think there will
always be a demand for products like ours.”

Contact: Fresh & Go, 
7150 Capitol Drive, Wheeling, IL 60090. 

Phone: 847-520-1200.
Website: www.www.freshangousa.com.
E-mail: info@freshangousa.com.

DuPont Cosmetic Solutions (DuPont), Anisa International Inc., and
MUP magazine present the City Kabuki Collection, a set of three brush-
es born of professional affinities and inspired by three architectural land-
marks — the 30 St Mary Axe in London, the Burj Al Arab in Dubai and
the Oriental Pearl Tower in Shanghai. 

The kabuki brush, manufactured by brush designer Anisa
International with DuPont™ Natrafil® filaments, is specifically intend-
ed for a perfect face complexion makeup, and was conceived as a lim-
ited edition of 200 kits. The three styles and benefits according to
DuPont oficals are:
• The London Foundation Kabuki— Bushier than a traditional foun-

dation brush, the London Foundation provides a flawless and homoge-
nous application of liquid and compact textures. Its medium-stiff fila-
ments unify the skin, spread and blend formulas. Its elongated shape,
inspired by Norman Foster's 30 St Mary Axe, adopts the shapes of the
face for unified and natural skin;
• The Shanghai Powder Kabuki — The domed shape was developed

to pick up powder with a maximum surface area, while allowing a light
application of the powder due to a moderated ratio of Natrafil® filaments.
The Shanghai Powder can be used with loose as well as pressed powders;
and,
• The Dubai Precise Blush Kabuki — The ferrule of the Dubai

Precise Blush has been developed to achieve a precise application of 

powder blush meant to structure the face. Its tuft, designed in a
rounded angle from the ferrule to the tip, enables modulation of the
effects, and the higher ratio of Natrafil® filaments for a homogenous
application.

Led and initiated by Aurélien Michel, editor in chief of MUP maga-
zine, the project was meant to push the limits of each partner’s expert-
ise. 

The kabuki collection is presented in a unique pack, developed by HLP
Kleaford, where the kabukis are revealed on one side through the shape
of the brush, and on the other side of the pack through the shape of the
building. 

“HLP joined the project and demonstrated that the collection can only
really shine once it is brought together,” added Michel.

Inspiration Sparked By Collaboration
DuPont officials say the company has been bringing world-class sci-

ence and engineering to the global marketplace in the form of innovative
products, materials and services since 1802. Visit www.dupont.com for
more information. 

“We are discovering that to succeed in
this industry, especially if you want to

sell retail, you have to build 
a brand identity.” 

— Fresh & Go Marketing Manager Julie Smolucha

“I think people are looking for convenience
and a way not to transfer germs in just

about every product they buy, but 
especially in toothbrushes.”

— Fresh & Go Marketing Manager Julie Smolucha

DuPont™ Natrafil® Filaments 
And Anisa International Present 
The City Kabuki Collection 
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The 95th Annual American Brush Manufacturers Association
(ABMA) Convention is scheduled for March 7-10 at the PGA
National Resort & Spa in Palm Beach Gardens, FL. 

The ABMA event is billed as four days of networking, fellowship
and information sharing. The theme of this year’s convention is
“Social Networking Your Brand,” and will include the awarding of
the 2012 William Cordes Innovation Excellence Award, the Suppliers
Display, the Finished Goods Static Display, divisional meetings, guest
speakers, receptions and other key events. (A complete schedule
accompanies this article.)

Convention Program Highlights

Wednesday, March 7, is the first full day of activities for the
ABMA Annual Convention this year. The Convention
Committee Breakfast Meeting is scheduled from 8 to 9:20

a.m., followed by the Public Relations Committee Meeting from 9:30 to
10:20 a.m., and then the Membership Committee Meeting from 10:30 to
11:50 a.m. 

ABMA Convention Registration on Wednesday is scheduled from 11
a.m. to 6 p.m. At noon on Wednesday, the Finished Goods Static Display
is open. ABMA offers active and affiliate members a chance to promote
their finished broom, brush, roller and mop products via an unmanned
static tabletop display. Times for this display are as follows: noon to 6
p.m. on Wednesday, March 7; and 8 a.m. to 6 p.m. on both Thursday,
March 8, and Friday, March 9. 

A Statistical Committee Lunch Meeting is set for noon to 12:50 p.m.
on Wednesday, to be followed by a Safety & Standards Committee
Meeting from 1 to 1:50 p.m. 

This year’s ABMA Divisional Meetings are also slated for Wednesday.
The Broom & Mop Division Meeting will convene from 2 until 2:50
p.m.; the Industrial Maintenance Division Meeting from 3 to 3:50 p.m.;
the Paint Applicator Division Meeting from 4 to 4:50 p.m.; and the
Suppliers Division Meeting from 5 to 5:30 p.m. 

Technical presentations will be incorporated into this year’s first three
divisional meetings. A representative from PelRay International, of San
Antonio, TX, will discuss The Magic Of Broom Corn during the Broom
& Mop Meeting, while an official from Zahoransky USA, of Sugar
Grove, IL, will talk about Current Developments In Injection Mold
Technology during the Industrial Maintenance Meeting. A technical pres-
entation during the Paint Applicator Meeting will be presented by a rep-
resentative from Purdy Corporation, of Portland, OR, titled Zero To
Landfill. Each divisional meeting is open to everyone who attends the
convention. 

Wednesday evening’s events include the New Members & First Time
Attendees Welcome Reception from 6 to 7 p.m., followed by the
Welcoming Reception from 7 to 9 p.m. Dress is business casual for both
events. 

A day earlier, on Tuesday, March 6, the Officers Finance Meeting will
take place from 5 to 6 p.m., and will be followed by the 100th
Anniversary Task Force Meeting from 7 to 9 p.m. 

The main program to start Thursday, March 8, will be the Opening
Business Session from 8 to 8:50 a.m. The event will feature a welcome
by ABMA President Ian Moss, from Static Faction, Inc., of Salem,
MA. Prior to the Business Session, a continental breakfast will be avail-
able from 7 to 8:30 a.m. Registration will open at 7:30 a.m. and remain
until 2 p.m. 

Following the Business Session there will be an ABMA All-Attendee
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Educational Institute from 9 to 10:45 a.m. The event features Alan
McLaren, who will present a program titled, Using Social Networking To
Build Your Brand. McLaren has over 25 years of leadership experience in
different aspects of business management. 

A Suppliers Display set-up time is scheduled from 11 a.m. to 5 p.m. on
Thursday, while the ABMA Golf Scramble Tournament  will take place
from 1 to 6 p.m. at The PGA National Golf Club. The tournament cost
includes greens fees, golf cart rental, range balls and prizes. Participants
are asked to make their own club rental arrangements directly by calling
800-863-2819 to be connected to the pro shop. 

Thursday’s Mid-Convention Reception is slated for 6:30 to 7:30 p.m.
Dinner is open. 

A full day of activities are planned for Friday, March 9, starting with a
continental breakfast from 7 to 8:30 a.m. Registration is scheduled from
7:30 a.m. to noon. 

One highlight will be the ABMA Suppliers Display, which will begin
at 8 a.m. and run until noon. This event provides a showcase for ABMA
members to see the latest products, ideas and components offered by
exhibiting suppliers. In addition, the event is another opportunity for
members to network. 

From 9 to 10:30 a.m., meanwhile, the ABMA Companion Program will
take place, featuring a session titled, Social Networking Do’s & Don’ts.

A buffet lunch is slated for noon until 1 p.m. and will be followed by
bonus networking time from 2 to 5 p.m. 

Friday evening’s featured event will be the Suppliers Reception, which
takes place from 7 to 10 p.m. The theme is “Celebration Of The
Importance Of Brushes To The Paint Artist.” The event features artist and
entertainer Michael Israel. A live auction will take place immediately
following Israel’s performance with proceeds to benefit the ABMA 100th
Anniversary Project. The indoor event includes a plated dinner and an
area for dancing. Business casual wear is encouraged. 

The final day of the convention is Saturday, March 10, beginning with
a continental breakfast at 7:30 a.m. and followed by the Closing Business
Session and the William Cordes Innovation Excellence Award presenta-
tion. This all takes place from 8:30 to 9:30 a.m. 

After the award presentation, Saturday’s ABMA All-Attendee
Educational Institute is scheduled  from 9:30 to 10:30 a.m. David Carson
will present a program titled, Product Development From Birth To Shelf.
Carson has more than 25 years of professional advanced design and
hands-on development experience in a number of disciplines, with his
degree being in mechanical design technology. 

From 11 a.m. to 2:30 p.m. on Saturday, the ABMA Board of Directors
Luncheon and Meeting is scheduled. The final event of the 2012 ABMA
Annual Convention will be the Board of Directors Dinner from 6:30 to
9:30 p.m. 

Hotel Registration, Dress And Weather Information

The PGA National Resort &
Spa is located at 400 Avenue
of the Champions, in Palm

Beach Gardens, FL 33418. The phone
number for reservations is 1-800-863-
2819. Online hotel reservations can
be made by visiting:
ABMA.org/AC2012quicklinks. 

For ABMA events, comfortable
and casual dress is appropriate.
Daytime attire is casual and sportswear is customary (golf shirts and
slacks or shorts for men; slacks, shorts or skirts/dresses for women).
Evening activities are “nice” informal or daytime business casual attire
and may include sport coats for men; pantsuits, slacks, skirts/dresses for
women. 

Located in southeastern Florida, Palm Beach Gardens has average day-

time temperatures during March in the high 70s. Nighttime temperatures
average in the low 60s. Call 720-392-2262 or visit www.abma.org for
additional information on this year’s ABMA Annual Convention.

Innovation Award Candidates

One of the six following candidates will be presented with the
William Cordes Innovation Excellence Award during an
award ceremony scheduled for 9:20 a.m. on Saturday, March 10.

This will be part of the ABMA Closing Business Session. 
The award, which recognizes innovation of manufactured products,

components or services in the broom, brush, mop and roller industry, is
named after William Cordes, who served as the first ABMA president
from 1917-1928. This award serves as a reminder that new and exciting
endeavors have beginnings that connect with real people. 

The following products will also be on display during this year’s con-
vention. The 2012 candidates are: 

Linzer Products Corporation’s
Everlok™ Extension Poles

The Linzer Products’ Everlok ultra-lightweight
group of extension poles have been developed using
especially strong anodized aluminum. The Everlok
poles have non-slip, non-stick surfaces that prevent
paint build up, double grooves for variable positive
locking, and a quick lock/quick release system. 

The poles also come with soft foam grips and strong
threaded aluminum tips that fit most paint roller
frames. The Everlok pole system is designed for both
professional and do-it-yourself painters. 

Zahoransky’s Z.LYNX3 
The Zahoransky Z.LYNX3 fully-automated machine is designed to

produce twisted-in-nylon and wire brushes with an end capped on one
side or eyelets. According to Zahoransky, the Z.LYNX3 is the first and
only fully automated machine to produce twisted-in-wire brushes with a
loop handle. Therefore, one operator can run up to three units.

Additionally, the machine is flexible in terms of brush type, length,
diameter and processed material. In a short time the operator can switch
over from loop handle brushes to closed-end, or from nylon to wire bris-
tles. Different sam-
ples are stored in a
program and can be
run via a HMI control
system.

Due to the flexibil-
ity of the Z.LYNX3,
eyelet diameters of
between 6-40 mil-
limeters can be manu-
factured. Non-round-
ed eyelets can also be
produced. The full servo control offers operators a maximum of process
stability including screw-in monitoring, wire feeding, wire straightening,
wire shaping and wire cutting. 

The CNC-controlled cutter device with HSS trimmer provides for an
automatized finish. Also, the electronically secured protective housing of
the Z.LYNX3 offers operators safety.

Purdy’s 2x Faster Wire Brushes
According to Purdy, these wire brushes remove

paint two-times faster due to their crisscross bristle pat-
tern. The stainless steel bristles are rust resistant, and a
removable scraper is included for tight areas.
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employees have been with the company at least 10 years, one employ-
ee stands out for his nearly four decades of service. Frank Lauf, who will
be 92 years old in April, still works 40 hours a week at the company’s
Connecticut facility as the shipping manager. Fitzgerald spoke highly
of Lauf — “The man is miraculous” — and also spoke of another gen-
tleman, Fred Richards, who also worked at the Connecticut facility
who passed away last summer at the age of 80.

“You have people who are pillars as you are going along with your
company. As time goes on, people get older and your pillars start to
crumble,” Fitzgerald said. “It is very difficult to find people to replace
them. People like Lauf are truly bred from older times when people
understood how the ethics of a company work. They understand the
idea of working for a company and how the company rewards them in
return.”

While he is not yet old enough to work at Torrington, there is anoth-
er important young man in the company’s family-oriented culture —
Fitzgerald’s 9-year-old son, Joshua.

“I am very blessed to have people like our employees to be around
my youngest son, Joshua, who is determined to be the next ‘brush man’
of the company,” Fitzgerald said. “He wants to carry on in his dad’s

footsteps. We travel to Connecticut quite often, and Josh thinks the
world of Frank (Lauf). He thinks he’s the wisest man he’s ever met
besides his dad. It’s good to have your kids around people like Frank.”

In speaking of company pillars, another important pillar to success
that also involves people is Torrington’s commitment and reputation
concerning quality customer service.

“If a customer is not satisfied with a product, we take it back. We
will give the customer credit or replace the item or find something that
is going to work,” Fitzgerald said. “We do not have a minimum order
charge. A customer can order just one brush. If a customer makes an
order for $100 or more, we will not charge for shipping. 

“Torrington bends over backwards for customers,” Fitzgerald said.
“I also bend over backwards to make Torrington a pleasant place to
work for employees, as opposed to a stressful environment.

“The key player is this whole game for me is Joshua. My goal is that
Torrington Brush Works will be at the level it should be when he gets
old enough to decide where he wants to go and what he wants to do.”

Contact: Torrington Brush Works, Inc., 
4377 Independence Court, Sarasota, FL 34234. 
Phone: 800-262-7874; Fax: 800-528-0109.
E-mail: mail@torringtonbrushes.com.
Web site: www.torringtonbrushes.com.
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The wire brushes, with patent-pending design, have multiple grip posi-
tions in place for less fatigue; and come with an ergonomic, comfort grip
handle. 

Shur-Line Deck Stain Pad With Groove Tool
This two-in-one tool from Shur-Line stains flat sur-

faces and between boards at the same time. Its pad
design helps prevent ripping due to screws, nails or
rough wood. The product is designed to prevent dripping, pooling and
streaking for even coverage and accuracy.

A pivoting feature allows users to simply flip the handle to engage the
groove tool. The product attaches to an extension pole for a comfortable
staining position. The threaded handle can be used with most standard
extension poles. This Shur-Line item is part of a complete stain system
including dispenser.

A. Richard Tools’ Fat Boy Roller Covers
The Fat Boy Roller Covers from A. Richard Tools

Company fits any standard size frame. The product
includes 2-inch outside diameter roller cover. Microfiber
used for the roller covers allows for exceptional paint
pick up and release, according to the company. 

A. Richard Tools’ Gooseneck Flexible Paintbrush
The Gooseneck Flexible Paintbrush from A. Richard

Tools Company helps
prevent back prob-
lems and ladder acci-
dents, according to
the company. Users
can apply paint to
hard-to-reach areas.

The product is good for trimming
high ceilings, high walls and base-
boards. A main function of the product
is to allow painters to trim at a higher
level than a conventional brush.
Polyester-nylon filaments are used for
a smooth finish.

Paintbrush Roundup
Continued From Page 23

Vonco Products, Inc., of Lake Villa, IL, a leading manufacturer of cus-
tom flexible packaging, specialty and promotional products in the global
marketplace, announces the launch of its new www.Vonco.com website.

“The completely revamped website offers more information on the
company’s capabilities, products and services, as well as the ability for
customers to place online quotes, among other features,” said Vonco
Vice President of Sales Les Laske. “Our team worked diligently to
develop the upgraded website to better serve the needs of customers.”

Visitors to www.Vonco.com can learn about the company’s history,
receive news updates and obtain information about products offered in
the following categories: custom, medical, industrial, retail, food, secu-
rity and promotional. Customers can also contact the company directly
from the website. Visitor comments concerning the new website are
welcome, Laske said.

Vonco offers custom packaging for a wide range of markets, including the
broom, brush and mop industry; medical; industrial and retail packaging. For
the retail market, the Chicagoland company offers self-locking broom
sleeves, mop bags, handle bags, printed packaging materials, Christmas
stockings, hand puppets and food packaging, among other products.

For the medical field, Vonco offers drainage and specimen bags, bot-
tle holders, disposable gloves and boots, instrument covers, and more. Its
industrial products include liquid dispensers, round bottom bags, volume
indicators, multi-compartment bags, filter bags, boiling bags, and others.

One of Vonco’s most well known products by the general public is its
ThunderStix® noisemaker. The ThunderStix® website, www.thunder-
stix.com is also scheduled to be upgraded in 2012, Laske said.

Vonco Products Launches 
Upgraded Website
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Tuesday, March 6
5 to 6 p.m. 
Officers Finance Meeting 
7 to 9 p.m.
100th Anniversary Task Force Meeting 

Wednesday, March 7
8 to 9:20 a.m.
Convention Committee Breakfast Meeting 
9:30 to 10:20 a.m. 
Public Relations Committee Meeting 
10:30 to 11:50 a.m. 
Membership Committee Meeting 
11 a.m. to 6 p.m.
Registration / “Gathering Place” 

Noon to 6 p.m. 
Finished Goods Static Display 
Noon to 12:50 p.m. 
Statistical Committee Lunch Meeting 
1 to 1:50 p.m.
Safety & Standards Committee Meeting
2 to 2:50 p.m. 
Broom & Mop Division Meeting
& Technical Presentation by PelRay International
3 to 3:50 p.m.  
Industrial Maintenance Division Meeting
& Technical Presentation by Zahoransky USA
4 to 4:50 p.m.  
Paint Applicator Division Meeting 
& Technical Presentation by Purdy Corporation
5 to 5:30 p.m. 
Suppliers Division Meeting 
6 to 7 p.m.
New Members & First-Time Attendees 
Welcome Reception 
Dress: Business Casual
7 to 9 p.m.
Welcoming Reception 
Dress: Business Casual

Thursday, March 8
7 to 8:30 a.m. 
Continental Breakfast
7:30 a.m. to 2 p.m. 
Registration / “Gathering Place” 

8 a.m. to 6 p.m.
Finished Goods Static Display
8 to 8:50 a.m.
Opening Business Session - President’s Welcome 

9 to 10:45 a.m.
ABMA All-Attendee Educational Institute 
Speaker: Alan McLaren “Using Social Networking To Build Your Brand” 
11 a.m. to 5 p.m.  
Supplier Display Setup 
11 a.m. to 12:30 p.m.
Lunch on Own
1 to 6 p.m.
Golf Scramble Tournament
6:30 to 7:30 p.m.
Mid-Convention Reception
7 p.m.
Dinner on Own

Friday, March 9
7 to 7:45 a.m.
All Exhibitor Display Setup 
7 to 8:30 a.m.
Continental Breakfast 
7:30 a.m. to Noon
Registration / “Gathering Place”

8 a.m. to Noon
ABMA Suppliers Display
8 a.m. to 6 p.m.
Finished Goods Static Display
9 to 10:30 a.m.
Companion Program — Social Networking Do’s & Don’ts 
Noon to 1 p.m.
Buffet Lunch
2 to 5 p.m. 
Bonus Networking Time
7 to 10 p.m.
Suppliers’ Reception 
Theme: Celebration of the importance of brushes to the paint artist,
featuring Michael Israel. 

Saturday, March 10
7:30 to 9 a.m. 
Continental breakfast
8:30 to 9:20 a.m. 
Closing Business Session 
9:20 to 9:30 a.m. 
Innovation Award Presentation 
9:30 to 10:30 a.m.
ABMA All-Attendee Educational Institute
Speaker: David Carson “Product Development From Birth To Shelf”
11 a.m. to 2:30 p.m. 
Board of Directors Luncheon & Meeting  
6:30 to 9:30 p.m.
Board of Directors Dinner 

March 6 - 10, 2012  
PGA National Resort & Spa, Palm Beach Gardens, FL 
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Import/Export Totals Show Downward Trend
Through October 2011

By Rick Mullen
Broom, Brush & Mop
Associate Editor

U.S. government trade figures for the first 10 months of 2011 indicate
raw material imports were up in two of the four categories outlined in this
issue, compared to the first 10 months of 2010. For October 2011, raw
material imports were down in all four categories outlined, compared to
October 2010.

Import totals for the first 10 months of 2011 were down in five of the
eight finished goods categories outlined from the same time period in
2010. In October 2011, six of the eight categories outlined recorded
decreases, compared to October 2010.

RAW MATERIAL IMPORTS
Hog Bristle

The United States imported 45,655 kilograms of hog bristle in October
2011, down 55 percent from 101,564 kilograms imported in October
2010. During the first 10 months of 2011, 368,016 kilograms of hog bris-
tle were imported, a 3 percent increase from 355,810 kilograms imported
during the first 10 months of 2010.

China sent 367,870 kilograms of hog bristle to the United States dur-
ing the first 10 months of 2011.

The average price per kilogram for October 2011 was $11.08, up 72
percent from the average price per kilogram for October 2010 of $6.44.
The average price per kilogram for the first 10 months of 2011 was $9.73,
up 28 percent from the average price per kilogram of $7.60 for the first
10 months of 2010.

Broom And Mop Handles
The import total of broom and mop handles during October 2011 was

1.5 million, down 25 percent from 2 million for October 2010. During the
first 10 months of 2011, 19 million broom and mop handles were import-
ed, up 7 percent from 17.8 million for the first 10 months of 2010.

During the first 10 months of 2011, the United States received 8.4 mil-
lion broom and mop handles from Brazil, 3.9 million from China and 3.9
million from Honduras.

The average price per handle for October 2011 was $1.01, up 40 per-
cent from the average price for October 2010 of 72 cents. The average
price for the first 10 months of 2011 was 83 cents, up 12 percent from 74
cents for the first 10 months of 2010.

Brush Backs
October 2011 imports of brush backs totaled 523,255, down 17 percent

from the October 2010 total of 633,424 brush backs. During the first 10
months of 2011, 5.1 million brush backs were imported, down 22 percent
from 6.5 million for the first 10 months of 2010.

Sri Lanka shipped 2.5 million brush backs to the United States during
the first 10 months of 2011, while Canada shipped 2.3 million.

The average price per brush back was 46 cents during October 2011,
down 6 percent from the average price for October 2010 of 49 cents. For
the first 10 months of 2011, the average price per brush back was 48
cents, down 1 cent from the average price for the first 10 months of 2010.

Metal Handles
The import total of metal handles during October 2011 was 1.6 million,

down 48 percent from 3.1 million for October 2010. During the first 10
months of 2011, 27 million metal handles were imported, down 15 per-
cent from 31.8 million for the first 10 months of 2010.

During the first 10 months of 2011, Italy shipped 11 million metal handles
to the United States, while China sent 10.6 million and Spain shipped 4.4 mil-
lion.

The average price per handle for October 2011 was 92 cents, up 51 percent
from 61 cents for October 2010. The average price for the first 10 months of
2011 was 73 cents, up 40 percent from 52 cents for the first 10 months of 2010.

FINISHED GOODS IMPORTS
Brooms Of Broom Corn

Valued At Less Than 96 Cents
Imports of brooms of broom corn valued at less than 96 cents per

broom during October 2011 totaled 7,332, down 62 percent from 19,092
brooms imported during October 2010. During the first 10 months of
2011, 162,216 brooms of broom corn were imported, up 45 percent from
111,744 imported during the first 10 months of 2010. 

All the brooms were imported from Mexico.
The average price per broom in October 2011 was 85 cents, up 5 per-

cent from 81 cents for October 2010. The average price per broom for the
first 10 months of 2011 was 81 cents, down 1 cent from the average price
for the first 10 months of 2010.

Brooms Of Broom Corn
Valued At More Than 96 Cents

The United States imported 638,541 brooms of broom corn valued at
more than 96 cents per broom during October 2011, down 13 percent
from 733,156 for October 2010. During the first 10 months of 2011, 7.2
million brooms of broom corn were imported, down 6 percent from 7.7
million imported during the first 10 months of 2010.

Mexico shipped 7 million brooms to the United States during the first
10 months of 2011, while Honduras sent the remainder.

The average price per broom for October 2011 was $2.39, down 1 per-
cent from the average price for October 2010 of $2.42. The average price
per broom for the first 10 months of 2011 was $2.40, down 2 percent from
$2.45 for the first 10 months of 2010.

Brooms & Brushes Of Vegetable Material
The import total of brooms and brushes of vegetable material during

October 2011 was 98,882, down 62 percent from 259,845 brooms and
brushes imported during October 2010. During the first 10 months of
2011, 1.4 million brooms and brushes were imported, down 42 percent
from 2.4 million imported during the first 10 months of 2010.

Sri Lanka exported 820,159 brooms and brushes to the United States
during the first 10 months of 2011, while Vietnam sent 230,500 and China
shipped 151,251.

The average price per unit for October 2011 was $1.66, up 9 percent
from $1.52 for October 2010. The average price for the first 10 months of
2011 was $1.27, an decrease of 14 percent from the average price record-
ed for the first 10 months of 2010 of $1.48.

Toothbrushes
The United States imported 69.2 million toothbrushes in October 2011,

down 8 percent from 75.2 million imported in October 2010. During the
first 10 months of 2011, 745.4 million toothbrushes were imported, an
decrease of 2 percent from 766.1 million imported during the first 10
months of 2010.

China sent 517.7 million toothbrushes to the United States during the
first 10 months of 2011. Among the other countries shipping toothbrush-
es to the United States were Switzerland, 68.8 million; Vietnam, 52.9 mil-
lion; India, 31.7 million; and Germany, 25.5 million.
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The average price per toothbrush for October 2011 was 24 cents, the
same as the average price for October 2010. The average price for the first
10 months of 2011 was 23 cents, up 2 cents from the average price for the
first 10 months of 2010.

Hairbrushes
October 2011 imports of hairbrushes totaled 6.7 million, down 13 per-

cent from the October 2010 total of 7.7 million hairbrushes. During the
first 10 months of 2011, 43.4 million hairbrushes were imported, up 2
percent from 42.4 million for the first 10 months of 2010.

China shipped 42.8 million hairbrushes to the United States during the
first 10 months of 2011.

The average price per hairbrush was 26 cents during October 2011, up
2 cents from the average price for October 2010. For the first 10 months
of 2011, the average price per hairbrush was 28 cents, up 1 cent from the
average price for the first 10 months of 2010.

Shaving Brushes
The United States imported 9.8 million shaving brushes in October

2011, up 4 percent from 9.4 million imported in October 2010. During the
first 10 months of 2011, 96.4 million shaving brushes were imported, up
1 percent from 95 million imported during the first 10 months of 2010.

China sent 46.3 million shaving brushes to the United States during the
first 10 months of 2011, while Mexico sent 27.4 million, South Korea
shipped 10.6 million and Germany exported 9.6 million.

The average price per shaving brush for October 2011 was 13 cents,
down 1 cent from the average price for October 2010. The average price
for the first 10 months of 2011 was 11 cents, down 15 percent from 13
cents for the first 10 months of 2010.

Paint Rollers
The import total of paint rollers during October 2011 was 4.2 million,

down 13 percent from 4.8 million recorded for October 2010. During the
first 10 months of 2011, 51.8 million paint rollers were imported, down 2
percent from 52.8 million during the first 10 months of 2010.

China sent 38 million paint rollers to the United States during the first
10 months of 2011, while Mexico exported 10.4 million and Germany
shipped 3 million.

The average price per paint roller for October 2011 was 42 cents, up 1
cent from the average price for October 2010. The average price for the
first 10 months of 2011 was 43 cents, also up 1 cent from the average
price recorded for the first 10 months of 2010.

Paintbrushes
U.S. companies imported 16.7 million paintbrushes during October

2011, up 18 percent from 14.2 million paintbrushes imported during
October 2010. Paintbrush imports for the first 10 months of 2011 were
190 million, down 11 percent from 213 million recorded for the first 10
months of 2010.

China shipped 153.5 million paintbrushes to the United States during
the first 10 months of 2011, while Indonesia exported 31.6 million.

The average price per paintbrush for October 2011 was 28 cents, down
15 percent from the average price for October 2010 of 33 cents. The aver-
age price for the first 10 months of 2011 was 31 cents, up 15 percent from
the average price of 27 cents for the first 10 months of 2010.

EXPORTS
Export totals for the first 10 months of 2011 were down in three of the

five categories outlined, compared to the first 10 months of 2010. In
October 2011, four of the five categories outlined reported decreases in
exports, compared to October 2010.

Brooms & Brushes Of Vegetable Materials
The United States exported 4,397 dozen brooms and brushes of veg-

etable materials during October 2011, down 28 percent from the October
2010 total of 6,130 dozen. Exports of brooms and brushes of vegetable
materials during the first 10 months of 2011 were 70,025 dozen, down 17
percent from 83,949 dozen for the first 10 months of 2010.

The United States sent 28,299 dozen brooms and brushes to Canada
during the first 10 months of 2011 and 13,216 dozen to The United
Kingdom.   

The average price per dozen brooms and brushes was $44.11 in
October 2011, up 27 percent from $34.81 for October 2010. The average
price per dozen brooms and brushes for the first 10 months of 2011 was
$51.35, an increase of 50 percent from the average price per dozen for the
first 10 months of 2010 of $34.19.

Toothbrushes
During October 2011, the United States exported 8.2 million tooth-

brushes, down 2 percent from the total recorded in October 2010 of 8.4
million. During the first 10 months of 2011, 82 million toothbrushes were
exported, down 13 percent from 94.1 million exported during the first 10
months of 2010.

The United States exported 34 million toothbrushes to Canada during
the first 10 months of 2011, while sending 13.7 million toothbrushes to
Mexico.

The average price per toothbrush for October 2011 was 63 cents,  down
5 percent from the average price for October 2010 of 66 cents. The aver-
age price per toothbrush for the first 10 months of 2011 was 61 cents,
down 9 percent from 67 cents for the first 10 months of 2010.

Shaving Brushes
The United States exported 1.7 million shaving brushes during October

2011, down 60 percent from 4.2 million shaving brushes exported for
October 2010. During the first 10 months of 2011, 19.1 million shaving
brushes were exported, down 4 percent from 19.8 million during the first
10 months of 2010.

Brazil imported 5.2 million shaving brushes from the United States
during the first 10 months of 2011, while Mexico imported 4.9 million,
and Canada received 4 million.

The average price per shaving brush for October 2011 was 75 cents, up
74 percent from the average price for October 2010 of 43 cents. The aver-
age price for the first 10 months of 2011 was 61 cents, down 13 percent
from 70 cents recorded for the first 10 months of 2010.

Artist Brushes
October 2011 exports of artist brushes totaled 761,511, down 15 per-

cent from the October 2010 total of 894,100 artist brushes. During the
first 10 months of 2011, 9.3 million artist brushes were exported, up 43
percent from 6.5 million for the first 10 months of 2010.

Canada received 4.4 million artist brushes from the United States dur-
ing the first 10 months of 2011, while Brazil imported 1.3 million.

The average price per artist brush was $3.29 during October 2011, up
18 percent from the average price for October 2010 of $2.80. For the first
10 months of 2011, the average price per artist brush was $2.59, down 15
percent from the average price for the first 10 months of 2010 of $3.06.

Paintbrushes
The export total of paintbrushes during October 2011 was 199,487, up

24 percent from 160,825 for October 2010. During the first 10 months of
2011, 2 million paintbrushes were exported, up 18 percent from 1.7 mil-
lion during the first 10 months of 2010.

Canada imported 1.4 million paintbrushes from the United States dur-
ing the first 10 months of 2011.

The average price per paintbrush for October 2011 was $10.36, down
24 percent from $13.57 for October 2010. The average price for the first
10 months of 2011 was $9.79, down 16 percent from $11.66 recorded for
the first 10 months of 2010.
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The Malish Corporation has introduced a new,
comprehensive Sanitary Maintenance Brush and
Tool Catalog.

Divided into janitorial and foodservice sec-
tions, the new catalog includes photos and
descriptions of every product offered, including
the numerous new HACCP-compliant color-
coded foodservice products. Easy-to-read charts
detail product specifications including the prod-
uct size, length and color of the fiber, and the
number of products available per case.

"We're really excited about this new catalog,"
Fred Lombardi, vice president of sales & marketing,
said. "It showcases the depth and breadth of our
newly expanded foodservice line and highlights our
expansive janitorial line as well.” 

Visit www.malish.com for more information. 

Nexstep Commercial Products has announced the promotion of Erin E. Martin to regional sales
manager.  Martin earned a bachelor of science degree in marketing from Wright State University
in Dayton, OH.  

Nexstep Commercial Products has also announced the company’s new sales & marketing admin-
istrator, Brandy Cox. She comes to the company with 10 years experience in sales, marketing,
administration and bids.  

Visit www.ocedarcommercial.com for more information about the company.

Jon Huntsman Jr., former ambassador to
China, governor of Utah and recent presiden-
tial candidate, will be the featured speaker
during the annual Ind -
ustry Breakfast at the
2012 International Home
& Housewares Show in
Chicago’s McCormick
Place.  

Huntsman served as
the ambassador to China
from 2009 through April 2011 when he stepped
down to run for the 2012 Republican nomina-
tion for president. Prior to serving as ambassa-
dor to China, Huntsman was twice elected gov-
ernor of Utah, including in 2008 with a record
percent of the vote. 

As governor, Huntsman governed with his
eye toward maintaining Utah’s quality of life,
continually increasing the state’s economic
competitiveness and maximizing funding to
Utah’s public education system.

Huntsman’s  experience in Asia was devel-
oped over a lifetime of interest and involve-
ment. He has previously lived in Asia four
times and speaks fluent Mandarin Chinese.

In addition to Huntsman’s presentation,
International Housewares Association Chair -
man Richard Boynton, Jr., president/CEO of
Jura Capresso, Inc., will briefly outline the
Association’s accomplishments in the past year
and its objectives for the future. 

Visit www.housewares.org/show/info/
breakfast.aspx.
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Royal Paint Roller
Royal Paint Roller— a name known in the industry for over
35 years for top quality products, fine service and competitive prices.

Manufacturer of paint rollers in ALL SIZES—from Slim Jim to Jumbo 21⁄4”
I.D. in VARIETY OF FABRICS—including lambskin, kodel, lambswool,
synthetic blends & “Lint Free” woven line.

Also a complete line of frames, trays, paint brushes & painting accessories for
the professional and Do-It-Yourself markets.

Specializing in private labeling at competitive prices.

ROYAL PAINT ROLLER
248 Wyandanch Avenue 

West Babylon, N.Y. 11704
Tel: (631) 643-8012  •   Fax: (631) 253-9428

Jon Huntsman To Headline Breakfast 
At International Home & Housewares Show 

Nexstep Commercial Products Announces Promotion, Hiring

Malish Introduces
New Catalog
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Domestic Merchandise
1404902000 Broomcorn (Sorghum Vulgare Var. Technicum)
Used Primarily In Brooms Or In Brushes, Whether or Not

In Hanks or Bundles
October Year To Date

Country Net Q/Ton Value Net Q/Ton Value
Hondura 6 25,293

U King 3 10,525 3 10,525

France 44 166,752

Germany 1 3,020

Croatia 1 9,330

TOTAL 3 10,525 55 214,920

9603100000 Brooms & Brushes, Consisting of Twigs or Other
Vegetable Materials Bound Together, With or Without Handles

October Year To Date
Country Net Q/Dozen Value Net Q/Dozen Value
Canada 2,819 126,245 28,299 1,146,539

Mexico 32 2,664 1,280 66,529

Guatmal 126 4,140

Salvadr 104 3,444

Hondura 80 2,626

Nicarag 12 2,851

C Rica 766 20,143

Panama 135 2,824 1,141 38,920

Bahamas 25 2,775 1,087 218,916

Jamaica 486 14,255

Cayman 216 11,564

Dom Rep 21 6,956

Dominca 5 2,859

Colomb 267 9,388

Venez 227 7,500 232 13,440

Chile 32 8,310

Brazil 1,356 51,121

Uruguay 8 3,260

Argent 12 2,618 12 2,618

U King 13,216 1,152,960

Ireland 1,912 41,551

Nethlds 269 2,953

Belgium 386 15,722

Andorra 17 7,855

France 140 29,443

Germany 180 5,926 875 38,850

Poland 83 3,462 461 19,018

Russia 6 7,827

Spain 4 4,719

Portugl 18 9,675

Italy 468 6,622

Lebanon 7 2,512

Israel 88 12,848

Kuwait 117 3,446

S Arab 1,923 57,536

Qatar 100 9,260

India 16 5,376

Phil R 1 2,709

Macau 100 4,375

China 83 7,900 1,178 39,409

Kor Rep 287 11,784 881 62,910

Hg Kong 1,756 41,532

Taiwan 131 4,320

Japan 245 9,368 3,692 133,298

Austral 82 2,698 6,389 230,797

Egypt 122 4,209

Guinea 24 5,382

Gabon 187 8,199 187 8,199

Angola 11 2,808

TOTAL 4,397 193,963 70,025 3,596,000

9603210000 Toothbrushes
October Year To Date

Country Net Q/No. Value Net Q/No. Value
Canada 3,523,128 2,436,215 33,996,533 19,672,070

Mexico 1,209,413 481,204 13,682,129 5,381,354

Guatmal 3,361 32,629

Belize 22,993 24,732 127,753 105,494

Salvadr 5,072 48,871 63,196 127,243

Hondura 320 2,668 26,189 104,938

Nicarag 250 3,490

C Rica 195 5,710 3,401 34,004

Panama 521,952 288,721 2,000,691 1,623,400

Bermuda 4,440 2,644

Bahamas 7,114 42,295

Jamaica 5,490 12,449 68,959 98,238

Cayman 808 7,147

Haiti 1,358 7,577

Dom Rep 13,180 19,000 283,230 219,567

Antigua 16,321 18,931

S Lucia 5,557 15,682

Grenada 2,240 16,172 8,543 46,989

Barbado 7,920 3,248 77,572 58,386

Trinid 84,849 83,986 378,654 556,123

N Antil 1,869 12,792

Curaco 9,000 6,437

Aruba 8,156 18,449

Colomb 11,479 63,393 202,048 424,438

Venez 556,521 489,072

Guyana 25,704 10,509 47,097 54,620

Surinam 2,160 2,787

Ecuador 17,280 4,320 74,711 26,977

Peru 120,402 71,753

• Galvanized & tinned wire for 
brush - broom - mop production

 
• Processed Broom Corn & Yucca

• Wood Broom - Mop - Brush Handles
 

• Craft Broom Corn And Supplies
 

• Other Materials - Broom Twine, 
Broom Nails, Mop Hardware

Supplier of Raw Materials to 
Manufacture Brooms, 
Mops, and Brushes

P.O. Box 14634  •  Greensboro, NC 27415

336-273-3609  800-213-9224  
Fax: 336-378-6047 

E-mail: sales@recaddy.com

We ship by pup or truck load direct from Mexico, 
or LTL/ UPS from our Greensboro warehouse.

EXPORTS
October Exports By Country
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Chile 57,190 87,011

Brazil 129,238 62,739

Paragua 828 8,469

Uruguay 708 7,248 19,347 121,132

Argent 28,023 195,177 823,535 1,206,975

Sweden 2,554 26,130

Finland 12,000 5,480

U King 910 11,603 268,853 489,023

Ireland 1,296,000 390,770 6,820,452 2,224,469

Nethlds 15,312 61,162 60,287 274,112

France 16,122 17,233

Germany 8,329 81,154 686,310 2,658,864

Austria 29,718 18,210

Slovak 618 3,508

Hungary 38,016 22,734 4,247,536 2,208,430

Switzld 25,865 264,626 48,870 500,766

Poland 236 3,230 15,556 17,263

Russia 5,084 44,427

Ukraine 5,760 15,030

Italy 17,911 136,496

Slvenia 1,776 5,654

Turkey 5,540 10,244

Lebanon 1,240 2,547

Israel 1,798 10,210

Kuwait 72,918 36,037

S Arab 28,331 18,696

Qatar 2,376 24,300

Arab Em 155,256 229,497

India 26,880 67,530 1,100,064 2,116,285

Thailnd 41,205 73,880

Vietnam 5,591 57,200

Malaysa 8,702 46,817

Singapr 718 7,351 54,759 100,463

Indnsia 117,234 90,145

Phil R 85,070 146,801

Maldive 330 3,376

China 8,406 15,302 998,985 659,308

No Kor 4,356 17,380

Kor Rep 3,140 14,779 5,561,882 2,691,386

Hg Kong 1,277,220 485,312 7,452,463 3,162,481

Taiwan 31,055 15,472 550,217 241,628

Japan 20,375 10,155 347,225 529,937

Austral 7,996 14,507 354,748 630,211

N Zeal 16,548 12,836

Mauritn 2,000 2,900

Rep Saf 26,863 23,318

TOTAL 8,240,404 5,169,310 82,043,269 50,334,830

9603290000 Shaving Brushes, Hairbrushes, Nail Brushes,
Eyelash Brushes & Other Toilet Brushes For Use on the Person

October Year To Date
Country Net Q/No. Value Net Q./No. Value
Canada 427,356 302,434 3,985,048 2,856,005

Mexico 55,902 318,887 4,845,048 2,216,854

Guatmal 8,805 24,668

Salvadr 13,048 28,848

Hondura 72 6,732

C Rica 1,292 10,060 13,101 69,663

Panama 1,114 14,816 3,307 40,009

Jamaica 4,752 7,293

Dom Rep 6,030 10,927 17,954 54,527

Barbado 11,064 7,685

Trinid 2,377 23,000 27,766 285,097

N Antil 1,511 2,638

Aruba 4,000 15,200 4,000 15,200

Colomb 100,465 68,375 2,003,385 731,279

Venez 646,052 182,401

Surinam 1,788 3,983 4,704 11,080

Ecuador 3,283 25,153

Peru 700 16,100

Chile 3,966 29,253 21,284 55,882

Brazil 1,045,000 223,850 5,153,430 1,145,137

Paragua 306 11,721 20,946 20,054

Uruguay 1,200 2,886

Argent 21,908 19,458 1,170,910 276,143

Sweden 5,683 51,968

Norway 4,510 43,422

Finland 897 8,203

U King 8,450 38,750 114,790 431,208

Ireland 1,108 13,751

Nethlds 4,533 43,868

Belgium 1,100 2,891 21,503 190,189

France 1,073 9,810 54,934 203,818

Germany 31,630 85,667 155,035 628,378

Austria 2,078 19,000

Czech 648 2,592

Switzld 1,736 15,882

Lithuan 1,344 3,116

Ukraine 3,284 18,982

Spain 369 3,375 4,498 38,326

Italy 41,108 52,353

Turkey 6,300 40,367

S Arab 412 10,289

Arab Em 31,554 153,498

India 300 2,670 6,326 35,953

Thailnd 21,897 200,254

Malaysa 1,203 3,000

Singapr 202,989 103,032

Phil R 3,230 7,637 8,346 56,556

China 2,918 26,692 57,667 507,869

Kor Rep 592 5,415 5,406 44,533

Hg Kong 2,628 12,219 23,980 77,915

Taiwan 3,537 12,908

Japan 4,794 17,347 342,817 173,659

Austral 2,295 26,862 30,045 265,739

N Zeal 8,423 30,328

Fr Poly 2,000 3,200

Ghana 283 10,878
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BROOM CAPS                       BRUSH and HANDLE FERRULES

MANUFACTURING INCORPORATED
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Nigeria 144 2,655

Rep Saf 2,736 7,513 4,528 109,942

TOTAL 1,733,619 1,298,812 19,136,916 11,688,965

9603300000 Artists Brushes, Writing Brushes and Similar Brushes
for the Application of Cosmetics

October Year To Date
Country Net Q/No. Value Net Q/No. Value
Canada 277,257 615,395 4,396,862 9,300,082

Mexico 96,319 261,649 649,976 2,149,345

Salvadr 3,226 11,902 14,218 34,608

Hondura 22,258 52,720

Nicarag 3,648 4,159 3,648 4,159

C Rica 4,560 5,198 5,855 9,975

Panama 47,055 126,795

Cayman 2,334 5,589

B Virgn 2,916 3,874

Antigua 1,800 2,955

Barbado 23,186 85,550

S Maarte 2,408 7,268

Colomb 14,789 46,008

Venez 1,919 9,888

Ecuador 3,771 7,281

Chile 12,248 24,249

Brazil 1,192 7,927 1,264,030 1,104,607

Paragua 553 8,101 14,197 58,443

Uruguay 8,643 31,893

Argent 358 9,938

Iceland 1,159 4,277 1,159 4,277

Sweden 6,170 32,806 23,572 99,647

Norway 7,719 30,206

Finland 5,482 27,410 95,036 398,826

Denmark 536,668 1,983,640

U King 167,832 369,049 796,631 3,002,037

Ireland 3,540 13,062 11,668 43,050

Nethlds 555 3,333 15,582 75,456

Belgium 1,820 6,714 41,788 108,996

France 25,792 89,277 85,749 338,929

Germany 1,241 4,578 26,442 94,114

Austria 4,178 13,017

Slovak 151 9,527

Switzld 7,480 30,385

Estonia 4,862 36,608

Latvia 1,575 23,499

Poland 53,994 197,297

Russia 2,799 10,329 15,606 64,330

Ukraine 54,915 77,260

Armenia 6,103 22,518

Kazakhs 8,609 101,616

Spain 1,750 2,739

Italy 40,573 151,447

Greece 12,039 18,154

Turkey 939 3,464

Israel 14,062 51,884 52,931 195,294

Jordan 800 4,555

Qatar 1,180 4,354

Arab Em 30,487 136,737

India 2,680 4,001

Thailnd 6,074 49,873 26,307 133,315

Vietnam 900 9,696

Malaysa 401 5,648

Singapr 3,421 21,011

Indnsia 2,185 8,062 5,290 19,518

Phil R 69,000 65,113

China 144,805 534,275

Kor Rep 36,096 488,556 92,263 730,669

Hg Kong 20,052 87,432 123,831 585,878

Taiwan 8,052 45,196

Japan 24,308 38,108 86,300 247,860

Austral 55,497 298,887 222,865 1,068,528

N Zeal 7,646 24,474

Tonga 6,000 5,662

Angola 14,098 52,016

Rep Saf 92 4,318 25,168 96,841

TOTAL 761,511 2,502,286 9,271,684 23,996,907

9603402000 Paint Rollers
October Year To Date

Country Net Q/No. Value Net Q/No. Value
Canada 197,473 394,765 1,878,320 4,210,489

Mexico 68,536 166,821 604,711 1,304,256

Guatmal 16,128 17,502

Salvadr 3,864 4,657

Hondura 3,976 20,924

C Rica 16,115 119,207

Panama 1,944 3,928 13,868 54,692

Bermuda 1,776 4,106 20,718 35,449

Bahamas 2,382 3,851 2,402 7,061

Jamaica 5,800 5,993

Haiti 3,888 6,454 14,464 26,793

Dom Rep 20,781 271,079

St K N 249 4,369

S Lucia 1,042 7,800

S Vn Gr 2,316 2,760

Barbado 239 4,203

Trinid 2,712 4,533 9,712 12,457

Aruba 385 6,765 385 6,765

Colomb 1,826 20,785

Venez 26,664 43,478

Ecuador 19,043 28,456 20,460 53,324

Peru 8,867 7,543 10,238 36,608

Chile 274 4,808 34,040 46,486

Paragua 174 3,050

Argent 72 3,456

Sweden 39 3,175

Finland 1,126 7,673

Denmark 3,711 19,159

U King 1,145 23,377 7,498 77,204

Ireland 6,086 55,515

Nethlds 24,149 123,720

Belgium 203 3,569

France 692 7,846

Germany 1,656 3,777 59,485 233,895

Switzld 20,727 46,077

Russia 15,606 25,664

Spain 7,219 126,700 7,219 126,700

Israel 1,062 18,649

S Arab 11,026 12,507

Qatar 610 3,972

Arab Em 7,648 43,962 23,992 67,795

Bahrain 780 3,712

India 7,609 61,763

Thailnd 176 11,176

Vietnam 1,024 18,000

Singapr 2,018 3,600

Indnsia 25,356 89,613

China 3,855 67,660

Kor Rep 1,947 34,989

Hg Kong 2,620 51,673

Japan 998 10,412 4,169 33,912

Austral 9,168 7,854 174,794 1,228,222

N Zeal 5,176 14,873 13,235 46,008

Eq Guin 2,610 27,062

Ghana 199 3,299

Nigeria 2,299 40,358

Rep Saf 176,394 121,713

TOTAL 340,290 862,985 3,310,880 8,999,523

9603404020 Paint Pads
October Year To Date

Country Net Q/No. Value Net Q/No. Value
Mexico 366 2,595 108,153 226,685

Nicarag 423 3,000

C Rica 150 3,487

Panama 47 5,910

Bermuda 1,010 7,166

Bahamas 406 2,880

Jamaica 250 6,720
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Dom Rep 220 9,215 557 21,288

Barbado 166 3,215

Trinid 1,002 2,505 1,002 2,505

Aruba 15 2,670

Venez 356 2,525

Peru 1,173 3,127

Chile 960 2,915 960 2,915

Argent 2,275 15,163

Sweden 12 2,676

Finland 4,000 6,640

Denmark 660 3,424 660 3,424

U King 480 3,331 480 3,331

Belgium 1,120 2,560

Germany 478 6,459

Spain 11,411 83,722

Romania 728 5,171

Kuwait 2,761 55,500

S Arab 2,400 56,400 4,200 62,531

Thailnd 1,453 10,316

Malaysa 1,310 9,300

Singapr 1,644 3,818 5,612 17,252

China 1,500 4,860

Kor Rep 105 7,770 72,457 535,189

Japan 300 2,888 300 2,888

Austral 500 3,550 58,038 113,179

TOTAL 8,637 98,411 283,463 1,234,254

9603404050 Paint, Distemper, Varnish or Similar Brushes
(Except Brushes of 9603.30)

October Year To Date
Country Net Q/No. Value Net Q/No. Value
Canada 143,305 988,190 1,417,564 9,949,286

Mexico 2,178 35,277 48,217 959,073

Salvadr 150 3,119

Hondura 361 5,995 10,233 143,778

Nicarag 717 11,364 3,845 26,383

C Rica 102 5,483 2,787 62,091

Panama 929 17,039 7,971 191,757

Bermuda 190 3,950 6,073 92,142

Bahamas 1,044 21,655 32,178 551,529

Jamaica 1,416 21,286

Cayman 742 15,389 1,899 38,441

Haiti 146 3,033 900 18,663

Dom Rep 1,561 32,366

B Virgn 133 2,753 2,324 36,232

Antigua 756 20,082

S Lucia 33 3,616

S Vn Gr 1,006 26,481

Grenada 752 3,534

Barbado 517 19,098

Trinid 2,589 53,712

N Antil 530 11,000

Aruba 741 5,784

Colomb 1,085 22,500 6,900 143,669

Venez 140 2,895

Guyana 131 2,721

Peru 2,562 84,237

Chile 1,905 25,051

Brazil 539 11,196

Argent 2,314 48,004

Iceland 666 8,591

Sweden 636 13,200 5,363 94,151

Finland 1,396 12,879

Denmark 8,098 258,739

U King 5,853 139,510 102,437 1,343,856

Ireland 5,583 49,704

Nethlds 11,044 235,571 84,222 1,682,258

Belgium 24,595 483,327

France 7,394 116,829

Germany 1,531 38,001 17,831 244,437

Austria 381 3,047

Czech 120 2,920

Switzld 144 2,980 624 5,545

Lithuan 1,032 50,000 1,032 50,000

Poland 1,489 25,565

Russia 990 7,428 1,523 18,473

Spain 183 3,804

Malta 1,182 7,814

Slvenia 300 2,617

Greece 1,640 70,399 1,640 70,399

Turkey 16 2,592

Iraq 1,146 23,760

Israel 14,843 314,297

Jordan 27 5,522 27 5,522

S Arab 133 2,756

Arab Em 1,680 18,398

India 3,151 71,579

Sri Lka 184 3,822

Thailnd 1,397 21,942

Vietnam 2,189 45,398

Malaysa 6,651 97,983

Singapr 1,546 23,547 13,206 125,529

Indnsia 674 4,893 4,940 101,918

Phil R 1,938 34,318 4,988 69,245

China 600 12,000 3,673 89,268

Kor Rep 6,501 134,839 15,028 299,200

Hg Kong 300 3,450 7,323 95,321

Taiwan 750 13,875

Japan 601 12,482 6,108 72,199

Austral 2,225 70,917 26,071 365,453

N Zeal 11,273 75,742 18,734 141,991

Samoa 901 18,687

Fr Poly 93 7,465

Sier Ln 107 7,775

Nigeria 1,319 76,986

Angola 468 6,280

Rep Saf 445 14,402

TOTAL 199,487 2,067,427 1,960,163 19,185,824

9603900000 Hand-Operated Mechanical Floor Sweepers,
Not Motorized, Mops & Feather Dusters; Prepared Knots & Tufts

for Broom or Brush Making, NESOI
October Year To Date

Country Net Q/No. Value Net Q/No. Value
Canada 189,507 2,324,932 2,561,459 23,348,899

Mexico 62,058 829,739 638,693 8,547,327

Guatmal 660 6,822 22,252 70,009

Belize 1,971 15,798

Salvadr 931 25,161

Hondura 1,323 22,859

Nicarag 16 3,513

C Rica 3,175 51,491 16,376 193,798

Panama 2,511 72,856 23,615 473,789

Bermuda 5,106 18,784

Bahamas 3,180 14,811

Jamaica 694 8,368

Turk Is 222 3,600

Cayman 1,877 30,449

Haiti 495 8,025

Dom Rep 348 5,647 2,739 32,735

B Virgn 1,254 22,447

S Lucia 2,088 9,272

Barbado 402 13,980

Trinid 2,948 43,469

N Antil 1,212 8,158

Curaco 160 5,382

Aruba 1,265 25,476 3,394 53,196

Colomb 935 8,030 9,629 113,293

Venez 2,737 44,406 13,653 163,649

Ecuador 2,004 5,095 11,603 94,938

Peru 10,644 162,004

Bolivia 229 3,709

Chile 1,247 20,221 40,929 444,763

Brazil 1,421 18,566 31,789 398,949

Argent 236 3,825

Norway 1,650 26,775

Finland 19,202 125,006

Denmark 1,800 10,000 3,817 42,698

January/February 2012 BROOM, BRUSH & MOP PAGE  41

BBM.1.12_FINAL_Layout 1  2/20/12  11:47 AM  Page 41



U King 8,949 127,116 109,870 1,435,025
Ireland 4,331 70,246 15,070 290,653
Nethlds 4,287 24,606 64,580 634,623
Belgium 6,937 29,685 42,674 289,721
Luxmbrg 72 5,774 2,031 51,458
France 6,526 105,845 12,299 200,228
Germany 1,092 28,728 54,008 684,353
Austria 1,459 23,658
Czech 222 3,608
Hungary 255 4,141
Switzld 6,052 86,664
Latvia 1,200 6,885
Poland 438 27,385
Russia 759 12,308 21,904 330,093
Ukraine 482 7,823
Moldova 883 2,683
Spain 529 5,988
Portugl 690 7,908
Italy 2,566 19,096 22,129 212,637
Turkey 228 3,693 1,738 9,757
Lebanon 2,054 13,689
Iraq 308 5,000
Israel 976 15,621 2,325 39,099
Jordan 1,593 18,639 3,406 48,047
Kuwait 7,915 94,092
S Arab 5,352 82,562 56,412 530,443
Qatar 708 11,485
Arab Em 1,000 6,440 35,154 303,953
Bahrain 187 3,037
Afghan 7,640 130,191
India 544 14,351 16,639 167,033
Pakistn 25 5,375 25 5,375
Sri Lka 154 2,501
Thailnd 2,692 43,539
Vietnam 450 4,193
Laos 244 3,960
Malaysa 543 6,346 6,299 102,019

Singapr 1,682 30,305 7,702 136,509
Indnsia 391 6,341
Phil R 1,072 17,384
China 592 9,607 39,437 514,933
Mongola 170 2,763
Kor Rep 3,000 12,810 28,622 342,000
Hg Kong 2,069 18,131 16,066 262,310
Taiwan 2,315 37,537 9,074 141,850
Japan 4,896 65,411 73,047 584,805
Austral 13,428 185,594 86,773 1,271,543
N Zeal 2,778 11,272 27,456 215,322
Moroc 749 15,100
Eq Guin 300 4,861
Camroon 269 3,821
Sier Ln 200 3,964
Ghana 202 3,274 202 3,274
Togo 160 3,171
Nigeria 964 12,126
Angola 812 12,131
Kenya 262 4,249
Rep Saf 339 5,491 5,544 39,243
TOTAL 346,749 4,379,144 4,236,185 43,974,085

0502100000 Pigs’, Hogs’ or Boars’ Bristles
and Hair and Waste Thereof

October Year To Date
Country Net Q/KG Value Net Q/KG Value
Thailnd 146 10,335

China 45,655 506,010 367,870 3,569,311

TOTAL 45,655 506,010 368,016 3,579,646

0502900000 Badger Hair and Other
Brushmaking Hair and Waste Thereof
October Year To Date

Country Net Q/KG Value Net Q/KG Value
U King 37 67,602

Germany 168 163,753

Kyrgyzs 18,204 39,500 18,204 39,500

Thailnd 1,507 107,149

China 7,025 134,800 47,225 1,118,373

TOTAL 25,229 174,300 67,141 1,496,377

0511993300 Horsehair and Horsehair Waste, Whether or Not
Put Up As A Layer With or Without Supporting Material

October Year To Date
Country Net Q/KG Value Net Q/KG Value
Paragua 10,253 107,674

Germany 4,600 41,172

China 8,367 123,693 212,116 2,328,401

Austral 1 9,870 1 9,870

Rep Saf 15 3,379

TOTAL 8,368 133,563 226,985 2,490,496

1404903000 Istle Used Primarily In Brooms or In Brushes,
Whether or Not In Hanks or Bundles
October Year To Date

Country Net Q/KG Value Net Q/KG Value
Mexico 16,911 85,768 301,891 1,515,114

TOTAL 16,911 85,768 301,891 1,515,114

4417002000 Broom and Mop Handles, 1.9 CM or More In
Diameter and 97 CM or More In Length, Of Wood

October Year To Date
Country Net Q/No. Value Net Q/No. Value
Canada 29,251 18,341 30,866 23,426

Mexico 55,010 5,632 393,290 87,197
Hondura 251,264 144,671 3,875,507 1,842,867
Colomb 15,450 22,359 120,690 63,746
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Brazil 715,890 870,989 8,385,871 9,409,236
Belgium 58,045 73,717
India 3,273 4,343
Sri Lka 61,800 75,192 539,650 682,351
Indnsia 166,073 182,856 1,672,471 1,608,538
China 176,718 165,644 3,913,997 1,972,675
Taiwan 47,532 46,313
TOTAL 1,471,456 1,485,684 19,041,192 15,814,409

4417004000 Paint Brush and Paint Roller Handles, Of Wood
October Year To Date

Country Net Q/Variable Value Net Q/Variable Value
Canada 3,194 3,194
Germany 13,680
Czech 47,274
Poland 107,856
Italy 685,678 5,098,528
India 2,181 2,181
Thailnd 55,615
Indnsia 53,186 885,653
China 198,102 1,576,261
Taiwan 45,367
TOTAL 942,341 7,835,609

4417006000 Brush Backs, Of Wood
October Year To Date

Country Net Q/No. Value Net Q/No. Value
Canada 230,904 95,584 2,320,150 926,041
Brazil 31,050 34,643
Sri Lka 292,351 144,730 2,525,301 1,436,634
China 226,620 59,939
TOTAL 523,255 240,314 5,103,121 2,457,257

4417008010 Tool Handles of Wood
October Year To Date

Country Net Q/Variable Value Net Q/Variable Value
Canada 11,282 123,716
Mexico 50,117 170,972
Brazil 271,860 2,675,716
U King 9,258
Nethlds 17,494
Germany 9,371
India 4,282
Vietnam 19,107 475,075
Indnsia 36,077
China 90,104 597,506
Taiwan 39,826 282,132
TOTAL 482,296 4,401,599

4417008090 Tools, Tool Bodies, Broom or Brush Bodies,
Shoe Lasts and Trees, of Wood

October Year To Date
Country Net Q/Variable Value Net Q/Variable Value
Canada 100,013 775,182

Mexico 88,541

Hondura 17,200

Nicarag 2,477

Chile 654,503 6,085,165

Brazil 9,376

Sweden 10,594

Denmark 5,121

U King 2,217 99,587

France 2,305 2,305

Germany 12,960

Austria 4,920

Czech 2,688

Switzld 3,274

Poland 2,650

Spain 58,252

Italy 45,023

Romania 4,490

India 131,188 920,885

Sri Lka 105,316

Vietnam 20,792 177,792

Indnsia 67,637

China 247,887 2,338,051

Taiwan 62,689

Japan 392,355 3,182,011

Austral 2,145

TOTAL 1,551,260 14,086,331

7326908576 Metal Handles For Brooms, Mops, Paint Applicators

October Year To Date

Country Net Q/No. Value Net Q/No. Value

Canada 120,006 11,737

Mexico 70,416 26,186 223,830 84,656

Brazil 1,405 8,459 278,315 186,349

Sweden 215 3,365

Denmark 565 5,945 3,880 47,896

Germany 14 2,821

Spain 88,320 56,541 4,406,880 2,051,866

Italy 781,321 784,548 10,952,458 8,920,337

Israel 2,421 2,416

China 628,181 557,387 10,598,168 8,031,305

Hg Kong 7,165 8,615

Taiwan 500 5,374 408,253 228,604

TOTAL 1,570,708 1,444,440 27,001,605 19,579,967

9603100500 Wiskbrooms, of Broom Corn, LT=.96 EA. Prior to Entry

or Withdrawal for Consumption of 61,655 Dozen In Calendar Year

October Year To Date

Country Net Q/No. Value Net Q/No. Value

Mexico 5,016 4,330 29,520 25,492

China 12,240 9,094

TOTAL 5,016 4,330 41,760 34,586

Brush Manufacturers

STAPLE SET MANUFACTURER
CUSTOM SHAPES: Wheel–Cylinder–Strip–Disc

ALL MEDIUMS: Wood–Plastic–Metal–Leather

Short Run and Private Label

SEND US YOUR SPECIALS

YOUNG & SWARTZ, INC.
CHERRY & SPRUCE STS.  •  BUFFALO, N.Y. 14204

PHONE 852-2171    AREA CODE 716
FAX (716) 852-5652
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9603104000 Other Brooms, of Broomcorn, LT=.96 EA, Prior to Entry or

Withdrawal For Consumption of GT=121,478 Dozen in Calendar Year

October Year To Date
Mexico 30,252 24,553

TOTAL 30,252 24,553

9603105000 Other Brooms, of Broomcorn, LT=.96 EA, at Entry or
Withdrawal For Consumption of GT=121,478 Dozen in Calendar Year

October Year To Date
Country Net Q/No. Value Net Q/No. Value
Mexico 7,332 6,200 162,216 131,868

TOTAL 7,332 6,200 162,216 131,868

9603106000 Other Brooms, Of Broomcorn, Valued Over .96 Each
October Year To Date

Country Net Q/No. Value Net Q/No. Value
Mexico 597,555 1,441,545 6,951,240 16,748,464

Hondura 40,986 82,451 249,012 504,476

TOTAL 638,541 1,523,996 7,200,252 17,252,940

9603109000 Brooms & Brushes, Consisting of Twigs
or Other Vegetable Materials Bound Together,

With or Without Handles, NESOI
October Year To Date

Country Net Q/No. Value Net Q/No. Value
Canada 360 5,288 6,456 52,761

Mexico 3,372 10,050 60,855 90,428

Trinid 4 5,650

Sweden 200 3,021

U King 1,001 10,845

France 7 6,708

Germany 2,486 11,032

Estonia 9,000 20,256

Turkey 2,000 5,560

India 11,654 14,911

Sri Lka 32,006 29,048 820,159 808,087

Thailnd 2,500 3,989 55,328 116,606

Vietnam 30,060 36,393 230,500 237,606

Phil R 5,500 9,572 26,120 41,893

China 25,084 70,153 151,251 312,022

Kor Rep 900 3,127

Japan 1,001 4,743

TOTAL 98,882 164,493 1,378,922 1,745,256

9603210000 Toothbrushes, Incl. Dental-Plate Brushes
October Year To Date

Country Net Q/No. Value Net Q/No. Value

Canada 1,950 5,933 134,127 106,699

Mexico 114,558 106,153 4,246,769 1,518,021

Guatmal 76,800 15,730

Brazil 4,806,067 1,508,775

Sweden 427,545 274,259

Norway 23,550 11,709

U King 119,408 181,555 158,128 255,238

Ireland 380,064 232,769 2,381,884 2,759,684

Nethlds 519,140 71,063

Belgium 1 2,995

France 625 9,487 8,625 16,939

Germany 3,087,968 1,934,809 25,541,192 19,043,637

Hungary 5,760 11,611 54,651 116,372

Switzld 7,839,989 2,912,744 68,786,599 28,952,903

Poland 413,952 46,663

Spain 40,800 3,975

Italy 315,159 126,909 2,105,603 739,330

Turkey 120,664 29,565

Israel 467,120 65,572

India 480,072 146,128 31,791,817 4,251,386

Thailnd 1,133,289 174,542 3,629,993 676,272

Vietnam 4,262,376 252,519 52,895,280 3,309,344

Malaysa 41,806 22,363 13,433,854 643,549

Indnsia 960,172 103,224

China 50,051,619 10,317,332 517,745,045 104,176,193

Kor Rep 78,530 24,194 5,561,396 785,015

Hg Kong 63,172 5,180 779,487 278,599

Taiwan 235,088 87,462 3,052,916 769,528

Japan 984,720 131,456 4,031,259 987,217

Austral 28,130 18,003

Gabon 1,171,872 164,241

TOTAL 69,196,153 16,683,146 745,394,438 171,701,700

9603294010 Hairbrushes, Valued Not Over .40 Each

October Year To Date

Country Net Q/No. Value Net Q/No. Value

Italy 6,483 2,671

Thailnd 12,024 4,043 45,624 16,741

Vietnam 7,200 3,361 33,600 14,054

China 6,653,440 1,707,654 42,751,573 12,049,530

Kor Rep 7,896 2,956

Hg Kong 547,920 79,173

Taiwan 50,652 17,015

TOTAL 6,672,664 1,715,058 43,443,748 12,182,140

9603294090 Shaving Brushes, Nail Brushes,

Eyelash Brushes & Other Toilet Brushes For Use On The Person,

Valued Not Over .40 Each

October Year To Date

Country Net Q/No. Value Net Q/No. Value

Mexico 2,273,775 156,997 27,420,975 2,123,186

France 158,172 13,748

Germany 801,360 155,003 9,575,771 1,918,971

Switzld 67,200 12,826

Italy 31,800 5,004

India 356,900 10,543 1,842,480 65,002

China 6,350,153 953,000 46,256,489 6,527,141

Kor Rep 10,574,900 216,875

Hg Kong 184,440 30,450

Taiwan 30,000 4,252 237,620 57,549

Japan 538 10,384

TOTAL 9,812,188 1,279,795 96,350,385 10,981,136

9603302000 Artists Brushes, Writing Brushes & Similar Brushes For

Application Of Cosmetics, Valued Not Over .05 Each

October Year To Date

Country Net Q/No. Value Net Q/No. Value

Mexico 1,984,672 74,445 10,056,639 345,977

France 3,000,000 100,600

Germany 5,810,000 76,508 30,724,740 1,193,321

Italy 2,688,500 33,480 58,692,600 666,785

India 1,116,000 21,570 4,845,967 84,225

Thailnd 1,925,999 71,061 1,925,999 71,061

China 7,969,054 177,581 117,695,382 3,102,105

Kor Rep 310,000 11,295 22,022,000 596,668

Hg Kong 347,824 10,118

Taiwan 6,197,000 144,694

Japan 600,000 27,051

TOTAL 21,804,225 465,940 256,108,151 6,342,605

9603304000 Artists Brushes, Writing Brushes & Similar Brushes For

Application of Cosmetics, Valued Over .05 But not Over .10 Each

October Year To Date

Country Net Q/No. Value Net Q/No. Value

Mexico 7,552,722 607,485 73,804,702 5,632,641

Brazil 288,000 22,249

Germany 1,200,000 95,437 17,507,489 1,255,657

India 231,336 19,865 974,150 81,098

Thailnd 514,894 60,483

China 7,748,917 559,848 108,413,059 8,079,858

Kor Rep 550,000 42,642 2,951,980 221,163

Hg Kong 710,400 49,978 2,289,614 174,494

Taiwan 354,080 22,744 6,451,536 427,044

Japan 200,000 15,740

TOTAL 18,347,455 1,397,999 213,395,424 15,970,427
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9603306000 Artists Brushes, Writing Brushes & Similar Brushes For

Application Of Cosmetics, Valued Over .10 Each

October Year To Date
Country Net Q/No. Value Net Q/No. Value
Canada 178 11,160 32,097 166,531

Mexico 9,861,785 1,674,346 116,073,605 19,314,677

Dom Rep 142,391 391,750 1,334,269 1,768,677

Chile 336 2,763

Brazil 120 7,942 240 15,299

U King 105,399 221,180 813,286 1,928,805

Ireland 1,437 11,690

Nethlds 2,220 11,946

France 139,233 551,721 819,073 3,164,406

Germany 1,450,982 435,978 12,279,014 3,461,384

Austria 100 12,504

Czech 24,760 3,446

Switzld 125 2,950 1,303 43,636

Spain 6,494 29,674 128,153 623,396

Italy 32,086 36,102 206,123 204,214

Greece 1,133 31,637

Israel 6,883 23,635

India 923,405 355,308 6,192,534 2,424,145

Sri Lka 118,548 27,691 1,639,830 874,692

Thailnd 282,856 307,653 3,304,561 2,372,099

Singapr 684 4,590

Indnsia 74,782 85,218

Phil R 2,592 9,470

China 23,950,665 19,425,601 192,175,146 129,668,433

Kor Rep 255,644 122,878 2,539,540 2,411,879

Hg Kong 306,173 150,891 5,151,833 2,829,237

Taiwan 175,102 122,932 2,539,802 1,031,514

Japan 229,075 1,141,736 3,094,287 12,593,581

Austral 1,506 14,024

Mauritn 9,631 32,977 73,122 222,849

Maurit 11,000 7,600

TOTAL 37,989,892 25,050,470 348,525,251 185,337,977

9603402000 Paint Rollers
October Year To Date

Country Net Q/No. Value Net Q/No. Value
Canada 677 2,525 29,915 28,433

Mexico 596,036 240,152 10,373,788 4,057,705

Brazil 6,108 8,391

Sweden 600 3,649 6,400 34,521

U King 56,610 73,363

Nethlds 950 6,823

Germany 196,176 61,883 3,005,721 731,602

Czech 10,800 11,857

Switzld 52,800 15,462

Italy 23,500 15,993

Singapr 47,730 22,404

China 3,368,579 1,437,005 38,030,798 17,188,641

Hg Kong 133,755 84,876

Taiwan 2,748 4,334

Japan 75 2,309

TOTAL 4,162,068 1,745,214 51,781,698 22,286,714

9603404020 Paint Pads (Other Than Of Subheading 9603.30)
October Year To Date

Country Net Q/No. Value Net Q/No. Value
Canada 9,460 4,647

Mexico 2,502 5,845 2,502 5,845

U King 25,000 13,350 82,390 84,060

Pakistn 117,200 12,819

Indnsia 2,736 4,321

China 323,559 249,941 9,116,032 5,939,629

Taiwan 59,760 13,688

TOTAL 351,061 269,136 9,390,080 6,065,009

9603404040 Natural Bristle Brushes, Other Than Brushes Of
Subheading 9603.30

October Year To Date
Country Net Q/No. Value Net Q/No. Value
Canada 10,608 12,427 130,525 164,227

Guatmal 21,168 22,864

U King 14,000 37,382 121,876 237,169

Nethlds 324 2,939

Germany 2,168 7,695 69,250 86,652

Czech 82,395 25,778 82,395 25,778

Italy 46 4,372 742 8,302

Turkey 7,272 27,791 46,472 158,568

Sri Lka 6,192 18,127

Thailnd 85,032 60,090 1,098,776 629,698

Vietnam 181,512 18,841 1,276,696 155,543

Indnsia 2,276,100 305,641 50,427,774 8,598,661

China 545,443 170,010 5,908,601 1,402,118

Taiwan 1,137,650 239,735

Japan 4,600 9,932

TOTAL 3,204,576 670,027 60,333,041 11,760,313

9603404060 Paint, Distemper, Varnish/Similr Brushes Exc Brushes
of Subheading 9603.30 NESOI

October Year To Date
Country Net Q/No. Value Net Q/No. Value
Canada 600 3,990 39,319 58,216

Mexico 18,504 25,474

Guatmal 27,288 27,934 89,350 91,315

Brazil 14,928 10,639

Sweden 31,920 22,433 622,240 198,882

Norway 534 9,267 534 9,267

U King 226,343 158,723

Belgium 25,060 13,837

France 1,000 6,980

Germany 10,199 24,069 351,203 292,402

Switzld 3,625 20,150 3,625 20,150

Spain 1,504 7,897

Italy 45,262 139,184

Greece 138 2,451

Turkey 2,040 5,174 66,072 225,558

India 359,978 81,268

Sri Lka 48,960 97,188

Vietnam 1,050 2,424 28,562 61,627

Singapr 7,719 3,155

Indnsia 2,367,108 449,353 31,637,860 5,434,288

China 14,143,478 4,027,421 153,507,247 50,512,152

Kor Rep 40,103 11,873 118,655 35,709

Hg Kong 489,369 60,188

Taiwan 72,280 17,858 2,237,882 760,181

Japan 48,893 99,727

TOTAL 16,700,225 4,621,946 189,990,207 58,406,458

9603908010 Wiskbrooms
October Year To Date

Country Net Q/No. Value Net Q/No. Value
Mexico 49,824 53,258

Germany 1,775 10,129

Spain 3,456 6,456

Italy 1,105 4,890

India 4,008 3,819

China 30,804 29,067 453,171 476,239

Hg Kong 480 5,783

Taiwan 1,008 2,389

TOTAL 30,804 29,067 514,827 562,963

9603908020 Upright Brooms
October Year To Date

Country Net Q/No. Value Net Q/No. Value
Mexico 40,596 52,378 463,347 563,792

Guatmal 18,840 22,833 108,992 169,306

Hondura 760 7,454

Colomb 33,984 31,965

Brazil 9,804 64,616 78,617 348,220

Argent 11,568 24,701

Belgium 1,104 6,929 1,104 6,929

Germany 1,140 19,517

Spain 2,496 6,197 50,817 89,836

Italy 117,780 69,982 455,268 506,625
Sri Lka 75,792 165,964 341,820 690,885
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Vietnam 200 12,210 200 12,210
China 817,686 1,072,248 8,349,583 10,482,683
Hg Kong 324 2,771 324 2,771
Taiwan 6,012 43,337
Egypt 48,420 40,963

TOTAL 1,084,622 1,476,128 9,951,956 13,041,194

9603908030 Push Brooms, 41 CM or Less in Width
October Year To Date

Country Net Q/No. Value Net Q/No. Value

Mexico 4,332 17,722 47,476 169,708

Spain 10,920 21,171

India 1,224 2,670

Sri Lka 47,417 161,641 333,297 1,193,766

China 6,840 11,332 373,032 1,523,574

Taiwan 420 3,633 840 7,086

TOTAL 59,009 194,328 766,789 2,917,975

9603908040 Other Brooms, NESOI
October Year To Date

Country Net Q/No. Value Net Q/No. Value
Canada 323,377 823,960 1,556,742 3,455,675
Mexico 399,221 549,176 4,067,524 6,201,881
Guatmal 1,598 21,627 140,639 152,867
Salvadr 46,450 72,746 204,303 272,896
Colomb 16,560 15,019 234,246 329,135
Brazil 1,150 16,765 343,842 523,296
U King 4,154 50,809
Nethlds 1,330 2,265 1,330 2,265
Germany 15 3,621
Czech 61,656 53,588 422,640 406,768
Lithuan 250 5,397
Russia 1,000 3,285
Belar 5,000 9,030 5,000 9,030
Spain 7,040 18,155 124,564 234,108
Portugl 336 5,965 336 5,965
Italy 31,256 53,432 742,469 1,300,317
Turkey 313 8,327 313 8,327
Israel 1,320 2,865
India 7,482 8,644 40,590 66,474
Bngldsh 60 2,700
Sri Lka 46,248 71,325 964,556 1,489,773
Thailnd 5,900 10,985 77,380 142,547
Vietnam 5,750 35,409 64,260 115,740
Phil R 280 5,359
China 636,541 2,361,210 5,297,487 15,966,627
Kor Rep 2,705 18,261
Taiwan 2,340 9,832 8,087 43,237
TOTAL 1,599,548 4,147,460 14,306,092 30,819,225

9603908050 Brooms, Brushes, Sqeegees, Etc., NESOI
October Year To Date

Country Net Q/No. Value Net Q/No. Value
Canada 1,548,759 20,334,613

Mexico 2,753,487 26,360,106

Guatmal 6,115

Salvadr 22,248 172,722

Hondura 1,423,092 12,591,267

Dom Rep 20,507 263,728

Colomb 82,191 918,691

Brazil 484,978

Argent 93,114

Sweden 24,161 157,867

Norway 23,080

Finland 53,368 257,525

Denmark 269,679 1,863,005

U King 62,154 547,976

Ireland 2,194

Nethlds 16,469 2,241,831

Belgium 195,217 1,061,323

France 13,287 115,837

Germany 202,188 2,131,522

Austria 6,222

Czech 53,386 689,828

Switzld 131,239 323,216

Estonia 2,493 14,376

Latvia 36,535

Lithuan 9,060 276,492

Poland 19,654 407,703

Russia 5,740 11,620

Spain 67,803 775,288

Italy 275,006 4,254,815

Slvenia 7,129 20,979

Romania 172,890

Turkey 2,643 75,627

Israel 6,566 275,669

India 76,874 598,472

Pakistn 265,727 3,511,826

Sri Lka 226,106 2,720,299

Thailnd 209,765 3,440,772

Vietnam 28,514 422,066

Malaysa 34,701 241,060

Singapr 8,984

Indnsia 295,587

Phil R 6,890

China 28,295,296 298,490,668

Kor Rep 97,544 2,023,107

Hg Kong 450,098 7,814,929

Taiwan 734,432 10,966,803

Japan 55,620 748,060

Austral 259,036 1,334,364

Egypt 14,690 139,566

Rep Saf 2,430

TOTAL 38,015,929 409,734,637
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Wooster Brush Company is releasing a
new line of American Contractor™ rollers. In
lab tests, American Contractor rollers had
higher percentages of paint pickup and appli-
cation rate than similar-value covers that are
currently on the market, according to
Wooster.

American Contractor rollers are made with a
creamy yellow fabric that is designed for high
production with all flat, eggshell and satin
paints. The new Wooster covers also have a

double-thick polypropylene core that resists
water, solvents and cracking.

Their red, white and blue packaging high-
lights the fact that American Contractor covers
are made in the USA. All three nap heights
(3/8-, 1/2-, and 3/4-inch) are available in 9- and
18-inch lengths. Wooster American Contractor
rollers are available at traditional paint and dec-
orating centers, hardware stores, and paint
sundry retailers or distributors.

Visit www.woosterbrush.com. 

Wooster Offers New Line 
Of American Contractor Rollers

Archived Issues Of BBM Available Online At:  www.broombrushandmop.com
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By Harrell Kerkhoff & Rick Mullen
Broom, Brush & Mop Magazine

Ahealthy supply of various raw materials remains a key ingredient
toward the success of those companies involved with the brush,
mop, broom and related industries. Several company representa-

tives were recently asked about the status of different raw materials that
they work with on a daily basis. The general consensus was that many of
these materials are readily available. Pricing, however, is often less sta-
ble. 
Fielco Adhesives Technical Director & Chief Adhesive Specialist

Tony Ring, of Huntingdon Valley, PA, reported on the supply and cur-
rent pricing of adhesives, including those used in the paintbrush and paint

roller industries. 
Included in the company’s product portfolio are two-part epoxies used

for ferrules on paintbrushes, as well as adhesives used to bond  fabric to
paint roller cores.

Ring explained that Fielco
Adhesives purchases various
raw materials used when mak-
ing its products. These materials
include epoxy resins, curing
agents and fillers.

“We can blend them together
to create the right formulation.
In some instances, a chemical
reaction will take place to create
the type of precursor that we
need,” Ring said. “Our raw
materials come from all over the
world. This includes U.S. and foreign chemical manufacturers, and min-
ing companies. There is a whole variety of suppliers involved.”

He noted that several factors have helped shape the pricing of today’s
raw materials and finished products. 

“One factor to consider is that a lot of raw materials used in  chemicals
are based on oil feed stocks. When the price of oil fluctuates, it causes a
price fluctuation with these raw materials,” Ring said. “Secondly, there
has been a large consolidation take place within the chemical supplier

market. At the same time, there has also been a large increase in demand
for a lot of chemicals. This is due to the growth of markets found in Asia
and South America.”

He added that the recent worldwide recession also caused some chem-
ical companies to shut down, thus influencing supply. 

Despite challenges, Ring said Fielco Adhesives has been blessed. 
“Our speciality is being an adhesive supplier. We have a diverse range

of customers. This helps us in the long run. When one segment is down,
another one is often up,” Ring said. 

Ring added he’s cautiously optimistic that 2012 will be another suc-
cessful year for the compa-
ny. 

“I feel the biggest con-
straint right now is the
ongoing uncertainty com-
ing from the federal gov-
ernment in Washington,
D.C. Because of this
uncertainty, it’s hard to
know as a company when
to invest in equipment and
additional employees,” he
said. 
Zelazoski Wood Prod-

ucts, Inc., (ZWPI) Secretary Ben Zelazoski, of Antigo, WI, reported
that there has been no major challenges for his company as of late in
receiving wood needed to produce wooden brush and broom blocks. 

He added that the majority of wood used by ZWPI comes from domes-
tic rough lumber. 

“We use mostly beech and some hard maple. We do work with other
species of wood at the request of our customers,” Zelazoski said. 

ZWPI also works with different plywoods as well as plastic.
“We are able to buy truck load quantities for the most part, especially

our beech material. It helps that we have our own dry kilns and have good
relationships with many of the mills. We are able to hold off purchasing

Availability Of Raw Materials Remains A Key Ingredient To Success

“Many people felt that the price of lumber would

come down when the economy dropped. However,

what happened was a lot of good saw mills and a lot

of good loggers went out of business. This put more

demand on wood.” 

- Ben Zelazoski

“When the price of oil fluctuates, it causes a price

fluctuation with these raw materials. Secondly, there

has been a large consolidation take place within the

chemical supplier market. At the same time, there has

also been a large increase in demand for a lot of 

chemicals. This is due to the growth of markets 

found in Asia and South America.”

- Tony Ring
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if the price starts to go higher and buy right away if the price becomes
lower,” Zelazoski said. 

The majority of wood used by ZWPI comes from upper Michigan
and northern Wisconsin. The company also uses wood from the
Appalachian area of the United States, but not as much as in prior
years. 

Zelazoski added that, overall, pricing for the wood that the company
purchases has been stable as of late. 

“Many people felt that the price of lumber would come down when
the economy dropped. However, what happened was a lot of good saw
mills and a lot of good loggers went out of business. This put more

demand on wood. I’m just thankful that the price of lumber has held
pretty stable,” Zelazoski said.

Overall, Zelazoski reported that business at ZWPI seems to be improv-
ing. 

Reporting on recent broom corn and yucca fiber activity for the produc-
tion of natural brooms was PelRay International CFO Bart Pelton, of
San Antonio, TX. 

According to the U.S. Department of Commerce, 70 short tons of
broom corn were imported into the United States during November 2011,
with a total value of $228,660. The cost per ton for this broom corn was
$3,267 ($1.63 per pound). All of November’s imported broom corn
arrived from Mexico. 

After the first 11 months of 2011, a total of 683 short tons of broom corn
was imported. Total value
for this broom corn was
$1,669,840, with a cost per
ton of $2,445 ($1.22 per
pound).

Pelton said November’s
import numbers looked
accurate to him, adding
that the higher per pound
cost of $1.63 for the month
may possibly indicate
there was not as much
insides and raw broom
corn imported during
November. He also was not surprised about the 70 short ton import
mark for the month. 

“That looks about right. I think broom corn consumption in the
United States is around 600 to 700 short tons a year right now. The
average monthly number, therefore, should be around 50 tons. This is
a little bit heavier than the reported 70 tons, but the difference is only
one extra truck load,” Pelton said. “I think there was a little heavier
buying taking place around November as some (U.S. broom) factories
probably wanted to make purchases prior to 2012 due to a threat of
higher prices. 

“The 2011 broom corn crops from Mexico were not very big and the

industry is basically relying on carry-over broom corn. Supply may get
tight between now and the first Torreon (Mexico) broom corn harvest in
late June.”

As of late January, Pelton reported that prices for Mexican broom corn
have started to “creep up.” Part of this is related to the value of the
Mexican peso. 

“The peso has strengthen considerably from levels experienced during
November and December. There was a general nervousness in foreign
exchange markets during the last two months of 2011 due to problems
with European debt,” Pelton said. “Right now, however, the peso is com-
ing back. As a result, (broom corn) processors are wanting higher prices.

Prices for broom corn
would have probably gone
up earlier if it wasn’t for
the weaker peso (in late
2011).”

He added that broom
corn purchases have
increased approximately
10 cents per pound as of
late January. 

Along with broom corn,
yucca fiber can also be
used to produce natural
brooms. Pelton said the

price for yucca fiber increased a few cents during the latter part of 2011
but has since stabilized. 

“Yucca fiber processors seem to be doing a good job of keeping pro-
duction in line with demand,” Pelton said. 

In another piece of good news, Pelton reported in late January that parts
of northern Mexico received some badly needed rainfall. Some areas
received as much as three to four inches. 

“It would sure help this year’s upcoming Mexican broom corn crops if
this area could receive even more rainfall,” Pelton said. 
Richard Caddy, of R.E. Caddy & Co., Inc., in Greensboro, NC, also

felt November’s import statistic of 70 short tons was accurate. He said
that some of this broom corn may have actually entered the United States
in late October and counted for November’s total.

Caddy added that the total value of November’s imported broom corn
was more in line to current market conditions as opposed to what the gov-
ernment reported several months earlier.   

“Right now (as of late January) broom corn pricing has stayed a little
bit on the high side. The U.S. dollar has weakened recently against the
peso,” Caddy said. “There is also not a large carry-over of Mexican
broom corn available. This may be causing broom corn prices to increase
as supply and demand comes into play.”

Caddy reported that overall business at his company was good in
January, especially considering that the winter months can be slower for
the cleaning goods industry compared to warmer times of the year. 
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“The 2011 broom corn crops from Mexico were 

not very big and the industry is basically relying on

carry-over broom corn. Supply may get tight between

now and the first Torreon (Mexico) broom corn 

harvest in late June.”

- Bart Pelton

“Right now (as of late January) broom corn 

pricing has stayed a little bit on the high side. The

U.S. dollar has weakened recently against the peso.

There is also not a large carry-over of Mexican

broom corn available.”

- Richard Caddy
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