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ABMA’s 
ANNUAL CONVENTION

“Our association has progressed for over a century, and it’s through 
these human connections that membership continues to grow. 

This is the lifeblood of our association.”

101stABMA’s 101stLarge A�endance For
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By Harrell Kerkhoff |  Broom, Brush & Mop Editor

One year after celebrating its centennial anniversary, “the
beat goes on” for the America Brush Manufacturers
Association (ABMA), as 235 registered delegates

participated in the association’s 101st annual convention. The
event took place March 21-24, at The Westin Kierland Resort &
Spa, in sunny and warm Scottsdale, AZ.
“It’s always a pleasure for me, and I’m sure many of you, when

we come together as a group that includes industry peers, members
and friends, and also family,” ABMA President Carlos Petzold, of
Bodam International/Borghi USA, Aberdeen, MD, said during the
event’s Opening Business Session, held Thursday, March 22. 
He noted that ABMA participation goes beyond U.S. borders, as

association representatives routinely welcome members and visitors
who live and work throughout North America and the globe. 
“You will meet people from all over the world during the next

few days.  I urge everybody here to reach out, connect and make
a special effort to meet new people,” Petzold said. “Our
association has progressed for over a century, and it’s through
these human connections that membership continues to grow. This
is the lifeblood of our association.”

Petzold noted that he has personally been present for the past 34
ABMA annual conventions, and is now honored to serve the
association as its president during his two-year term. He added
that  it was 31 years ago that
he met his future wife, Lynne
Petzold, during an ABMA
annual convention cocktail
party, in Palm Springs, CA. 
“I met my very best friend

that day, and now we’ve been
married for 28 years,” Petzold
said. “Let us remember that
we all have one common
thread that binds us during
 this annual convention —
commerce through the trade
of brooms, brushes, mops,
paintbrushes, paint rollers and related items.”
Along with the 235 registered delegates at this year’s annual

convention, it was reported that 48 active (manufacturer) member
companies and 42 affiliate (supplier) member
companies were represented in Scottsdale.
There were also three new member companies
in attendance as well as 15 first-time
individual attendees. 
Those in attendance for this year’s annual

convention heard three guest speakers, various
industry reports and visited the annual
Suppliers Display that featured 40 exhibitors.
Several other networking events were also
part of the schedule, including the sports-
themed Suppliers Reception and the annual
ABMA golf outing.
Guest speakers this year were Carlos

Hidalgo, who spoke on, “Thingalytics:
Challenges and Opportunities of IoT, Big Data
and Data Driven Marketing”; Ken Gronbach,
who gave a presentation titled, “Demo-This year’s ABMA annual convention drew 235 registered delegates to Scottsdale, AZ. 

Carlos Petzold
ABMA President



 
           

        
      

 
  



graphics, Big Data and Millennials Change Everything”; and
Ryan Jenkins, who discussed, “Hiring, Retaining and Managing
Millennials.” 

Along with the president’s welcome from Petzold, this year’s
Opening Business Session featured introductions by rep-
resentatives from two European associations as well as two new
ABMA member companies. First-time convention attendees were
also recognized. 
FEIBP/European Brushware Federation President Peter

Lagenegger, of Ebnat AG, Ebnat-Kappel, Switzerland, invited
everyone to attend the FEIBP Congress. This year’s annual
convention event is scheduled for September 26-28, in Bordeaux,
France. Visit www.eurobrush.com for more information. 

The event was recommended by Petzold prior to Lagenegger’s
address.

“FEIBP and ABMA hold a special bond. I had the pleasure of
attending the FEIBP’s annual convention last year in Leipzig,
Germany, which was very informative and enjoyable,” Petzold said. 

Lagenegger, attending his first ABMA annual convention while
in Scottsdale, noted that this year’s FEIBP Brush Conference will
be the association’s 60th. 

“I’m proud to lead (FEIBP) as its president for the next few
years. It’s good to see some of my clients from Europe at the
ABMA annual convention. I believe they are here because
sometimes you can take something small from another sector of
the brush industry that may be missing in your own sector, to help
solve a problem, change a direction or create new ideas. It’ s also
good to see old friends,” Lagenegger said. “FEIBP will celebrate
its 60th Congress in France, in a city (Bordeaux) known for its
great wine. It would be wonderful to see American manufacturers
and suppliers at this event.”
Daniel Strowitzki, representing Messe Freiburg/InterBrush,

reminded ABMA members that the next InterBrush trade fair is
scheduled for May 6-8, 2020, in Freiburg, Germany. 

This global specialized trade fair — held once every four years

— features machinery, materials and accessory equipment for the
brush, broom, paint roller and mop industries.

“Thank you for inviting me once again to the ABMA annual
convention, and getting me out of the cold German whether. We
are getting excited about InterBrush 2020. There have been some
new hotels built in Freiburg, adding 1,000 rooms,” Strowitzki
said. “There shouldn’t be any trouble finding hotel rooms close to
the convention center in 2020.”

Petzold added that InterBrush is well known for showcasing
new technology. This benefits individuals and companies involved
with brushmaking and related products.

Several new ABMA active (manufacturer) and affiliate
(supplier) member companies were also recognized during the
Opening Business Session. Representatives who were in
attendance spoke about their individual companies. They were:  

n Christy Hinnant, of Easy Reach Supply LLC,
Hattiesburg, MS, who is the company’s vice president of sales &
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Peter Lagenegger Daniel Strowitzki Greg Miller Jill Shinners

Brian KeiserScott Enchelmaier Dave Parr

“you can take something small
from another sector of the brush
industry that may be missing in
your own sector, to help solve a
problem, change a direction or
create new ideas.”

~Peter Lagenegger 
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marketing, explained Easy Reach molds foam brush blocks,
extrudes bristles and manufactures different types of brushes and
extension handles, the latter of which are made of such materials
as aluminum and fiberglass; and,

n Marius Lübke, of Lotters Wire Corp., Tucker, GA, who
said the company, based in Germany and started in 1912, provides
different wire products for the brush industry, including its new
production of wire for interdental brushes. 
Other new ABMA member companies that were recognized but

could not attend this year’s annual convention were: The Ames
Companies, Inc., Camp Hill, PA; Madison Steel, Inc., Atlanta,
GA; and Global Shop Solutions, The Woodlands, TX. 
Meanwhile, first-time ABMA annual convention attendees

for 2018 not already mentioned were also recognized. They
were: Matt Duffrin, of Duff Brush LLC, Menominee, MI;
Christopher Megero, of The Industrial Brush Co., Inc.,
Fairfield, NJ; Scottie Mahl, of Osborn International,
Richmond, IN; Taylor Jameson, of Ram Manufacturing Co.,
Lubbock, TX; Todd Lien, of Tanis Inc., Delafield, WI;
Daniele Davanzo, of Weiler Abrasives Group, Cresco, PA;
Miguel Medrano, of Borghi USA, Aberdeen, MD; Richard
Kimble, of Jones Companies, Limited, Humboldt, TN; Kelly
Moline and Robin Lotters, of Lotters Wire Corp., Tucker,
GA; Maria Valdez, of Distribuidora Perfect, Naucalpan,
Mexico; and Franziska Römhild, of Filkemp, Mem Martins,
Portugal. 
Also recognized at this year’s Opening Business Session were

members of the ABMA board of directors: They are: President
Carlos Petzold; Vice President Scott Enchelmaier, of The
Industrial Brush Co., Fairfield, NJ; Treasurer Greg Miller, of
The Mill Rose Co., Mentor, OH; Past President Mark Fultz, of
Abtex Corporation, Dresden, NY; Steve Bellocchio, of
Zahoransky USA, West Chicago, IL; Jim Benjamin, of Precision
Brush, Solon, OH; Mike Fredrickson, of Jewel Wire Co./Div. of
Loos & Co., Inc., Pomfret, CT; Kevin Lannon, of Lanoco
Specialty Wire, Sutton, MA; R.J. Lindstrom, of Zephyr Mfg.,
Sedalia, MO; Connie McKinney, of The Sherwin Williams Co.,

Cleveland, OH; Enrique Mejia, of PMM, Mexico City, Mexico;
Chris Monahan, of Brush Fibers, Inc., Arcola, IL; Jill Shinners,
of Pioneer Packaging, Inc., Chicopee, MA; Fred Spach, of
Carolina Brush Mfg., Gastonia, NC; Gary Townes, of Magnolia
Brush Mfgrs, Clarksville, TX; Michael Zimmerman, of The
Wooster Brush Co., Wooster, OH; and Executive Director David
Parr, of SilvaCor, Inc., Durango, CO. 
Recognized as well were past ABMA presidents in attendance, and

the years they served in that office for the association: John Cottam,
Industrial Brush Corporation, 2001-2003; Bruce Gale, Michigan
Brush, 2003-2005; Ken Rakusin, Gordon Brush, 2005-2007; Ian
Moss, Brush Fibers, 2011-2013; Jeff Malish, The Malish Corp.,
2013-2015; and Mark Fultz, Abtex Corporation, 2015-2017. 
It was also announced during this year’s Opening Business

Session the recipients of the Kathy K. Parr Scholarship Fund,
which is designed to provide two $2,500 annual scholarships to
industry employees and their families for the purchase of
continuing education. 
This year’s recipients are Peter Bernacki, a computer engineering

major at Cleveland (OH) State University, who will use the money to
defray tuition expenses; and Kevin Valentin, who is already working
in the brush industry and will use his scholarship funds to complete a

CNC technical certification. 
Petzold added during the

Opening Business Session that as
the broom, brush, mop and roller
industries’ premier charitable
organization, the ABMA Foun-
dation, remains the catalyst for
uniting people and organ-izations
to make a difference through better
education and opportunity. 
Along with the Kathy K. Parr

Scholarship Fund, the ass-
ociation  also offers the ABMA
Foundation Endowment Fund,
designed to assist industry
employees and their families
who are in need. ABMA
members can also start their own
named fund and direct proceeds.
Visit www.abma.org/foundation
for more information.

Marius LübkeChristy Hinnant

ABMA Vice President Scott Enchelmaier, right, humorously cues attendees on when to applaud 
during this year’s convention as ABMA President Carlos Petzold looks on.

NEW ABMA MEMBERS
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ALL DIVISION MEETING SHEDS LIGHT 
ON 2019 CONVENTION CHANGES

A t this year’s ABMA All Division Meeting, held
Wednesday, March 21 and highlighting activities of the
association’s Paint Applicator, Industrial & Maint-

enance, Broom & Mop, and Suppliers divisions, ABMA Vice
President Scott Enchelmaier outlined several format changes
expected for next year’s ABMA annual convention. The event is
scheduled for March 20-23, 2019, at the Atlantis Paradise Island,
in the Bahamas. 

Although this Caribbean venue promises to be quite
attractive to both longtime and first-time attendees, unique

challenges are expected, especially pertaining to the annual
Suppliers Display event.

“The trip to the Bahamas creates some interesting
challenges for our supplier members. It’s extremely
expensive to ship display booths and supplies out of our
country, through customs and to the Bahamas. Therefore, in
an effort to reduce costs for our supplier members, we are
introducing some changes to the Suppliers Display format,”
Enchelmaier said. “Rather than having the traditional
Suppliers Display setup, where display booths are manned by
company representatives for four hours, a ‘speed dating’ type
of arrangement will take place.”

In this new format, Enchelmaier added, supplier tables will be
arranged in a non-conventional manner
with the following guidelines:

n Supplier representatives will stay
stationary at their table with chairs for
visitors;

n There will be an open format for the
first two hours, allowing visitors to move
around the space freely, and sit down with
suppliers of their choice;

n Pre-scheduled 10-minute “power
meetings” for the remaining time will then
take place, allowing for higher-level
discussions. Visitors will rotate as per their
schedules; and,

n The scheduled power meetings will be
determined weeks in advance of the
convention, and will be mutually agreed
upon by entering selections into a software
program that will formulate the schedules. 

Enchelmaier added that ABMA wants to
report in advance that the meeting
selection process for this type of format is
not perfect.

“It will be hard to accommodate all
requests. This is why there is an open time,
which allows people to meet regardless of
their schedules,” he said. “We also ask the
Suppliers Display representatives to bring
only what they can fit on their tables. This
rule will apply to everyone to keep
everything fair.”

Allowed items for suppliers are:
literature, tablecloths, price sheets, tabletop
literature racks, counter cards, sample
products and a laptop to stream video and
share reporting. 

Items not allowed are: free standing floor
displays, banner stands, large table top
displays and wall-hung displays.

“The (ABMA) board of directors voted
for this new format in November for the
benefit of our suppliers,” Enchelmaier said.
“We realize it’s new and different. The
objective is to cut costs for the suppliers
during next year’s annual convention in the
Bahamas, and make it fair for everyone.”
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A CALL FOR INDUSTRY ‘PROS’ 

Asecond major change to next year’s annual convention
format, according to Enchelmaier during the ABMA
All Division Meeting, will be the introduction of a

“Pros Roundtable” educational program. 
“As most annual convention attendees are aware, we generally

have a number of guest speakers throughout the convention week,
but we are going to try something new for next year. It’s called,
‘Meet the Pros Roundtable,’” Enchelmaier said. “This will
involve an educational program put together by our manufacturer
and supplier company representatives.”

The idea for this type of session, according to Enchelmaier,
came from similar activities that have taken place at past ABMA
board meetings. 

“One of the things we often do toward the end of our board

meeting is to have a roundtable discussion. We talk about things
taking place among the different companies represented by board
members. We discuss what has been working well and not
working well within our companies,” Enchelmaier said. “I’m sure
many of our members would also be interested in knowing what
other companies within the industry are doing. This includes other
manufacturers, suppliers and/or reseller customers.”

Although the exact format is still in development for the “Meet the
Pros Roundtable,” Enchelmaier said ABMA board members
envision a room with approximately 8 to 10 tables, with each table
having one of the volunteer “pros” from within the industry
providing a short presentation on a specific industry-related topic.
These topics would not be related to specific products or machinery. 

Such possible topics could be: human resources, succession
planning, shop floor safety, social media, employee
screening/personality testing, ecommerce, disaster recovery, etc. 

Participants could rotate from table to table as per their interests, in
a completely open format. Each session would last about 10 minutes. 

“We are looking for ‘pro’ volunteers to host one of these 10-
minute presentations. If interested, please contact any ABMA
board member or (ABMA Executive Director) David Parr,”
Enchelmaier said. 

PROP 65 CHANGES
TO AFFECT SAFETY SLIPS

Often referred to as Prop. 65, The Safe Drinking Water
and Toxic Enforcement Act of 1986 was born from a
ballot initiative approved by California voters in 1986.

It is administered by the Office of Environmental Health Hazard
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This year’s ABMA annual convention 
included 15 first-time individual attendees.



Assessment (OEHHA), which is part of the California Environmental
Protection Agency (Cal/EPA).
Persons doing business in California may not expose individuals to

chemicals known to cause cancer and/or reproductive toxicity,
according to Prop. 65, without first giving proper warning.
Under Prop. 65, the state of California publishes a list of chemicals

that it claims cause cancer or reproductive harm. First published in
1987, the list has been updated many times over the years. 
Problems occur when one or more of these chemicals is found in a

household product, or used in manufacturing, construction or in a
byproduct of a chemical process. Many products that fall victim to Prop.
65 are manufactured by companies located outside of California. These
products can eventually show up in the Golden State. 
Enchelmaier reported during the ABMA All Division Meeting that

changes taking place regarding California Prop. 65 are expected to
affect the ABMA safety slip program. The icon-driven safety slips
are designed to help people properly use and care for power driven
brushes. They include a manufacturer’s mark for identification
purposes. 
“The consensus from the ABMA Safety & Standards Committee is

that the labeling on our safety slips will probably no longer be in
compliance with Prop. 65, and that future work on this matter needs
to take place,” Enchelmaier said.
Speaking more on the matter during this year’s ABMA All Division

Meeting was Brian Keiser, of Osborn International. He said that the
current safety slip being used features a generic Prop. 65 warning.
However, legislation for Prop. 65 in changing in California. 
“As of Aug. 30, 2018, it’s no longer acceptable to have a generic

label. If there is a chemical in your product, and there is an exposure
level or risk, you have to label that specific chemical. This is
something everyone in this room should have a pretty good
understanding of, regarding what this means,” Keiser said. “I feel the
general message today regarding Prop. 65 is, you should be aware of
what you have in your products. 
“If you have an exposure problem related to Prop. 65, or have

questions or concerns, you should contact David Parr. There is also
an attorney who works with ABMA who can help.”
Keiser added that officials from Osborn International, Weiler

Abrasives Group, and Pferd, Inc., continue to conduct product testing
in hopes of helping fellow power brush producers meet future Prop.
65 requirements. 
“We (the brush industry) owe a tremendous amount of gratitude to

the people of Osborn, Pferd and Weiler,” Enchelmaier said. “These
companies have spent a lot of money and time on all of our behalf.
This also shows the value of ABMA membership.” 
Enchelmaier added that work continues to revise the association’s

safety slip program to include proper and updated warnings. He
added the pricing for these safety slips has increased by a small
percentage, due to an increase from the supplier of these slips.
“The safety slip fee also allows us to pay for ANSI (American

National Standards Institute) compliance, helping to keep our
standards in place,” Enchelmaier said.
In related news, Enchelmaier announced that during the ABMA

Safety & Standards Committee meeting in Scottsdale, it was
determined the following standards imported to many of the
association’s manufacturer members are in effect: ASTM
(American Society for Testing and Materials) F2367-04 Brooms;
ASTM F2368-04 Mops; ANSI B165.1 Power Brushes; and ANSI
D01.61 Paint Applicators. 
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MARKET DATA DEMOGRAPHIC
BREAKDOWN DISCUSSED

1 t was announced by David Parr at the All Division Meeting
that ABMA put together a white paper that answered such
industry-specific questions as: How big is the U.S. brush

industry? How many people are employed? 
“ABMA published the white paper last summer in an effort to

ascertain what the true market size is regarding the U.S. brush
industry,” Parr said. “We used import data collected from our
industry’s trade magazines as well as data from the U.S. Census
Bureau that originated from reports filed by U.S. brush
manufacturers. From this information, we were able to publish a
report that detailed market size.”

According to Parr, findings from the report show that the U.S.
brush industry is approximately $2.4 billion strong, and employs
nearly 9,000 people. 

“One reason this information is important, it helps brush
company owners answer important questions those in the banking
industry may have, when trying to secure loans for such projects
as company expansions or acquisitions,” Parr said. “These
company representatives now have some real statistical
information to share. 

“ABMA will continue to publish this type of information on a

yearly basis. Hopefully, over time, we will all be able to get a
better sense about where the U.S. brush industry is heading, and if
it is growing and remaining healthy.”

He added current information shows that brush imports are
outpacing exports in the United States.  

“There are many opportunities for U.S. brush manufacturers to
get some of this marketshare back,” Parr said. 

COMMITTEE REPORTS HIGHLIGHT 
CLOSING BUSINESS SESSION

Various ABMA committee reports were presented during
this year’s Closing Business Session, held Saturday,
March 24. This included the ABMA Finance

Committee report, presented by the committee’s Chair and
ABMA Treasurer Greg Miller. He reported that the association
“is in great financial shape.”
ABMA Convention Committee Chair Scott Enchelmaier

discussed the dates and locations of the next three ABMA annual
conventions. They are: March 20-23, 2019, at Paradise Island, the
Bahamas; March 4-7, 2020, at the Renaissance Vinoy, St.
Petersburg, FL; and March 17-20, 2021, at Hotel Del Coronado,
San Diego, CA.
ABMAMembership Committee Chair Jill Shinners reported

on the continual need for increased membership. She added that
those involved with the committee always welcome input from
ABMA members regarding how and where to find new people to
join the association. 

ABMA President Carlos Petzold added: “As Jill stated,
membership is the lifeblood of this association. All current members
should be involved in talking about the benefits of ABMA to
different people, and trying to bring new members into the fold.”
ABMA Public Relations Committee Chair Greg Miller

talked about upgrades made to both the ABMA website
(www.abma.org) and the association’s monthly Brush Up
email blast.

“These improvements will help with overall functionality,
visibility and speed. As you visit the ABMA website in the
months ahead, please let us know of your thoughts and any
changes you would like to see to further improve the site,”
Miller said. “I would also recommend that members watch for
any updates on our website regarding next year’s annual
convention in the Bahamas. This could help when planing for
the trip.”

Ken Rakusin, right, of Gordon Brush, holds the ABMA 2018 William
Cordes Innovation Excellence Award that his company received.

Also shown is ABMA President Carlos Petzold. 

It was all fun and games during the ABMA Suppliers Reception. This year’s theme was “Spring Training.”



ZERO
Index time

UNIVERSAL HIGH-OUTPUT DOUBLE HEADER

 Very high output: no index time on most brush 
models and high tufting speed of up to 1200 tufts per 
minute.

 Numerically controlled, electronic trimming station 
(no profiled trimming units or patterns required.

 Universal handle feeder conveyor with orientation 
feature and automatic positioning available.

OVALE

www.boucherie.com www.borghi.com

        



Statistical Committee Chair Jill
Shinners stated that some changes to the
questioning found in this year’s ABMA
Data Collection Survey have been made.
“We appreciate all of the companies

that participate in our yearly surveys,”
Shinners said. “The more information that
we can get, the better the survey results
will be, which is a benefit for everyone.”
Also during this year’s Closing Business

Session, Petzold thanked everyone for their
attendance at the annual convention. He
also recognized Kristin Draper, of Draper
Knitting Co., Canton, MA, for her
continual efforts in organizing the annual
Suppliers Reception. The event was held
this year on Friday evening, March 23,
with the theme “Spring Training.” Along
with a dinner and dancing, the event
included baseball-themed games,
including a pitching machine. Many
attendees wore jerseys representing their
favorite sports teams.   
The winner of the ABMA 2018 William Cordes Innovation

Excellence Award was announced at the end of this year’s
Closing Business Session. The annual award recognizes the
innovation process of manufactured products, components and/or
services found within the broom, brush, mop and roller industries.
It’s named after William Cordes, who served as the first ABMA

president from 1917 to 1928. 
This year’s award winner, determined by a vote among ABMA

members in Scottsdale, was Gordon Brush, for its PlateScrape
product.
Other candidates were: The Mill-Rose Company’s Equine

NoCrib Brush for Dutch Doors, and Linzer Products’ ProEdge
Professional Paint Edging Tool. 

ABMA members from all over the world gathered in Scottsdale to network 
and enjoy each other’s company. Guests are pictured during the Suppliers Reception.
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Understanding the size, movements and desires of different
generations can help business owners better prepare for
upcoming changes within their specific companies,

industries and marketplaces. 
This was the message presented by demographer Ken Gronbach,

a guest speaker during the All-
Attendee General Session at the
101st American Brush Manu-
facturers Association (ABMA)
Annual Convention, in Scotts-
dale, AZ. His presentation was
titled: “Demographics, Big
Data and Millennials Change
Everything.”

Gronbach, president of
KGC Direct, LLC (www.kgc-
direct.com), is a nationally
recognized author, expert and

futurist in the field of demography (the statistical study of human
populations) and generational marketing. During his presentation,
Gronbach discussed shifting demographic trends prevalent in
today’s culture and business climate. In other words, he provided
a clearer understanding of what’s next. 

Changes in population within specific countries, as well as
globally, can have a profound influence on future generations.
For example, just as the large baby boomer generation, those
born from 1945 to 1964, influenced the number of schools
being built and cars sold, so did members of the smaller
Generation X, those born from 1965 to 1984, who required
fewer schools and cars, etc. 

“My goal is to show a different perspective on what is
happening in our world today, and hopefully give you, as business
owners and managers, some inspiration to improve the future of
your companies,” Gronbach said. 

He explained that the words “uncertainty” and “certainty” are
similar in sound, but miles apart in meaning. 

 

       

 

       

 

       

 

       

 

       

 

       

 

       

 

       

 

       

 

       

 

       

 

       

 

       

 

       

 

       

 

       

 

       

 

       

 

       

 

       

 

       

 

       

 

       

 

       

 

       

 

       

 

       

 

       

 

       

 

       

 

       

 

       

 

       

 

       

 

       

 

       

 

       

 

       

 

       

 

       

 

       

 

       

 

       

Ken Gronbach

CAN HELP YOUR BUSINESSCAN HELP YOUR BUSINESS
How Understanding Demographics & The 5 GenerationsHow Understanding Demographics & The 5 Generations

By Harrell Kerkhoff |  Broom, Brush & Mop Editor
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“If someone can improve your certainty, confidence, conviction

and clarity about the future, will this help your business? I think
so,” Gronbach said. 

As a business owner or manager, it’s important to understand
the difference between “symptoms” and “causes.” According to
Gronbach, a person who is making business decisions based on
money alone, is simply dealing with a symptom. People are the
causes. Money is simply a symptom or an idea. 

“If you don’t agree, take $40,000 and travel to a deserted island
and see how much that $40,000 will buy you — nothing. You can’t
even eat it. Maybe you can light it on fire,” Gronbach said.
“People are the ‘cause.’ People purchase your products, and
people work in your industries. It’s important to make your
business decisions based on your understanding of people. This is
part of demographics.” 

THERE IS PLENTY OF ROOM FOR MORE

As a demographer, Gronbach said he regularly hears from
people about their concerns over Earth’s supposed human
overpopulation. Even with 7 billion people currently

living on the planet, Gronbach said there is room for more, and
plenty of resources to support greater numbers.

“I recently heard on TV that we are going to overpopulate the
world. We are going to run out of food, air and space,” Gronbach
said. “Let me explain why I’m not concerned. If you invited 7
billion of your closest friends to a party in your state, and you gave
them 4 square feet so they could dance, what state could you hold
that party? The answer is, ‘Rhode Island.’ 

“We don’t have a space issue. There is plenty of room. If
you wanted to have 7 billion of your closest friends live near
you, with the same population density as Manhattan, in New
York City, you could put everyone in Texas. There is currently
plenty of room in Manhattan, and there would be plenty of
room in Texas.” 

He noted that currently, 1 billion people live in the Americas
(North, Central and South America), 1 billion people live in
Africa, and 1 billion people live in Europe/eastern Russia. The
remaining 4 billion people live in Asia.

“Do you know what is happening in different parts of Asia?
The concept is called ‘replacement level fertility,’ which is
simply the number of children that couples have — and this
level is falling like a stone.”

This drop in births is happening in such places as Japan, South
Korea and, although not officially in Asia, the country of Australia. 

“I keep warning my South Korean friends, ‘You are not
replacing yourselves, and if you don’t replace yourselves, you will
lose your culture and you will lose your country. You need to have
more babies,’” Gronbach said. 

He added the opposite is currently taking place in Africa.
There are currently six babies born per couple in Africa,
although there is a high infant mortality rate in many parts of
the continent. Future advances in education, technology and
health care should improve the mortality rate. When this
takes place, Gronbach said, Africa’s population could very
well increase by 300 percent by 2050, to approximately 4
billion people. 

“As a business owner and/or manufacturer, could this increase
in population benefit your company? Are you considering what it
could mean in the future as far as developing new products? Will
there be new opportunities for you?” he asked. 

Gronbach discussed a United Nations’ chart that showed the
projected world population between today and 2100. 

“There are currently an approximate 7 billion people living on
our planet. Some demographers project the world population
could go as high as 16 billion by 2100. Most demographers,
however, are saying there will be 10 to 12 billion people living on
the planet by 2050 to 2060, and then Earth’s population will start
to recede,” Gronbach said. 

Although human population on Earth continues to increase,
the same is not true when looking at human population
growth rates. 

Gronbach explained: “The world’s population growth rate is
actually falling. It hit a peak around 1964 and 1965 and has
since declined. You won’t read about this in any history books,
but 1965 was the year that half the women in the world started
having only two children.”
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As a business owner or manager, it’s
important to understand the difference
between “symptoms” and “causes.” A
person who is making business decisions
based on money alone, is simply dealing
with a symptom. People are the causes.
Money is simply a symptom or an idea. 
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He noted that in the United States, the current fertility rate is
greatest in such states as Texas, Oklahoma and California, while
it’s the lowest in the Northeast. 
“In the future, the southern and western parts of our country will

see greater population growth, while the Midwest and Northeast
are projected to remain stable. Both of these things are good,”
Gronbach said. “Currently, 25 percent of the babies born in the
United States are born in either Texas or California.”
One reason for a growing U.S. population is the availability of

food. Those living in the United States spend, on average,  just 7
percent of their income on food. 
“How does this percentage compare with the rest of the

world? It doesn’t. This (the United States) is the best place on
Earth for food and feeding its population. We live in a
wonderful country,” Gronbach said. “Millennials (born from
1985 to 2004) are making a big difference on what food we
consume in this country. It’s all about nutrition with them. We
are now eating better, smarter and reading labels. We are also
living longer.”

Today, the total percentage of U.S. households with children is
39 percent. The breakdown by race is: Hispanic, 56 percent;
Asian, 48 percent; African American, 43 percent; and Non-
Hispanic White, 35 percent, according to Gronbach. 
“Do the math. The complexion of the United States is

radically changing,” Gronbach said. “In 2015, 62 percent of the
U.S. population was white. By 2045, the U.S. white population
will be a minority.” 
Currently, Latinos represent 17 percent of the U.S. population,

which Gronbach said has provided great stability to the country’s
overall population numbers. 
“Latinos are family oriented, assimilate quickly into the U.S.

culture, and have filled in the population deficit left by Generation
X,” he said. “As a business owner, it’s important to ask yourself,
‘Do I understand this growing consumer market?’ Latinos
represent a huge part of many market segments that could predict
your company’s future.”
The same can be said for African Americans and Asians. 
“African Americans make up 13 percent of the total U.S.

population. As African Americans advance socioeconomically, so
will their influence. Does your business understand this complex
market? There are currently 40 million African Americans living
in the United States,” Gronbach said. “Meanwhile, Asians make
up about 5 percent of our total population, but this percentage is
expected to grow as more Asians move to North America, mostly
from China.”

“As a business owner, it’s important to
ask yourself, ‘Do I understand this growing
consumer market?’ Latinos represent a
huge part of  many market segments that
could predict your company’s future.”
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GARELICK
TELESCOPIC POLES

QUALITY FEATURES - REAL VALUE
   • Lightweight High Tensile Drawn Aluminum
   • Twist Lock Cams Securely Lock Pole at Any Length
   • Rolled Tube Edges for Added Hand Comfort
   • Clear Satin Anodized Finish
   • ¾” Acme size Universal Screw Head
   • Premium Vinyl Black Hand Grip
   • Five Standard Sizes: 6’, 8’, 12’, 18’, 24’
   • Custom Lengths available
   • Made in the U. S. A. 

Our Multipurpose Telescopic Extension Poles are ideal for 
use with Brushes, Brooms, Bulb Changers, Paint Rollers, 
Squeegees, Strip Washers, and countless other tools.

LEARN MORE AT WWW.GARELICK.COM/POLES

644 SECOND STREET, P.O. BOX 8, ST. PAUL PARK, MN 55071
TOLL FREE : 1.800.457.9795

SKY
TOUCH THE

KNOW YOUR U.S. GENERATIONS — 
IT’S GOOD FOR BUSINESS

As someone who has studied many population characteristics
over the years, Gronbach said one thing has always been clear
— large groups of people are very predictable. A lot of this has

to do with “supply and demand.” 
Demographers can look at large groups of people and know what

they are going to do based on their age. For example, the number of
babies born in a country during a generation will influence the number
of maternity wards. The number of children will influence the number
of toy stores. The number of men between 18 and 25 will influence the
number of motorcycles being sold. 

“As we get older, we influence different things that are needed, such
as cars, houses, and eventually coffins,” Gronbach said. “All you have
to do is the math. A large generation has a different impact on business
than a smaller generation. It’s that simple.” 

Between 1905 and 2004, five basic generations have influenced the
United States in different ways. According to Gronbach, they are:

The GI Generation
56.6 million live births from 1905 to 1924 

The Silent Generation
52.5 million live births from 1925 to 1944

The Baby Boomer Generation
78.2 million live births from 1945 to 1964

Generation X
69.5 million live births from 1965 to 1984

Generation Y (the millennials)
86 million live births from 1985 to 2004

“The size of these generations goes from bigger to smaller to
bigger to smaller to bigger. If you are part of Generation X, born
from 1965 to 1984, you are part of a smaller generation. You are
missing 9 million people, compared to the previous baby boomer
generation. That is a lot of people who were never born — and
thus, purchased neither products nor paid taxes to help support
other people,” Gronbach said. 

“Demographic dominos,” he added, is a term that is used when birth
rates dip. It basically translates to, “Fewer babies mean fewer adults,
fewer consumers, fewer workers and fewer taxpayers.” 

“Look at the one-child-only policy that took place for a long time in
China. The country went from couples who were having six babies to
couples who were told to have only one baby. What does that do for
future generations?” Gronbach said. “China is eradicating its labor
force. Since 1979, the country has prevented 500 million births from
taking place with its one-child policy. The great majority of the babies
who were born were male. There are 90 million Chinese males under
the age of 40 who have no prospects for marrying. That is almost the
population of Mexico.”

He added that China introduced its two-child policy approximately
three years ago, but the damage has already been done as there are
fewer people now to support the country’s economy, employment
demands and tax structure. This has been compounded by a lack of
significant immigration into China over the years.   

“It’s not that hard to figure out. If a country needs future income, it
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needs future children,” Gronbach said. 
He added problems with low birth rates are being experienced

in other parts of the world besides Asia. This includes Russia
and Italy. 

“Do you know who runs a country? It’s people who are 45
to 55 years old. Your average peak earner is 50 years old. If a
country doesn’t have a critical mass of people who are the
heavy lifters in paying taxes, then that country has a serious
problem,” Gronbach said. “The United States has a bit of an
issue with its current generation of heavy lifters. These are
people from Generation X, currently 34 to 53 years of age. It’s
a smaller generation, but has been augmented by the influx of
Latinos coming into this country. They have made the
generation larger.”

According to Gronbach, there is also a direct correlation
between the size of middle aged residents in a country and the size
of that country’s middle class. 

“It’s vital to pay attention to the population at hand, and which
group makes up your market of interest,” he said.

As an example, Gronbach told of his past work in
advertising with the U.S. motorcycle industry in the 1980s,
and how the motorcycle market greatly slowed when baby
boomers became older and started to move away from
purchasing these vehicles. 

“As a business owner, you cannot fall asleep concerning what is
ahead,” he said. “You need to understand what is next for your
business as it relates to the influence of past and future generations.”

Gronbach gave another prime example of why being prepared
for what is ahead is so important when it comes to future
population demands. 

“I recently received a call from a reporter in Florida who
asked me when the baby boomer influence will begin to fade as
it relates to that state’s real estate market. I responded, ‘It
hasn’t started yet. Do you know when it’s going to stop, about
2035. Baby boomers aren’t even in Florida yet in large
numbers. You don’t have any idea about what Florida is going
to need,’” he said. “I added, ‘Not only is the state going to need
more housing units for the baby boomers, it’s going to need
more housing units for the people who are going to support the
baby boomers. What is going to happen in Florida, in the near
future with baby boomers, will be off the charts.’ 

“Again, it’s all about being prepared. Your business is no different.”

HERE COME THE MILLENNIALS

Alot has been made over the years about the sheer size of the
baby boomer generation, and for good reason. As stated
earlier, from 1945 to 1964, 78.2 million live births took place

in the country. The best year for babies in this generation was 1957,
when 4.3 million people were born in the United States. 

“If you were born in 1957, you probably had to share a desk in
grade school. You didn’t just waltz into college, and you weren’t
offered every job that came along. You probably had to work a

little harder for what you achieved, as there were so many of you,”
Gronbach said. 

However, after the smaller Generation X that represented
“just” 69.5 million live births came along, members of a much
larger Generation Y (the millennials) were born, and overtook
the baby boomers. 

“(Generation Y/millennials) is the generation that the rest of the
world does not have. It’s the largest generation ever born in the
United States, with 86 million live births from 1985 to 2004,”
Gronbach said. 

Members of this generation, he added, are more likely to favor
environmental issues, are much more savvy toward technology,
are far less bigoted toward other people and are starting to marry
and have children. 

“They are increasing the demand for housing and
influencing the consumption of many types of products — in
ways we can’t imagine. Is your company ready?” Gronbach
said. “The United States is 25 million housing units short of
its expected needs. How will this influence the purchase of all
types of products? As a manufacturer, the demand for these
products is going to go up. Will your current production
handle this demand?”

He added that members of Generation Y also come with their
own workplace requirements. This includes purpose and
flexibility, transparency and integrity, fairness and empathy, and
are most certainly focused on using greater technology. 

“They also won’t work for mean people,” Gronbach added. 

OTHER DEMOGRAPHIC TRENDS 
TO CONSIDER

Change is part of life. Several demographic changes will
have a profound influence on not only everyday life in the
near future, but overall business as well. It’s therefore best

to prepare as early as possible for these changes. Such examples,
according to Gronbach, are: 

n The baby boomer retirement and “brain drain”
is beginning — “Are you ready for up to 25 percent of your
top level leaders and older staff members to retire within the next
five years? Make sure you take advantage of the proprietary
information they currently possess before they leave,” he said.
“Also, pay attention to the future of health care and elder care.
There is currently not enough space to bury people right now.
There are also not enough funeral homes. The growth of death
care is going to be huge.”

n The glass ceiling for women is shattering — For every
100 people enrolled in U.S. colleges, 60 are women; for every 100
people enrolled in law schools, 70 are women.

“Women are becoming more educated, and they are going to run
things. Is your business and industry ready and participating in

“It’s vital to pay attention to the population
at hand, and which group makes up your
market of  interest.”

“As a business owner, you cannot fall
asleep concerning what is ahead. You need
to understand what is next for your
business as it relates to the influence of
past and future generations.”

Continued on page 48
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The 101st Annual Convention of  the
American Brush Manufacturers

Association (ABMA) took place on March
21-24, at The Westin Kierland Resort 

& Spa, in Scottsdale, AZ. 
Each year the convention includes the
ABMA Suppliers Display Program,

featuring companies from around the
world that produce and/or provide

various supplies for the production of
brushes, mops, brooms, paint rollers and

other related items. 
According to ABMA, there were 40

exhibitor displays at this year’s event.

SUPPLIERS
DISPLAY

101ST Annual 
ABMA Convention

The Boucherie Borghi Group
The Boucherie Borghi Group, of Izegem, Belgium, and Castelfranco Emilia,
Italy, was an exhibitor at the ABMA Suppliers Display Program. Pictured,
left to right, are Carlos Petzold (Borghi USA); Matt Tompkins (Borghi USA);
Miguel Medrano (Borghi USA); Eric Juarez (Borghi USA); Kris Geldof
(Boucherie N.V.); Paolo Roversi (Borghi s.p.a.); and Vanes Villani
(Unimac). 

Jones Family Of  Companies
Jones Companies, Ltd., of Humboldt, TN, was an exhibitor at the ABMA
Suppliers Display Program. Shown, left to right, are company
representatives Jeremy Raines and Richard Kimble.

2018





Proveedora Mexicana de Monofilamentos (PMM)
Proveedora Mexicana de Monofilamentos (PMM), of Mexico City, Mexico,
was an exhibitor at the ABMA Suppliers Display Program. Shown, left to
right, are Nora Bravo, QA & innovation manager; Enrique Mejia, general
manager; and Dennise Silva, sales manager. 

PelRay International LLC
PelRay International LLC, of San Antonio, TX, was an exhibitor at the
ABMA Suppliers Display Program. Shown, left to right, are Ron
Cherryholmes, senior account executive; Katie Pelton, vice president of
business development; and Bart Pelton, president. 

Zahoransky USA Inc. & Zahoransky AG
Zahoransky USA, Inc., of West Chicago, IL, and Zahoransky AG, of
Todtnau, Germany, were exhibitors at the ABMA Suppliers Display
Program. Shown, left to right, are Robert Dous, director of sales &
marketing; Artur Seger, president of Zahoransky USA; Ulrich Zahoransky,
managing director; and Steve Bellocchio, vice president of sales & service.

Deco Products Company
Deco Products Co., of Decorah, IA, was an exhibitor at the ABMA Suppliers
Display Program. Pictured, left to right, are Jason Kraus, sales project
manager; and Dave Magner, director of sales & marketing. 
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Perlon-Group/Hahl Inc.
Perlon-Group/Hahl Inc., of Lexington, SC, was an exhibitor at the ABMA
Suppliers Display Program. Shown, left to right, are Florian Kisling, Perlon
CEO; Andrew McILroy, Hahl Range sales & marketing director; Peter
Langenegger, FEIBP president; Michael Holzmann, Perlon CFO; and Terry
Hogan, North American sales director.

Jewel Wire Co.
Jewel Wire Co., Inc., division of Loos & Co., Inc., of Pomfret, CT, was an
exhibitor at the ABMA Suppliers Display Program. Shown is Mike
Fredrickson, wire sales manager.



Distribuidora Perfect
Distribuidora Perfect S.A. de, of Naucalpan, Mexico, was an exhibitor at the
ABMA Suppliers Display Program. Shown is company representative
Eduardo Bertello.

Draper Knitting Company, Inc.
Draper Knitting Co., Inc., of Canton, MA, was an exhibitor at the ABMA
Suppliers Display Program. Shown are Kristin Draper, president & general
manager; and Bill Shaul, superintendent.

Unimac srl
Unimac srl, of Castelfranco Emilia, Italy, was an exhibitor at the ABMA
Suppliers Display Program. Pictured, left to right, are Carlos Petzold
(Borghi USA); Paolo Roversi (Borghi s.p.a.); and Vanes Villani (Unimac).

Monahan Filaments
Monahan Filaments, of Arcola, IL, was an exhibitor at the ABMA Suppliers
Display Program. Shown, left to right, are Matt Monahan, president; and
Tom Vichich, sales & marketing manager. 

American Select Tubing / AST Filaments
American Select Tubing / AST Filaments, of Mattoon, IL, was an exhibitor
at the ABMA Suppliers Display Program. Shown, left to right, are Mark
Maninfior, general manager; Sergio Fiori, sales manager at Plasticfibre;
and Dustin Maninfior, sales manager. 

Wöhler Brush Tech GmbH
Wöhler Brush Tech GmbH, of Bad Wünnenberg, Germany, was an
exhibitor at the ABMA Suppliers Display Program. Shown, left to right, are
Frank Kigyos, U.S. manufacturers representative; and Michael Berkemeier,
of Wöhler Brush Tech.
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MFC Ltd.
MFC Ltd., of Laredo, TX, was an exhibitor at the ABMA Suppliers Display
Program. Pictured, left to right, are David Parr, ABMA executive director;
Gene Huegin, of Pferd Inc.; Patricia Cavazos and David Kalisz, both of
MFC Ltd.

Pioneer Packaging Inc.
Pioneer Packaging, Inc., of Chicopee, MA, was an exhibitor at the ABMA
Suppliers Display Program. Shown are company representatives Jill
Shinners and Mark Scagliarini.

Brush Fibers, Inc.
Brush Fibers, Inc., of Arcola, IL, was an exhibitor at the ABMA Suppliers
Display Program. Pictured, left to right, are Scott Tanis, of Tanis Inc.; and
Chris Monahan, of Brush Fibers.

DKSH Brush and Apparel Ltd.
DKSH, of Zurich, Switzerland, was an exhibitor at the ABMA Suppliers
Display Program. Shown, left to right, are Reinhold Hörz, of DKSH; and Ian
Moss, of Brush Fibers, Inc.

Easy Reach Supply LLC
Easy Reach Supply LLC., of Hattiesburg, MS, was an exhibitor at the
ABMA Suppliers Display Program. Shown, left to right, are Ken Rakusin, of
Gordon Brush; Christy Hinnant and Brian Hinnant, both of Easy Reach
Supply.

DuPont Filaments
DuPont Filaments, of Wilmington, DE, was an exhibitor at the ABMA
Suppliers Display Program. Shown, left to right, are John Hackney, senior
marketing representative; and John Feathers, principal investigator. 
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Filkemp Industria de Filamentos, S.A. 
Filkemp Industria de Filamentos, S.A., of Mem Martins, Portugal, was an
exhibitor at the ABMA Suppliers Display Program. Pictured, left to right, are
Sofia Teles, chief technical officer; and Franziska Römhild, product
manager. 

Lotters Wire Corp.
Lotters Wire Corp., of Tucker, GA, was an exhibitor at the ABMA Suppliers
Display Program. Shown, left to right, are company representatives Kelly
Moline and Marius Lübke. 

The InterWire Group
The InterWire Group, of Armonk, NY, was an exhibitor at the ABMA
Suppliers Display Program. Shown, left to right, are Bruce Massey, vice
president; and Sergio Gallo, senior vice president. 

Fiberglass Innovations
Fiberglass Innovations, of Rockford, IL, was an exhibitor at the ABMA
Suppliers Display Program. Shown is Donald Dray, president & CEO.

Roth Composite Machinery GmbH
Roth Composite Machinery, of Burgwald, Germany, was an exhibitor at the
ABMA Suppliers Display Program. Shown, left to right, are Frank Kigyos,
U.S. manufacturers representative; and Greg Miller, of Mill-Rose Co. 
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International Home & Housewares Show officials reported
that at this year’s event, held March 10-13 at McCormick
Place in Chicago, “The quality of top-to-top buyer and seller

attendees was the strongest in years.” The show was sold out
with 2,244 exhibitors from 47 countries attending, with a focus
on smart home and connected products.
Broom, Brush & Mop Magazine interviewed executives from

seven companies at the show, who shared what products they
were highlighting and what the show means for their respective
businesses.

The “star” of Compac Industries’ Brilliant oral care line
is its toothbrushes designed with a round, 360-degree
head, with bristles all around, said Noelle Copeland,

RDH, oral care account specialist, at the International
Home & Housewares Show. Compac Industries is located in
Tucker, GA.

The Brilliant and Baby Buddy Brilliant lines offer toothbrushes
for babies, children and adults. Products include Baby
Toothbrush, Child Toothbrush, Expectant Mom Toothbrush, Kids
Sonic Toothbrush, Lumi Travel Sonic Toothbrush, Soft
Toothbrush and Special Soft Toothbrush, among others.

According to www.brilliantoralcare.com, “Brilliant
toothbrushes are able to reach multiple surfaces in the mouth at
the same time. Tongue, teeth and gums will experience a
cleaning like never before. Toddlers enjoy gentle all-around
cleaning without a fight, while adults enjoy a deep clean
throughout the mouth. Offered are manual styles, as well as

toothbrushes with sonic technology.”
“Our Special Soft Toothbrush is what brought me to this

company,” Copeland said, at the company’s Housewares Show
booth. “I’m a dental hygienist and, over the years, I’ve seen
special needs, whether it be special needs physically or special
needs because of something they have developed over time,
such as cancer, sensory processing disorder, etc. I was in a
practice at one point where I saw a lot of HIV-positive/AIDS
patients, and their oral care needs are very specialized.

“We have taken the Brilliant toothbrush and made the bristles
super fine and super soft. We have separated layers to give even
more of a bend and flex to the bristles. A person who has a very
tender mouth, such as a baby who has teeth erupting or someone
with a medical issue, is not going to want hard bristles that can
pierce and puncture the gum.”

Research has found that to make a baby toothbrush, many
companies just take the adult version, cut the bristles down and
put them on a shorter handle, Copeland said.

“We don’t do that,” she said. “All of our brushes have more
than 10,000 bristles, but the baby brush has 16,000 and they are
softer. For the kids brush, the bristles are a little bit longer and
firmer. The Child Toothbrush is for a fully erupted set of teeth.
The Baby Toothbrush is for when they are just starting to get
erupted teeth in the front.

“The next step up is adult brushes. Bigger kids can also use an
adult brush, and, likewise, small adults, or someone with a small
arch mouth, can use the kids brushes.”

The Expectant Mom Toothbrush is what Copeland calls the
“sensitive brush.” 

“The reason for the Expectant Mom Toothbrush is because
pregnant women are more likely to have issues with their
gums,” Copeland said. “If an expectant mother had periodontal
disease or gingivitis before getting pregnant, these diseases will
tend to get a lot worse, because a woman’s hormones are
regulating her body at that point, and she becomes extra
sensitive to pathogenic bacteria. This brush is also great for
people who have sensitive teeth.”

The Brilliant Lumi Travel Sonic toothbrush comes packaged
with a year’s worth of brush head refills. 

“The typical person is going the change this brush head about
every three to four months,” Copeland said. “Because of the
higher quality bristles and the round design, the bristles on the
brush head will actually last longer than four months. However,
as a dental professional, I don’t recommend that people use

Noelle Copeland and Dean Hart
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By Rick Mullen |  Broom, Brush & Mop Associate Editor



something for more than four-months, because most people do
not clean their brush. It sounds counterintuitive, but if you brush
food out of your teeth — and this brush is meant to pull food out
of teeth — you have to clean the food out of the toothbrush. I
find that sticking to the three- to four-month protocol works best
for consumers.”
Sonic technology uses two cleaning mechanisms for optimal

efficiency. First, mechanical scrubbing is the action of the
bristles as they touch the teeth. Second, non-contact cleaning
happens beyond the bristles through micro bubbles and sonic
waves that disrupt and destroy dental plaque and bacteria,
according to the company.
Toothbrushes for children also come with handles shaped as

such characters as a penguin and a duck, and with wider bases to
help youngsters learn how to grip a toothbrush.
It is a common practice for dentists to recommend brushing

teeth at a 45-degree angle.
“You do not have to angle a round brush,” Copeland said.

“As long as the brush is touching the teeth, it is hitting the
gum line at 45 degrees. In the mouth, it cleans multiple
things at once. It cleans the teeth and messages the gums,
tongue and cheeks.
“Both the manual and Sonic toothbrushes are used the same

way.  Because of the round shape of our brushes, people think
you have to twist it. So, we have actually noted on the back of
the packaging that there is no need to twist or turn, rather you
just brush the way you would normally do, but gentler. You
always want to brush the top and bottom teeth separately, one to
two teeth at a time, with either small circular motions or back
and forth. I find people tend to brush back and forth easier than
trying to go in a circle. You should also brush the tongue. The
round brush is the best tongue cleaner I have ever used, because
the bristles are so fine.”
The company’s brushes are sold under both the Brilliant brand

and the Brilliant Baby Buddy brand.

Compac Industries President Dean Hart added: “The Baby
Buddy brand has been out for about three years. It can be found
in places like Walgreens and Bye Bye Baby. What is brand new
is our Brilliant Special Soft Toothbrush, which has bristles soft
enough for people going through cancer chemo radiation
treatment.
“Compac Industries, which has been around for 38 years, is all

about innovative solutions. We realize we are in a world filled with
problems, so when we bring solutions, we bring enjoyment.
Things are always changing and so there are new problems to
solve. We are looking and we are listening. One of the questions
we ask people is, what is the greatest problem you face and be
specific, because we may have something to help? If we don’t, we
want to be able to connect people to someone or a product that can.”
Hart said he is excited about the future of his company and its

oral care products.
“We are excited because we have an oral care program that

is focused on products from birth through adulthood, with
toothbrushes that can clean all over inside the mouth. Our
plans are to lvaunch additional products that help bring
healing in the mouth.
“We recognize a healthier mouth means a healthier person,

whether you are very young or very old or in-between.”
The company’s toothbrushes are made in Japan. Each

toothbrush is hand inspected. The products are packaged in the
United States.

Website: www.brilliantoralcare.com.

Owned and operated by the Andrews family, the Wool
Shop, of Grant City, MO, offers lambswool cleaning
products, serving hardware, housewares, janitorial and

specialty retailers across the nation.
The company was born in 1983, as a result of a 4-H and FFA

project.
“My brother (Allen Andrews) showed sheep at county fairs,
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which he raised on our family farm in northwest Missouri,”
said Vice President Jeff Andrews. “My mother (Jo Andrews)
went with him to a sheep association meeting where the

association was selling
lambswool dusters and
other sheepskin products.
She bought one, brought it
home and it worked great.
She wanted to get some
more for friends and
family, but decided to try
and make them herself and
sell them back to our
sheep association. As a
result, she thought, ‘I can
make these.’ She started
making the dusters, taking

them to retail craft shows around the area and also sold them to
the sheep association.”
At one point, Jo Andrews, who had grown tired of being away

from home every weekend, attended a show that took selling
lambswool dusters to another level for the Andrews family.
“She went with a friend to Los Angeles to the Beckman’s

Handcrafted Gift Show,” Jeff Andrews said. “She came home
with $300 in orders and a sales rep, and said, ‘I’m in the
wholesale market now.’”
In addition to being active in the business, Allen Andrews is

also a District 1 Missouri State Representative.
The family has kept a flock of commercial breeding ewes on

their farm for many years. As a result, family members have
gained valuable insight and expertise in wool quality and how
it directly relates to manufacturing quality cleaning products,
according to the Andrews family.
While sales of lambswool dusters are the largest portion of

the Wool Shop’s business, the company also offers other
cleaning products.
“We sell a lot of lambswool floor mops and microfiber

cleaning products, as well as telescopic dusters, which run from
6 1/2 feet to 25 feet, and come with steel or aluminum
handles,” Jeff Andrews said.

Microfiber offerings include cleaning cloths; window blind
and hand dusters; flat floor mops; and chenille mitts. 
“The mainstay of the company is the lambswool duster, and

it has been since day one,” Jeff Andrews said. “They are
reusable, so the consumer doesn’t have to buy refills. They pick
up dust, and all is needed is to take them outside and shake
them out after using.”
The Wool Shop also offers ostrich feather dusters.
“In the late 1990s, we started importing ostrich feather

dusters from friends of ours in South Africa,” Jeff Andrews
said. “In addition, we also manufacture pet toys, seatbelt strap
covers, ear muffs and insoles.”
At the Housewares Show, the company’s focus is meeting

people and making new contacts.
“We are a small family business. We are all personable and we

like to talk,” Jeff Andrews said. “We want to find out what
some of the problems people are having with cleaning, as well
as trying to help our existing customers sell more products.
We like to brainstorm to find out what works for everybody.
“We are really interested in our customers’ customers,

because if end-consumers are happy with the products we
produce, sold by our customers, they will come back to our
customers and our customers will come back to us. It is a big
circle. We stand behind our products. We are down-home
people trying to make life easier for others.
“Business has been good and we have been very blessed to

keep doing it for as long as we have. We just do our best.”
The Wool Shop’s friendly family atmosphere also extends to

offering the best in customer service, which includes being able
to speak with a live person over the phone.
“Whenever people call in, they will either get my daughter,

Tess, Jordan, our office manager, or me,” Jeff Andrews said.
The company’s wool dusters are made on the family farm,

using hardwood dowels and sheepskins. The Wool Shop’s
products can be found in hardware stores, grocery stores, gift
shops, department stores, etc.
“We are trying to shore up our manufacturers representative

base. We have some good reps selling our products. Our products
can be found throughout the United States,” Jeff Andrews said.
“We don’t sell directly to Amazon, but we have customers who

Jeff Andrews

Product offerings from The Libman
Company, of Arcola, IL, include such

housewares for cleaning as dust, sponge and
wet mops; brooms; brushes; and buckets.

The Libman Company

Eagle Home Products, of Huntington, NY,
offers various cleaning items, including bath
and scrub brushes; brooms; scouring pads
and sponges. Shown, left to right, are Yaron
Merdinger, regional sales manager; Setko
Seter, COO; Robert Chemtob, executive vice
president; Michael Chemtob, regional sales
manager; and, Andre Chemtob, president.

Eagle Home Products

Gator Cleaning Products, LLC, of Eugene, OR,
provides grout cleaning solutions. The Grout
Gator features movable beveled brushes to

clean grout lines. Shown with a Grout Gator is
Maxime Shen, company representative.

Gator Cleaning Products



Brushtech, of Plattsburgh, NY, offerings
include barbecue, bath, car washing and wire

brushes; kitchen tools and various
accessories. Shown are Zaven Gunjian, 

vice president of sales; and 
Nora Gunjian, president.

Brushtech
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sell to Amazon. If we sold directly to Amazon, we would be
competing with our customers, and I don’t think that would be
right. There are morals and ethics involved that we stand by. If we
have a good business relationship with one of our customers, we
will do whatever it takes that is mutually beneficial.”

Website: www.woolshop.com.
Email: jeff@woolshop.com.

Armaly Brands®, of Walled Lake, MI, has been family
owned since its founding more that an century ago. The
company offers many well-known products, including

AutoShow® Car Wash Products, Armaly ProPlus® Surface
Prep and Finish Sponges, in addition to its iconic Brillo® Steel

Wool Soap Pads and
Brillo Estracell® Spon-
ges. According Armaly
Brands, it is oldest sponge
company in the United
States.

During this year’s
International Home &
Housewares Show, Arm-
aly highlighted Brillo’s
traditional cleaners with
several well-known brands
in its Brillo product lineup,

including Parsons Household Ammonia, which has been a
household staple since 1876, and SnoBol® toilet bowl cleaner.

Armaly acquired the Parsons Ammonia and SnoBol brands
from  Church & Dwight Co., Inc., in 2016.
“We spent 2016 and 2017 rejuvenating the packaging, making

it ready for this century,” said National Business Manager
Patrick O’Malley. “Adding the Brillo brand name compliments
these iconic and renown brands. Parsons Ammonia has been the
benchmark in ammonia cleaning for more than 140 years. Now
it is Brillo Parsons Ammonia. 
“SnoBol was the first liquid toilet bowl cleaner to hit the

American shelves in the 1950s. We have added the Brillo name.
The new Brillo SnoBol Extra Strength offers the consumer a 50
percent stronger application for cleaning a toilet. Brillo SnoBol

is all about performance. It has a fresh scent, but it is really about
cleaning toilets effectively.”
Armaly has also added the Brillo name to Cameo Copper,

Brass & Porcelain Cleaner and Cameo Aluminum & Stainless
Steel Cleaner.
“Distribution of Cameo is throughout the United States, and

now we have added the name Brillo, which is a trusted name in
cleaning,” O’Malley said. “We are marrying high-quality
brands, which means Brillo now offers a complete family of
cleaning products, in addition to Brillo steel wool and Brillo
Estracell sponges. We are slowly moving down the cleaning
aisle in very specific segments under the Brillo name.
“Our focus at the Housewares Show is to exhibit new

Armaly Brands

Armaly Brands, of Walled Lake, MI, offers
various cleaning items including sponges,
steel wool soap pads, car wash and stick-
good products. Shown is Patrick O’Malley,

national business manager.

Hayco Mfg. Ltd.

Hayco Manufacturing Ltd., of Hong Kong,
offers a variety of cleaning products including
brooms, mops, brushes, squeegees, carpet
and floor sweepers. Shown, left to right, are

Joyce Tsoi, senior manager of account
management; Vinnie Chung, account

management; Suanne Wong, director of sales
& marketing; Christopher Hay, chief executive

officer; and Rebecca Tang, manager of
corporate communications. 

Patrick O’Malley
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innovations and/or new cleaning products, demonstrating how
we are further expanding the Brillo brand.”

One such innovation displayed at the show was the Brillo
Sweep & Mop.

“This product allows the consumer to either deep clean with
the mop, or to dust with the dust pad,” O’Malley said. “It also
allows for a quick clean opportunity with our premoistened pads
made of Estracell sponge material that we manufacture in
Michigan. We have been making Estracell for many decades. It
is our own proprietary material, which also supports our sponge
business and sponge distribution throughout the United States.”

O’Malley said sales of the company’s brands are “doing very
well.”

He added: “We are getting more participation from customers
who are absolutely satisfied with our products. I believe 2018-
19 is going to be a very good year for Armaly Brands.”

Website: www.armalybrands.com.

Brushtech, of Plattsburgh, NY,
offers more than 300 types of
brushes for a wide variety of

applications. The company is owned
and operated by President Nora
Gunjian and her brother, Vice
President of Sales Zaven Gunjian.

In describing one of the major thrusts
of the business, while manning the
company’s booth at the International
Home & Housewares Show, Zaven
Gunjian said, “I’m going to say one
word three times — innovate, innovate,
innovate. During this show, getting
new customers is always a challenge,
because people are so busy going to the
people they already know, which is
good if you have a customer base.
When they come to our booth, they
want to see something new. You have
to show up with something new.”

Indeed, the Gunjians brought several
innovative products to show existing and

potential customers. When it comes to designing new brushes
and other cleaning products, Zaven Gunjian is heavily involved.

“Nora (Gunjian) handles the administration end of the
business,” Zaven Gunjian said. “She deals with existing
customers, making sure everybody gets their orders on time,
making sure everybody is paid, etc. I am in charge of
designing products. I spend my time thinking and dreaming
about what can be. Sometimes it is a matter of tweaking the
size of an existing brush a little or changing the format,
taking an old idea and adding a new twist. It could be as
simple as that or it could involve completely designing a
new product.”

Brushtech will also work with customers in designing
specialty brushes to meet their particular needs.

“We can help customers develop something that will work
with their product,” Nora Gunjian said.

New at this year’s Houseware Show for Brushtech were

The Wool Shop

The Wool Shop, of Grant City, MO, offers a
variety of lambswool cleaning products,

including dusters and floor mops. Shown, left
to right, are Jordan Hunt, office manager;
Tess Andrews, shipping manager; Karen

Andrews, sales associate; and Jeff Andrews,
vice president.

Ettore Products Company, of Alameda, CA,
offers a variety of cleaning items, including
squeegees, scrubbers, dusters, car washing
brushes, buckets and microfiber products.

Shown are company representatives Stephen
Hildebrandt and Nicole Smahlik. 

Ettore Products

Houseware items offered by Lola Products, of
Hackensack, NJ, include brooms, brushes,
mops, scrubbers, sponges, scourers and
cloths. Shown is Richard Spitaletta, chief

business development officer. 

Lola Products



several  brush designs.
“Our new French press cleaning brush is designed to clean its

jar and  filter,” Zaven Gunjian said.
Nora Gunjian added: “We also have a new espresso cup

cleaning brush. It is for cleaning small tea cups, small espresso
cups and coffee cups. It is a brush for all the consumer’s ‘little’
needs in the kitchen. We also have a carafe cleaning brush that
can be used for cleaning thermoses and vases. Both of these
brush designs are new.”
Brushtech also featured several of its brushes that have been

on the market for awhile, one of which was developed by the
company’s employees. The company’s manufacturing workers
often get their hands dirty, which prompted them to come up
with The Fingertip and Hand Clean-up Accelerator Sponge
Brush. In addition to cleaning hands, the brush is also an
effective tool to get dirt from under a user’s fingernails.
Another unique brush, the Quad Spring Safety Double-Helix

Bristle-Free BBQ brush, was also highlighted.
“The brush has four springs — two small diameter springs and

two larger diameter springs,” Zaven Gunjian said. “The larger
springs clean the sides of a grill, while the smaller springs clean
the top of a grill. Also, our Double-Helix Bristle-Free BBQ two-
spring brushes have been doing well.”
Nora Gunjian added: “We offered the two-spring double-helix

first, which has two springs. Then, we wanted to make a product

that would clean easier, and that is why we came up with four
springs.”
Another brush displayed was the Safety Double-Helix Bristle-

Free Flat Grill BBQ Brush. 
According to the company’s website, this product features two

twisted-in-wire galvanized steel springs, forming two
continuous bristles that will maintain their shape and integrity.
Then, they are pressed to clean flat grill surfaces. With this flat
pressed brush, there is greater surface area contact to clean
grease and burnt food.
Most of the company’s new products and their designs, plus

some methods of manufacturing, are either patented, or in the
process of being patented, Zaven Gunjian said.
The Gunjians are regular exhibitors at the Houseware Show,

which gives their company a yearly venue to display new and
popular products.
“The Housewares Show is the only show we attend,” Zaven

Gunjian said. “We used to go to a lot more events, but the
Housewares Show has, time and time again, proven to be the
most beneficial.”
Nora Gunjian added: “The good thing about the show is we

get to see our existing customers. We do keep in touch with them
during the year, but it is good to see them face-to-face. We also
get good  leads and find new customers who often see a
particular product and want to know how they can carry it in
their stores.”
Zaven Gunjian also spoke of the advantages of manufacturing

in the United States.
“My office is 10 feet away from the manufacturing plant.

So, there is a good line of communication. I don’t have to
send prototypes back and forth between China and the U.S.,
or from the East Coast to the West Coast. There are definite
benefits of manufacturing in the United States,” he said.
“There are also advantages in terms of logistics. If I ordered
a container load of brushes from China and there was a
rainstorm and the container leaked, I wouldn’t know until six
weeks later that all my products were damaged. In addition,
by being located in the United States, we can quickly get
products to our customers.”

Website: www.brushtechbrushes.com.

SSI Products, of Fort Worth, TX, offers a
variety of such houseware items as mops,
brooms, scrub brushes and dusters under 

the EverClean brand. Shown is 
Terry Treacy, president.

SSI Products Volume Brands

Batten Industries Inc., of North Vancouver,
BC, Canada, offers different brands available
in retail locations across Canada and the
United States. This includes its Nellie’s All-
Natural WOW Mop. Shown is Darryl Clarke,

director of Show TV New Zealand. 

Batten Industries

Volume Brands International, of Vernon, CA,
provides a variety of household cleaning

products and brands. Specific items include
brooms, mops, brushes, sponges, buckets,

dusters and dust pans. 

Zaven Gunjian & Nora Gunjian
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Displaying an assortment of mops, roller mops, brooms,
scrub brushes and dusters under the EverClean brand at the
International Home & Housewares Show was SSI

Products, of Fort Worth, TX.
Attending the Housewares Show for the fourth time, it is the

company’s goal to bring
at least one new product
to highlight each year,
said President Terry
Treacy.
“This year, we have a

newly designed wet clean-
ing application that can be
used with or without a
pole,” Treacy said. “SSI is a
relatively new company,
and we are always looking
to come out with products

to complete our mop, broom and sponge lines.”
The company’s products are targeted to be sold at retail outlets.
“Our offerings can be found in hardware stores, home

centers, grocery stores, or whatever channels that sell these
types of items,” Treacy said. “We have a lot of private label
business, so our products are all over the country, but not
necessarily under my brand (EverClean).”
Prior to founding SSI Products, Treacy was vice president of

marketing and product development at Texas Feathers.
“At SSI Products, I am working on expanding the product line,”

Treacy said.
Attending the Housewares Show is important to Treacy. As

SSI Products is a relatively new company, the Chicago event is
a good venue to help introduce his company.
“I want people to understand the breadth of our product lines

and who I am,” Treacy said. “Because we sell private label, my
company is not a household name. The goal is to meet people
who might be potential buyers, either as a private label customer
or who wants to purchase products under our EverClean brand.”
Treacy said business is going well, especially the private

label channel.

“In general, the whole private label industry seems to
resonate with millennials, because millennials may not be as
familiar with brands, but they can see and feel the quality of
private label products,” Treacy said. “Years ago, private label
products were considered generic brands. 
“Today, retailers are demanding product quality that is equal

to, or better than, national brands, and that is where I come in.
So, as private label has gained more widespread acceptance, that
business is going to continue to grow.”
In supplying private label products, Treacy said SSI Products

will present them to customers however they prefer.
“Sometimes customers supply packaging, and sometimes we

supply packaging,” he said. “Some customers have an art house
that they use to complete all the art work, so they can control the
brand quality and appearance within the store.”

Website: www.everclean-products.com.

Batten Industries Inc., of North Vancouver, BC, Canada,
launched its new Nellie’s All-Natural WOW Mop at the
International Home & Housewares Show.

Demonstrating the WOW Mop was Darryl Clarke, a director
at Show TV New Zealand, who works with Batten Industries to
develop new products.
“The WOW Mop is a

rechargeable, battery-
powered oscillating floor
mop that has two micro-
pads on the base that
oscillate back and forth
six times per second,”
Clarke said. “Most people
agree that the view of a
floor, while standing up-
right, is better than being
on the floor scrubb-ing
back and forth. End-users will notice the WOW Mop is nice and
wide and easy to push and is well balanced. I’ve sold steam mops,
loop mops, spray mops —  just about every kind of mop over the
years — but this one is far and away the very best.”
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Terry Treacy

Darryl Clarke

Better Living Products

Better Living Products International, Inc., of
Vaughan, ON, Canada, offers such houseware
cleaning items as the LOOEEGEE Hygienic

Toilet Squeegee. 

Bradshaw Home, of Rancho Cucamonga, CA,
offers various houseware cleaning items,

including brooms; kitchen/vegetable and scrub
brushes; scrubber sponges; disposable
cleaning supplies; mops; and lint rollers. 

Bradshaw Home

Among the houseware items offered by
EasyDo Products Ltd., of London, UK, is the
Dishmatic Glide Brush. Shown are company

representatives Laura Allen and 
Nathan Neumann.

EasyDo Products Ltd.
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Compac Industries, of Tucker, GA, provides a
wide variety of products including its Brilliant
oral care line of toothbrushes. Shown are
Noelle Copeland, RDH, oral care account
specialist; and Dean Hart, president. 

Compac Industries

Among the houseware items provided by
Joseph Joseph Inc., of New York, NY, is 
the company’s range of cleaning brushes 

and sponges.

Joseph Joseph Inc.

The mop can be used up to an hour before recharging, which
takes from three to four hours. The long grip handle is easy on
the end-users’ backs, and two LED lights on the front help
illuminate the area to be cleaned, which is especially helpful
under furniture. The handle is attached to the mop with a joint
that pivots to all angles to allow the mop to fit under most pieces
of furniture. The WOW Mop comes with dry and wet cleaning
cloths. The cloths are machine washable and can be reused up to
100 times, Clarke said.
Before it was launched at the Housewares Show, the WOW

mop was tested in New Zealand. 
“We test a lot of the products Down Under to get the

demonstration right before we roll them out in North America,”
Clarke said.
The WOW Mop is designed to be used on hard floors, whether

hardwood, laminated, tile or linoleum.
“The mop is also good for carpets, which is quite unique for a

floor mop,” Clarke said. “For carpets, its primary use is to
deodorize, sanitize and lift the pile. For  removing stains, we
have another product in the Nellie’s line called Oxygen
Brightener. The user can put this directly on a carpet stain and
then run the WOW Mop over the top. The stain and the liquid
gets absorbed by the micropad, and the scrubbing back and forth
helps to remove the stain. It is also good for lifting carpet pile in
high traffic areas, such as hallways and doorways.
“The WOW Mop has a built-in tank, where the user can put

any type of cleaning detergent he/she wants. Most customers
just use water. It is all electronic, so the user doesn’t have to
pump. For customers who have carried buckets up and down
stairs, having all the liquid on-board is great.”

Website: www.nelliesclean.com.

Offering such iconic brands as Comet® and Spic and Span®,
Eagle Home Products, of Huntington, NY, is a supplier of
quality cleaning aids, household gloves, brooms, scrubbers,

sponges, scourers, oral care products, laundry care and travel
accessories.
At the International Home & Housewares Show, the company

highlighted the Comet and Spic and Span lines of cleaning

products, as well as a variety of mops. In addition, the company’s
colorful brooms with a metallic finish were on display.
“The focus is to offer metallic finishes that will blend in with,

or match, a customer’s kitchen cabinets and elsewhere in the
house,” said COO Setko
Seter.
While Comet and Spic

and Span have been on the
market since the 1930s,
the brands are new to
Eagle Home Products.
“They’re new in that

we have launched those
names for non-chemical
cleaning products to
compliment the chemical
products they are known
for,” Seter said. “We conduct a lot of business in the cleaning
segment.”
In addition to the familiar Comet scrubbing powder, the line

includes Comet Bathroom Cleaner, which comes in a spray
bottle; Comet Soft Cleaner, which is a cream; and scented
Comet scrubbing powder. New is the All-Natural Comet
scrubbing powder.
The Comet line also includes scrubbers, brushes, toilet

scrubbers, cleaning gloves, wipes, mops and brooms.
The orignal Spic and Span all-purpose powder cleaner was

launched in 1933. Today, in addition to the original formula, Spic and
Span cleaner comes in liquid form, with its citrus fresh scent cleaner,
antibacterial spray cleaner and scented spray cleaner.
Seter said one of his focuses in attending the Housewares Show

is to visit with customers and to display products of interest to
people in the housewares market.     
“Business has been very good,” Seter said. “We have been

improving on our product lines, finding new niches and
acquiring new customers. We strive to be innovative, while
staying on top of the trade. We have been in the housewares
industry for more than 50 years.”

Website: www.eaglehomeproducts.com.

Setko Seter

2019
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Imports Up, Exports Down
For All Of 2017

Each month, Broom, Brush & Mop Magazine publishes an online
eNews featuring an imports/exports chart, containing pertinent
statistics, covering 30 import categories and 9 export categories,
compiled from the latest available U.S. Census Bureau foreign
trade statistics.
Also, a comprehensive article accompanies the import/export

chart each month. The article focuses on several important raw
material and finished goods import categories, as well as several
export categories. 
U.S. government trade figures for all of 2017 concerning the

import/export categories typically highlighted in the monthly
eNews reports, indicated raw material imports were mixed,
compared to the all of 2016. 
Finished goods imports trended up, compared to the previous

year. Meanwhile, during all of 2017, exports were mostly down,
compared to all of 2016.
The raw material categories highlighted in each month’s article

include hog bristle, broom and mop handles, brush backs and
metal handles. Finished goods include brooms of broom corn over
96 cents, brooms and brushes of vegetable material,
toothbrushes, hairbrushes, shaving brushes, paint rollers,
paintbrushes and upright brooms. 
Export categories highlighted in the monthly articles include,

brooms and brushes of vegetable material, toothbrushes, shaving
brushes, artist brushes and paintbrushes. Following are some
statistics for all of 2017 for each import and export category:

IMPORTS
Hog Bristle

n Highest monthly total: 91,107 kilograms in September;
n Lowest monthly total: 500 kilograms in March;
n Highest monthly average price: $48.70 in October; 
n Lowest monthly average price: $11.37 in April;
n 2017 total: 398,638 kilograms, up 88 percent from 2016; and,
n Average price for 2017: $23.05 per kilogram, down 4

percent from 2016.

Broom And Mop Handles 
n Highest monthly total: 2 million in September, October;
n Lowest monthly total: 983,152 in February;
n Highest monthly average price: $1.03 in November; 
n Lowest monthly average price: 70 cents in January;
n 2017 total: 18.7 million, up 9 percent from 2016; and,
n Average price for 2017: 83 cents, down 8 percent from 2016.

Brush Backs 
n Highest monthly total: 623,174 in June;

n Lowest monthly total: 280,895 in August;
n Highest monthly average price: 66 cents in October; 
n Lowest monthly average price: 41 cents in June, November;
n 2017 total: 5.3 million, down 24 percent from 2016; and,
n Average price for 2017: 52 cents, up 11 percent from 2016.

Metal Handles 
n Highest monthly total: 3.1 million in January;
n Lowest monthly total: 1.2 million in July;
n Highest monthly average price: $1.18 in December; 
n Lowest monthly average price: 73 cents in June;
n 2017 total: 22.3 million, down 15 percent from 2016; and,
n Average price for 2017: 97 cents, up 5 percent from 2016.

Brooms Of Broom Corn Over 96 Cents 
n Highest monthly total: 732,281 in June;
n Lowest monthly total: 391,035 in December;
n Highest monthly average price: $2.55 in July; 
n Lowest monthly average price: $2.29 in August, October;
n 2017 total: 6.8 million, down 8 percent from 2016; and,
n Average price for 2017: $2.38, down 4 percent from 2016.

Brooms And Brushes Of Vegetable Material 
n Highest monthly total: 329,513 in June;
n Lowest monthly total: 111,370 in January;
n Highest monthly average price: $2.24 in May; 
n Lowest monthly average price: $1.10 in October;
n 2017 total: 2.8 million, down 13 percent from 2016; and,
n Average price for 2017: $1.46, up 23 percent from 2016.

Toothbrushes 
n Highest monthly total: 104.5 million in January;
n Lowest monthly total: 69.3 million in March;
n Highest monthly average price: 25 cents in November; 
n Lowest monthly average price: 18 cents in January;
n 2017: 1.1 billion, up 10 percent from 2016; and,
n Average price for 2017: 22 cents, same as 2016.

Hairbrushes 
n Highest monthly total: 5.7 million in November;
n Lowest monthly total: 2.7 million in February;
n Highest monthly average price: 31 cents in February; 
n Lowest monthly average price: 18 cents in April;
n 2017 total: 52.8 million, up 15 percent from 2016; and,
n Average price for 2017: 24 cents, down 4 percent from 2016.

By Rick Mullen |  Broom, Brush & Mop Associate Editor
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Shaving Brushes 
n Highest monthly total: 8.3 million in February;
n Lowest monthly total: 2.4 million in March;
n Highest monthly average price: 20 cents in June; 
n Lowest monthly average price: 9 cents in November;
n 2017: 60.7 million, down 19 percent from 2016; and,
n Average price for 2017: 14 cents, up 8 percent from 2016.

Paint Rollers 
n Highest monthly total: 8.3 million in December;
n Lowest monthly total: 4.2 million in March;
n Highest monthly average price: 52 cents in July, August; 
n Lowest monthly average price: 35 cents in January;
n 2017 total: 72.6 million, up 7 percent from 2016; and,
n Average price for 2017: 46 cents, down 6 percent from 2016.

Paintbrushes 
n Highest monthly total: 25.5 million in June;
n Lowest monthly total: 15.4 million in January;
n Highest monthly average price: 38 cents in November; 
n Lowest monthly average price: 25 cents in October;
n 2017: 259.9 million, up 2 percent from 2016 ; and,
n Average price for 2017: 30 cents, same as 2016.

Upright Brooms 
n Highest monthly total: 2.1 million in July;
n Lowest monthly total: 807,325 in March;
n Highest monthly average price: $1.65 in December; 
n Lowest monthly average price: $1.02 in February;
n 2017: 17.9 million, up 5 percent from 2016; and,
n Average price for 2017: $1.30, down 6 percent from 2016.

EXPORTS
Brooms And Brushes Of Vegetable Material 

n Highest monthly total: 13,895 dozen in February;
n Lowest monthly total: 3,635 dozen in March;

n Highest monthly average price: $60.33 per dozen in August; 
n Lowest monthly average price: $23.62 per dozen in February;
n 2017 total: 89,222 dozen, up 26 percent from 2016; and,
n Average price for 2017: $36.19 per dozen, down 24 percent

from 2016.
Toothbrushes 

n Highest monthly total: 14.3 million in March;
n Lowest monthly total: 8.9 million in July;
n Highest monthly average price: 65 cents in July; 
n Lowest monthly average price: 46 cents in September;
n Six-month total: 134.2 million, down 23 percent from 2016; and,
n Average price for 2017: 55 cents, up 17 percent from 2016.

Shaving Brushes 
n Highest monthly total: 2.3 million in October;
n Lowest monthly total: 857,938 in February;
n Highest monthly average price: $1.93 in February; 
n Lowest monthly average price: 79 cents in May, July;
n 2017 total: 17 million, up 5 percent from 2016; and,
n Average price for 2017: $1.09, down 10 percent from 2016.

Artist Brushes 
n Highest monthly total: 1.4 million in June;
n Lowest monthly total: 568,033 in March;
n Highest monthly average price: $5.59 in March; 
n Lowest monthly average price: $2.59 in June;
n 2917: 10 million, down 31 percent from 2016; and,
n Average price for 2017: $3.79, up 37 percent from 2016.

Paintbrushes 
n Highest monthly total: 316,651 in August;
n Lowest monthly total: 124,610 in October;
n Highest monthly average price: $10.09 in October; 
n Lowest monthly average price: $6.13 in March;
n 2017: 2.2 million, down 27 percent from 2016; and,
n Average price for 2017: $7.29, up 24 percent from 2016.

The following chart shows individual monthly totals and average prices, 
plus six-month totals and average prices:

2017 IMPORT
STATISTICS BY MONTH

Totals of 1 million and above are rounded 
up to the nearest 0.1 million.

RAW MATERIALS
Hog Bristle

  January                         Average Price
  32,782 kilograms            $29.40 per kg
  February                       Average Price
  41,463 kg                        $24.45 per kg
  March                           Average Price
  500 kg                             $37.20 per kg
  April                              Average Price
  25,640 kg                        $11.37 per kg

  May                               Average Price
  41,331 kg                        $21.86 per kg
  June                               Average Price
  27,949 kg                        $33.77 per kg
  July                                Average Price
  28,234 kg                        $18.70 per kg
  August                           Average Price
  25,425 kg                        $16.70 per kg
  September                    Average Price
  91,107 kg                        $11.98 per kg
  October                         Average Price
  18,146 kg                        $48.70 per kg
  November                     Average Price
  41,993 kg                        $25.34 per kg
  December                      Average Price
  24,088 kg                        $44.15 per kg

  2017 TOTAL        AVERAGE PRICE
  398,638 kg                     $23.05 per kg
  

Broom/mop handles
  January                         Average Price
 1.9 million                                70 cents
  February                       Average Price
  983,152                                    89 cents
  March                           Average Price
  1.6 million                                72 cents
  April                              Average Price
  1.3 million                                95 cents
  May                               Average Price
  1.8 million                                91 cents
  June                               Average Price
  1.4 million                                91 cents
  July                                Average Price
  1.4 million                                78 cents



  August                           Average Price
  1.7 million                                72 cents
  September                    Average Price
  2 million                                   82 cents
  October                         Average Price
  2 million                                   89 cents
  November                     Average price
  1.2 million                                    $1.03
  December                      Average Price
  1.4 million                                79 cents
  2017 TOTAL        AVERAGE PRICE
  18.7 million                             83 cents

Brush Backs
  January                         Average Price
  588,613                                    54 cents
  February                       Average Price
  332,264                                    46 cents
  March                           Average Price
  351,866                                    54 cents
  April                              Average Price
  314,425                                    58 cents
  May                               Average Price
  579,976                                    56 cents
  June                               Average Price
  623,174                                    41 cents
  July                                Average Price
  534,730                                    48 cents
  August                           Average Price
  280,895                                    53 cents
  September                    Average Price
  520,814                                    53 cents
  October                         Average Price
  310,041                                    66 cents
  November                     Average Price
  531,001                                    41 cents
  December                      Average Price
  341,484                                    62 cents
  2017 TOTAL        AVERAGE PRICE
  5.3 million                               52 cents
                                                                 

Metal handles
  January                         Average Price
  3.1 million                                82 cents
  February                       Average Price
  1.4 million                                    $1.16
  March                           Average Price
  1.6 million                                95 cents
  April                              Average Price
  2.3 million                                80 cents
  May                               Average Price
  1.9 million                                91 cents
  June                               Average Price
  2.6 million                                73 cents
  July                                Average Price
  1.2 million                                    $1.21

  August                           Average Price
  1.6 million                                    $1.02
  September                    Average Price
  1.4 million                                    $1.08
  October                         Average Price
  1.9 million                                    $1.08
  November                     Average Price
  1.5 million                                    $1.15
  December                      Average Price
  1.8 million                                    $1.18
  2017 TOTAL        AVERAGE PRICE
  22.3 million                             97 cents

FINISHED GOODS
  Brooms of broomcorn over 96 cents 
  January                         Average Price

541,303                                        $2.39
  February                       Average Price
  536,229                                         $2.39
  March                           Average Price
  585,845                                         $2.30
  April                              Average Price
  597,834                                         $2.36
  May                               Average Price
  655,943                                        $2.34
  June                               Average Price
  732,281                                         $2.47
  July                                Average Price
  509,157                                         $2.55
  August                           Average Price
  641,800                                         $2.29
  September                    Average Price
  452,843                                         $2.38
  October                         Average Price
  649,607                                         $2.29
  November                     Average Price
  484,539                                         $2.39
  December                      Average Price
  391,035                                         $2.42
  2017 TOTAL        AVERAGE PRICE
  6.8 million                                    $2.38
Brooms/brushes of vegetable meterial
  January                         Average Price
  111,370                                         $1.32
  February                       Average Price
  299,712                                         $1.22
  March                           Average Price
  175,873                                         $1.59
  April                              Average Price
  301,487                                         $1.17
  May                               Average Price
  295,855                                         $2.24
  June                               Average Price
  329,513                                         $1.21
  July                                Average Price
  224,615                                         $1.85

  August                           Average Price
  221,465                                         $1.44
  September                    Average Price
  173,736                                         $1.69
  October                         Average Price
  206,415                                         $1.10
  November                     Average Price
  267,300                                         $1.36
  December                      Average Price
  180,778                                         $1.35
  2017 TOTAL        AVERAGE PRICE
  2.8 million                                    $1.46

Toothbrushes
  January                         Average Price

104.5 million                            18 cents
  February                       Average Price
  78 million                                 22 cents
  March                           Average Price
  69.3 million                              24 cents
  April                              Average Price
  89.7 million                              22 cents
  May                               Average Price
  101.5 million                            22 cents
  June                               Average Price
  99.8 million                              22 cents
  July                                Average Price
  88.7 million                              23 cents
  August                           Average Price
  94 million                                 23 cents
  September                    Average Price
  94.7 million                              20 cents
  October                         Average Price
  94.8 million                              22 cents
  November                     Average Price
  88.3 million                              25 cents
  December                      Average Price
  100.4 million                            23 cents
  2017 TOTAL        AVERAGE PRICE
  1.1 billion                                22 cents

Hairbrushes
  January                         Average Price
  4.2 million                                23 cents
  February                       Average Price
  2.7 million                                31 cents
  March                           Average Price
  3.3 million                                25 cents
  April                              Average Price
  5.1 million                                18 cents
  May                               Average Price
  4.4 million                                26 cents
  June                               Average Price
  4.8 million                                27 cents
  July                                Average Price
  4.2 million                                25 cents
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  August                           Average Price
  4.9 million                                26 cents
  September                    Average Price
  4.4 million                                20 cents
  October                         Average Price
  4.5 million                                26 cents
  November                     Average Price
  5.7 million                                21 cents
  December                      Average Price
  4.6 million                                23 cents
  2017 TOTAL        AVERAGE PRICE
  52.8 million                             24 cents

Shaving brushes
  January                         Average Price
  8.3 million                                10 cents
  February                       Average Price
  5.7 million                                17 cents
  March                           Average Price
  2.4 million                                19 cents
  April                              Average Price
  3.6 million                                14 cents
  May                               Average Price
  5.1 million                                16 cents
  June                               Average Price
  3 million                                   20 cents
  July                                Average Price
  5.3 million                                13 cents
  August                           Average Price
  5.1 million                                14 cents
  September                    Average Price
  5.3 million                                15 cents
  October                         Average Price
  4.7 million                                15 cents
  November                     Average Price
  7.8 million                                  9 cents
  December                      Average Price
  4.6 million                                12 cents
  2017 TOTAL        AVERAGE PRICE
  60.7 million                             14 cents
  
                          Paint rollers
  January                         Average Price

8.1 million                               35 cents
  February                       Average Price
  5 million                                   43 cents
  March                           Average Price
  4.2 million                                46 cents
  April                              Average Price
  5.8 million                                44 cents
  May                               Average Price
  5.8 million                                47 cents
  June                               Average Price
  5.9 million                                49 cents
  July                                Average Price
  5.6 million                                52 cents

  August                           Average Price
  6.8 million                                52 cents
  September                    Average Price
  6.1 million                                51 cents
  October                         Average Price
  5.4 million                                48 cents
  November                     Average Price
  5.4 million                                49 cents
  December                      Average Price
  8.3 million                                38 cents
  2017 TOTAL        AVERAGE PRICE
          72.6 million                             46 cents
                                                                 

Paintbrushes
  January                         Average Price
  25.4 million                              29 cents
  February                       Average Price
  20.8 million                              30 cents
  March                           Average Price
  15.4 million                              29 cents
  April                              Average Price
  23.3 million                              30 cents
  May                               Average Price
  22.3 million                              30 cents
  June                               Average Price
  25.5 million                              27 cents
  July                                Average Price
  21.1 million                              33 cents
  August                           Average Price
  23.6 million                              30 cents
  September                    Average Price
  21.4 million                              30 cents
  October                         Average Price
  21.4 million                              25 cents
  November                     Average Price
  18.6 million                              38 cents
  December                      Average Price
  20.9 million                              30 cents
  2017 TOTAL        AVERAGE PRICE
  259.9 million                           30 cents

Upright brooms
  January                         Average Price
  1.5 million                                    $1.37
  February                       Average Price
  1.6 million                                    $1.02
  March                           Average Price
  807,325                                         $1.30
  April                              Average Price
  1.8 million                                    $1.12
  May                               Average Price
  888,051                                         $1.62
  June                               Average Price
  1.6 million                                    $1.11
  July                                Average Price
  2.1 million                                    $1.16

  August                           Average Price
  1.3 million                                    $1.46
  September                    Average Price
  1.4 million                                    $1.29
  October                         Average Price
  1.5 million                                    $1.11
  November                     Average Price
  1.4 million                                    $1.53
  December                      Average Price
  2 million                                       $1.65
  2017 TOTAL        AVERAGE PRICE
  17.9 million                                  $1.30

2017 EXPORT
STATISTICS BY MONTH
Brooms/brushes of vegetable material

  January                         Average Price
  3,986 dozen               $34.77 per dozen
  February                       Average Price
  13,895 dozen             $23.62 per dozen
  March                           Average Price
  3,635 dozen               $38.66 per dozen
  April                              Average Price
  9,175 dozen               $38.82 per dozen
  May                               Average Price
  8,952 dozen               $33.73 per dozen
  June                               Average Price
  9,885 dozen               $29.93 per dozen
  July                                Average Price
  9,899 dozen               $45.73 per dozen
  August                           Average Price
  4,153 dozen               $60.33 per dozen
  September                    Average Price
  8,058 dozen               $38.35 per dozen
  October                         Average Price
  5,187 dozen                 45.27 per dozen
  November                     Average Price
  5,552 dozen               $41.40 per dozen
  December                      Average Price
  6,845 dozen               $27.91 per dozen
  2017 TOTAL        AVERAGE PRICE
  89,222 dozen                              $36.19

Toothbrushes
  January                         Average Price
  10.8 million                              57 cents
  February                       Average Price
  11.2 million                              56 cents
  March                           Average Price
  14.3 million                              53 cents
  April                              Average Price
  10.2 million                              59 cents
  May                               Average Price
  14.1 million                              52 cents
  June                               Average Price
  10.4 million                              60 cents
  July                                Average Price
  8.9 million                                65 cents



  July                                Average Price
  8.9 million                                65 cents
  August                           Average Price
  10.1 million                              59 cents
  September                    Average Price
  12.9 million                              46 cents
  October                         Average Price
  10.1 million                              56 cents
  November                     Average Price
  10.8 million                              55 cents
  December                      Average Price
  10.4  million                             53 cents
  2017 TOTAL        AVERAGE PRICE
  134.2 million                           55 cents

Shaving brushes
  January                         Average Price
  1.1 million                                    $1.26
  February                       Average Price
  857,938                                         $1.93
  March                           Average Price
  1.6 million                                    $1.02
  April                              Average Price
  1.7 million                                95 cents
  May                               Average Price
  2.2 million                                79 cents
  June                               Average Price
  906,860                                         $1.43
  July                                Average Price
  1.8 million                                79 cents
  August                           Average Price
  1.1 million                                    $1.33
  September                    Average Price

  1.3 million                                    $1.21
  October                         Average Price
  2.3 million                                89 cents
  November                     Average Price
  1.2 million                                    $1.06
  December                      Average Price
  1 million                                       $1.55
  2017 TOTAL        AVERAGE PRICE
  17 million                                     $1.09

Artist brushes
  January                         Average Price

617,701                                        $4.13
  February                       Average Price
  800,103                                         $3.37
  March                           Average Price
  568,033                                         $5.59
  April                              Average Price
  644,834                                         $3.67
  May                               Average Price
  826,958                                         $5.19
  June                               Average Price
  1.4 million                                    $2.59
  July                                Average Price
  707,788                                         $3.34
  August                           Average Price
  918,522                                         $3.72
  September                    Average Price
  850,709                                         $3.67
  October                         Average Price
  866,611                                         $4.25
  November                     Average Price
  874,367                                         $3.86
  December                      Average Price

  956,050                                         $3.45
  2017 TOTAL        AVERAGE PRICE
  10 million                                     $3.79

Paintbrushes
  January                         Average Price
  136,506                                         $6.93
  February                       Average Price
  
  163,961                                         $6.45
  March                           Average Price
  292,748                                         $6.13
  April                              Average Price
  221,813                                         $6.35
  May                               Average Price
  184,243                                         $6.65
  June                               Average Price
  165,349                                         $7.14
  July                                Average Price
  153,634                                         $7.70
  August                           Average Price
  316,651                                         $6.18
  September                    Average Price
  147,446                                         $9.12
  October                         Average Price
  124,610                                       $10.09
  November                     Average Price
  154,558                                       $10.02
  December                      Average Price
  151,556                                         $8.09
  2017 TOTAL        AVERAGE PRICE
  2.2 million                                    $7.29

this change?” Gronbach asked. 
n Many good candidates for employment have served

time — “There are currently two million men in prison in the
United States. There are approximately 20 million men, aged 25 to
55, who are either not looking for work or can’t work because they
are felons,” Gronbach said. “These people need a chance to re-
enter mainstream life. ”

n Soon, marijuana will be legal everywhere — “Once
legalized, marijuana will be heavily taxed and become a bigger
crop than wheat. It will also present a real problem for the trades
and manufacturing as it pertains to productivity,” he added.

n Problems with computer hacking will only grow:
“Invest in information technology. Hire the best IT talent you
can find. When these people say, ‘We need to upgrade our
system to prevent theft,’ write that check,” Gronbach said. “As
business owners, you will always need to stay one step ahead of
the hackers.”

n The best days are ahead for the United States —
“The United States represents 5 percent of the world’s
population but 35 percent of the world’s economy. We are the
world’s economy. That is our future,” according to Gronbach.
“The best days of this country, and many of its industries, are

ahead. Believe it.
“The real question is, will you and your company be ready? Are

you going to be able to meet greater demands for products? Do
you have the financing in place to meet these demands? Do you
have the equipment? 

“As business owners and managers, successfully answering
these important questions can mean the difference between future
‘certainty’ and ‘uncertainty.’”

To drive home his point on the importance of readiness and
always looking for new ideas, Gronbach referred to the fast-food
giant McDonalds. 

“If you went to McDonalds in 1957 and pulled on the front
door at 9 a.m., what would happen? Nothing, because
McDonalds didn’t serve breakfast. What did McDonalds have
to do to get into the breakfast business? Did it have to build
more restaurants?” Gronbach asked. “No, all McDonalds had to
do was open in the morning, hire another crew and start
purchasing eggs. For McDonalds, breakfast was a multi-billion
dollar idea.

“I have to ask, what is your next big idea? What are you missing
right now? Get the top people in your company together and find
your ‘Egg McMuffin.’” 

Helping Your Business: Continued from page 28

PG 48                                                                                                                                                                              BBM MAGAZINE  |  March/April 2018



BBM MAGAZINE  |  March/April 2018                                                                                                                                                                              PG 49

ADVERTORIAL

From WÖHLER

The Mighty Little Brush – A Look Into The Production Of Mini 
Twisted-In Wire Brushes

Impressive in versatility and efficiency. Industrially the perfect solution
in diverse manufacturing fields and products. Applications cover the
cleaning and deburring of grooves, notches and boreholes, as well as
smoothing and de-rusting. Finest processing is possible thanks to the
diverse forms, ranging from cylindrical and conical up to stepped and
winged designs. These brushes can be found in applications in the
medical-technical sector, micro-electronics, optics and precision
engineering, as well as in hydraulics and pneumatics.

Large twisted-in wire brushes (commonly known as bottlebrushes) can be
found today in almost every household. Compared to these household
brushes, the production of such miniaturized brushes, as required in
industrial applications, is considerably more difficult. Here they are required
for the deburring and cleaning of finest grooves, notches and boreholes. To
automatically produce such miniature twisted-in wire brushes, demands
particular expertise, experience and the highest engineering skills.

The first step in developing a high performance miniature twisted-in
wire brush is determining the handle design. This is made from the stem
(or core) wire. It should offer the perfect balance between flexibility and
rigidity and be resistant against wear, corrosion and chemicals, depending
on the application. These contradictory characteristics can quickly lead to
wire breakage and inconsistent forms in the production. These problems
have been effectively solved in the MTI 960 from WÖHLER by means of
the optimised twisting process. The stem wire is automatically drawn off
from spool, cut to length and fed to further processing. A carefully
designed concept, with innovative monitoring of the twisting parameters,
allows the production of even the smallest gauge brushes with high
rigidity.

Innovative Fill Material Feeding Allows Special Forms 
In Smallest Lot Production

The diversity of applications, each with its own specific requirements,
results in a wide scope of different fill materials with different
characteristics and in a range of different diameters. The MTI 960 from
WÖHLER is designed for processing a  diversity of wire, synthetic and
abrasive fill materials.

The innovative fill material system allows the operator fast and simple
filling, saving time and contributing to optimized machine efficiency. Fill
material feeding can be carried out from spool or by manually feeding
short hanks. The latter is of particular importance in realizing the
possibility of smallest lot production with specialty fill on demand.

Optimized Production With Minimal Waste 
Special blades ensure that the fill material is cut precisely and

practically free of waste, making subsequent trimming unnecessary. Apart
from the material savings, an enhanced production rate of up to 8 brushes
per minute also means increased productivity.

The brush is given its form in the following twisting process. The MTI
960 from WÖHLER scores again with minimal changeover times. Apart
from the classic twisted-in wire brush forms, butterfly, combination and
specialty brushes, as used in gun cleaning for example, are also all
available. 

Uniting all process steps in a single machine ensures cost-efficient
production of small lots, while allowing short-term demand to be met.

Recipe management in the control allows the saving of tried and proven
settings via the intuitive touch screen, guaranteeing excellent repeatability of
processes and consistently high quality and efficiency levels.

Machine demonstrations will be held in May and June 2018.

For more information, visit www.woehlerbrushtech.com.

The fill material feeding system of the WÖHLER MTI 960, allows the
production of special brush forms in smallest lots.

An example of a specially formed gun cleaning brush.

The MTI 960 from WÖHLER is an innovative machine for the 
efficient production of twisted-in wire brushes in miniature format for

industrial applications. 

Various twisted-in wire brushes, produced on the MTI 960



Pat Monahan, Monahan Partners,
Granted Patent For 
Freight Buster Handles

Monahan Partners announces that its New Product Development
“Officer and Ambassador,” Pat Monahan, has
received a patent for his “Multi-Component
Quick Assembly Handle and Method of
Making Same.” The patent was issued
February 6, 2018, and is Monahan’s
seventh patent.

Kevin Monahan, president of Monahan
Partners, said, “This invention solves a real
problem for manufacturers seeking to send a
60-inch long cleaning tool in a 20-inch box.
The retail market is changing rapidly as Amazon
and Amazon look-alikes continue to give purchasing
power to consumers. The expense of shipping long boxes has hurt our
industry’s ability to compete, but this is a very viable solution – and it
opens new markets for our customers. We welcome your inquiries.”
Visit Monahan Partners at www.monahanpartners.com.

From The Boucherie Borghi Group:
Equisol Sas Changes Its Face And

Moves To New Premises 
A few months ago, Equisol sas, the representative agency of the

Boucherie Borghi Group in Colombia, inaugurated its new headquarters. 
The company said, “The structure allows wider and better organized

spaces, and makes use of a large warehouse that allows optimized
management of spare parts and machinery delivery. The logistics of Equisol
sas have been developed to provide customers with precise, specific and
efficient delivery services.” 

“The investment in the new premises also guarantees a technical
assistance service that uses increasingly specialized personnel, who have
been factory training in Italy at Borghi spa, to meet the needs of each
customer with faster service.” 

“This move represents the next logical step in the reorganization of our
group and a consequence of the positive growth strategy we have
implemented. We aim to improve and grow every day in order to respond to
the various needs of our diverse customers,” said General Manager of
Equisol sas, Juan Esteban Velez.  

Israel Kirschner
Israel Kirschner, 74,  former owner of Kirschner Brush, died

April 1, 2018. A traditional Jewish service celebrating his life was
held April 3, and the week that followed, in Queens, NY. 

In 1957, Alex Kirschner, an immigrant from Poland, started his first
paint brush manufacturing company on Manhattan’s West 15th Street.
He, and his son, Israel Kirschner, began to seek government contracts
including housing authorities, transportation departments and boards of
education. Israel Kirschner later became prsident and second generation
owner of the company.  

After more than 58 years, on October 1, 2017, Gordon Brush
Mfg. Co. Inc., acquired Kirschner Brush Mfg. Company, located
in Bronx, NY.  

Israel Kirschner continued as a consultant and assisted with the
transition. 

Debra Kirschner, his daughter, and often assistant, said, “Known for
his kind eyes and genuine smile, his truest moments of joy, throughout
his life, were those moments when he could see the joy in others. As
general manager of Kirschner Brush, Mr. Kirschner cared deeply about
every one of his employees and they remained devoted to him. He was
the same way about his customers, always conscientious about meeting
their needs, often forming close personal bonds, and maintaining those
relationships for decades.”

John Martin
John Martin, formerly with American Brush, died March 31,

2018.
A Celebration of Life ceremony will take place at a future date

at Sunset Presbyterian Church in Beaverton, OR.
He is survived by his wife of 57 years, Betty, and other family

and friends.

Warehousing And Logistics  

Technical Support Department  

Equisol Team  

Boucherie Borghi Group To Exhibit At
KoreaPack And Chinaplas:

In other news from the company, the Boucherie Borghi Goup will be
exhibiting in Hall 2, stand A901 during the Korea International Process &
Packaging Exhibition (KoreaPack) in Kintex, Korea. Show attendees can
view a live demo of the HEPTA stand-alone toothbrush tufting machine.

The company will also be exhibiting at Chinaplas 2018, a plastics and
rubber trade fair in Asia. Company sales managers will be present to give
demonstrations of machines in Hall 2 booth C77. The Boucherie Borghi
Group will exhibit its Star BMS, an automatic vertical machine for the
production of brooms and brushes, and the AVT-S6, its anchorless
toothbrush machine.

For more information, visit www.borghi.com.
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BROOM WINDERS FOR SALE:
Several Broom Winders for sale with Steel Frame or Wood Frame. 

Conditions vary.
Please contact: David Birdwell Cleaning Products, Inc.

817-295-3800, ext. 224 or email at davidb@birdwellcleaning.com

INDUSTRY NEWS





          




