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By Harrell Kerkhoff |  Broom, Brush & Mop Editor

              No brush or broom is complete without some type of 
natural fiber and/or synthetic filament. These materials 

come in different types, sizes, colors and qualities, and are
often mixed to make a better or more unique product. For this

reason, demand for fibers and filaments is usually high
throughout many regions of the global marketplace.

Broom, Brush & Mop Magazine recently interviewed 
several well-known suppliers/producers of fibers and 
filaments to learn more about their businesses as well 

as projections for the rest of 2018 and beyond. 
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DuPont Filaments

For 80 years, DuPont Filaments has been involved in
the production of synthetic filaments that enable brush
manufacturers to address emerging trends while

meeting evolving consumer expectations. 
“We offer a diverse

portfolio of nylon and
polyester filaments.
They are tailored to
address the needs of
toothbrush, cosmetic
brush (nail, mascara,
blush, etc.), industrial
brush (which includes
abrasive brushes for
deburring and pol-
ishing) and paintbrush
manufacturers,”  An-
gad Kalsi, global
product & market-
ing manager – fila-
ments, DuPont Trans-
portation & Ad-
vanced Polymers,

said. “Demand has been steady across all segments with
the exception of the traditional nail paint market, which
is witnessing some consumer shifts toward gel and
artificial nails.”
E. I. du Pont de Nemours and Company, commonly re-

ferred to as DuPont, was founded in 1802 as a producer of gun
powder, and has transformed many times over its 200-plus-year
history. Among the company’s well known inventions are:
Vespel®, neoprene, nylon, Corian®, Teflon®, Mylar®,
Kevlar®, Zemdrain®, M5 fiber, Nomex®, Tyvek®, Sorona®,
Corfam and Lycra®. 

Relating to the brush industry, the company’s first
commercial filament production began in Arlington, NJ, in
1938. In 1948, the filaments plant was moved to
Parkersburg, WV, and since then has expanded several

times. Outside of the United States, the company started
toothbrush filament production in Hilcote, England, and
later moved that production to Landgraaf, The Netherlands.
It also has manufacturing facilities in Madurai, India, and
Wuxi, China, commencing, respectively, in 1996 and 2004. 

When asked about the current status of the overall
filament business at DuPont, Kalsi stated that while the
availability of intermediates, especially for the production
of nylon (ADN, HMD), has been fragile owing to multiple
force majeures at key suppliers, DuPont has been working
hard to mitigate the impact of this uncertainty on its
customer base. 

“DuPont Filaments has been able to leverage its scale of
operations and global reach to secure supplies of key
feedstocks, thereby reaffirming its position as a reliable and
long-term supplier for the industry,” he said. “We have
experienced positive momentum, with strong positions in
secular growth markets. While emerging markets, especially
those in the Asia Pacific region, are great growth areas
across all segments for DuPont Filaments, we are also
capturing growth within selective segments in the United
States and Europe.”

DuPont Filaments’ capabilities in polymer science and
materials processing — combined with its operational
capabilities and global market access — allow the company
to provide the right solutions to meet a wide range of
requirements, Kalsi added.

“DuPont invented nylon, and was the first company to
use the material as a filament. This deep-rooted
knowledge in polymer science, and backward integration
into polymerization, provides us with the ability to design
the product at a fundamental level and deliver
functionalities and attributes beyond colors, shapes and
sizes,” he said. “We are proud of our product quality, and
in being a truly global filament supplier. DuPont
Filaments has manufacturing sites in the United States,
The Netherlands, India and China. This enables us to
provide consistent, high-quality products and stable
supply to customers all over the world. 

“Moreover, other businesses within the DuPont corp-
oration participate directly in the automotive, electronic,
consumer and other industrial value chains. This unparall-
eled network allows our team to stay informed and ahead of
the curve in designing offerings, which are aligned with
emerging market needs and trends. Empowered with these
capabilities, we are able to tell our customers that, ‘Your

“With greater access to information, 
ever-widening choice of goods and

opportunities... consumers are becoming
more demanding and expecting more

functionality from the products they use 
and the brands they associate with on a 
daily basis. Sustainability, therefore, is a 
key topic in almost every discussion. ”

Angad Kalsi

“ With toothbrushes, we’ve noticed that
consumers have been focusing more on,
not only performance, but also design. ”

Angad Kalsi

Angad Kalsi
DuPont Transportation 
& Advanced Polymers





brush deserves the best filaments.’”
Kalsi explained that some of DuPont Filaments’ customers

are becoming, if not already, global players themselves. In
addition to stringent product requirements, they need
sophisticated supply-chain solutions, sometimes tailored to
specific countries or regions, to work with their own
production and channel requirements. 

“This is globalization. Since DuPont is a global company,
we are experienced in multinational operations, and we can
efficiently fulfill customer needs,” he said. “Meanwhile, our
sales force and technical support teams are spread across the
United States, Europe, India, China, Japan, South Korea,
Southeast Asia and South America. This depth allows us to
provide better on-time service to customers on the ground.”

Sustainable options are also important. With greater access to
information, ever-widening choice of goods and opportunities
to share their experiences more widely, Kalsi explained that
consumers are becoming more demanding and expecting more
functionality from the products they use and the brands they
associate with on a daily basis. Sustainability, therefore, is a key
topic in almost every discussion. 

“There are more customers asking for materials that conform
with various global regulatory standards.
Innovation thus becomes a critical
differentiator for companies producing
high-end synthetic filaments,” he said. “We
remain optimistic about the various markets
that our company works in on a global
basis, and are focused on implementing
advanced science and research behind each
type of product we offer.

“For instance, with toothbrushes, we’ve
noticed that consumers have been
focusing more on, not only performance,
but also design. DuPont’s Tynex®
Brilliance Pro filament can satisfy the
desire for better design with distinguished
colors, along with delivering all-around
cleansing. Filaments with added
functionality in terms of unique flavors,
nutritive content or usage indicator are also gaining
popularity. We recently introduced StaClean® Binchotan
filament, which combines anti-bacterial properties with
health benefits that come from using traditional charcoal
from Japan. Other such functional filaments are also recent
additions to our product portfolio.”

Concerning cosmetic brushes, Kalsi added, DuPont™
Tynex® Supersoft® filament is the company’s answer to the
need for products that combine softness with skin-cleaning
ability. Additionally, DuPont™ Tynex® Splittable filament can
improve the volume effect when applying mascara due to the
filament’s splittable tips. 

“Our recent introduction of Natrafil® II, meanwhile, is an
upgrade to our first generation unique product, and provides
customers more options when it comes to mimicking

‘natural filaments’ for better performance in powder pickup
and lay-down capabilities,” Kalsi said. “This is especially
true when used in powder and foundation brushes,
compared to high-end goat hair.

“Finally, as consumers are increasingly becoming more
selective with their paintbrushes as important tools, DuPont
Tynex®, Chinex® and Orel® filaments are designed to
provide added performance during the painting process.” 

Contact DuPont Filaments in North America 
at 1-302-999-4592, through email 
at Angad.S.Kalsi@dupont.com, 

or by visiting www.filaments.dupont.com.

Monahan Filaments

Monahan Filaments specializes in producing quality
synthetic materials for the brush and other industries.
Among the items provided by the Arcola, IL,

company are: nylon 6, nylon 6.6, nylon 6.10 and nylon 6.12 —
sold under the WYTEX® brand; PBT filament, sold under the
PLYER® X brand; polyethylene filament, sold under the

PEX® brand; polypropylene filament,
sold under the PROSTRAN® brand;
poly-styrene and SAN filaments, sold
under the Durastran® brand; and PET
and PPS filaments. 

Those products are used in brush and
non-brush applications for industrial,
oral care, construction, food service,
paint, agricultural, automotive, jan-
itorial and cosmetic markets, according
to Tom Vichich, vice president of
sales, for the Monahan Filaments
Company.

He explained that the company’s sales
efforts are backed by solid customer
service and quality assurance depart-
ments, as well as an experienced prod-
uction workforce in Arcola. 

“Our customer service representatives have quickly
learned how to anticipate customer needs, while
understanding what drives customer satisfaction,” Vichich
said. “The overall experience we have throughout the com-
pany has yielded many benefits.”

Like its sister company Brush Fibers, customers of Monahan
Filaments can benefit from one-stop shopping and combined
shipping opportunities that are available from the two Arcola-
based businesses.

“Combining orders is very beneficial. This can further save on
freight costs, which continues to be important. In general, being
centrally located in the United States gives us the opportunity, in
many cases, to either reduce shipping costs and/or reduce transit
times,” Vichich said. “We also have the ability to hold inventory
for customers until they need a specific type of material.”
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Tom Vichich
Monahan Filaments Company



Black Forest Originals

zahoransky.com

Passion and Perfection in Molds, Machinery and Automation.
Black Forest Quality by ZAHORANSKY



Strides have also been made for added improvements at
Monahan Filaments’ production facility in Arcola. 

“Our production people continually keep a close watch on
quality control. There is also an increased emphasis on
greater efficiency within our entire manufacturing process,”
Vichich added. 

He reported that sales at Monahan Filaments have been
positive during the first part of 2018.

“Many filament markets tend to be cyclical. This is due to
seasonal and other factors. For example, we produce
filaments that are used in brushes that clean fruit and in
brushes that clear snow. When one seasonal demand ends,
another begins,” Vichich said. “Overall, our sales are very
strong this year. We continue to invest in our production
lines. This includes added automation for our equipment to
improve efficiency.”

Looking ahead to the reminder of 2018, Vichich said he sees
a positive trend taking place in all of the segments of the market

that Monahan Filaments services, and he hopes that other
influences in the market — such as oil, gas and intermediates
used in the manufacture of polymer resin supplies — do not
negatively impact the trend. 

Contact: Monahan Filaments, LLC, 
215 Egyptian Trail, Arcola, IL 61910. 

Toll free: 888-833-1097; Phone: 217-268-4957.
Email: info@monahanfilaments.com. 
Website: www.monahanfilaments.com. 

PMM

PMM focuses on the production of synthetically-
engineered plastic monofilaments. These products are
made from various types of nylon (6, 6 plus, 6.6 and

6.12), polyester (PBT), polyethylene (PE) and poly-
propylene (PP). They are available in a wide range of
calibers, profiles and colors.

According to PMM Sales Manager Dennise Silva, the
company’s best sellers are nylon filaments for such major
markets as toothbrush, cosmetic brush and medical
application brush production.

“Overall, business at PMM has been very good in 2018,
and continues to keep us busy,” Silva said. 

The different monofilaments from PMM, which is located
in Mexico City, Mexico, are mainly used to make

toothbrushes; interdental, cosmetic and
medical brushes; and for industrial brush
applications.

“We work hard to serve markets that are
completely different, with our traditional
combination of excellent quality, good service
and competitive pricing,” Silva said. 

The company’s product line continues to
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Karen, Dennise and Rocio are part 
of the customer service team for PMM USA.

“Many filament markets tend to be
cyclical. This is due to seasonal and
other factors. When one seasonal
demand ends, another begins.”

Tom Vichich



Natural bristles -
brought to you by 
DKSH Switzerland Ltd.

US Distributor: Brush Fibers Arcola

Please contact us for further information, 
specifications and offers:

Reinhold Hoerz
Senior Sales Manager, Brush Industry
Phone +41 44 386 7901
Mobile +41 79 785 4657
reinhold.hoerz@dksh.com
www.dksh.ch/brush

Think Asia. Think DKSH.



grow and develop. This is due, in part, to the flexibility of
PMM representatives as they adapt to customers’ new
specifications, according to Silva, who added that PMM has
a specific sales policy that enhances its operation.  

“Punctual deliveries and strong service are key factors to
our success,” she said. “Even though PMM was founded in
1976, the company is full of young people. They bring new
ideas, and have helped us evolve into an innovative and
creativity center. Included is an
impeccable sense of quality and an
international perspective.

“The combination of quality prod-
ucts, good service and fair prices has
helped PPM prosper. We are also in the
process of increasing the company’s
production capacity. There is always a
desire to offer customized products to
our customer base. Nothing is standard
at PMM.”

Silva explained that a key element in
the company’s corporate culture is the
drive for joint achievement with
customers.

“This is the ‘secret ingredient’ that
transforms ‘good’ into ‘outstanding,’”
Silva said. “PMM has demonstrated to
our customers that they can trust us. We are here to help with
their R&D projects, and to support them everyday with a
smile, consistent service and the quality of our products.”

In general, the U.S. market that PMM serves is having a
great 2018, according to Silva. 

“Many U.S. companies involved in the different industries
we serve (toothbrushes, cosmetic brushes and industrial
brushes) are growing and adding products to their catalogs,”
she said. “In response, PMM remains focused on providing
shorter lead times, and helping customers with their new
product developments.”
Contact Proveedora Mexicana de Monofilamentos (PMM)

at the company’s toll free line for the 
United States and Canada: 

1-877-202-9320. E-mail: pmm@pmm-mex.com.
Website: www.pmmbrightline.com.

Perlon/Hahl Inc.

Reporting on ongoing success in the synthetic filament
marketplace is global provider Perlon®, which is
made up of six individual limited companies located

on three continents, including Hahl Inc., of Lexington, SC. 
All six businesses come with decades of experience in the

extrusion of synthetic filaments, according to Andrew
McIlroy, sales & marketing director, of Perlon’s Hahl
Range.

“Overall, Perlon operates from seven locations in
Germany, the United States and China. Our portfolio
incorporates an extremely diverse range of products, for
almost any industrial application,” McIlroy said. “We
extrude mostly mainstream engineering polymers (poly-
amide, polyester, polypropylene) as well as specialty
polymers including PPS, PEEK, PVDF and POM.

“Perlon’s filaments are used in hundreds of brush applications
for industry, personal care, dental care and in the home. Our
range of spooled monofilaments is used to manufacture

technical textiles for automotive, filtration,
conveyor belting and paper machine
clothing (PMC) segments, as well as in
consumer applications (fishing line, tennis
string, grass trimmer).

“For the brush industry, Perlon’s
abrasive filament range features Abra-
lon, Abrafil® and our new high-heat
AbraMaXX®. We are seeing all of these
products in high demand throughout the
world.”

McIlroy added that Perlon’s product
quality, flexibility and innovation have all
stood the test of time, and have helped the
company remain a leader in its field. 

“Many customers tempted by lower
prices from China or newcomers to the

market have come back to us this year,” he
said. “Overall, we are slightly ahead of our expectations
compared to this same period last year.”

McIlroy credit’s Perlon’s strength in the brush industry to
its name and reputation for providing high quality products
and a high level of technical and customer service. 

“We offer the largest product range in the industry, much
of it from stock, but we are also capable of making pretty
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Andrew McIlroy
Perlon’s Hahl Range

“Many customers tempted by lower
prices from China or newcomers to the
market have come back to us this year.”

Andrew McIlroy

“Many U.S. companies involved in
the different industries we serve 

(toothbrushes, cosmetic brushes and
industrial brushes) are growing and
adding products to their catalogs.”

Dennise Silva





much any extruded filament, as long as the polymer is part of our
range,” he said. “Our standard range in abrasive and non-abrasive
filaments from stock enables us to meet customer demands for
small volumes with short lead times. This helps our customers
gain and supply more orders, versus competitors who have much
longer lead times.”

Perlon is expected to soon complete the construction of a new
manufacturing site in Haining, China, according to McIlroy. The
company plans to start producing products from its spooled mon-
ofilament range from this location by November 2018.

As far as specific business and industry challenges are concerned,
McIlroy reported that the availability and cost of certain raw materials
are closely being watched by many people within the brush industry. 

“Polymer markets are controlled by large chemical companies,
and, despite being large in terms of filament usage, (the brush
industry’s) overall polymer usage remains small compared to other
resin users. Little money has been invested by polymer manu-
facturers over the last few years, hence capacity has not grown to
meet the growing worldwide demand for certain plastics. This will
lead to shortages, and likely to increased pricing in the future,”
McIlroy said. 

Another issue at Perlon is finding qualified personnel for several
of the company’s locations, he added. 

“The employment market in Germany, in particular, is tough, with
almost zero unemployment in certain areas. That makes finding good
people for the right price difficult. We are working closely with schools
and universities to encourage young people to join our company.” 

Despite such challenges, McIlroy said Perlon officials are opt-
imistic about the future of all segments that the company works in
on a daily basis. 

“The worldwide demand for toothbrushes will continue to grow,
especially in developing countries. The same is true for products in the
cosmetic sector,” he said. “Currently, the worldwide economy is pretty
healthy, despite the usual political uncertainties in certain areas. This
creates demand for products to be manufactured — whether from
steel, wood or textiles — and our products are used somewhere in the
supply chain for all of these items.”

Contact: Hahl Inc., 126 Glassmaster Rd., 
Columbia, SC 29072. Phone: 803-359-0706. 

Email: info.lex@perlon.com.
Website: www.perlon.com.
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“Little money has been invested by polymer
manufacturers over the last few years, hence
capacity has not grown to meet the growing

worldwide demand for certain 
plastics. This will lead to shortages, and
likely to increased pricing in the future.”

Andrew McIlroy
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Brush Fibers, Inc.

Providing natural fibers and animal hair for brush and
broom production continues to be the main focus at
Brush Fibers, Inc., an Arcola, IL-based supplier of

tampico, palmyra, coco, arenga, bassine, hog bristle, horse hair
and all types of mixes. Brush Fibers also supplies foam and
solid plastic brush blocks as well as stapling wire. 

The company has multiple warehousing facilities in
North America and a centralized headquarters in Arcola,

which is located in
central Illinois. In
addition, Brush Fib-
ers can combine
orders with sister
company, Monahan
Filaments (also loc-
ated in Arcola), to
reduce shipping costs
for customers. 

“We provide one-
stop shopping oppor-
tunities with both
companies. Brush
Fibers supplies all
natural fibers, stapling
wire and brush blocks,

while Monahan Filaments produces synthetic filaments,”
Brush Fibers President Chris Monahan said. “Warehouse
space has been increased for both Brush Fibers and
Monahan Filaments in Arcola to better hold blanket orders. 

“Extrusion is a continuous process, so the lowest pricing and
costs come from larger volumes. We are able to pass along
these savings to customers, and give them the ability to place
larger blanket orders that we’ll hold domestically for release.”

Monahan added that this helps customers better meet the
challenges brought on by foreign competition.

Brush Fibers’ product lineup includes hog bristle. The com-
pany is the exclusive North American distributor of this bristle
for DKSH Brush & Apparel Ltd., of Zurich, Switzerland. 

“Hog bristle is mainly used to make paintbrushes and some
specialty items. We have a warehouse in New Jersey for that
bristle,” Monahan said. “Hog bristle fits in well with Brush
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“The gap between the United States 
and overseas is getting smaller. I feel 
the U.S. business climate has improved
quite a bit in the past couple of years.” 

Chris Monahan

Chris Monahan
Brush Fibers, Inc.



Fibers’ current lineup, and DKSH has decades of experience
sourcing bristle from the very best facilities in China. We also
have the leadership of Ian Moss, who manages our bristle
department.”

The various natural fiber materials provided by Brush
Fibers are used to make brush and broom products
found in different markets, such as retail, household,
janitorial/sanitary and industrial. These products
include angle and push brooms as well as car wash and
industrial brushes.

“Business at Brush Fibers has been steady. Natural fibers
is a mature market, however, and under pressure from
imported finished brushes,” Monahan
said. “A consistent policy of efficiently
shipping products within 24 hours, and
keeping a large stock of inventory at
competitive prices, provides many
opportunities at our company. 

“I believe customers appreciate that
effort, which includes our ability to place
quite a few different orders in one
shipment to save on freight costs.
Customers are also able to call us
anytime with questions or service needs.
We work quickly to solve problems.”

As a domestic fiber supplier,
Monahan said he sees encouraging
signs within the industry. That is partly
due to certain U.S. manufacturers
focusing more on purchasing raw
materials “at home.” 

“The gap between the United States
and overseas is getting smaller,”
Monahan said. “I feel the U.S.
business climate has improved quite a
bit in the past couple of years. 

“There continue to be challenges,
such as finished brushes arriving in the
United States from overseas, but
hopefully brighter days are ahead for
everybody. The growth of our
company mostly tracks the U.S. brush
manufacturing industry. U.S. brush
companies seem to be more than
holding their own against foreign
competition, and the economy is
improving. ‘Made in the USA’ is
popular again.”

Contact: Brush Fibers, Inc., 
202 N. Oak St., 

Arcola, IL 61910. Phone: 
217-268-3012. 

Email: chris@brushfibers.com.
Website: www.brushfibers.com.

AST Filaments

Reporting on a great 2018 thus far is AST Filaments
Sales Manager Dustin Maninfior. Among the
products the company, located in Mattoon, IL,

supplies are all types of nylon, polyester, polypropylene,
SAN, styrene and polyethylene filaments, as well as
abrasive nylon filaments with SiC, AO, ceramic and
diamond grits.

“We’re on pace to have our best year since we first went into
the filament business in 2016,” Maninfior said. “Lately, we’ve
noticed that the demand for some of our higher-end abrasive
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filaments has started to
rise, mainly diamond
and ceramic grits. We
believe that is due to a
growing number of
end-users who are
seeking brush products
that offer additional
quality and longevity.
They are willing to
pay a little extra,
compared to four or
five years ago, for a
quality brush.”

The company’s fila-
ments are used in such
market segments as
industrial, floorcare,

agricultural, automotive, food service and jan/san. 
“We take pride in offering prompt customer service. This

includes responding quickly to different customer needs,”
Maninfior said. “There is quite a bit of volatility in the markets
for some of our raw materials, but we’re constantly working
with vendors to develop stocking programs. This allows us to
remain competitive for the benefit of our customers amidst these
fluctuations.”

AST Filaments is a division of American Select Tubing
(AST), which was founded in 2012 in Mattoon. From 2012
to 2016, AST strictly produced metal handles for use in
household, commercial and lawn/garden applications. AST
acquired Carolina Filaments in 2016, and began offering
both abrasive and non-abrasive monofilaments, in addition
to its handle products.

Maninfior said that despite challenges always present in
business and manufacturing, he is very optimistic about the
remainder of 2018 and beyond. 

“I don’t see the brush industry slowing down anytime soon.
Every year there are new products that either directly, or
indirectly, require the use of some sort of brush.  I look forward,
with great anticipation, to the future of the brush industry.

“At AST, what makes the organization strong is our people.

Without great employees, suppliers and management
personnel, we would be a much different company. The team
that we have in place today is dependable, and will keep us
strong for generations to come.” 

Contact AST Filaments LLC, 
at 217-234-7300, 

send an email to dustinm@astfilaments.com, 
or visit www.astfilaments.com.

PelRay International

Although its name has changed since the company’s
beginning, PelRay International, located in San
Antonio, TX, has a history that spans 100-plus years. It

has evolved from a broom corn trading company into a full-line
natural and synthetic fiber/filament supplier, among other items. 

Today, PelRay International imports such natural fiber
materials as white, black and dyed tampico fiber from Mexico,
used to make such products as push brooms and scrub brushes;
and palmyra fiber from India, which comes in both unshredded
stocks and prime stiff oiled fiber. The stocks are used in corn
broom production, while the prime stiff oiled fiber is used to
produce such items as push brooms and scrub brushes. The
company is also a longtime supplier of both Mexican broom
corn and yucca fiber, as well as African grass — all used in the
production of natural brooms. 
PelRay International Sales Manager David McGee

reported that current fiber supplies for both palmyra and
tampico are readily available. 

“The shipping of palmyra from India, however, has been a
little slow as of late. We don’t think there is a serious shortage,
but it is taking a little
longer to fill orders,”
he said. “The current
supply of tampico is
also good, but there
could be a possible
slowdown in the am-
ount of tampico harv-
ested later this year,
due to 2018 being a
presidential election
year in Mexico. The
election took place on
July 1.”

McGee explained
that tampico is harv-
ested by hand in rural
mountainous areas of Mexico by local residents. The
harvest involves hot working conditions in the summer and
cold working conditions in the winter. During the
presidential election in Mexico, which occurs every six
years, candidates make promises to many small
communities located in the mountains, such as providing
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David McGee
PelRay International

Dustin Maninfior
AST Filaments

“We’ve noticed that the demand for some
of our higher-end abrasive filaments has

started to rise, mainly diamond and
ceramic grits. We believe that is due to 
a growing number of end-users who are
seeking brush products that offer
additional quality and longevity. ”

Dustin Maninfior
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extra aid. When this happens, there is often less incentive
for these residents to harvest the tampico. This can influence
future supply of the fiber as well as pricing.  

“That hasn’t happened yet, but there is a trend that does
coincide with the Mexican presidential election years,”
McGee said. “We will just have to see if this takes place
again later this year.”

Broom corn is also grown, harvested and processed in
Mexico. The major Mexican broom corn growing region is the
Torreon area of northern Mexico. This involves two harvests,
the first of which usually takes place in late June and July. 

McGee said it’s too early to tell how much broom corn to
expect from the first Torreon harvest. The crop has had
trouble with aphid infestation. 

“We don’t know yet how much of the crop has been damaged
by aphids. The good news is, we were pleasantly surprised by the
quality of the broom corn harvested in the Apatzingan region of

southern Mexico earlier this year,” McGee said. “That broom
corn featured nice color and fiber. Therefore, we are hoping for
more good news out of Torreon. Since today’s U.S. demand for
broom corn is much lower compared to the past (due to fewer
broom producers in the country), we feel there will be enough
broom corn to meet current U.S. supply needs.”

He added that Mexican broom corn prices, although high,
have been fairly stable over the past couple of years.

“We are hoping to see enough broom corn available this
year to avoid any huge price increase,” McGee said. 

Although there are fewer traditional companies today that
produce brooms in the United States, PelRay International
does service a healthy number of craft broom makers. 

“It’s amazing, there are hundreds of people in this country
who make brooms. We have taken great pleasure in helping
those people with the different supplies they need to make
their brooms,” McGee said. 

Other fiber used in some natural broom production is
yucca fiber and African grass. Yucca fiber is harvested in
parts of Mexico and the southwestern United States. 

“The majority of today’s yucca fiber is used to make
brooms in Mexico, with just a small percentage of the
fiber being imported into the United States. Prices have
been fairly stable, and supply is adequate,” McGee said.
“We are also seeing brooms being made with African
grass. It’s used for the outside of the broom, replacing

“We are hoping to see enough broom
corn available this year to avoid any huge

price increase.”

David McGee
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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
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TOUCH THE
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broom corn hurl. There are now some mixed fiber brooms
that contain absolutely no broom corn.” 

Like its name suggests, African grass is grown in the southern
part of Africa, and is imported by the United States and Mexico. 

On the synthetic filament side, PelRay International supplies
PVC, polypropylene and PET, all which can be used to manufacture
many types of cleaning-related products, such as push brooms. 

“PVC features the best ‘memory’ of this group, meaning the
filament will ‘bounce back’ to its original shape once bent.
Polypropylene is probably the next popular synthetic filament
among our customers, and is usually a little more expensive
than PVC. A lower-cost filament is PET (polyethylene), which
is made from grounded plastic bottles. It does not have the
resilience of PVC or polypropylene,” McGee said. “We import
a lot of our synthetic filament from Italy as well as Mexico. We
stock many of these filaments for customers who provide us
with blanket orders, allowing us to release specific material
over the course of a year when it’s required. 

“We carry extra stock regarding all of the fibers/filaments
that our customers use, just in case they need more than they
had anticipated.” 

McGee noted that the price of synthetic filament is closely
tied to the price of oil. 

“Unless there is a big spike in global oil prices, I don’t see
huge movement taking place concerning synthetic filament
pricing for the near future,” McGee said. 

PelRay International also imports plastic angle brooms from
Italy to help many of its customers add to their inventory of
cleaning goods. 

As a longtime raw material supplier to the North American
brush, broom and related industries, customer service is
paramount for representatives at PelRay International. 

“That is the main thing that we sell — our service. Since we
often serve as a middleman between our suppliers and our
customers, customer service must come first. This includes
providing warehousing space and just-in-time inventory,” McGee
said. “A lot of our products come from overseas. Since there are
customers who don’t want to purchase full container loads of
supplies, PelRay International can help out by holding a certain
amount of inventory for them in our own warehouse. We do our
very best to provide good information concerning when product
is coming in, and when customers can expect delivery.”

One current business challenge that McGee addressed was
today’s uncertainty with tariffs and import duties.  He noted

“Unless there is a big spike in global oil
prices, I don’t see huge movement taking
place concerning synthetic filament pricing

for the near future.” 

David McGee
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that PelRay International imports a large percentage of
the items it sells. 

“Naturally, we are very concerned about what the future
holds with import duties, especially from Mexico as this is
a huge part of our business,” he said. “It’s a challenge that
we must deal with, like a lot of other companies. It could
involve higher prices and lower volume.”

Despite such concerns, McGee said he has always been an
optimist at heart, and he sees a stable future for the brush,
broom and related industries. 

“There remains a constant need for various types of
brushes, brooms and mops. I don’t see this need going away
anytime soon,” McGee said. “Manufacturers in this industry
are always coming up with new products as well as newer
and faster ways to make things. This helps everybody,
including consumers.”

Contact: PelRay International, LLC, 
4511 Macro, San Antonio, TX 78218.

Phone: 210-757-4640.
Website: www.pelray.com.

Shenzhen Tide/Wolf Filaments

Like its name suggests, global abrasive filament
manufacturer Shenzhen Tide Filaments Co., Ltd., is
located in Shenzhen, China. The company produces

products under the Wolf Filaments name. Founded in

early 2007, Wolf
supplies abrasive fila-
ments for a wide
variety of products
that are designed to
excel in different
working conditions. 

The company’s fila-
ments are classified
under the following
categories: 

n SCF household
all-cleaning abrasive
filaments: Used in
the manu-facture of
household abrasive
cleaning brushes des-
igned for rapid friction, dirt removal and polishing; 

n OAF industrial abrasive filaments: Used to produce
finishing, polishing and deburring industrial abrasive
brushes;

n DAF diamond abrasive filaments: Used for faster and
better grinding capabilities; and,

n COVER abrasive filaments: Designed for the tips of
grinding brushes that clean surfaces. 

According to Wolf Filaments General Manager Sally Lee,
the company has gained advanced production technology
experience over the past 10 years, focusing on high-quality

Sally Lee
Wolf Filaments
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products and customer satisfaction in every stage of prod-
uction and operation. Highly-skilled internal control
management and market operation are also important.

“Wolf Filaments continues to expand its new abrasive Super
Cleaning Filaments (SCF) line for civil use. That includes
household cleaning abrasive filaments designed for polishing,
based on the usage characteristics of different brushes,” Lee
said. “The idea is to enhance cleaning efficiencies.”

She added that SCF abrasive all-cleaning filaments are
similar to the characteristics of scouring pads, designed for
strong dirt removal and polishing.

“The filaments are flexible and easy to clean and dry, and
work well for cleaning brushes that are designed for the
kitchen and bathroom,” Lee said. 

Meanwhile, she explained OAF industrial abrasive

filaments will continue to expand in usage due to their high
quality, easy convenience and cost reduction.

“They provide fast, sophisticated and low-cost grinding
options when it comes to surface treatment (finishing, polishing
and de-burring) in industrial manufacturing,” Lee said. 

She added that representatives of Wolf Filaments will
continue to work on providing reasonably-priced, high-
quality and convenient products, in a timely manner, for
both domestic and foreign markets. 

“Wolf Filaments advocates ‘value marketing,’ and
works to promote the abrasive brush marketplace,” Lee
said. “That is done by providing quality products at
suitable prices, while meeting the different needs of
customers and end-uers.” 

Visit www.tidyfeel.com for more information.

Filkemp

Flexibility remains a key attribute for officials at
Filkemp, a global supplier of synthetic filaments that
are mainly PET- and PA-based.

“Filkemp has a proven track record of success over the
past 20 years. While being proud of that tradition, we have also
learned to stay flexible, to invest and evolve. That has helped us
to overcome unpredictable developments in the market,”

OAF industrial abrasive filaments 
will continue to expand in usage due 

to their high quality, easy convenience
and cost reduction.

Sally Lee



Filkemp Product Manager Franziska
Römhild said. “Filkemp has a culture in
place that involves high flexibility and
adaptability to better meet customer needs.
We are a small- to medium-sized company,
with a highly skilled and dedicated work-
force, following the tradition of our German
founder. 

“Also, with our facility only a couple
of miles from a deep sea port in Lisbon
(Portugal), as well as a large airport,
our company has quick access to the
entire world.”

An independent company, Filkemp is
20 years old, although its factory has
been producing monofilaments in Port-
ugal since the 1970s as a business unit of
Hoechst. 

“Then, as is now, this activity has been closely linked to
one man: Wolfgang Kemper, founder and president of
Filkemp, a German citizen who started out as a Hoechst
trainee in Brazil,” Römhild said. “He was sent to Portugal in
1964 to manage Hoechst Portugal, which at the time was a
subsidiary of one of the largest pharmaceutical and chemical
companies in the world.” 

Kemper grew the company into an industrial conglomerate,

she added, with activities in a wide range of
fields, including the production of
monofilaments, and having over 1,200
employees.   

“In 1998, when Hoechst decided to
spin off all non-core businesses in order
to focus only on life sciences, Kemper
and two other managers of the
monofilament business unit, José Inglês
and Manuel Rolo, decided to go ahead
with an MBO (management-buy-out) of
this unit,” Römhild said. “The following
years proved to be very successful, as the
company entered new business areas,
producing all types of filaments.”

Today, Filkemp offers a range of
filament solutions for the following

applications: abrasive brushes, paper machine clothing and
filtration fabrics, sport and commercial fishing, mooring
cables and ropes, tennis racket strings, grass trimming and
agriculture, as well as PETG, PLA and nylon filaments for
3D printing. 

“In particularly high demand right now are abrasive
filaments for the automotive industry, as well as technical
filaments for paper machine clothing, the later probably due
to increasing internet sales,” Römhild said. “Also, filaments
for 3D printing continue their upward trend as this
technology finds more applications.”

The company’s motto is, “Working together for new
solutions,” with Filkemp placing a strong focus on
maintaining not only a high level of product quality, but to
also build and maintain tight and trustful relationships with
customers, Römhild added.

“By working together, we help customers gain a
competitive edge. It is always a challenge to stay comp-
etitive, not only on price, but also with product quality and
after-sales support,” she said. “Therefore, we are eager to
invest in the future. This will allow Filkemp to maintain its
current market positions and to grow.”

Contact: Filkemp, Rua Francisco Lyon de Castro, 28
2725-397 Mem Martins, Portugal.

Phone: +351 21 922 94 32.
Website: www.filkemp.com.
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Franziska Römhild
Filkemp

“In particularly high demand right now
are abrasive filaments for the automotive
industry, as well as technical filaments

for paper machine clothing.” 

Franziska Römhild
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Loos and Company 
Jewel Wire Division

Iin business since 1948, the Loos and Company Jewel Wire
Division, of Pomfret, CT, has manufactured custom brush wire
products to perform under the harshest conditions. Using a

mixture of metallurgical and structural properties, its brush wire
products offer high performance and customizable solutions for the
brush industry, according to the company.

Jewel Wire’s products are made with stainless steel and nickel
alloys, carbon steel, phosphor bronze and brass. The company offers
nearly all varieties of stainless steel wire, including 302, 304, 305,

316, as well as Inconel®. The phosphor bronze alloy is comprised of
95 precent copper and 5 percent tin. This alloy is highly conductive,
has a long fatigue life, and a low elastic modulus. The company’s
brass alloy is 70 percent copper and 30 percent zinc and is corrosion
resistant and highly conductive. It is the alloy used in the
manufacture of all brass brushes, according to the company.

Jewel Wire’s product offerings include:
n Scratch brush wire used in hand brushes for industrial

applications;
n Power brush wire used in manufacturing for removing burrs

and sharp edges;
n Crimped wire, which increases column strength, improving

brush performance;

By Rick Mullen |  Broom, Brush & Mop Associate Editor

Executives from four companies that supply wire
products to the mop, broom and brush segments

reported that business is good. They also shared with
Broom, Brush & Mop their concerns about the recent
tariffs on imported steel and how they have impacted

their respective businesses.





n Straight and cut lengths available in a large range of sizes and
alloys; 

n Retaining wires used to attach brush wire filaments inside of
brush channels;

n Stranded wire, which are large sets of wires grouped together
before being put on spools; and,

n Winding wire used to attach bristles to the brush handle.
“Business at Jewel Wire Division is very strong and continues

to progress very well,” said Sales Manager-Wire Division Mike
Fredrickson. “We are working three shifts just to keep up with
increased production.”
To ensure the company’s quality systems are in compliance with

industry standards, Jewel Wire obtained its ISO 9001:2008
certification in April 2017. The company’s testing facility is state-
of-the art and uses up-to-date quality testers.
“We have invested in more testing machines and are

updating some older manufacturing equipment,” Fredrickson
said. “There are new machines on the market that pull a lot more

pounds per hour. They
are more efficient. We
are finding ways to keep
our costs down.”
Jewel Wire Div-

ision is also in the
ongoing process of
upgrading bunching
and cutting machines
to improve speed and
quality, Fredrickson
reported. Such impro-
vements to machinery
are being encouraged
by the International
Organization for Stan-
dardization (ISO).

“We have looked at
a variety of machines.

We just haven’t pulled the trigger yet,” he said.
As companies shift to using more types of brushes and

machinery than in the past, a lot of R&D is taking place for new
machines coming into the marketplace that are requiring
different setups, Fredrickson said.
One ongoing problem facing Jewel Wire Division has been

long lead times in obtaining raw material, such as steel. The
newly imposed 25 percent import tariff on steel is also an issue.
“Lead times are still six to seven months out, and the tariffs have

complicated the issue even more,” Fredrickson said.
Because of the long lead times, there are risks involved in

purchasing raw materials months in advance. For example, costs

can change, because there are surcharges when the material is
released from the mills. As such, extra planning is needed to
make sure there is enough product is on hand, Fredrickson said.
“We evaluate every month, based on a 12-month cycle. We

forecast the best we can,” Fredrickson said. “If we don’t have
the material, we can’t sell it.”
Despite long lead times and complications brought on by the

import steel tariffs, Fredrickson is optimistic about the future of
Jewel Wire Division.
“We really feel good about the future,” he said. “We are

looking to invest and work with our customers
because they are investing themselves. In
addition, we are working with machine manufacturers to help
them get their machines on line.”
As a member of the American Brush Manufacturers

Association (ABMA) Board of Directors, Fredrickson strives to
develop working relationships with people in the industry,
meeting frequently with them to discuss future endeavors, R&D
and other topics.
“There are machine manufacturers on the board as well. It is

a tight group that works together to help solve problems,”
Fredrickson said. “There is always evolution in the different
kinds of wire and brushes that are available. There are so many
types of brushes in the world.”

Contact: Loos and Company Jewel Wire Division, 
16B Mashamoquet Road, Pomfret, CT 06258.

Phone: 860-533-Loos.
Email: sales@loosco.com.
Website: www.loosco.com.

Stainless Steel Products

Stainless Steel Products, a division of RMR International
Co., Inc., of Deer Park, NY, specializes in the sale of wire
and value-added wire products to North and South

American manufacturers and distributors. 
The company began in 1995 as an export business. A year later,

it added wire importing and distribution services. In 2002, SSP
began manufacturing wire, and has been ISO 9001:2008 certified
since 2009. SSP will become ISO 9001:2015 certified in August
of this year.  SSP manufactures wire to customers’ specifications,
while it stocks and distributes products for quick shipments and
just-in-time deliveries, according to the company.
SSP offers high-fatigue resistant wire, including brush fills,

staple wire, scratch brush wire, power brush wire, crimped wire,
retaining wire, straightened and cut-to-length wire, winding wire,
stranded wire and flat wire.
The company’s wire products are used in such applications as

“There are new machines on the
market that pull a lot more pounds
per hour. They are more efficient. We
are finding ways to keep our costs
down.”

~ Mike Fredrickson

“Lead times are still six to seven
months out, and the tariffs have
complicated the issue even more.”

~ Mike Fredrickson
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Mike Fredrickson
Loos and Company Jewel Wire Division





power brushes, scratch brushes, crimped wheel brushes, strip
brushes and twisted-in-wire brushes and more. SSP also offers
stainless steel strip, bar, cut to length wire, pipes and tubing.
Segments SSP serves include manufacturers of brushes, chains,

custom specialty products, dental products, filters, flexible metal
hoses, jewelry, medical products, mesh, springs, staples, telephone
line maintenance products, wire braid, wire forms, wire thread and

wire yarn.
“Business has picked

up quite a bit. We have
been very busy,” said SSP
President Ralph Rosen-
baum. “Right now, the
economy seems to be
firing on all cylinders;
however, looking ahead, it
is tough to predict. I think
a lot of it is going to
depend on what happens
with inflation and interest
rates in the intermediate
term, as opposed to the
short term. 

“In the short term,
everything is going up,
including commodity

prices. Hopefully, there won’t be too much of an impact on inflation
and interest rates in the short term. Usually, however, shocks to the
system, such as what has occurred recently, can exacerbate
economic fluctuations. It is tough to predict past a few months.
“Nonetheless, we are adding more people this year. We

populated a second shift, and we are contemplating a third shift.
This year, as opposed to adding machinery, we have been focused
on making our current machinery more efficient. We are pretty
busy and we are looking into getting some more space so we can
possibly add more machinery.”
The company’s primary raw material is stainless steel, and, to a

lesser extent, other nickel alloys and carbon steel.
“As a manufacturer, we both import and buy domestically,”

Rosenbaum said.
The 25 percent import tariff on steel is having an impact on SSP, as

well as other manufacturers of products using steel as a raw material.
“The tariffs are causing havoc with pricing. Furthermore,

supplies are getting short on some products,” Rosenbaum said.
“Even domestic suppliers are allocating wire rod, so it doesn’t
look like it is going to get better in the near term.
“Prices have jumped. The tariffs are an impetus, but commodity

prices, such as nickel were rising anyway. Earlier this year, the
issue was rising commodity prices. The 25 percent tariffs added
fuel to the fire. Pretty soon there are going to be shortages, which
will add more fuel to the fire. Prices have gone up and it has been
an adjustment for a lot of people. A lot of companies have started
looking around for other suppliers, but eventually people will find
out higher prices are everywhere. Nobody wants to raise prices,
but everyone is trying to mitigate the damage.
“Commodity prices started rising around the fourth quarter of

last year and the early part of this year. They were slowly going up
all last year, but nothing impactful until toward the end of the
fourth quarter and the beginning of this year. The initial wave of

tariffs started in March, and then European and more Chinese
tariffs were put in place in June.
“Although commodity prices fluctuate, nickel prices, a main

driver for stainless steel, have also risen, as have copper prices, as
of this conversation. We sell some brass wire, and nickel silver
wire, which are made partially from copper. Copper alloys,
stainless and carbon steel pretty much covers the bulk of metal
commodities used in wire brushes.”
To keep track of the nickel market, there is a graph on SSP’s

website, www.stainlesswires.com, that shows 30-day nickel
pricing. The graph updates on a daily basis.
SSP also manufactures crimped filament wire in various

materials including stainless, carbon steel, brass plated steel,
brass, phosphor bronze, and more. There were previous issues in
producing small diameters. However, during the past several
years, SSP has been working on the technical challenges involved
in producing fine diameters for wire brushes.

“We are definitely getting better at producing smaller diameters
for the brush industry. We are not there yet with the straightening
of the ultra-fine diameters, but we are getting better,” Rosenbaum
said. “We can crimp smaller diameters well these days. As far as
straight ultra-fine diameters, we are still importing those.”
One adjustment SSP has made on the shop floor has to do with

millennials and their use of cell phones.
“A lot of them grew up with digital cell phones and are very

computer savvy,” Rosenbaum said. “We started with a
strict no cell phone policy, but that went by the
wayside. We now make charging stations
available away from the work areas, and we do
not allow anything but work to be done at
workstations.
Rather than totally banning cell phones from the shop floor, SSP

acknowledges that cell phones are useful for management
personnel. 
“Having a cell phone is very useful when I am out of the office and

I need to speak to my supervisor on the floor,” Rosenbaum said.
A recent program SSP launched is its Application Engineering

Services™, pulling from the company’s knowledge base and
access to resources and metallurgy expertise. SSP views the
program as, not necessarily a money-maker, but as a way to add
value for existing and potential customers.
For example, Rosenbaum worked with an engineer from an

important customer who wanted to make it easier for buyers to
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“Right now, the economy seems to
be firing on all cylinders; however,
looking ahead, it is tough to predict. I
think a lot of it is going to depend on
what happens with inflation and
interest rates in the intermediate
term, as opposed to the short term. ”

~ Ralph Rosenbaum

Ralph Rosenbaum
Stainless Steel Products





figure out what machines use which wire, and what the wire
specifications should be. The Application Engineering
Services program is able to help customers with basic
assistance, such as writing material specifications. It can help
companies figure out why some materials are working while
others fail.  

SSP can test a customer’s material to determine tensile, break,
yield strength, elongation, wire roundness, etc.  In addition, SSP
offers prototype runs on projects for companies looking to improve
processes and materials or invent new products or designs.

“We are working on projects with a couple of major companies,
including one that builds locomotives. We are also working with a
brush company to develop a specialty product,” Rosenbaum said.

SSP has also been working with people from a university who
are developing specialty products for the biofuels industry.

“They just got a new round of investor funding and are building
a huge biofuel plant,” Rosenbaum said.

Despite the challenges and issues present in doing business in
today’s marketplace, SSP officials are looking forward to
continued growth.

“We are very optimistic about the future of SSP,” Rosenbaum
said. “Our company is driven by the growth of the economy, so as
long as that keeps ticking, we will be OK. As far as the brush
industry is concerned, the future looks very bright, as well.”

Contact: Stainless Steel Products, 
561-T Acorn St., Deer Park, NY 11729. 

Phone: 631-243-1500.
Website: www.stainlesswires.com.

Caddy Supply Company

In 2016, the R.E. Caddy & Company Inc. was acquired by
PelRay International, of San Antonio, TX, and renamed
Caddy Supply Company. Formerly located in Orangeburg,

SC, the company’s operation has been relocated to San Antonio.
Caddy Supply’s lead sales manager is Vice President Katie

Pelton. For many years, R.E. Caddy & Company was the exclusive
representative of Southern Steel & Wire. While Caddy Supply
Company remains a representative of Southern Steel & Wire, it also
represents other steel mills in both the United States and Mexico.

“Business has been good at Caddy Supply. We have been
operating that company for about two years, now. As we get more

history with it, we are getting a better feel for our Caddy customers’
needs and wants,” PelRay President Bart Pelton said. “We have
consolidated everything in San Antonio this summer.”

PelRay International has imported galvanized wire from Mexico
for years for the mop and broom markets. With the acquisition of
Caddy Supply and its domestic steel mill partners, the company
now also sells American-made wire, Pelton said.

Both Caddy Supply and PelRay International sell tin and
galvanized wire.

“Tin wire is a steel wire with a tin finish to make it bright and
shiny on brooms, which makes them more attractive,” Pelton
said. “The tin alloy finish will hold a shine for a long time.”

Galvanized wire starts out shiny, but, over time, it turns darker. As
a result, galvanized wire is used by United States manufacturers for
winding mops, as the wire on mops is hardly visible to consumers.
It also does not rust, as will tin wire. This is important because mops
are constantly in water, Pelton explained.

“In Mexico, they use galvanized wire for mops and brooms. So,
the wire found on Mexican brooms is not as shiny as it is on
A m e r i c a n - m a d e
brooms,” Pelton said.
“When people are
importing brooms from
Mexico, they are doing
it because they want a
better price and gal-
vanized wire costs less.
It is another way of
getting a little cost out
of a broom.”

As importers, both
Caddy Supply and Pel-
Ray are concerned
about the 25 percent
import tariffs that have
been slapped on steel.

“With the tariffs, we
have seen broom and
mop winding wire prices move up 10 to 15 percent so far,” Pelton
said. “The mills we work with tell us lead times have lengthened
on wire rod. They are also claiming to be pretty busy, which has
stretched shipping times to maybe an extra week or so.

“Basically, the tariffs amount to leveling taxes that are going
to be passed on to consumers. It is going to result in higher
prices and will lower consumer buying power. I think the
tariffs are pretty much a threat to employment on both sides of
the border. 

“In addition to wire, the higher steel prices are
impacting the prices of stampings for mop and
brush hardware, such as mop frames, janitor
mop hardware, etc. I’ve seen price increases on
finishing nails that are used for wound mops and
brooms. I haven’t seen metal handle prices go up yet, but I
think it is just a matter of time before we will see increases on
metal handles. Our industry uses a lot of different raw materials
that are being impacted.”

Freight prices are also impacting the cost of doing business in
the United States.

PG 36                                                                                                                                                                               BBM MAGAZINE  |  July/August 2018

Bart Pelton
PelRay International

“Prices have jumped. The tariffs are an
impetus, but commodity prices, such as
nickel were rising anyway. Earlier this
year, the issue was rising commodity
prices. The 25 percent tariffs added fuel
to the fire. Pretty soon there are going
to be shortages, which will add more
fuel to the fire.”

~ Ralph Rosenbaum





“Trailer load freight costs have jumped anywhere from 20 to
50 percent since the beginning of this year,” Pelton said. “On
cross-country shipments, it costs about $1,500 extra per
truckload. It costs more to ship from coast-to-coast than it does
to nearly anywhere in the world. From port-to-port is cheaper
than from coast-to-coast.”

One factor in rising freight costs, Pelton said, has to do with
regulations requiring electronic logging of hours driven by
truckers.

“They haven’t changed the number of hours that truckers
can drive, they are just monitoring tighter and enforcing the
law,” Pelton said. “As a result, truck drivers traveling cross
country are going to run out of time, and are going to have to
stop before continuing on to their destinations. That is going
to add an extra day to the trip, which means it is going to be
that much longer before a truck is unloaded and available for
another haul. That has reduced the number of trucks and
drivers available, creating spot shortages of trucks, which
results in very high spot rate prices.

“To make things worse, oil prices have moved up significantly.
Diesel fuel is costing a lot more than a year ago. So, between the
labor, fuel and equipment, trucking is expensive right now.”

The good news is less-than-truckload rates have not moved up
as much as truckload rates, Pelton said.

As importers of Mexican products, both Caddy Supply and
PelRay keep a close watch on the exchange rate between the U.S.
dollar and the Mexican peso.

“The peso has weakened since early April. We have seen the
peso run from 18 to around 20.3 to 1,” Pelton said. “We are

looking at about a 12 percent appreciation of the U.S. dollar since
early April. Driving the exchange rate are higher interest rates in
the United States, the continuing concern over the future of
NAFTA (North America Free Trade Agreement) and the import
tariffs on Canadian and Mexican steel.”

For years, Caddy Supply has been the go-to company for
hobbyists, also known as crafters, to purchase supplies for making
handcrafted brooms, mops and brushes. The company has
products for crafters to meet their specific needs, including
various types of wire; nylon and hemp twine; Mexican processed
and craft broom corn; yucca fiber; palmyra; tampico; and African
grass. Caddy Supply and PelRay International also offer all types
of handles, including ones made in the U.S., nails, knives and
sewing needles.

“One thing that is now a regular offering that we didn’t offer
before is black-dyed broom corn, at least in hurl,” Pelton said.
“We are also offering unfinished ash broom handles for craft
brooms. These handles are for our customers who want something

that looks a little more rustic, but is still useful. We have
developed a source for rough ash handles that have the bark.
People can save a lot of time and trouble by buying these handles,
rather than going in the woods to try and find their own. We have
offered these handles the past few months and they seem to be
increasingly popular.”

Because it imports broom corn and other items from Mexico,
moving Caddy Supply to San Antonio has been an advantage.

“We are a quite a bit closer to Mexico where the broom corn
is grown, so it lands in the warehouse a lot cheaper, plus we
don’t have the expense of carrying two different inventories,”
Pelton said. “We are carrying more inventory of craft broom
corn and other craft items. We have a website online store
where people can place orders. They can also email or call
Katie (Pelton) and get updated pricing and availability. 

“The broom corn harvest in Mexico is underway and I’m
hoping Caddy Supply will have some new crop broom corn to
offer to customers by the end of July.

“Business is pretty good right now, and we are hoping our
political leaders will come to their senses a little bit and not mess
up a good thing.”

Contact: Caddy Supply, 
4511 Macro, San Antonio, TX 78218. 

Phone: 803-829-7072. 
Email: Katie@caddysupply.com.
Website: www.caddysupply.com.

InterWire Group

In addition to its corporate offices in Armonk, NY,
InterWire Group has eight warehouse locations in North
and Central America. The company offers dozens of alloys,

including stainless steels, low and high carbons, galvanized
wire, copper, Bezinal, hard drawn, music wire, oil tempered,
nickel alloys and more. 

InterWire also provides customers with technical assistance and
a variety of packaging options. In addition, the company offers a
full range of flat, square, rounded edge, profiles, half rounds and
other custom shapes to meet customers’ needs.

“InterWire focuses exclusively on wire and sells to a variety of
markets, including the broom and brush segments,” said Territory
Manager InterWire Products-Midwest Timothy Kurtz.  “We sell
staple, fill and stem wire in a variety of grades depending on use and
environment. Grades include galvanized carbon, stainless, oil
tempered, high carbon, brass, and phosphor bronze, to name a few.
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“When people are importing brooms
from Mexico, they are doing it because
they want a better price and galvanized
wire costs less. It is another way of
getting a little cost out of a broom.”

~ Bart Pelton

“With the tariffs, we have seen
broom and mop winding wire prices
move up 10 to 15 percent so far. The
mills we work with tell us lead times
have lengthened on wire rod.” 

~ Bart Pelton



“Our wire is used in the manufacture of many types of brooms
and brushes. Some examples include push, rotary disc, wheel,
twisted-in-wire, scrub, strip, staple set, stainless steel wire, cup,
automotive, boat, cleaning and maintenance, street sweeper,
grooming, tube and bottle and much more.”

Kurtz reported that InterWire had a successful 2017, and is on
track to have an even better 2018, as volume is up year over year.

While business at InterWire has continued to grow in 2018,
steel tariffs remain at the forefront of discussions with
suppliers and customers.

“As a whole, steel
warehouses in the U.S.
purchase a lot from mills
outside the country.  In
fact, U.S. mills only
have enough capacity
to meet 50 percent of
domestic requirements.
Therefore, the 25 per-
cent steel tariff on
imports has impacted
InterWire and others in
many ways,” Kurtz said.
“The obvious impact is
an increase in pricing.
InterWire has mitigated
higher prices through
mill negotiation and
resourcing domestic,

when possible. That said, domestic mills are nearing the level of
foreign prices, even with the tariff.”  

Kurtz believes availability of steel will be the larger impact caused
by the tariffs.

“When the tariff was first announced, mills were holding
orders pending tariff acceptance by end-users,” Kurtz said. “In
addition, the tariff forced sourcing changes at the warehouse
level, which is delaying supply in some cases. Couple this with
the South Korean quota, and the stage is set for availability
issues in the near to medium term. And, in fact, the market is
already seeing this in some products.”  

In 2011, domestic carbon wire prices began a downward trend,
Kurtz said. That is no longer the case and despite what many are
hearing, the increases are not 100 percent because of the tariff.

Raw material and other costs have increased as well.
“In the spring of 2016, the domestic carbon market received an

increase — and then another,” Kurtz said. “Then there were two
more in 2017. So far in 2018, there have been five increases, with
the latest occurring in June.  

“Stainless prices have followed the same upward trend. In fact,
not only are monthly surcharges trending up, base prices have
increased as well.

Tariffs and pricing aside, Kurtz said there is a lot at InterWire to
be excited about moving forward.

“I am proud to announce that InterWire Group
successfully rebranded. We have over-
hauled the website (www.interwire-
group.com) and supercharged the logo,”
Kurtz said. “‘One direction. Forward,’ is
InterWire’s new tag line.”

Kurtz said the new tag line is a good reflection of how he feels
about the alignment of his supply chain and customer base.  

“In addition, we invested in a new trade show booth that will be
on display at the Springworld Show in Rosemont, IL, in October
of this year,” he said.

During a previous interview with Broom, Brush & Mop, Kurtz
outlined three constants that have served the company well:
 “We hire and retain some of the most talented people in the

industry, meaning we have answers to customers’ questions;  
 “InterWire is always developing new mills, giving us an edge

in the marketplace; and,  
 “We sell wire into a variety of markets. This diverse customer

base allows the company to weather volatility.”
Moving ahead, one challenge the company faces is

expanding lead times, but Kurtz said InterWire is prepared.
The company is looking further out and informing customers to
do the same.  

Contact: The InterWire Group, 
355 Main St., Armonk, NY 10504. 

Phone: 800-699-6633.
Website: www.interwiregroup.com.
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“The obvious impact (from the tariff)
is an increase in pricing. InterWire has
mitigated higher prices through mill
negotiation and resourcing domestic,
when possible. That said, domestic
mills are nearing the level of foreign
prices, even with the tariff.”  

~ Timothy Kurtz

“When the tariff was first announced,
mills were holding orders pending
tariff acceptance by end-users. In
addition, the tariff forced sourcing
changes at the warehouse level, which
is delaying supply in some cases.
Couple this with the South Korean
quota, and the stage is set for
availability issues in the near to
medium term.”

~ Timothy Kurtz

Timothy Kurtz
InterWire Products Midwest



Thousands of hardware and home improvement
professionals attended the 73rd National Hardware

Show, which ran May 8-10 at the Las Vegas
Convention Center, in Las Vegas, NV.

Commenting about the show on www.national-
hardwareshow.com, Vice President of the National

Hardware Show Rich Russo said, “The 2018 National
Hardware Show was a successful one. With three

busy days full of excitement and enthusiasm, 
we were thrilled to see such a great turnout and

hope everyone left feeling inspired by the ideas, 
best practices, insights and new connections 

made at the show.” Broom, Brush & Mop spoke with
executives from three companies who exhibited at 

the show who shared their goals for attending.

Aregular exhibitor for many years at the National
Hardware Show, Magnolia Brush Mfrs., Ltd., of
Clarksville, TX, highlighted its wide variety of

cleaning products.
“Our goal in attending the Hardware Show this year was

to pick up new distributor customers and gain brand
recognition,” said Magnolia Brush Director of Sales
Gary Townes Jr.

Among the company’s offerings are floor, garage and
street brooms; squeegees; galvanized buckets; dust mops
and frames; wet mops; wash and scrub brushes; roller
covers; concrete finishing brushes; masonry brushes; and
janitorial items.

Townes reported that business at Magnolia Brush has
been “good.” 

He added: “The construction industry seems to
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Mr. LongArm, Inc., of  Greenwood, MO, was among the
exhibitors at The National Hardware Show. The company
exhibited extension poles and accessories. Pictured, from 
left, are Maureen Newman, Jeb Newman, Melissa Anderson 

and Dere Newman.

Mr. LongArm

Magnolia Brush, of Clarksville, TX, was among the exhibitors
at The National Hardware Show. The company has been

manufacturing all types of high quality household and industrial
maintenance brushes since 1907. Pictured, from left, are 

Glenn Guyette and Gary Townes Jr.

Magnolia Brush

By Rick Mullen |  Broom, Brush & Mop Associate Editor



be going well. Most of the brushes we offer to
that segment, such as concrete finishing and
masonry brushes, are selling well right now.”

To keep Magnolia Brush on its current path of growth and
success, the company depends on its track record of offering
the best in customer service.

“Customer service is really important to us,”
Townes said. “If our customers are happy, that
will take care of a lot of problems. We really strive
to care for our customers the best we can.”

Looking ahead, Townes said there remains the challenge
of finding good, quality people in this economy of low
unemployment. The specter of newly imposed tariffs
hanging over the industry is also on the minds of many
cleaning industry executives.

“We will have to wait to see how all the tariffs shake out
to see what they are going to do to the industry,” Townes
said. “Nonetheless, we are in a pretty good place. I don’t
really see business slowing down at this time as the
economy is pretty strong.”

Contact: Magnolia Brush Mfrs., Ltd.,
1001 N. Cedar St., Clarksville, TX.

Phone: 903-427-2261.
Email: sales@magnoliabrush.com.
Website: www.magnoliabrush.com.

Aregular exhibitor at the National Hardware Show,
Premier Paint Roller Company, LLC, of
Richmond Hill, NY, celebrated its 50th

anniversary in business during the show by highlighting
some of its innovative products.

“Our goals have been pretty consistent over the years for
attending the Hardware Show,” said Premier CEO Kevin
Leichter. “The show affords us the opportunity to interact
with customers in the U.S. and abroad, and, at the same
time, show them some innovative new products.

“Our two main themes this year were celebrating our
50th anniversary, and promoting our huge made-in-
USA, high-quality DuPont filament paintbrush
initiative. We have a strong conviction to the paintbrush
and paint roller industry in the United States, and that is
what we were highlighting by showing our new
innovative paintbrushes.”

Leichter said the company’s paintbrush initiative was
well received by people who visited the Premier display at
the show.

“I think we are probably the only company in the
Western Hemisphere, if not globally, that is starting such
an extensive initiative from scratch,” Leichter said. “Our
commitment to quality is the same for our roller covers as
our paintbrushes. Our customer base notes how important
quality is to us, and we are already seeing great results in
the marketplace as we begin to launch this program
nationwide.”

Leichter reported that business has been “good.”
He added: “We are seeing a very strong demand

for higher quality products. Our paintbrush initiative
is a multimillion dollar investment. We also just opened a
new distribution facility in Phoenix, AZ, to better service our
customers on a national level.

“No strategy in our business is for the short-term.
Everything we do, every way we reinvest in people and
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Nour Trading House, Inc., of Waterloo, Canada, exhibited Nour
Handcrafted Painting Tools at The National Hardware Show.

Nour is a manufacturer and distributor of professional and DIY
paint applicators. Pictured is Robert Shaw.  

Nour Trading House

Brown’s Brushware, Ltd., of Auckland, New Zealand, 
was among the exhibitors at The National Hardware Show.
The company is a brushware, mop and cleaning hardware

manufacturer. Pictured, from left, are Murray Brown 
and Ukiah Brown.

Brown’s Brushware LTD



machinery, is with a view to the future. We constantly
ask ourselves, ‘What can we do better today?
How can we better plan for the next
generation?’

“I think one of our strengths, as a company that is
privately held and family owned/managed, is our
flexibility and our absolute dedication to customer service,
quality and being responsive to our customers.”

In speaking of the controversial tariffs placed on some
imported products, most notably steel and aluminum,
Leichter said, at least at this time, tariffs have not had a
great impact on Premier’s business.

“I envision that in most industries, if the tariff
situation doesn’t work itself out, at some point
there will be a ripple effect. Like other industries,
costs are up. There are not any costs associated
with our business that are not up.”

One challenge that faces many companies across the
board in the United States is finding quality people,
especially to replace retiring baby boomers. One factor is
the low unemployment rate countrywide.

“I think low unemployment absolutely has an impact. In
the past, if you ran an ad for a job opening out there, you get
maybe 20 people to respond,” Leichter said. “Now, you
would get maybe fewer than half that number of applicants. I
think low unemployment for most businesses, whether it is a
Wall Street firm or a paintbrush manufacturer, is a challenge.”

While doing business in today’s marketplace is not
without challenges, Leichter expressed optimism about the
future of Premier.

“I am very optimistic about our future,” he said. “We are

expanding our product lines to become more of a one-stop
shop for customers globally.”

Contact: Premier Paint Roller Company, LLC, 
131-11 Atlantic Ave., Richmond Hill, NY.

Phone: 718-441-7700.
Email: info@premierpaintroller.com.
Website: www.premierpaintroller.com.

After exhibiting at the National Hardware Show for
the first time in 2017, Cleveland Cleaning
Company, a division of Winston Products,

returned to this year’s show to further expose its product
offerings to the hardware segment.

“Our goal in attending the Hardware Show was to get in
front of potential customers in the hardware channel,” said
Vice President-Brand Manager Andy Carcioppolo.
“Attending the Hardware Show gives us the opportunity to
talk to the people who actually run the stores. It is always
insightful to speak with them.” 

As it did last year, the Cleveland, OH-based company
showcased its SWOPT line of interchangeable cleaning
tools, which is a full line of high quality cleaning
products. The SWOPT line offers everything from push
brooms and angle brooms, to wet mops and dust mops,
Carcioppolo said.

“We have continued with both product and merchandising
innovations. This year we showed a new merchandise shelf
display for stores with a smaller footprint,” Carcioppolo
said. “Our shelf display program is unique in that we are
able to do a lot within a small space. For us, it is finding
solutions for customers who have different sized spaces.”
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Cleveland Cleaning Company, of Cleveland, OH, was among
the exhibitors at The National Hardware Show. The company is
the manufacturer of SWOPT interchangeable cleaning tools.
Pictured, from left, are Bob Schmidt, Andy Carcioppolo, Grant

Hauk and Matt Kentner.

Cleveland Cleaning Co.

Premier Paint Roller, of Richmond Hill, NY, was among the
exhibitors at The National Hardware Show. The company offers
a comprehensive program of professional and DIY paint rollers,

brushes and painting accessories. The company is a third
generation family business, celebrating its 50th anniversary in
2018. Pictured, from left, are Eric Haney and Kevin Leichter.

Premier Paint Roller



Carcioppolo said business at Cleveland Cleaning
Company has “continuously grown year over year.”

“We have made big investments in our website, which
gives us a direct pipeline to end-consumers,” he said. “That

always helps in terms of feedback. Those are things we are
doing to make sure we are always ahead of the game when
it comes to servicing our customers.

“Without question, customer service is paramount. All of
our tools have a lifetime warranty. At our company, whether
it is our cleaning line, Cargo line, or towing line, we want
our customers to know they can rely on us. We always take
care of our customers.”

In the battle to find quality employees, Cleveland
Cleaning Company has had success.

“While it is an employee market right now,
there are a lot of good candidates out there, and
we have been fortunate to find some real
talent,” Carcioppolo said. “A lot of that has to
do with creating opportunities for people. There
are always good candidates in the market-
place. This hasn’t been an issue for us.”

Looking ahead, Carcioppolo said, “I’m optimistic. People
will always need to clean their homes and businesses — it is
a stable business category.”

Contact: Cleveland Cleaning Company, 
30339 Diamond Parkway, Suite 105, 

Cleveland, OH 44139.
Website: www.swoptcleaning.com.
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Linzer Products Corp., of West Babylon, NY, exhibited at The
National Hardware Show. The company displayed paintbrushes,
paint rollers and painting accessories. Pictured, from left, are

Tony Hazantonis and Ted Robinson.

Linzer Products

“In the mid-1940s, The Thomas
Monahan Company sponsored a National
Big Broom Contest for the hundreds of
U.S. manufacturers of broom corn brooms
in existence at the time. The Monahan
Company awarded cash prizes and pub-
licity to the manufacturer who could make
the largest broom. The contest was a big
success and a lot of fun,” according to a
press release.

“Now, Monahan Partners, a spin-off
of The Thomas Monahan Company, is
sponsoring its seventh annual craft
broom contest for the nation’s broom
artisans. There are more than 100 craft
broom makers in the USA and
Monahan Partners hopes that all will
submit a broom.”

A total of $1,000 in prize money will be
awarded to the top three finishers — $500
for first place, $300 for second place, and
$200 for third place. Broom, Brush and
Mop Magazine, published in Arcola, IL,
will provide additional publicity to the
winners. 

Brooms will be judged for crafts-

manship and aesthetics — for wall
hanging, fireplaces, etc., and must be
made with 100 percent broom corn
and be functional. Two local artists
and a broom maker will make the
selections. The choice of handle is
completely up to the craft broom
maker.   All entries must be clearly
identified with the maker’s name and
contact information.

Submissions are due at Monahan
Partners office by August 31, 2018. All
brooms will be displayed in the broom
tent at the Arcola Broom Corn Festival,
scheduled for September 7-9. Many will
be on sale and the winners will be ann-
ounced at the festival. 

“It will be an interesting display of
the nearly lost art of broom making,”
the news release said. “Monahan
Partners invites all broom crafters to
participate in the contest and show off
their artistic abilities. The Broom Corn
Festival is hoping to put a little ‘broom’
back in the festival with many entries.
There is always ‘broom for more.’”

National Craft Broom Making Competition Scheduled 
For 2018 Broom Corn Festival 

For more information, 
contact Pat Monahan at

pat@monahanpartners.com or 
call 217-268-5754.

Some previous contest entries. 



The first email Carlos Hidalgo ever sent said, “This is
my first email, and they are now saying this is the way
we will begin communicating with each other in the

future. I don’t buy it and doubt this will last.” He sent it to his
then girlfriend, and now wife, while in college in 1992.

Hidalgo told the story of his first email
at the 2018 American Brush Manu-
facturers Association (ABMA) Annual
Convention, in Scottsdale, AZ, during his
presentation titled, “Thingalytics: Chall-
enges and Opportunities of IoT, Big Data
and Data Driven Marketing.” Hidalgo is
the owner of VisumCx (www.visumcx.com),
a customer experience consulting firm
located in Colorado Springs, CO.

Hidalgo shared the email to
illustrate how much things have
changed since 1992, and how change
continues to accelerate and impact
today’s marketplace.

“I was a skeptic. I didn’t believe it,”
Hidalgo said. “I sent the email from our
college lab. The university had just
announced it was one of the first universities to be networked.”

In making the announcement, the university pitched it to
students by telling them, when studying at 2 a.m. in their
dorms, they would be able to electronically access the library.

“We were furious because, to pay for it, they were going to
add an extra $450 per semester to our tuition,” Hidalgo said.

“Apparently, we didn’t quite grab what was ahead of us.”
At the time, Hidalgo and his fellow students wondered what

the benefits were of being “connected” in such a way.
“When you think about it, 1992 really wasn’t that long

ago,” he said. “What we have to understand is, we live in a
world of constant and rapid change. For
example, we now have smart thermo-
stats in our houses. We have an Alexa
device in our home. I can just feel my
table at home and say it is a little cold
and then say, ‘Alexa, turn up the heat
three degrees.’ We live in an interconnected
world. 

“My wife just bought an automatic
vacuum. She was working the other day,
and, all of a sudden, she gets an alert on
her phone that the vacuum got caught up
in a cord in another room. We are
connected.

“When it comes to the internet of things
(IoT), there will be 30 billion sensor-enabled
objects connected to networks by 2020.”

For example, Hidalgo said, the Nestle
company is using sensors in its distribution of ice cream
products to convenience and grocery stores.

“Nestle used to do weekly runs to stores to deliver ice cream
orders,” Hidalgo said. “Now, the company is using IoT to
basically send it a signal when a store is running low on a
brand. Nestle can then dispatch a truck to a store, only when
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needed. So, rather than running a weekly route to deliver, it
now becomes a much smarter distribution network. It is better
for the environment, better for Nestle and better for
supermarkets and convenience stores. This is one of the things
they are doing with connected devices.”

Hidalgo said, by 2020, there will be 212 billion sensor-

enabled objects — 28 times the total population of the world.
“You are in the brush/broom manufacturing business. How

incredible would it be if you could have a sensor tell you this
brush at this location with this customer needs to be replaced?”
he asked the audience.

With such technology, businesses (including janitorial/
sanitary distributors) would be able to streamline how they do
business and deliveries, as well as enhance the customer
experience, Hidalgo said.

With sensors in place, “I (a customer) don’t have to be the
judge and jury of when I need a replacement,” Hidalgo said. “I
now have a sensor that sends a message to the supplier that my
product needs replaced.”

Hidalgo defined thingalytics, IoT and big data as follows:
n Thingalytics: The use of real-time analytics and

algorithms to guide users through the maze of fast big
data: “We have large amounts of data coming into our
organizations about  customers, suppliers and the market. How
do we analyze it quickly? People say, by the time they actually
get the data and are able to analyze it, it is typically two to
three weeks old. By then, it is already out of date. It doesn’t
really serve a purpose,” Hidalgo said. “This is how fast we are
moving in our society today, and, on the business side, how
fast your customers are moving.”

n Internet of things (IoT): The description of everyday
objects and devices that are connected to the internet, most
likely wirelessly, and can communicate with each other at
some intelligent level: “From a household perspective, the
vacuum sucks up a wire, and then sends an alert to my wife’s
phone so she can come to the rescue,” Hidalgo said.

n Big data: Large data sets that may be analyzed to
reveal patterns, trends and associations, especially relating
to human behavior and interactions.

“It is important to understand to whom we are going to sell
and market products, as well as understanding the buyers who
are going to carry the items. That all takes big data,” Hidalgo
said. “So, there is this massive convergence across
thingalytics, the internet of things and big data to transform our
businesses and change our world.”

Hidalgo suggested two areas for brush professionals in the

audience to think about: connected devices and connecting
their business operations.
IoT = Connected Devices
A single sensor in a product can:
n Alert when it is time to replace;
n Communicate potential downtime;
n Produce efficiency reporting;
n Communicate to an inventory system; and,
n Communicate utilization statistics to product

development and engineering.
“We have a $2.3 billion brush industry represented in this

room. Again, think about what it would do for your business as
a manufacturer, if you had a sensor that alerts the customer and
the supplier that it is time for a brush to be replaced,” Hidalgo
said. “What would that do to your customer or supply chain?
This is what businesses are doing all over the world.”

Hidalgo asked the audience the impact it would have on
product developement and engineering if a brush could comm-
unicate how it is being utilized and downtime.

“If I had something that told me the utilization of my
product, how much better would that be than trying to get a
group of customers together and asking, ‘How are you using
my product?’” Hidalgo said.

With sensor technology, the business could receive such data
in real time. Data could be gathered indicating when a product
needed to be replaced, sending a report to an inventory system,
Hidalgo said.

“So, rather than having somebody to manually manage
inventory, a sensor could be sending out information in real
time,” he said.

As an example of a company incorporating IoT into an
inventory management system, Hidalgo offered a possible
encounter at a Target retail store between a customer and an
associate. In this scenario, the customer sees that a product
he/she is wanting to purchase is not on the shelf. The customer
finds a Target employee and asks if there is more of the product
in the back of the store. The Target associate pulls out a device
that is connected to the company’s inventory management
system that will indicate if there is more of the product in the
back of the store, and, if not, the device can check other stores
in the area.

“Employees have everything connected so they know what
is on their shelves. They know what is in the back and they also
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“When it comes to the internet of
things (IoT), there will be 30 billion
sensor-enabled objects connected to
networks by 2020.”

“If I had something that told me the
utilization of my product, how much
better would that be than trying to
get a group of customers together
and asking, ‘How are you using my
product?’”



know what is in other stores,” Hidalgo said. “Furthermore, if
nobody else has it, employees can tell customers when it is
going to be delivered.”

Hidalgo reiterated that data on product usage and the ability
to enhance customer experience could maximize what
companies are accomplishing.

“If we make it as easy as possible for customers to use our
products, the likelihood of them buying from us again
increases substantially, even if we are the more expensive
vendor,” Hidalgo said. “According to 86 percent of customers
who were surveyed, in 2020, customer experience will
overtake price and products in importance.”

“Connected” operations can enhance customer experience by
putting data into the hands of companies beyond just the “one-to-
one” customer relationship developed when a sale is made. 

“What if,” Hidalgo asked, “when a customer calls with a
product issue, a company’s representative could say, ‘We
already know who you are and the problem you are
experiencing, and we have a fix at the ready?’

“In addition, by analyzing the data that comes from IoT, we
can say the customer’s next order should be placed on such and
such a date based on utilization. Also, this information can be
passed to suppliers to allow a company to better manage
inventory, which results in huge cost savings.”

One of Hidalgo’s first jobs out of college was working in a
packaging factory that, for many years, had neglected to
properly keep track of its inventory.

“I was given a clipboard and a yellow pad of paper and was
told, ‘The fourth and fifth floors are all yours — go count all
the plastic rolls, cardboard, etc.,’” he said. “It took weeks and
weeks to finish. We can now do this through the internet of
things and big data. We now can connect devices and do things
we never thought about before.”

Hidalgo cautioned the audience that incorporating
thingalytics, IoT and big data into their business models is a
“business transformation” that will take time and effort.

“I’m not saying you should just  put sensors in
everything,” Hidalgo said. “It will require hard decisions to
change the way you traditionally do business, which isn’t
always easy. I would encourage you to ask, as an
organization, ‘How can we start?’ There are a lot of great
consultancies that can help you walk through the
transformation.”

THE SHEER AMOUNT OF DATA

Hidalgo offered some pertinent facts about the
proliferation of data, both now and in the future:

n More data has been created in the past two years than in
the previous history of the human race;

n The average person checks his/her phone 52 times a day,
generating more and more data;

n By 2020, the digital universe of data will grow from 4.4
zettabytes today to around 44 trillion gigabytes;

(And this from www.engadget.com/2011/06/29/visualized-a-
zettabyte/: “Think of a zettabyte as the equivalent of 250
billion DVDs, 36 million years of HD video, or the volume of
the Great Wall of China if you allow an 11 oz. cup of coffee to
represent a gigabyte of data.”) 

n Data production will be 44 times greater in 2020 than it
was in 2009;

n By 2020, about 1.7 megabytes of new information will be
created every second for every human being on the planet; and,

n Within five years, there will be more than 50 billion smart
connected devices in the world, all developed to collect,
analyze and share data.

“We have a huge opportunity. All this data and how to
incorporate it can seem overwhelming, but that is where your
world, as well as your suppliers’ and your customers,’ are
moving,” Hidalgo said. “If you don’t adapt in business, you
die. You may not die tomorrow, but it is a slow, painful death,
nonetheless. 

“For example, I don’t know that 20 years ago anybody
believed we would be talking about Blockbuster essentially
as a thing of the past. I recently had a discussion with a
former Blockbuster employee, who was rather high up in the
company, who said they missed it — they just missed it.
They never believed for a moment that Netflix would take
off. Who on earth would want to exchange DVDs by mail?
Then, this little thing called streaming came along, and by
the time Blockbuster recognized what was going on, it was
far too late.”

According to a www.businessinsider.com report, posted April
2, 2018, “Blockbuster isn’t extinct quite yet — but it is getting
closer. While roughly a dozen Blockbusters remained open
across the U.S. in 2017, at least four have already closed this
year (2018).”

Hidalgo warned that data without context is just data.
“We have to wrap context around our influx of data,” he

said. 
In other words, before a company invests in IoT, it must

decide how it is going to use the massive amounts of data
available in the areas of sales, marketing and customer
experience.

“We must answer such questions as, what do we want to do
with data? How do we want to use it to market and sell better?
How do we want to connect our supply chain and our
operations in a better and more formal fashion?” Hidalgo said.

Hidalgo shared five data categories as defined by the
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“If we make it as easy as possible
for customers to use our products,
the likelihood of them buying from
us again increases substantially,
even if we are the more expensive
vendor.” 



Winterberry Group (an advertising, marketing, media,
information and technology consulting firm):

n Omnichannel: Personal information and behavioral
information;

n Transactional: Customer purchase history;
n Digital: Online behaviors of prospects and customers;
n Specialty: Tracking across new channels — IoT,

wearables such as smartwatches, fitness trackers, VR (virtual
reality) headsets, etc.; and,

n Identity: Reconciliation of prospects and customer data
across multiple touch points.

Hidalgo also gave some examples of how a company can use
data in the social media sphere of influence:

n Elevate and promote brand:
“Make sure, before spending a lot of money in the social

media sphere, that your customers are actually using it. If they
are, understand what platforms they are using,” Hidalgo said.
“When we work with a client, we often hear, ‘I only use this,’
or ‘I only use that.’ Some people prefer Instagram over
Facebook. Some people use LinkedIn over Facebook and
Instagram. Furthermore, there are a host of other social media
platforms.”

n Better engage with customers:
“When we are talking about big data, and responding to our

customers, social media is one of the ways customers are now
trying to get the attention of vendors,” Hidalgo said. “I use a
handful of social media properties. Twitter is one of the ways
I try to engage with brands, because it is the world in which I
live. I’m very keen on the brands that respond to me quickly,
and use social media as a way to address my needs and my
issues as a customer.”

n Improve demand generation (Demand generation is
the focus of targeted marketing programs to drive
awareness and interest in a company’s products and/or
services.):

“We can get better insights into our customers. We can
provide better support,” Hidalgo said. “When we see a tweet or
a comment on LinkedIn or a comment on a social property that
says, ‘I bought from this company and it’s really not that
great.’ We should be able to respond.” 

n We can improve communications with partners and
suppliers:

“We don’t have to start with multi-million dollar
investments. It is just about being smart as to how we harness
the data that we have at our fingertips. If you have a website,
you have data,” Hidalgo said. “If you don’t have a data
analytics platform, Google has a free analytics platform. You
can hook it up to your website and start to monitor and
monetize some of the data you are receiving.”

Maintaining up-to-date data is a serious issue that can
hamper what a company is trying to accomplish. In a study, 83
percent of respondents reported their data was old and
outdated.

“We also see that one-third of U.S. organizations’ customer
and prospect data is believed to be inaccurate,” Hidalgo said.
“Another study said poor data quality is the silent killer for

many B2B marketing campaigns. Data silos and incomplete
data are the culprits, with data silos as the No. 1 issue.”

According to www.yourdictionary.com, a data silo is a
separate database or set of data files that are not part of an
organization’s enterprise-wide data administration. In other
words, a data silo is isolated in one department, away from the
rest of the organization, much like grain in a farm silo is closed
off from outside elements.

“What we need to think about is connecting data with our
systems of engagement — web, mobile, chat, social, IoT —
and then connecting them with our systems of record — CRM
(customer relationship management), supply chain and IT
service management,” Hidalgo said. “We do this through a
system of intelligence that is placed in-between the system of
engagement and system of record.

“What we are seeing is the rise of customer data
platforms to help collect data from connected devices,
forming better responses and hypothesis for real-time
analytics that gives clarity of sight, so we don’t have to silo
our data anymore.”

Hidalgo said companies with advanced data strategies are
twice as likely to report more than 30 percent revenue growth.
He gave a couple of examples of companies that were
customers of his former firm, ANNUITAS, as proof points:
Lenox Tools:
n Produces saws, saw blades, utility knives, snips, and other

cutting tools;
n Took a data driven (qualitative and quantitative) approach

to connect with buyers and customers;
“They started using data to understand who their customers

are, how they are buying,” Hidalgo said. “We actually
identified several different customer types that they weren’t
going after.

n Used this information to develop a “resource center” for
metal cutting operations; and,

n Results: 10 percent-plus of sales pipeline generated by
marketing and 11.2 percent of all leads convert to qualified
sales leads.

“They increased their sales pipeline by 10 percent-plus, just
by marketing differently, which aligned better to their
customers because they had the data. They also started to work
from a digital perspective to better engage their customers.”
Schneider Electric:
n A global specialist in energy management and automation

with operations in more than 100 countries, offering integrated
energy solutions across multiple market segments;

n Implemented a data driven, customer centric approach to
data management;

n Used data to build a profile of their ideal customers;
n Built a process to manage data through their systems of

engagement; and,
n Results: 174 percent ($500 million) increase in sales

pipeline and double-digit increase in sales conversion.
“If we are going to change our world, it has to start with us, as

business owners and executives in our organizations, to make
sure we are changing our companies first,” Hidalgo said.
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PelRay International, LLC, will
observe its 10th anniversary later
this year. In 2008, PelRay
continued to serve the cleaning
industry under the direction of new

CEO Michael J. McKenzie, with key support of then-CFO
Bart Pelton and then-President Ray LeBlanc. Both Pelton and
LeBlanc are both widely recognized for their expansive
knowledge of the industry for the past 40 years. “We created
the name PelRay from those men’s names precisely because
of that knowledge and respect,” noted McKenzie.
In March this year, when now-COO LeBlanc turned 70, he

accepted an offer to retire from PelRay and to become a
consultant for the company in order to have more time to
spend with his family and grandchildren. “Ray has been an
instrumental part of the PelRay management team,” said
McKenzie, “but we are excited about the future success of
PelRay with the new team now in place.”

At that time Ron Cherryholmes, hired as Senior Account
Executive in 2013, was promoted to COO, replacing LeBlanc.
With the announcement, McKenzie shared that Cherryholmes
will remain working from the PelRay West Coast office and
has been instrumental in using his vast knowledge of handles
and brushes to increase sales.
A new face on the management team is Rigoberto D’Leon,

who was promoted from Controller to CFO and Credit
Manager in February. When the announcement was shared
with the company staff, President Bart Pelton said, “D’Leon
joined the PelRay team last year and jumped into his new
responsibilities with the same vigor that any Marine always
shows. In a way, we really didn’t expect anything less from

him. His Marine experience combined with his accounting
experience has proven to be a great asset for PelRay.” 
PelRay has always been the source

to go to when industry leaders need to
know what is happening in the
broomcorn and Tampico markets. “We
are proud that Roberto Sixtos has
joined our team as Procurement and
Sales Specialist for Mexican Oper-
ations,” announced McKenzie. 
“Sixtos with his 20 years of industry

knowledge in Mexico will give
PelRay ‘real-time’ reports of current
market conditions and address quality
control issues,” said McKenzie. 
With these key positions now in

place, PelRay will continue to
deliver its mission of quality, service and integrity to its
customers. For more information, contact Bart Pelton at
bart@pelray.com.

PelRay Now In 10th Year

PelRay’s Ray LeBlanc (left) retires.

PelRay CEO Michael McKenzie, CFO Rigoberto D'Leon 
and Sales Specialist Roberto Sixtos

PelRay President Bart Pelton and COO Ron Cherryholmes

Roberto Sixtos

ADVERTORIAL
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“In August 2017, Gordon Brush® launched its re-engineered
website (www.gordonbrush.com). This website features a powerful
navigation tool, an updated ecommerce platform for an easy,
secure, fast, safe, and reliable check-out, and a 'Multi-Dynamic
Faceted Navigation' search,” according to a Gordon Brush release.
Now, the company has announced two enhancements to its

site: a Brush Selector WIZARD, and a revamped home page
layout. The WIZARD will allow the user, who may not know
what type or kind of brush he/she is looking for, to find the
desired brush quickly and easily, within a few clicks.
"You don't need to know anything about brushes," said Ken

Rakusin, Gordon Brush president/CEO, "to be able to find the
brush for your specific need.
“The WIZARD makes it possible for end-users to select any

of the 15 brush criteria (attributes) to quickly and easily narrow
their selection criteria to find the ideal match," said Alan
Schechter, vice president sales/marketing.
“The revamped home page provides a clean, bold look with

new soothing blue and gray colors and larger text and category
images, for a superior visual style to make it easy to search for
the right brush for your specific application or need. One can
use the left-hand navigation; picture squares; search bar; or, the
new WIZARD to find a problem-solving brush. If you can't
find a stock brush that fits your specific need, click on the
CUSTOM BRUSH section of the website and we'll help you
design a brush tailored to your specifications. If a brush exists,
we have it…if it doesn't, we'll make it,” said Rakusin.   
Gordon Brush Mfg. Co., Inc., is an ISO 9001:2015 certified

American manufacturer of brooms and brushes. Established in
1951, Gordon Brush® includes two brands with origins dating
back to 1855 and 1897. In total, the company is comprised of
seven brands. Gordon Brush® manufactures the FootMate®
System, and over 15,000 standard and custom brushes, selling
to industries including: janitorial, medical, electronics,
manufacturing, military, aerospace and pharmaceutical in its
state-of-the-art, 183,000-square-foot manufacturing facility in
City of Industry, CA.
For more information, email sales@gordonbrush.com.

Website Enhancements From 
Gordon Brush

Abtex Corp. Promotes 
Jason Saner To President

Abtex Corp., a manufacturer of machine/brush deburring solutions,
has promoted Jason Saner to president
of the company. He reports to Mark
Fultz, Abtex CEO.
Saner joined Abtex in June 2013. He

began as market development man-
ager, and was promoted to lead the
Systems Group in 2014, then to vice
president of sales and marketing in
2015. He has an MBA from the
University of Rochester’s Simon
School, and a bachelor’s degree from
LeMoyne College. He and his family
reside in Penn Yan, NY.
Abtex supplies filament brushes

and custom-designed deburring machines for a variety of
machined-part, aluminum-extrusion, fine-blanked, and powder-
metal applications. Customers include manufacturers such as
automotive tier 2 & tier 3 parts producers.  
For further information, visit www.abtex.com.

Jason Saner

Nexstep Now Represented By 
Access Partners Pacific Northwest 

Nexstep Commercial Products has announced that Access
Partners Pacific Northwest is now representing the company in
Oregon, Washington, and Alaska. Access Partners is a
manufacturers' representative agency, and was founded in 1969. In
2015, Access Partners moved into the Pacific Northwest with Steve
Popp as regional sales director.
Nexstep President Todd Leventhal said, “We’re extremely happy

to have the Access Partners Pacific Northwest organization
represent us. We expect tremendous growth in their market, and we
know they’ll provide excellent service to our Oregon, Washington,
and Alaska distributors.”

Nexstep Hires Logistics Supervisor

Nexstep Commercial Products
has named Dawn Robbins as
logistics supervisor. She attended
college at Mott Community
College in Flint, MI. Before her
employment at Nexstep, she
worked at Original Smith Print
located in Bloomington, IL,  as a
warehouse supervisor. She has 20
years of logistics experience. 
Robbins was born in Flint, but
now resides in Fisher, IL. She is
married and has three children. 

She works in Nexstep’s plant in Paxton, IL, and can be reached at
dawn@ocedarcommercial.com.

Dawn Robbins

News From Nexstep
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The Libman Company’s Third Annual
Embrace Life’s Messes Tour 

“The Libman Company took to the highway for a third straight year
with its ‘Embrace Life’s Messes’ Tour that is traveling to 255 retail
locations in the U.S. and Canada. This is the first year the tour extends
into Canada, primarily in the Ontario region. Over the course of 13
weeks, the company is giving away products and special prizes during
the retail store visits to encourage consumers to embrace life’s messes
by letting Libman help do the work,” said the company.

The tour began in South Louisville, KY, on June 6 and will end
in Columbus, OH, on September 1. Heading the tour is a team of
two, Yen and Derek, serving as Libman brand ambassadors, who
drive the Libman-branded Ford Transit van to store openings, and
retail locations. At the retail stops, shoppers have the opportunity
to see in-store product demos and participate in games to win
Libman prizes.

“The tour is being documented on social media sites with blog posts,
photos and videos of the two and their experiences, as well as on
www.embracelifesmesses.com. In addition, Libman is concurrently
running the ‘Embrace Life’s Messes Sweepstakes’ where, over the
course of those 13 weeks, consumers can spin the online animated wheel
every 24 hours for a daily chance to win a Libman Wonder® Mop, or
the grand prize, a Libman Move-In Cleaning Kit, which contains
essential cleaning products for those moving in (or out) of a house or
apartment. The sweepstakes run until August 31, 2018.”

According to the company, the 13-week tour is an extension of
Libman’s television and print ad-campaign that reminds consumers
to “Remember the Moment and Forget the Mess.” The message
Libman wants to send is that Libman has consumers covered so they
can enjoy the moment, rather than fret about the mess.

Today, Libman is housed in a 1.4 million-square-foot facility in
Arcola, IL, with the fourth generation of Libmans now working at
the company. 

Jerry Barnes Celebrates 50 Years At
The Wooster Brush Company

Jerry Barnes reached a milestone (June 10, 2018) of 50 years
of service with The Wooster Brush Company. A celebratory
luncheon in his honor was hosted by the company for all
Wooster employees.

Barnes applied for work at The Wooster Brush Company in
1968, based on a recommendation from one of his Northwestern
High School guidance counselors. After an interview with Ed
Heckendorn, Wooster offered Barnes a job. He said his original
plan was to only work for Wooster Brush for eight to 10 years,
until he could start his own auto repair business. 

He started at Wooster as part of stock service in the assembly
department. Barnes took a brief military leave the following
February as a member of the Air National Guard. He's been with
Wooster Brush ever since his return from military service. Now,
50 years later, he's a journeyman mechanic, specializing in
industrial machine repair. 

Barnes also served as a board member for The Wooster Brush
Employee Relief Association from 1979 to 1981.

"There has been a lot of change over the years," he said. "But the
biggest change really has to be our facility. I've seen our buildings
grow and expand so many times from the late 1960s to today."

When he's not working, he likes to spend time with his wife
Sandy, his daughter, Stacy, three stepchildren: Jessica, Brett,
Michelle, and his four grandchildren. He also enjoys riding his
2013 Harley-Davidson Road King.

"I have 50,000 miles on it already, and I'm looking forward
to more. I've enjoyed my time here and the people," Barnes said.
"I've made a lot of friends. Over the years, I have seen many
changes. I've enjoyed the challenge of troubleshooting and
repairing the equipment as our machinery has evolved. It's been
a good experience."

He is the 17th employee in The Wooster Brush Company's
167-year history to reach 50 years of service. He began
retirement June 30, 2018.

For more information, visit woosterbrush.com.

ZAHORANSKY USA 
Plans Open House

ZAHORANSKY USA is planning an open house in September
until the first week in October. The company will showcase its
Z.WASP 2, and its Z.PARD 6225.

The company said the Z.WASP 2 is the most versatile in its
product line, and the 3-station carousel Z.PARD is the company’s
newest addition.

The open house will offer a hands-on, one-on-one brush making
experience.

To schedule an appointment, call 630-507-9872, or email
steve.bellocchio@zahoransky.com.
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