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ABMA To Hold 102nd Annual Convention
At Atlantis Resort Paradise Island, The Bahamas
By Harrell Kerkhoff | Broom, Brush & Mop Editor

The 102nd American Brush Manufacturers Association (ABMA) Annual Convention
is scheduled for March 20-23, at Atlantis Resort Paradise Island, Nassau, The Bahamas.
The ABMA event is billed as four days of networking, fellowship and information sharing.
This year’s convention will include the suppliers display, an interactive industry
roundtable program, a guest speaker, receptions and other key events.
(A complete schedule accompanies this article.)
CONVENTION PROGRAM HIGHLIGHTS

ednesday, March 20, is the first full day of activities for the
102nd ABMA Annual Convention. The Convention
Committee Breakfast Meeting is scheduled from 8 to 9:20
a.m., followed by the Public Relations Committee Meeting from
9:30 to 10:20 a.m., and the Membership Committee Meeting from
10:30 to 11:50 a.m.
ABMA convention registration on Wednesday is scheduled
from 11 a.m. to 6 p.m. A Statistical Committee Lunch Meeting is
set for noon to 12:50 p.m. on Wednesday, followed by a Safety &

W
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Standards Committee Meeting from 1 to 1:50 p.m.
This year’s All Division Meeting is also slated for Wednesday,
from 2:30 to 3 p.m., and is open to everyone who attends the
convention. This will be followed, from 3 to 5 p.m., by the “Meet
The Pros — An Interactive Industry Roundtable Event,” presented
by the ABMA All-Attendee Educational Institute. Industry experts
will be seated at approximately 8 to 10 tables and will discuss
various topics. Visitors can rotate between tables as they wish, in
a completely open format.
Wednesday’s events conclude with the New Members & First
Time Attendees Welcome Reception from 6 to 7 p.m., followed by
BBM MAGAZINE | January/February 2019

the main Welcome Reception from 7 to 9 p.m. Dress is business
casual for both events.
A day earlier, on Tuesday, March 19, the Directors Finance Meeting
will take place from 5 to 5:30 p.m., and will be followed by the ABMA
Foundation Board of Directors Meeting from 5:30 to 6 p.m.
The main program to kick off events for Thursday, March 21, will
be the Opening Business Session from 8 to 8:50 a.m. The session
will include a welcome given by ABMA President Carlos Petzold,
of Bodam International Ltd./Borghi USA, Aberdeen, MD.
Prior to the opening event, a yoga session from instructor
Rachel Hack, of Epic Resins, Palmyra, WI, will take place from
6:30 to 7:15 a.m., while a continental breakfast will be available
from 7 to 8:30 a.m. Registration will open at 7:30 a.m. and remain
active until 2 p.m. on Thursday.
Following the Opening Business Session will be an ABMA AllAttendee Educational Institute. This is scheduled from 9 to 11 a.m.
The event features guest speaker Jack Shaw, who will present a
program titled, “The Future Of Money — The New Internet Of
Trust: Bitcoin, Blockchains, And Smart Contracts.”
According to Shaw, the world will change more in the next 5 to
10 years than it has in the past 50. And perhaps no technology will
drive that change more than Blockchain. The enabling technology
underlying the digital currency Bitcoin, Blockchain lets people
and businesses have trustworthy interactions without requiring
costly third-party intermediaries, Shaw said.
“It could affect every organization in every industry — just as
the Internet has. Executives are becoming aware that
Blockchain is important, but it is still not well understood by
most,” Shaw said. He is a digital strategist, technology
executive and co-founder and executive director of the
American Blockchain Council.
The Suppliers Display setup time is scheduled from 11 a.m. to
5 p.m. on Thursday, while the ABMA Golf Scramble Tournament
will take place from 12:30 to 6 p.m. at the Ocean Club Golf
Course, located at Atlantis, Paradise Island’s oceanside peninsula.
Tournament cost includes green fees, golf cart rental, range balls
and prizes. Participants are asked to make their own club rental
arrangements directly by calling the pro shop at 1-242-363-6682.
Please specify men’s or ladies left- or right-handed clubs.
A mid-convention reception is scheduled from 6:30 to 7:30 p.m.
Dinner on Thursday is open.
A full day of activities is planned for Friday, March 22, starting
with a yoga session with Rachel Hack from 6:30 to 7:15 a.m., and
a continental breakfast from 7 to 8:30 a.m. Registration is
scheduled from 7:30 a.m. to noon.
One of Friday’s highlights will be the ABMA “Face 2 Face”
Suppliers Display, which will begin at 8 a.m. and run until noon.
This event provides a showcase for ABMA members to learn
about the latest products, ideas and components offered by
exhibiting suppliers. In addition, the event is another opportunity
for members to network.
This year’s Suppliers Display program will consist of a different
format compared to the past. For the 2019 event, ABMA is using
a pre-planned meeting schedule to allow for 10 minute scheduled
conferences. This has been done to eliminate the extra expense of
suppliers having to ship a pop-up display to The Bahamas. In this
new format, suppliers stay at their tables with chairs for visitors.
There will be an open format for the first two hours of the event,
allowing people to move around the space freely and sit down
with suppliers of their choice. Pre-scheduled 10-minute “power
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meetings” will be in place for the remaining time, allowing for
higher-level discussions. Visitors will rotate as per their schedule.
Scheduled meetings will be determined in advance through a
scheduling software program.
“Please note that the meeting selection process is never perfect.
It is hard to accommodate all requests. This is why there is an open
time, which allows people to meet regardless of their schedules,”
according to ABMA.
Suppliers are to bring only what they can fit on their tables, and
this rule applies to all suppliers to keep things fair, ABMA added.
Allowed items for each supplier table are: literature, tablecloths,
price sheets, tabletop lit racks, counter cards, sample products, and
a laptop to stream videos and share reporting. Not allowed items
are: free-standing floor displays, banner stands, large tabletop
displays and wall-hung displays.
From 9 to 11 a.m., the ABMA Companion Program “Stuffed Toy
Craft for Charity” is scheduled. Attendees will make a stuffed toy
that will be donated to a children’s charity in Nassau. A pattern,
materials and instructions will be provided. The activity is free to
participants and is limited to the first 30 people who sign up.
A buffet lunch is slated for noon until 1 p.m. on Friday. This
will be followed by a nearby Dolphin Experience tour, from 2
to 5:30 p.m. Wearing a wetsuit and sitting in waist-high water,
each participant will have the chance to get close to dolphins.
Limited to just 10 guests at a time, this intimate interaction
begins with an orientation and includes 30 minutes in the water.
Children under 10 years of age must have an adult family
member or guardian participating with them in the shallow
water. Cameras are allowed but be advised that caution is
needed around salt water. Wetsuits, towels, changing rooms,
showers and lockers are included. There is a charge involved for
this event.
Friday evening’s featured event will be the annual Suppliers
Reception, which takes place from 7 to 10 p.m. The event will
include food, music, dancing and a few surprises along the way.
Dress is business or resort casual.
The 2019 ABMA Annual Convention will conclude on
Saturday, March 23, with a board of directors meeting scheduled
from 8:30 to 10:30 a.m. There is no official convention program
scheduled for the remainder of the day so that attendees can enjoy
Atlantis and the surrounding area on their own.

HOTEL REGISTRATION, DRESS
& WEATHER INFORMATION

he Atlantis Resort is located at One Casino Drive, Paradise
Island, The Bahamas. The phone number is 1-242-363-3000.
It’s located approximately 12 miles from the Nassau
International Airport.
For ABMA events, comfortable and casual dress is appropriate.
Daytime attire is casual and sportswear is customary (golf shirts
and slacks or shorts for men; slacks, shorts or skirts/dresses for
women). Evening activities feature “nice” informal or daytime
business casual attire and may include sport coats for men; and
pantsuits, slacks, skirts/dresses for women.
Paradise Island’s average daytime temperatures in March are in
the high 70s. Nighttime temperatures average in the low 60s. The
area averages 2.75 inches of rain during the month.
Call 720-392-2262 or visit www.abma.org for additional
information about this year’s ABMA Annual Convention.

T
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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.

102nd Annual ABMA Convention

SCHEDULE OF EVENTS
March 19-23, 2019 • ATLANTIS RESORT PARADISE ISLAND • Nassau, The Bahamas

TUESDAY, MARCH 19
5 to 5:30 p.m.
Directors Finance Meeting
5:30 to 6 p.m.
ABMA Foundation Board of Directors Meeting

WEDNESDAY, MARCH 20
8 to 9:20 a.m.
Convention Committee Breakfast Meeting
9:30 to 10:20 a.m.
Public Relations Committee Meeting
10:30 to 11:50 a.m.
Membership Committee Meeting
11 a.m. to 6 p.m.
Registration / “Gathering Place”
Noon to 12:50 p.m.
Statistical Committee Lunch Meeting
1 to 1:50 p.m.
Safety & Standards Committee
2:30 to 3 p.m.
All Divisions Meeting
3 to 5 p.m.
ABMA All-Attendee Educational Institute:
“Meet The Pros – An Interactive Industry Roundtable Event”
6 to 7 p.m.
New Members & First-Time Attendees
Welcome Reception
Dress: Business Casual
7 to 9 p.m.
Welcome Reception
Dress: Business Casual

THURSDAY, MARCH 21
6:30 to 7:15 a.m
Yoga session with Rachel Hack
7 to 8:30 a.m.
Continental Breakfast
7:30 a.m. to 2 p.m.
Registration / “Gathering Place”
8 to 8:50 a.m.
Opening Business Session - President’s Welcome
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9 to 11 a.m.
ABMA All-Attendee Educational Institute
Presentation: “The Future Of Money”
Speaker: Jack Shaw
11 a.m. to 5 p.m.
Suppliers Display Setup
11 a.m. to 12:30 p.m.
Lunch on Own
12:30 to 6 p.m.
Golf Scramble Tournament: Ocean Club Golf Course
6:30 to 7:30 p.m.
Mid-Convention Reception
7:30 p.m.
Dinner on Own

FRIDAY, MARCH 22
6:30 to 7:15 a.m
Yoga session with Rachel Hack
7 to 7:45 a.m.
Suppliers Display Setup
7 to 8:30 a.m.
Continental Breakfast
7:30 a.m. to Noon
Registration / “Gathering Place”

8 a.m. to Noon
ABMA “Face 2 Face” Suppliers Display
9 to 11 a.m.
Companion Program — Stuffed Toy Craft For Charity
Noon to 1 p.m.
Buffet Lunch
2 to 5:30 p.m.
Tour: Dolphin Experience
7 to 10 p.m.
Suppliers Reception
Dress: Business / Resort Casual

SATURDAY, MARCH 23
8:30 to 10:30 a.m.
ABMA Board of Directors Meeting
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THE MILL-ROSE COMPANY:

Celebrating

100
YEARS
OF BRUSH MAKING,

INNOVATION AND CUSTOMER SERVICE
By Harrell Kerkhoff | Broom, Brush & Mop Editor

One can only imagine what Victor H. Miller would think today about The Mill-Rose
Company, a brush manufacturing business he started 100 years ago.

The story goes that in 1919, Miller purchased a confectionery store on the east side of Cleveland, OH.
In his spare time, he started producing wire magazine racks and displays for picture postcards that were
sold in his store. By fortunate coincidence, a customer, who was a representative of the nearby Osborn
Manufacturing Company, watched his dexterity with wire and offered him a contract to make percolator
brushes. From that modest beginning, a new company was to grow, eventually becoming a large
manufacturer of twisted-in-wire brushes for a wide variety of business segments.
Shown below, left to right, are members of the Miller family who are currently involved with company management:
Larry Miller, Lars Miller, Gregory Miller and Paul Miller Jr.

Expertise
e 100 Y
Years
ears in the Ma
Making.
aking.
It all started a century ago in a small store in Cleveland, Ohio. From
this humble
humble beginning we have grown to become the largest U.S.
US
manufacturer of twisted-wire brushes.
Mill-Rose has set the standard for quality, performance, and innovation in brush technology for the past 100 years. We design, engineer,
and manufacture standard and custom brushes in any quantity, and
our expertise is second-to-none. Choose from thousands of standard
and not-so-standard sizes and shapes. Call or visit MillRose.com.

A Century of Brushmaking Excellence

www.MillRose.com/100years
T: 800-321-3533 • info@MillRose.com

The Mill-Rose Company began its operations in Cleveland, OH.

A century later, The Mill-Rose Company, based in Mentor, OH,
an eastern suburb of Cleveland, remains a family-owned
organization, now in its fourth generation, and takes great pride in
its history of serving satisfied customers.
“It’s been brought to my attention by many people that 100
years is a big deal. Not a lot of companies reach such as milestone.
Fortunately, the history of Mill-Rose is rich and deep,” said Greg
Miller, Mill-Rose vice president of sales and a great-grandson of
the company founder. “I have learned a lot more about our
company’s history while preparing for this centennial. It’s been
both fun and interesting.
“I soon realized that, when looking at where we are as a business
today, versus decades ago, all of our company’s milestones have
helped catapult us to the next level — from being a simple brush
maker to getting into government-related work, to entering such
segments as medical, chemical, aerospace and engineering.

“This advancement in brush products and business
segments is a major reason why we not only get to
celebrate 100 years as a company, but look forward
to a future of high growth opportunities.”

Greg Miller is shown at his Clean-Fit Products division office in
Mentor, OH, located near The Mill-Rose Company’s headquarters.
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Victor H. Miller, founder of
The Mill-Rose Company

Taking “the next step” has always been in The Mill-Rose
Company’s DNA. For example, by 1925, Victor H. Miller decided
to close his confectionery operation and specialize in
manufacturing brushes. Mill-Rose expanded production
significantly with the advent of World War II. In 1940, the
company received its first lend-lease contracts for rifle cleaning
brushes, and by the end of the war had produced more than 35
million such brushes. With diminished demand for gun-cleaning
products during the post-war period, Mill-Rose made the natural
transition to producing twisted-in-wire brushes for other
applications, primarily focused on different industries.
The Mill-Rose Company took the unique approach to selling
many of its industrial brushes to other brush companies. In other
words, Mill-Rose manufactured brushes that those other
companies did not make; providing them with a wider selection of
products that they, in turn, could offer customers. The formula
worked, and Mill-Rose continued to grow. Throughout the
following decades, more companies turned to Mill-Rose to
manufacture new and unique brushes, which led the company into
tremendous diversification.
While The Mill-Rose Company continues to produce gun brushes
for the armed forces, law enforcement and sports enthusiasts, that
now represents a small portion of the company’s overall business.
Today’s Mill-Rose brushes are used in virtually every industry
around the world, including, but not limited to, aerospace,
agriculture, automotive, defense, energy, manufacturing, medical,
technology and telecommunications.
Customers can choose from thousands of standard and not-sostandard sizes and shapes of brushes that deburr, polish, finish,
sort, auger, conduct, dissipate, collect, move and protect materials.
Mill-Rose brushes are often used in non-brushing applications to
solve engineering, design and production problems. Mill-Rose has
designed more than 100,000 special brushes with unique
configurations for unique applications.
That growth over the decades also led The Mill-Rose
Company to form two distinct divisions: Clean-Fit Products
and Mill-Rose Laboratories. Main features of both divisions,
which are based in separate facilities in Mentor not far from the
BBM MAGAZINE | January/February 2019
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Shown are different sizes and configurations of abrasive and miniature brushes that are produced by The Mill-Rose Company.

company’s headquarters, include:
n Clean-Fit Products — Strong demand for Mill-Rose brushes
by the plumbing, heating and cooling industries led to the formation
of Clean-Fit Products, a division serving professional contractors,
hardware wholesalers and do-it-yourself home centers.
Clean-Fit Products offers contractors and other end-users a complete
line of brushes, abrasives, PTFE sealants and specialty tools, including
its Blue Monster® professional-grade products. Clean-Fit Products
has experienced rapid growth with Blue Monster®, demonstrating the
need by many customers for high-quality brushes and accessories that
come with a unique and trusted brand name.
“The government has awarded us some great trademarks over
the years, including Blue Monster®. That has been a key driving
force to our company’s growth. In the global business world, if
you don’t have such protection, there are companies that will
make copies of your products,” Greg Miller said. “I feel The MillRose Company is well known for its quality products and
capability of developing well-known brand names. Blue
Monster® is a good example. We have had fun developing that
brand within our Clean-Fit Products division.”
The Blue Monster® character, developed over 10 years ago by
Greg Miller and co-workers, with the help of a marketing and
graphic design firm (Knudsen, Gardner & Howe, Inc.), can be
seen on a variety of Clean-Fit Products’ work and non-work
related items, the latter including apparel.
“I think there are some people who spend as much money on the
Blue Monster® apparel as they do with the tools and accessories,”
Greg Miller said, with a laugh. “We are, however, very selective
about what the Blue Monster® goes on.”
He noted that Clean-Fit Products was developed several
decades ago from the main Mill-Rose brush business to better
meet the needs of certain specialized customers — those mostly
found working in the plumbing, heating and cooling trades.
“By the 1970s, we were developing a lot of brushing tools for
those trades. That included brushes to clean furnaces, oil-fired
burners, pipe fittings, etc. Eventually, the Clean-Fit Products
division was developed, and now features a separate office and
sales staff that focuses on those professional trades,” Greg Miller
said. “Clean-Fit Products has become a major component of The
Mill-Rose Company, with sales continuing to grow.”
PG 16

n Mill-Rose Laboratories — This division manufactures a
complete line of disposable and reusable brushes, snares and
baskets for the medical industry. Mill-Rose is a leading source for
laboratory and scientific brushes, biopsy and micro brushes, and
stainless steel wire forms used in a broad range of applications.
Medical device manufacturers have turned to Mill-Rose
Laboratories for its machining expertise and value-added services,
according to Mill-Rose officials. This includes cutting edge
technology, product quality and customer service capabilities.

“Just like with the origin of Clean-Fit Products, our
Mill-Rose Laboratories division grew out of a need to
work within a specific market segment — in this
case the medical field,” Greg Miller said. “Over the years,

Mill-Rose officials, including sales people, kept receiving
inquiries about developing certain brushes needed for such things
as biopsys and new medical devices. As the opportunities grew,
that allowed us to develop Mill-Rose Laboratories as a separate
division. Many times, our engineers work directly with medical
doctors to develop a product to meet a specific health-related need.”

The Blue Monster® brand of items are sold by Clean-Fit Products.
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Mill-Rose corporate headquarters and
manufacturing facility in Mentor, OH.

Clean-Fit Products’ distribution facility
in Mentor, OH.

He noted that the two Mill-Rose divisions feature separate sales
staffs.

“The benefit of developing separate divisions is it
allows us to concentrate on specific areas for higher
growth. Our people within each division can better focus
on one aspect of the brush business,” Greg Miller said.
“It also helps from the standpoint of distribution,
shipping, producing inquiries and even advertising.”

Mill-Rose Laboratories’ facility
in Mentor, OH.

“There is a big difference between our company in 2019,
with all of its many brush-related products, and what we
offered decades ago. When you put yourself in the

position of being a reliable brush maker, people tend
to lean on you for advice and help, including
customers,” Greg Miller said. “There is rarely a
workday that goes by without somebody contacting us
about making a new type of product or presenting
The main Mill-Rose business, located at the company’s other opportunities. This often leads to product
headquarters, remains focused on producing many types of twisted- innovation and the development of new and very
in-wire brushes for various industries. These brushes are often advanced brushes — such as those designed to reduce

G

designed to hone, polish or grind different items and surfaces.

THE POWER OF INNOVATION

rowth at The Mill-Rose Company, Clean-Fit Products and
Mill-Rose Laboratories has always been fed by product
innovation. This remains true today, according to Greg Miller.

PG 18

tumor growth in cancer patients or helping devices collect
electricity.
“For The Mill-Rose Company, a lot of our innovation also
originates from truly knowing how to make a brush. Due to our
company’s longevity and staff experience, there are discussions
taking place with people from all around the world, many of whom
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bring us great ideas. A lot of our innovations start from the
outside world. There might be an engineer who informs us
about a specific application that will lead to a new brush
product. That, in turn, can bring us exclusive distribution
rights or proprietary information.”
Although many people outside of the industry may think
of a brush as a device to simply clean, polish or deburr,
those involved with brushes full time know that many other
uses are possible.
“Where I think The Mill-Rose Company really thrives,
and where a lot of our future business may be headed, has
to do with what is known as the ‘unbrushed’ type of
products. Brushes can serve many uses outside of the
simple act of ‘brushing,’” Greg Miller said. “I feel we, at
Mill-Rose, are great at working with wire and filament. We
can make just about anything and still call it a brush.
“As a result, we don’t turn down too much when it comes
to new business opportunities and brush development. As I
tell my sales reps, ‘Nothing ventured is nothing gained.’”
He added that it’s hard to duplicate or replace 100 years
of brush making experience.
“I would say at this point in time, The Mill-Rose
Company has experimented with, and made just about
every configuration and style of twisted-in-wire brush you
can imagine. There is also something new going on in every
Mill-Rose department, every day. We make many long-run
items as well,” Greg Miller said. “Our main focus is

the World of StripBru
ush Machines

www.woehlerbrushtech.com

Wöhler Brush Tech GmbH
Wöhler-Platz 2 | 33181 Bad Wünnenberg | GERMANY
Tel: +49 2953 73 300 | bt@woehler.com
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to accommodate what current and potential
customers need, no matter the type of product
or industry involved.”

F

THE MILLER FAMILY:
4 GENERATIONS OF LEADERSHIP

amily involvement has been very strong at The MillRose Company over the past 100 years. As stated,
Victor H. Miller founded the business in 1919. His son,
Victor F. Miller, also headed the company for many years,
and was the person instrumental in moving its headquarters
from Cleveland to Mentor in 1965.
Victor F. Miller had nine children, many of whom also
worked at The Mill-Rose Company. This included Paul
Miller Sr., (Greg Miller’s father) who recently passed away
and served as company president for many years; current
Mill-Rose Vice President Of Operations Larry Miller;
and Victor J. Miller, who is now retired from the business.
The fourth generation of family at The Mill-Rose
Company includes Greg Miller; a brother, Paul Miller Jr.;
and a cousin, Lars Miller.
With Paul Miller Sr.’s recent passing, Greg Miller
reflected on his father’s contribution to, not only the company,
but also Greg’s personal development within Mill-Rose and
the overall brush industry.
“One big piece of advice I took away from my father was
to be loyal to employees, customers and suppliers. For
example, with suppliers, many companies look for ways to
reduce the number of businesses that provide them with
supplies. That was not the position that my father took. He
looked to spread business among different suppliers within
BBM MAGAZINE | January/February 2019
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Product innovation has always been essential at The Mill-Rose Company.
Shown in 2017 accepting the ABMA William Cordes Innovation Excellence
Award from past ABMA President Mark Fultz (far left) are Mill-Rose
representatives Greg Miller, the late Paul Miller Sr., and Paul Miller Jr.
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the brush industry. His business philosophy was, ‘These suppliers are
good people and companies, and they help us support the entire
industry, so we should help to support them,’” Greg Miller said. “My
dad also taught me the value of hard work and dedication. He was
always in the office, including many Saturdays and Sundays, and
helped me understand the value of brushes and the entire brush
industry.
“One day when I was a kid, while my dad was driving me to some
event, he said, ‘When you think about the production of a car, think
about everything in it that has been touched by a brush in some way.
This includes the boring of holes for wires to go through, and the
polishing of the windshield.’ That depiction of brushes gave me a
good idea of what our family business was all about.”
Although the Miller family involvement has been well documented
over the past 100 years, there is some mystery as to the “Rose” part of
the company name.
“To my best understanding, there was a gentleman by the last name
of Rose who helped my great-grandfather start the business. Very
early on, however, that person sold his interest in the company,” Greg
Miller said. “Probably not wanting to go through the added expense of
renaming a new business, my great-grandfather just kept the name,
‘The Mill-Rose Company.’”
As mentioned, the family business originated in downtown Cleveland.
In 1965, the company was moved to its present headquarters in Mentor,
which at the time was very much a rural location.
“The original size of our headquarters was around 30,000 square feet,
and has since been expanded to 60,000 square feet,” Greg Miller said.
Along with separate facilities in Mentor for the Clean-Fit Products and
Mill-Rose Laboratories divisions, The Mill-Rose Company also has a
production facility in Mexico, with a corresponding office in Texas.
“It’s not always easy to operate from different facilities, but there
are advantages as well,” Greg Miller said. “All of our production
facilities feature advanced manufacturing techniques and qualitycontrol programs to help ensure product quality.”

W

THE CUSTOMER IS KING

ith a wide variety of brush and other products in its portfolio, it
goes without saying that Mill-Rose officials find themselves
often working with customers from many different business
segments. One thing, however, remains the same — the customer is king.
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Shown, left to right, are members of The Mill-Rose Company Industrial Sales & Support Group: Nate Zappola, Judy DeFrank, Paul Miller Jr.,
Renae Lillash, Patty Freeman, Jessica Curry, Michael Bohrer and Rita Trevarthen.

“It sounds like a cliché, but it’s true,” Greg Miller
said. “Without customers and great employees, you
are as good as dead as a company. It’s important to
have the support of customers, mutual trust and the
ability to work together.

“If there is a company-wide philosophy at Mill-Rose, it’s, ‘Take care
of the people who are making it possible for the company to operate,

and take care of the customers.’ This is where the longevity in tenure
of our customer service groups really comes into play. Simply put, our
people understand brushes. They are well trained and are very capable
of working with customers from a wide variety of business segments.”
This includes, but is not limited to, the agricultural, aerospace,
industrial and medical fields.
“For example, our staff members who work with customers in the
medical field really need to understand many aspects of the human
body,” Greg Miller said. “This helps them make
recommendations when it comes to the type of wire
and/or filament needed for brushes in that field. They
must know the stiffness and/or flexibility of each type of
brush being discussed for possible medical procedures.”
Along with producing better brushes, product
innovation at The Mill-Rose Company and its divisions
also helps sales representatives in the selling process.
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“One major reason why we really strive for
new product development is that is allows
our company to offer new opportunities for
customers, while keeping our sales people
excited and engaged. It gives them something

new to talk about and demonstrate, often allowing for
more face time with customers,” Greg Miller said.
“New products allow our company and employees to
have a new purpose. That is a big reason why MillRose has always focused on new product development,
and will continue to do so in 2019 and beyond.”

A

A WORKFORCE OF BRUSH MAKERS

ny company fortunate enough to celebrate 100
years has greatly benefited from generations of
loyal and talented employees. The Mill-Rose
Company is no different in that regard.
“We currently have around 200 employees, doing
all types of work. This includes running machines,
setting up and/or building equipment, customer
BBM MAGAZINE | January/February 2019

Kathy Barrell, warehouse supervisor (left);
and Barb Evats, warehouse supervisor, assistant

service activities and sales. It’s truly a team effort, and many of
our people have years of experience that is hard to replace,” Greg
Miller said. “We are very proud of the longevity of many of our
employees. When I walk our shop floors, I see a lot of very
familiar faces. These are people, in some cases, who have worked
at Mill-Rose for 20, 30 or 40 years. They have shown great
dedication to the craft of making and selling our products.”
And, Greg Miller added, brush making is indeed a craft. It takes
experience, knowledge and talent to make brushes, especially
when one considers the wide variety of brush products that The
Mill-Rose Company produces on a yearly basis.
“My father (Paul Miller Sr.) always said, ‘When you are an
employee of Mill-Rose, you are a brush maker,’” Greg Miller said.
“These are people who are making a tool, such as a brush that is
going to be put into a piece of equipment and expected to function
for 20 or more years. Another brush being made may be used in a
medical procedure, entering the human body.
“We make very important items, for all types of industries, that
are designed to fix or solve problems. Therefore, our employees
take brush making very seriously.”
One big challenge The Mill-Rose Company, as well as many
other businesses located throughout the country, is facing today is
finding enough people to fill job vacancies in the wake of current
low unemployment rates. In fact, a common sight while driving
around the streets that surround The Mill-Rose Company’s
facilities in Mentor is the number of ‘help wanted’ signs placed in

Duaine Thome,
project manager
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Gretchen Harris, assistant supervisor, labs (left);
and Michael DeVito, production supervisor, labs

front of different businesses.
“We are looking for more people to hire. Our human resources
department keeps busy with social media posts and attending job
fairs,” Greg Miller said.
With low unemployment rates comes more advantages for those
people looking for better employment opportunities. This includes
a growth trend of companies offering greater flexible work hours
and other incentives.
“It’s definitely harder to compete for employees today. This is a
topic of discussion at Mill-Rose just about every day, and I’m sure
the same can be said for many other businesses,” Greg Miller said.
“Therefore, along with looking for more people to hire, we also
work hard at improving our automation processes throughout the
company. Robotics and overall automation play a huge part in
helping us produce more products in the wake of today’s low
unemployment rates. We are very grateful for all of the machinery
manufacturers that support the global brush industry. They
continue to look for innovative ways to speed things up when it
comes to producing brushes and other products.
“At Mill-Rose, we also take the time to walk the shop floors and
see where different departments can become more efficient. This
is very important. If you don’t have as many people to man your
machines, you really need to find ways to become more efficient.”
He added that greater automation also helps The Mill-Rose
Company, and its divisions, better meet customer needs and
expectations.

Doug Luster, production supervisor,
with Greg Miller

Chris Heintz,
production supervisor
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Vince Pona,
corporate controller

Jason Riha,
purchasing manager

“We always look for ways to speed production and become more
efficient and effective for the sake of our customers,” Greg Miller said.
“Along with relying on those companies that supply us with machinery,
we also build equipment in-house at Mill-Rose, to meet different
production needs. We have several longtime employees, including MillRose Project Manager Duaine Thome, who have been instrumental in
building machinery at our company. This equipment ranges from simple
manual machines to those that involve robotics with specific programs,
where an operator can produce hundreds of brushes per hour.
“We are incorporating robotics in a lot of different ways on the shop
floor, and it’s fun to watch. I’m very grateful for the group of engineers
and other staff members who help us provide the correct machinery to
make the correct type of brushes. If we don’t have the equipment to make
something, we will either purchase that equipment or build it ourselves.”

I

INVOLVEMENT IN A VERY UNIQUE INDUSTRY

t doesn’t take long while attending an event comprising of North
American brush company representatives to realize one thing: these
people really seem to like each other, even if they are sometimes
competitors. It’s an industry full of companies that are often family-owned
and/or have been in business for decades. Comradeship is very evident.
“It truly is an amazing industry, with all the friendships that have been
developed over time. It’s not the largest industry or the most difficult to
navigate, but there is something definitely special about the brush
industry,” Greg Miller said. “A lot of brush companies work together on
different projects. For example, we (The Mill-Rose Company) specialize,

The Clean-Fit Products Division Sales & Support Group includes, left to right,
Lori Grusell, key account manager/office administrator; Christina Gorak;
Elizabeth King; and Tammy Arcaro, customer service manager.
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manufacturing in the United States continues, which should bring
new opportunities. At Mill-Rose, we work hard to find, chase and
capture those opportunities. It helps that due to the reputation of
our company, as well as the longevity of our employees, many
potential customers also find us.

“It’s obviously important that we, as a company,
continue
to do what has made us successful over the
first and foremost, in producing twisted-in-wire brushes. As a
past
100
years.
Embracing and working with customers
result, we work with a number of other brush companies in
helping to solve problems and develop new products. We also rely has always led to success for The Mill-Rose Company.
A Century of Brushmaking Excellence

on many of those same brush companies for parts and pieces that
we don’t make in-house.
“These relationships among companies help make for a very
strong industry. Over time, bonds have been built, even among socalled competitors. This is very different from some of the other
industries that I have worked with over the years.”
The Mill-Rose Company itself is well known for hosting two
industry-wide events each year in the Cleveland area. This involves
the Mill-Rose Brush Manufacturers Luncheon, designed for
national and international brush makers and their suppliers, and the
Victor F. Miller Golf Tournament, which is often attended by many
of the same manufacturers and suppliers. Greg Miller added that
Mill-Rose plans to also host a centennial celebration event in 2019,
with details to be announced at a later date.
Another huge part of industry participation over the years, for
several representatives of The Mill-Rose Company, has been their
involvement with the American Brush Manufacturers Association
(ABMA). In fact, two Mill-Rose representatives have served as
ABMA presidents in the past: Victor F. Miller, from 1963-1965; and
Victor J. Miller, from 1995-1997. Greg Miller currently serves on
the ABMA board of directors as treasurer.
“Being involved with ABMA has been a big deal for many
people at Mill-Rose. It’s a special association. I have been
fortunate enough to experience what it’s like to be both a
member and a board member, seeing all the planning and
behind-the-scenes work that takes place,” Greg Miller said.
“Furthermore, the outpouring of support from many ABMA
members since my father’s passing has been very special. For
me, being involved with ABMA is also about giving back to
our industry. It’s very fulfilling to work with my industry peers
when it comes to planning ABMA events. The association also
plays a big part in helping its members with such matters as
regulatory issues, tariffs, shipping, etc. My ABMA
involvement is not only about giving back to the brush
industry, it’s also been very fun and fulfilling.
“I feel extremely fortunate, privileged and honored to not only be
a part of a great family business, but also work with such a unique
association and industry. I was brought up in this industry with the
friends of my father and family members. They have all been very
willing and able to help and point me in the right directions
throughout my career.”

N

A FUTURE FULL OF PROMISE

ow that the company’s first 100 years is being recognized,
officials at The Mill-Rose Company and its divisions are
looking ahead to what the future may bring. One thing is
certain, the need for brushes of all types will continue.
“As a company, we have experienced significant growth over
the past several years, across all divisions, and we remain
optimistic about the future,” Greg Miller said. “The reshoring of
PG 28

Many of those customers are the people who come to us with great
ideas for future products, leading to added growth. Providing new
products and opportunities keeps things fresh.
“We always preach to our sales people, ‘Leave no stone
unturned.’ Many times, new industries develop through new
technologies, and brushes continue to play key roles within a great
number of those new industries. As we often say, ‘There is a lot of
business out there that we still don’t have.’”
Contact: The Mill-Rose Company,
7995 Tyler Blvd., Mentor, OH 44060. Phone: 440-255-9171.
Email: info@millrose.com.
Website: www.millrose.com, www.cleanfit.com,
www.millroselabs.com.

INDUSTRY NEWS

The Boucherie Borghi Group
Acquires Unimac s.r.l.

As of the first of January 2019, the Boucherie Borghi
Group acquired the complete shares of the company
Unimac s.r.l. This purchase is the result of a close
collaboration that has lasted for more than 10 years, during
which important synergies have been created between the
two companies.
Located in Castelfranco Emilia (Modena) Italy, Unimac
has been designing and producing lines for the
manufacturing of metal handles since 1983. Unimac is also
well known for designing and building machinery and
automation for the production of power brushes.
The acquisition of Unimac by the Boucherie Borghi
Group represents a physical and natural transition, where
Unimac products increase the range of technology offered
by the Group.
“We are therefore pleased to announce to all customers
and suppliers that Unimac has become part of the
Boucherie Borghi family. The aim is to continue to serve
the global market by always trying to offer the best products
and services possible,” according to a press release.
The Group thanks the outgoing partners for the
collaboration received during the years of working together.
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PAINTBRUSH MANUFACTURERS REPORT ON

INDUSTRY

GROWTH,

PRODUCT DEVELOPMENT

And Painting Trends
By Rick Mullen | Broom, Brush & Mop Associate Editor

Broom, Brush & Mop recently spoke to executives from two
paintbrush manufacturers who shared how their respective
companies continue to grow and prosper.
They also related how some of the current issues of the day have
impacted their businesses, as well as their visions for future growth.
amily owned and operated Corona Brushes, Inc., of professionals is involved with field testing products. The
Tampa, FL, manufactures high-end professional quality company makes sure its tools are designed to help painters do
paintbrushes and rollers, as well as home/maintenance, their jobs in the most efficient way possible.
industrial, and promotional brushes.
“In addition to field research, we are
Corona also produces paint roller kits and
constantly testing new coatings intrays, extension poles and accessories,
house to ensure our tools work well
marine products, and more.
with them,” Waksman said. “We’ve
“We had a good past year overall,
found our Champagne Nylon series of
although some of our markets were a bit
brushes are well suited for applying
slow at the beginning of the year due to
the new, thinner-viscosity waterborne
weather conditions,” Michael Waksalkyd hybrid paint.”
man, marketing, said. “The same thing
One innovative Corona product introhappened toward the end of 2017, when
duced a few years ago, the UltraFast™
cold weather put an early curtain on the
paint roller, made with a unique European
fall painting season. Nonetheless, it was
fabric, has had a positive impact on the
a year of growth.”
market and is still gaining strength.
Known as an innovative company,
“The UltraFast roller has become a
Corona stays on top of new
very strong seller,” Waksman said.
developments in the paint and paint
“More and more painters are realizing
applicator segment. Before it goes to
the powerhouse production of ‘the
market with a new paint applicator or
yellow roller.’
other items, extensive testing is done in“We also recently expanded our popular
Michael Waksman
house. Furthermore, a network of
Chinex line with brushes featuring

F
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Corona’s new Performance Chinex Extra Long brushes feature
extended bristle length to hold more paint, enabling
an extended painting time between dips.

extended bristle trim length. We call them Corona Performance
Chinex Extra Long, and they are available in angular sash (Express)
and square-edged wall brush (Atlas) variations. The longer bristles
hold more paint, so the painter doesn’t have to load the brush as
often. They’re a really great addition to our Chinex line, and we’re
getting good traction with them.
“In addition, we always have new products in the test kitchen,
but we don’t go to market until they are ready.”
In recent years, Corona has expanded its presence overseas,
by exporting more each year.

“We’re seeing growth in the European
market,” Waksman said.

Products sent to Europe reflect what painters there like, which
can be different from their U.S. and Canadian counterparts.
Traditionally, professional painters in Europe prefered
natural bristle brushes, as they worked best in oil-based paint,
which was widely used.
Most of the paints used today are water-based, as the usage of
oil-based paints has declined significantly over the past couple of
decades. Synthetic brushes work best with water-based paints.

One ongoing issue with natural bristle is
the shortage of high-end bristle from China,
as well as its escalating cost, according to

Waksman.
“China bristle is still hard to obtain, and the situation probably
won’t be getting easier,” he said. “While demand for this
material is shrinking with the decline of oil-based coatings, there
is still a dedicated market for natural bristle tools.”
Corona’s high quality, professional brushes are also designed
to be a plus when it comes to safeguarding the environment.

“The professional tools we produce are
meant to last. We’re not after the disposable
tool model,” Waksman said. “Our brushes
and rollers are investments that will benefit
the painter from the first dip, over a longer
period of time, and reduce waste overall.
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“We have noticed a continuing strong market for quality
products. Since we focus on quality in the production of our
tools, this is a very positive trend.”
For the most part, Corona’s brushes are made by hand.
Some of the company’s employees have logged 40 years or
more with Corona.
In the past, Corona had success bringing in younger
employees and teaching them to become accomplished brush
makers. However, with today’s low unemployment rate, that has
become more difficult.
“It can be challenging to find new employees to join our
production and administrative staff, but we have relatively low
turnover,” Waksman said. “Our employees become part of the
Corona family.”
Most of the company’s workforce (on the manufacturing
side) is immigrants, who came to the United States looking
for opportunities, which Corona was happy to make
available.
Indeed, Corona was founded by the Waksman family, who
were also immigrants. The family’s journey to eventually
locating in Tampa dates back to just after World War I.
In post-World War I Russia, Jude Waksman learned the trade
of processing hog bristle for paintbrush manufacturing. Seeking a
better life for his family, he fled Russia after the Bolsheviks seized
power. At that time, U.S. immigration quotas were such that he
could not settle in this country.
As a result, Jude Waksman and his wife and daughter made
their way to Havana, Cuba, where another daughter and two
sons were born. As World War II disrupted the supply of
Chinese and Russian bristle to U.S. paintbrush manufacturers,
he built a processing facility to supply the United States with
bristle from Cuban hogs. That plant eventually became Corona
Brushes. With help from sons, Gregory and David, the
company grew into a major supplier of brushes and rollers in
the Caribbean.
Political events would, again, cause the Waksmans to seek a
new home after dictator Fidel Castro came to power in Cuba in
1959. Two years later, the family came to the United States,
where another Corona plant was built from the ground up.
Under the leadership of Jude, David, and Gregory Waksman,
the company established a reputation for making quality painting
tools. Current owners, Benjamin and Albert Waksman, are
Gregory Waksman’s sons. Michael Waksman is Benjamin
Waksman’s son.
What’s ahead as Corona continues its journey manufacturing
in the United States? Michael Waksman offered the following
thoughts:
“We don’t have a crystal ball, but we know there will be
challenges. Always have been, and always will. We see that
there are challenges to our most important customer base, the
independent paint retailer, including from national paint chains,
the mass merchants and the discount houses. There are also
challenges in raw materials and labor.
“As we continue to develop existing and new markets, we
remain firm in adherence to quality standards, striving to
produce tools that work better and faster for the painter. This
will continue to be the key to the future of Corona.
“We intend to keep manufacturing the quality tools we are
known for, and to strive to make them more well-known and
BBM MAGAZINE | January/February 2019

widely available.

We are in the final stages of
another expansion to our facilities in Tampa,
and we are very confident about the future.”
Contact: Corona Brushes Inc.,
5065 Savarese Circle, Tampa, FL 33634.
Phone: 800-458-3483.
Email: info@coronabrushes.com.
Website: www.coronabrushes.com.

usiness has been “relatively good” at Nour Trading
House, Inc. of Waterloo, ON, reported Vice President
of Sales & Marketing Bob Shaw. Nour manufactures a
full range of paintbrushes and rollers, using synthetic and natural
bristle for its professional paintbrush products.
The company also offers extension poles, trays and tray liners,
foam brushes, wire brushes and more. In addition, Nour’s paint
roller refills are hand-wound to eliminate gaps and overlaps.
Nour’s main plant is in Waterloo, and it also manufactures in
Cairo, Egypt, and Hanoi, Vietnam. By fabricating in its own
manufacturing plants worldwide, the company is able to control
all aspects of production, and supply products that continuously
meet its exacting standards.
In addition to the Canadian market, Nour also sells to the rest of
North America, Europe, the Middle East, Australia and New
Zealand. The company was founded in 1978.
Nour produces its own wooden paintbrush handles. Custom

B
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color handles for the Nour line and private label products are
manufactured at the company’s handle painting facility in Egypt.
All professional brushes are made by hand. Nour also
manufactures most of its ferrules for paintbrush production.
The company says it is the only Canadian manufacturer that
processes all synthetic filaments in-house to ensure the best
flagging and tipping of DuPont Tynex® nylon and Orel®
polyester.
“We buy a lot of raw material from DuPont and from U.S.
manufacturers of paint roller fabrics — woven and knitted,”
Shaw said. “Our paint rollers for North America are made in
Waterloo and, for Europe, are manufactured in Egypt. Our
brushes are mostly made in Vietnam and shipped to wherever
they are needed. Assembly and quality control is completed in
Waterloo.”
Nour also offers natural bristle brushes, but prices have
gone up so dramatically for this type of bristle that it is a
dwindling market, Shaw said. Traditionally, European
painters have prefered natural bristle, as oil-base paints were
widely used. Natural bristle works best with oil-based paints.
Because of the price increases, Nour is now offering brushes
to the European market that are a blend of natural and
synthetic bristles.
“Natural bristle brushes were a big part of our market in
Europe, but because of the price and availability of good bristle,
people started blending brushes,” Shaw said. “Sales of synthetic
brushes in Europe have started to grow the way they did in
North America in the 1980s.”
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Nour recently introduced a line of floor and roof coatings “Unemployment is relatively low historically, and wages have
application tools sold into the concrete supply and industrial tended to be pushed higher along with costs. We have been
industries, as well as paint store retailers. It has opened new markets very fortunate in keeping good people, but I know the labor
for the company in North America and abroad.
supply is tight.”
“It is a very interesting business. We got pulled into that
As a Canadian company that does a great deal of business
segment by one of our customers about four or five years involving the U.S. dollar, the exchange rate between the two
countries is something Nour officials
ago, who was looking for a line of
monitor constantly.
products to apply epoxy floor and
“The exchange rate is always an issue,
wood coatings,” Shaw said. “It was a
because almost everything we buy is in
new business for us. We didn’t know
U.S. dollars,” Shaw said. “It is
a lot about it, but we went to the
something we deal with all the time.”
World of Concrete trade show, and we
attended again this year.
On January 24, the exchange rate
“We learned how the business and
between the U.S dollar and the Canadian
distribution channels work as they relate
dollar was 1 to 1.3352, that is one U.S.
to our paint customers and how they
dollar equals 1.3352 Canadian dollars,
operate. So, we developed a line of
according to www.exchange-rates.org.
products over a period of four years, and
In this era of heightened awareness of
it has opened a lot of doors for Nour.
environmental issues, many companies
“It is pretty much a specialized
in all segments have programs to help
business, as there are only a few players.
safeguard the environment. In Canada,
Because of our relationships with paint
the government has enacted strict rules
when it comes to environmentally
companies, we have been able to make
friendly practices.
quite a bit of headway.”
“The way the legislation works in
The World of Concrete is an annual
Canada, companies really don’t have
trade show for the commercial
Bob Shaw
much of an option,” Shaw said. “The
construction industry. The event is where
rules in Canada are extremely tight in
products, resources, and information
related to concrete construction are shared and displayed. This terms of the environment. The repercussions of not complying
are quite stiff.”
year, the trade show ran from January 22-25, in Las Vegas, NV.
Also recently, Nour opened its first distribution point in the
When asked about trends he has noticed in the industry, Shaw
United States in Reno, NV. Talks are underway about the said, ”The biggest trend is working very closely
possibility of locating more distribution in the U.S. Nour is
with customers, sharing the same goals and
talking to companies about how they distribute products in
maximizing efficiencies where you can. We
several different regions.
make
sure our clients are aware of the
“The distribution point in Reno is working very well,” Shaw
said. “When it comes to company expansion, ‘latest and greatest’ things in the market,

it will probably be our distribution in the while making sure we can deliver products
United States going forward. In terms of new to them in a very competitive manner.”

products, we have some that we are going to be launching this
summer, including a new line of synthetic brushes that hits a
certain price point.”
Speaking of the newly-imposed tariffs by the Trump
administration and the revamped North American Free Trade
Agreement (NAFTA), now called the United States-MexicoCanada Agreement, or USMCA, Shaw said, “Ratification of the
North America agreement was a big thing for us. We have to
deal with whatever the legislators put together.
“Canada does have some free trade agreements (in which
the United States does not participate) that can be
advantageous to us for domestic purchasing and sales. We do
take advantage of them where it is possible. We also have a
trade agreement with the ASEAN (Association of Southeast
Asian Nations) group and one with the European community,
that doesn’t include the U.S.”
As is the case in the United States, Canada is also
experiencing low unemployment due to its good economy.
“The economy in Canada, although it has slowed in the past
six months, is still firing on all cylinders,” Shaw said.
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In speaking of challenges Nour faces as it continues to
prosper, Shaw again spoke of currency exchange rates.
“Exchange rates are a challenge, because that is something we
can’t control, and that affects the bottom line,” he said. “The
uncertainties of international trade are a concern, because we are
constantly moving products somewhere. If somebody changes a
trade rule, it can affect our supply chains and how we move
things around.”
Shaw is optimistic about the future of Nour Trading House
and its potential for further growth.
“I think we are well positioned going forward, and there are
good opportunities for growth in several sectors,” Shaw said.
“As long as we stick to our knitting and focus on what we are
supposed to be doing, we should be fine.”
Contact: Nour Trading House,
637 Colby Drive, Waterloo, ON N2V 1B4.
Phone: 800-886-6687.
Email: nour@nour.com.
Website: www.nour.com.
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Improving Oral Healh

REMAINS A TOP PRIORITY
For Toothbrush Providers
By Harrell Kerkhoff | Broom, Brush & Mop Editor

Today’s toothbrushes come in many shapes,
sizes and colors. They are often marketed
for individual groups, such as children,
adults and those people with disabilities.
There are even toothbrushes now being
produced for the pet care industry.
Broom, Brush & Mop Magazine recently
talked with representatives of two U.S.
toothbrush companies that offer more
than what many would consider the
standard toothbrush. Instead, these
companies have focused on product
innovation and a different way of looking
at oral care. They provided insight into
this important brush industry, including
current trends driving the market.

S

uccessful brushing involves the proper relationship
between toothbrush bristles and teeth. If the user is not
correctly positioning the bristles over his/her teeth at the
gumline, then plaque, gingivitis and other periodontal diseases
can occur.
The “Deep V-Groove” bristle pattern of the Improve®
Toothbrush is designed in such a way so that the product’s
bristles fit perfectly within the brushing position recommended by
the American Dental Association (ADA). The design of longer
bristles placed toward the outer rows of the Improve Toothbrush
head, with shorter bristles in the center, earned a U.S. patent and
received an ADA Seal of Approval years ago.
Marketed and distributed by Prevent Care Products Inc., of
Point Pleasant, NJ, the Improve Toothbrush comes in two bristle
varieties: soft and gentle; and two sizes: adult and compact. The
product originally came in just one version — a soft adult brush.
PG 36

As the company grew, dentists suggested that Prevent Care
Products introduce more brush types, so a gentle adult version was
added, which has “softer-than-soft” bristles designed for people
with sensitive gums.
“Finally, we introduced our compact brushes because dentists
were recommending our product for children, and suggested we use
a smaller head size, which allows the toothbrush to be a more
comfortable fit for a
child’s mouth. There are
also adults who like to
use the compact head. In
that way, we now cover
nearly the entire range of
users,” Prevent Care
Products President and
CEO George Fencik
said. “We have been in
business since 1984,
celebrating our 35th year
in 2019. Improve Toothbrushes are sold to
dentists in the United
States, Canada, South
America and Europe.
“We provide a very
George Fencik
unique product. It’s not
your average toothbrush.
Its deep grooves help position bristles at an exact 45 degree angle
for the most optimal brushing.”
Fencik said the Improve Toothbrush was originally developed
for people with periodontal issues.
“These problems will go away if a person uses our product on a
regular basis. Our toothbrush was originally invented by a dentist
looking for a better way to brush teeth. We (Prevent Care
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work with, and has developed great
relationships with those people. It’s a
good thing when you can call a
company and the person on the other
end knows your name.”
Fencik said he has noticed an
increase in people using power
toothbrushes, something that is not
part of the Improve Toothbrush
lineup. This change, he added, can be
both good and bad.
“Using a power brush can be good if
the user positions the brush head
correctly. That, however, I feel is a big
‘if,’” Fencik said.
Overall, Fencik is happy with the
niche that Improve Toothbrush has been
The Improve® Toothbrush features a “Deep V-Groove” bristle pattern.
able to secure within the dental field.
“We are not out to take over the big
Products) bought the rights to the brush from him,” he said. “It’s toothbrush companies. That was never our mission. Our mission,
the easiest brush to use, and especially good for kids as they often rather, is to provide a product that does a great job,” he said. “Most
don’t pay attention to how well they brush their teeth.
people who have used our Improve Toothbrush first went to either
“We have received many positive comments over the years from a dentist or periodontist. They had a problem, started using our
users. One such comment read, ‘I have been using this toothbrush product and saw improvement.”
since 1990, and my dentist sees positive results with each
The Improve Toothbrush is made by a contract manufacturer in
checkup.’ Another comment said, ‘This toothbrush is very easy to Tennessee. Fencik said there is one big advantage to offering a
use for great results.’”
product made in the USA.
Although Improve Toothbrushes were once found in retail
“We can better watch and control product quality when our
stores, the primary users of these brushes today are dental patients. toothbrushes are produced in the United States. That is key,” he said.
Contact: Prevent Care Products, Inc., 1006 Arnold Ave.,
“We are not out to take over the big
Point Pleasant, NJ 08742. Phone: 800-443-6743.
toothbrush companies. That was never
Website: www.improvetoothbrush.com.

our mission. Our mission, rather, is to
provide a product that does a great job.”
~ George Fencik

“We sell to dentists, and they, in turn, hand our toothbrushes
out to patients. Unfortunately, as a small company, we just
couldn’t compete in the retail marketplace. Our customer base
is dentist-driven, and we sell online to consumers as well,”
Fencik said.
He added that many dentists recommend the Improve
Toothbrush to fellow dental professionals, thus helping the
company increase business. Also, many dental patients who have
moved will often request that their new dentists supply the
product, if they don’t already.
Fencik said business for the Improve Toothbrush remains stable,
with no great increases or decreases.
“There is not a lot of money spent on promoting our product.
We mainly rely on word of mouth and product samples. This
includes dentists who recommend our product to their patients,”
Fencik said. “Prevent Care Products does participate in social
media and direct mail campaigns that are directed toward
consumers, dentists and hygienists.
“Customer service remains a No. 1 priority at our company. We
receive orders every day via the Internet and mail. These orders
are filled the same day. We have one person who specifically
handles customer service as well as packs and ships our orders.
She knows many of the dentists and dental hygienists who we
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fficials at Compac Industries take great pride that their
company’s Brilliant Oral Care line offers products for
every stage in life — from infant through adulthood.
“Our goal is to grow with our end-users as a family. This
involves a wide variety of toothbrushes and other oral care items,
such as mouth wipes for infants,” Noelle Copeland, RDH,
Brilliant Oral Care specialist for Compac Industries, said. “We
have added many innovative products to the
Brilliant lineup over the
years, and continue to
focus on product innovation.”
One quickly notices
that Compac Industries’ Brilliant Oral
Care line features different looking toothbrushes. They are designed with a round,
360-degree head, with
bristles all around.
There is a big reason
for that unique design,
according to Copeland.
Noelle Copeland
“It’s a common praPG 37

ctice for dentists to recommend brushing teeth at a 45-degree
angle. However, you do not have to angle a round brush,”
Copeland said. “As long as our brushes are touching the teeth, they
are hitting the gum line at 45 degrees. While in the mouth, our
brushes clean multiple things at once. They not only are cleaning
the teeth but also massaging the gums. Because of the round shape
of our brushes, some people think they have to twist them in the
mouth. So, we have actually noted on the back of the packaging
that there is no need to twist or turn. Instead, the user just brushes
the same way he/she normally would.
“You always want to brush the top and
bottom teeth separately, one to two teeth at
a time, with either small circular motions
or back and forth. I find people tend to
brush back and forth easier than trying to
go in a circle. You should also brush the
tongue. Our round brush is the best tongue
cleaner I have ever used, because the
bristles are so fine.”
Located in Tucker, GA, Compac
Industries’ “Brilliant Can’t Miss Toothbrushes” now come in six different sizes
and specifications:
n Brilliant Baby 4 to 24 months — “This
product is for the first teeth of an infant. As
soon as the first tooth appears in the mouth, a
caregiver should start oral care with a bristle

toothbrush,” Copeland said. “Our baby brush has short, extra fine
bristles, that fit in a small mouth and are gentle on tender and teething
gums, where newly erupted teeth are coming in.”
n Brilliant Child 2-5 years — This product is designed for use
during full eruption of baby teeth, when molars start to appear.
Copeland said most children of that age group will have 20 baby
teeth, 10 on the top and 10 on the bottom. Their first molar
eruption usually takes place between 12 to 15 months.
“Once the molars start to come in, we recommend switching to our
child toothbrush because the molar teeth have
deeper pits and grooves in the tops of them
that require more brushing attention to keep
clean,” she said. “This child toothbrush has
longer and firmer bristles, to better reach in
the deeper grooves of these new teeth. At the
same time, the bristles are soft enough for full
mouth brushing.”
n Brilliant Kid 5-9 years — For use
when permanent adult teeth erupt and baby
teeth begin to shed. This period is called
“mixed dentition,” according to Copeland.
She explained that new challenges arise
when a mixture of smaller baby teeth and
larger adult teeth are in competition for
space in the mouth. The jaw bone is
growing, and baby teeth are being pushed
up and out of the gums as the adult teeth are

The round head of a Brilliant toothbrush.
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“We have taken our toothbrush and
changed its dimensions to better fit the
mouth of a cat as well as various sizes
of dogs involving small, medium and
large breeds. We are working closely
with veterinarians in promoting our
new focus on pet oral care.”
~ Noelle Copeland

making their way into their permanent position.
“Our kids brush has firmer bristles that are longer than our child or
baby toothbrushes, yet the bristle count on the kids brush is fewer,”
she said. “This allows for more flexibility of the bristles, to gently
clean smaller baby teeth, yet fully reaching around the larger
erupting adult teeth — providing a comprehensive brushing tool.”
n Brilliant Soft — Designed for older children and adults,
featuring a longer handle and neck as well as a wider brush head
diameter.
“Our soft bristled brush is ideal for regular daily brushing, with
rounded and compact bristle layers that actually polish teeth with
the bristle tips,” Copeland said.
n Brilliant Sensitive — “This product involves the same
innovative design and features of our adult soft toothbrush, but
with finer bristles that allow effective brushing on sensitive teeth
and tender gums,” she said. “It’s ideal for people who struggle
with teeth that are sensitive to temperatures, who have tender
gums with bleeding that often accompanies gingivitis, or have

sensory challenges where softer brushing is needed.”
n Brilliant Special Soft — “This is our softest toothbrush and my
personal favorite. Originally called, ‘The Super Soft Toothbrush for
Cancer Patients,’ it was renamed the ‘Special Soft’ because it can be
effectively used by so many different people who cannot use regular
bristled toothbrushes due to oral sensitivities, impairments, sensory
aversions or any delicacies in oral care. This includes post-oral
surgery requirements,” Copeland said. “The bristles are super fine and
compact, providing a microfiber-effect during brushing. The Brilliant
toothbrushes should be used with only warm water for those people
with aversions to taste and smell that can often be triggered by pastes
and gels. The warm water makes the bristles supple and
therapeutically-soft for brushing that is soothing to both tissues and
teeth. This helps people with oral sensitivities due to cancer and
chemo treatments, autism, SPD (Sensory Processing Disorder),
diabetes, Down syndrome, oral deformities and deviations.”
Compac Industries also has available sonic versions of its
Brilliant toothbrushes for kids and adults. And, the company
provides pricing options regarding its various oral care products
for professionals in dentistry, medicine and educational facilities,
as well as distributor and wholesale access.
The company is also entering the pet supply business with a new
toothbrush line designed for dogs and cats. The Brush My Teeth
For Pets product line will be showcased at the 2019 International
Home & Housewares Show, scheduled for March 2-5, at
McCormick Place, in Chicago, IL.
“We have taken our toothbrush and changed its dimensions to
better fit the mouth of a cat as well as various sizes of dogs
involving small, medium and large breeds,” Copeland said. “We
are working closely with veterinarians in promoting our new focus
on pet oral care. Periodontal disease and other oral care issues in
pets can be very serious and can shorten their lifespans. We have
found that many dog and cat owners are excited about helping
improve this health aspect of their pets.”

“We have found that many dog
and cat owners are excited about
helping improve this health aspect
of their pets.”
~ Noelle Copeland

Copeland added that Brilliant has won The Dental Advisor’s
“Preferred Manual Toothbrush” award for the past two years, as
well as its “Clinical Problem Solver” award.
“We have global clinical studies currently being conducted to
add to our resume of clinical proof that a round toothbrush
removes more plaque and bacteria than a one-sided toothbrush,”
she said. “We are also releasing a new line of kids sonic
toothbrushes that include animal characters, such as a duck,
penguin and dinosaur. We will be releasing as well new designs
for our Lumi line of battery-operated sonic brushes, and an
upgraded rechargeable sonic brush with more power.”
For almost 40 years, Copeland added, Compac Industries has
manufactured and distributed products that are designed to be
creative, innovative and quality-driven. As a family-operated
small business, the majority of the company’s products are made
or packaged in the USA, and shipped from Atlanta, GA,
throughout the United States and internationally.
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“Our brands are carried by a variety of
She noted that social media influencers
mass merchants, drug stores, grocery
are becoming an important marketing tool
stores, specialty stores and online
for many companies and corporations,
retailers,” Copeland said. “As a certified
including those in the oral care industry.
minority supplier, we understand cultural
“Although brushing teeth can been seen
diversity, and our attractive packaging has
as a mundane part of our lives, the connfar reaching appeal. We continually strive
ection between good oral health and good
to understand our customers to provide
overall health is very strong,” Copeland
products that they can depend on.
said. “Understanding that connection has
“The mission of Compac Industries is to
allowed people of all ages to become more
deliver innovative solutions that make life
involved in the conversation about the
easier and more enjoyable for people of all
importance of utilizing proper oral health
ages. Our brands are Brilliant Oral Care,
tools and methods.
Baby Buddy, Better Grillin, Compac
“With the rise of social media and
Home, HartFelt, and the soon-to-be
online product reviews has come the
released Brush My Teeth For Pets.
ability to not only better listen to, but
Shown are examples of a new line of sonic
“With 2018 came the full rebranding of
engage with, the consumer. At Compac
toothbrushes for kids from Compac Industries.
our oral care line — from Baby Buddy and
Industries, we aim to celebrate the good,
HartFelt to Brilliant. A lot of time, energy and dollars went into resolve concerns and overcome challenges as each oral health
rebranding all of our oral care items. The result is a more clarified issue is raised. It’s also important that we, as a company, offer
brand statement, with an improved value proposition and focus.”
true value with our products, especially since our toothbrushes
Copeland added that Brilliant bristle toothbrush sales are more than twice the cost of the average brush on the market.
continue to grow.
Therefore, we listen and respond when customers speak, share
“With our recent appointment of a social media manager for and/or post, and start conversations for increased engagement.
Brilliant Oral Care, and impending launch of a new site, content and
“Moreover, with tools like our Brilliant Guide to Children’s
communication strategies, we remain confident that growth in Oral Care, we seek to provide answers and assistance to families
consumer sales will expand,” she said. “We expect this to lead to and caregivers. And, we have plans for offering additional content
increased brand awareness and growth in marketshare.
in print, video and more in 2019.”
“Compac Industries was also able to establish some key
While increased automation in production is helping with
partnerships in 2018 that will drive sales in 2019 and beyond.”
improved scale and capacity for Brilliant toothbrushes, the
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company’s standards on product quality continue to mandate the
inspection of each brush to the highest levels, Copeland said.
“Made in Japan, our bristle brushes are individually inspected
for quality, as are our sonic toothbrushes. These are not common
toothbrushes with sharp cut, mass produced bristles,” Copeland
said. “We do expect our overall pricing to fall in the future while
improvements are still made; however, not yet to the extent of the
common flat toothbrush.
“The oral care market is huge, dominated by major companies
and brands. Rising to the top is taking time. Getting the word out
is key to changing habits and practices for consumers, who have
been accustomed for years to using a flat toothbrush.”
She explained that when first seeing a round toothbrush, many
people still have questions about how to use such an item, and
where to put the toothpaste.
“Moreover, we have a value proposition that we have to
communicate. Most people are not used to spending more on a
toothbrush, where many would spend more on toothpaste or oral
rinses,” Copeland said. “We continue to educate consumers,
retailers and even dental and medical professionals on the efficacy
and efficiency of a round, microfiber bristle toothbrush.
“Using our capital wisely — not just finances but time and
human capital — will be key to our future success. This will be
done by redeeming the time we have and maximizing our
resources. I also see us growing stronger in the company’s
social media reach, both nationally and internationally, and
INDUSTRY NEWS

continuing to build on the foundation of our vision statement,
‘To impact the lives of people of all ages with innovative
solutions for the glory of God.’”
Copeland added that Compac Industries will remain committed
to creating and building new and innovative solutions that reach
every stage of life.
“Oral care can be a bit boring and mundane,” she said.
“Therefore, I foresee the industry, as a whole, shifting from the
typical brushing of teeth commercials we saw as kids on TV and
moving toward more dental humor, influencers, automatic subscription programs and social interaction engagements regarding
education that go beyond a dental office visit and even oral care
itself.”
Compac Industries will also rely on the abilities of its employees
to head in new directions as an oral care products company.
“Our employees provide the real difference in the service,
quality and delivery that we, as a company, have to offer,”
Copeland said. “Life will always present challenges, but, together,
we will accomplish and overcome much. At Compac Industries,
we often say, ‘Teamwork makes the dream work,’ and currently
we have 32 team members.”
Contact: Compac Industries,
4963 S. Royal Atlanta Dr., Tucker, GA 30084.
Phone: 1-404-373-5445.
Website: www.brilliantoralcare.com.

Brush Manufacturers From Around The World Attend
Mill-Rose Luncheon In Cleveland

Brushes manufactured by representative companies of the
Brush manufacturers from around the world gathered on
January 25 for the 56th annual Mill-Rose Brush Manufacturers luncheon are used in virtually every type of industry around
luncheon, held at Pickwick & Frolick restaurant, in downtown the world. Applications include makeup/mascara brushes, hair
brushes, floor sweeping and polishing brushes, gun cleaning
Cleveland, OH.
At the luncheon’s opening, Jim Benjamin, from Precision brushes, car wash brushes, copier toner brushes, brooms,
Brush, and Nate Zappola and Paul Miller Jr., from The Mill- paintbrushes and special brushes used in the medical field.
Local and regional companies attending the event included
Rose Company, honored recently-deceased Paul Miller Sr.,
from The Mill-Rose Company, who was a leading supporter of Precision Brush, Malish Brush, Phillips Brush, Sherwin
industry associations and took great pride in hosting the annual Williams, Spiral Brush, Brushes Corp., Michigan Brush and
Brush Manufacturers luncheon.
The Mill-Rose Company.
“Although my father was a catalyst for
making these events happen, we will
continue the tradition as these are really
special events that bring our industry
together,” said Greg Miller, vice president
of sales & marketing, for Mill-Rose.
For over a half-century, brush
manufacturers and their suppliers have
gathered at this networking luncheon.
Representatives from the United States and
as far away as Europe, Mexico and Canada
attended the event, hosted by The Mill-Rose
Company, of Mentor, OH. Manufacturers
and suppliers gathered during the week
before the luncheon to discuss business
trends, opportunities and other topics
Brush manufacturers and suppliers gather for the 56th annual Mill-Rose
related to the brush industry.
Brush Manufacturers luncheon in Cleveland, OH.
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H. Arnold Wood Turning, Inc., Celebrates 100 Year Anniversary

H. Arnold Wood Turning, Inc., is celebrating its 100 year
anniversary in 2019. The longevity of this company’s
success can be attributed to its ability to adapt to the
changing environment within the wood products industry,
according to company leaders.
“Today, we really take the time to get to know and
understand our customers’ needs,” said Vice President and
fourth generation co-owner Jonathan Arnold. “This, coupled
with excellent customer service and competitive prices, sets
us apart from our competition.”
He added that H. Arnold Wood Turning, Inc., located in
Tarrytown, NY, is a well-known name among businesses
that purchase items for a variety of their wooden
requirements. The company’s product categories include
broom and mop handles, turnings, mouldings, dowels,
crates/boxes, shaped and flat parts.
“What really sets the company apart is its ability to
customize products to suit customers’ unique needs. The
company is also well known for its custom architectural
components. These items include, but are not limited to,
wood balusters, finials, newel posts, spindles and columns,”
according to H. Arnold Wood Turning, Inc.
Herman Arnold and his son, William, founded the business
in 1919 in Brooklyn, NY, manufacturing turnings. Now a fullfledged wood products company offering a diverse range of
products, it’s led by Herman’s grandson, Bruce Arnold, and
his great-grandson, Jonathan. Other key family members
include Melissa Arnold Friedman and Ann Arnold.
Visit www.arnoldwood.com, contact
melissa@arnoldwood.com or call 914-381-0801
for more information.

Shown, left to right, are Jonathan Arnold, Melissa Arnold Friedman
and Ann Arnold.

Product categories include broom and mop handles, turnings, mouldings, dowels, crates/boxes, shaped and flat parts.

PG 44

BBM MAGAZINE | January/February 2019

Gordon Brush Acquires
Parker Brush, Inc.

Hospital Clowns Receive Donation
From Wöhler For Their Work With
Patients, Families

Shown, left to right, are Anne Asrath (Clown Pfefferminze), Bärbel
Müller (chairman of the Support Association Hospital Clown Work),
Matthias Peveling (managing director of Wöhler Brush Tech),
and Regina Jordan (Clown Matthilda).

The red nose is enough to conjure a smile on every face.
Together with the colorful clown costume, it’s the most
important item of a hospital clown. When the hospital clowns
PepperMint (Anne Asrath) and Matthilda (Regina Jordan), from
the support association Paderborner Klinik- Clownarbeit e.V.,
visit St. Josef’s Hospital, in Salzkotten, Germany, their work is
not only about laughing and fooling around.
Laughter is truly the best medicine. Not only does the founder
of the hospital clown movement, Dr. Hunter “Patch” Adams,
realize this, it was already known in ancient times that humor
brings a whole lot more than just a brief moment of carefreeness.
That is why the work of hospital clowns goes much further
and deeper than it may first appear. These freelance artists have
all successfully completed specialist training as hospital
clowns, and show a high emotional intelligence and great
understanding and empathy. It isn’t simply about making
patients laugh, but also recognizing their needs based on
anxiety, anger, despair and many other feelings.
Eleven clowns are currently working for the support
association in this region of Germany. To help ensure that this
work in the region can continue, global brush machinery
producer Wöhler, headquartered in Bad Wünnenberg, Germany,
recently presented a Christmas gift donation of 1,000 euros to
the hospital clown program.
Paderborner Klinik-Clownarbeit e.V. remains committed to
making patients’ time in a hospital easier. With their carefree
cheerfulness and improvisational skill, the clowns bring
lightness and laughter to hospital care. Furthermore, the
hospital clowns also help in taking away the fear of hospitals
from the healthy.
Visit www.woehlerbrushtech.com and
www.klinikclowns-paderborn.de for more information.
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Gordon Brush Mfg. Co., Inc., has recently acquired Parker
Brush, Inc., located in Rocklin, CA. Manufacturing and operations
of Parker Brush will be relocated to Gordon Brush’s 183,000square-foot manufacturing facility in City of Industry, CA.
Since 1959, Parker Brush has specialized in manufacturing an
array of stock and custom brushes for the agriculture, food
processing and electronics industries.
Melody Orenchuk, Parker Brush’s founder and CEO, stated, “It’s
time for us to step aside so that the company can continue to grow.
We felt that Gordon Brush was the best fit to take Parker Brush to
the next level, to continue our family tradition of individualized
customer service, and to best manufacture our line of Americanmade brushes.”
Ken Rakusin, president and CEO of Gordon Brush, added: “The
acquisition of Parker Brush expands Gordon Brush’s reach and
custom manufacturing capabilities. Parker Brush will add to our
arsenal of companies: Marx Brush, Milwaukee Dustless Brush,
JEK, Redtree Industries, Brush Supply, StaticFaction, J. B. Ward,
Kirschner Brush, and Easy Reach Supply. The Parker Brush
acquisition dramatically enhances our scale, product offerings, and
geographic reach — creating new synergies that better position us
for future growth and investment in new and existing markets.
“It’s another perfect fit for Gordon Brush that ties into its mantra
of ‘Proud To Be An American Manufacturer™.’ This acquisition
enhances the global product offering of Gordon Brush's line of
industrial brushes, and opens up new avenues for the manufacture
of custom brush products. As the demand for American-made
products increases, we are proud to be at the forefront of that
movement.”
Visit www.gordonbrush.com for more information.

Power Brushes, Inc., Completes Asset
Acquisition Of Duff Brush

Power Brushes, Inc., of Toledo,
OH, has announced that it has
completed the asset purchase of Duff
Brush LLC, of Menominee, MI.
“With the acquisition of Duff
Brush, we continue to focus on
our ability to provide customers
with the highest quality products and customer service. This further
expands our industry knowledge and ability to serve our customers,
from our facilities in Toledo, OH, and Portland, OR,” said Tom
Parseghian, CEO of Power Brushes, Inc.
Power Brushes, Inc., founded in 1957, specializes in customengineered staple set and metal back strip brushes for various critical
brush applications. Meanwhile, Duff Brush, founded in 2006, has been
focused on providing high quality metal back strip brush applications.
Duff Brush Sales Manager Kim Duffrin is joining Power Brushes
in the role of product sales manager.
Parseghian added, “We are thrilled to welcome Kim to our sales
team, as she has been a key person in the success and growth of
Duff Brush.”
Visit www.powerbrushes.com for more information.
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Matt Tompkins, Borghi USA
technical support director

If you want to swim with the big fish,
make sure you have the best people backing you up!

Borghi USA … Service You Can Count On.
Borghi USA, Inc. 903 Cirelli Court
Telephone: (410) 272-9797 Fax: (410) 272-0799
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Aberdeen, MD 21001 USA
info@borghiusa.com www.borghiusa.com
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