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The 103rd American Brush Manufacturers Association (ABMA) Annual Convention
is scheduled for March 4-7, at the Renaissance Vinoy Resort & Golf Club,
in St. Petersburg, FL.
This year’s ABMA event, with a focus on “2020 Vision For The Future,” is billed as four days
of networking, fellowship and information sharing. The convention will include the suppliers
display “Face 2 Face” program, Opening Business Session, guest speakers, receptions, golf
tournament and other key events. (A complete schedule accompanies this article.)

T

CONVENTION PROGRAM HIGHLIGHTS

he first full day of activities for the 103rd ABMA Annual
Convention is Wednesday, March 4. 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 &
Standards Committee Meeting from 1 to 1:50 p.m.
PG 6

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. That will be followed, from 3 to 5 p.m., by the first of
two ABMA All-Attendee Educational Institutes. The guest
speaker for this event is Lisa Ryan, who will discuss,
“Manufacturing Engagement: How to Attract And Keep YOUR
Top Talent From Becoming THEIRS.”
Ryan will discuss:
n Why the focus should be on employees who are doing things
well, instead of toxic workers;
n How to build a company’s reputation as a great place to work;
n How to address the hidden killer of productivity and profits;
BBM MAGAZINE | January/February 2020

n How to get off the hamster wheel of a continuous hiring cycle
and focus more on creating an irresistible workplace culture; and,
n How to tackle the generational divide at work.
Wednesday’s events conclude with the New Members & First
Time Attendees Welcome Reception from 6 to 7 p.m., followed by
the inaugural Paul M. Miller Welcome Reception from 7 to 9 p.m.
Dress is business casual for both events.
A day earlier, on Tuesday, March 3, 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 5,
will be the Opening Business Session from 8 to 8:50 a.m. The
session will include a welcome given by ABMA President Scott
Enchelmaier, of The Industrial Brush Company, Fairfield, NJ.
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 the second
ABMA All-Attendee Educational Institute. This is scheduled from
9 to 11 a.m. and features guest speaker Steve Fredlund. He will
present a “2020 Vision For The Future” program, billed as “An
Interactive Industry Event.” It will embark on a two layer strategic
planning experience, designed to shape the future of ABMA.
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 nearby
Vinoy Golf Club. Tournament cost includes greens fees, golf
cart rental, range balls and prizes. Participants are asked to
make their own club rental arrangements directly by calling the
pro shop at 1-727-896-8000. 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. One option is participation in the
ABMA Networking Dinner, to take place from 7:30 to 9:30 p.m.
at the 400 Beach Seafood and Taphouse, located approximately
one block from the Vinoy. This casual dinner event is limited to
the first 36 people who sign up. The cost is $125 per person, with
proceeds to support the ABMA Foundation.
A full day of activities are planned for Friday, March 6, 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 program, which will begin at 8 a.m. and run
until noon. The event provides a showcase for ABMA members to
learn about the latest products, ideas and components offered by
participating suppliers. In addition, the event is another
opportunity for members to network.
For the second year in a row, ABMA is using a pre-planned
meeting schedule format to allow for 13 minute “power meeting”
conferences to take place during the Suppliers Display. In this
format, suppliers stay stationary at their tables with chairs for
visitors. Meetings will cycle every 15 minutes. A scheduled
format will be in place for the first three hours of the event,
allowing for 13 minute “power meetings” for higher-level
discussions. People will rotate as per their schedule. During the
final hour, people can move around the space freely and sit down
with suppliers of their choice for 13 minute meetings.
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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. That 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
that 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 “St.
Petersburg Mural Tour” is scheduled. Participants will board a
trolley to travel around downtown St. Petersburg to see a wide
variety of murals. The tour will be led by a local mural artist,
Derek Donnelly. This activity is free to participants and is limited
to the first 30 who sign up.
A buffet lunch is slated from noon until 1 p.m. on Friday.
This will be followed by an Electric Boat Scavenger Hunt
from 2 to 5:30 p.m. Participants will embark on a scavenger
hunt, guiding their electric boats around Tampa Bay with
boating instructions and maps. Teams will capture items with
their cameras, and along the way enjoy the views of waterfront
homes, wildlife and landmarks. Boats will include coolers
with refreshments, including water, soda and craft beers. It is
recommended to bring hats, sunglasses, comfortable shoes,
sunscreen and a camera/phone. Price is $170 per person and
limited to 30 people.
Friday evening’s featured event will be the annual Suppliers
Reception, which takes place from 7 to 10 p.m. The event will
include the ABMA Innovation Award winner presentation, food,
music, dancing and a few surprises along the way. Dress is
business or resort casual.
The 2020 ABMA Annual Convention will conclude on
Saturday, March 7, with a board of directors meeting scheduled
from 8:30 to 11:30 a.m. There is no official convention program
scheduled for the remainder of the day, allowing attendees to
enjoy the surrounding area on their own.

T

HOTEL, DRESS & WEATHER INFORMATION

he Renaissance Vinoy Resort & Golf Club is located at 501
5th Ave., NE, St. Petersburg, FL. The phone number is 1-727894-1000. The resort is part of St. Petersburg’s thriving
downtown district, and overlooks the Vinoy Yacht Basin.
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.
St. Petersburg’s average daytime temperatures in March are in
the mid 70s. Nighttime temperatures average in the low 60s. The
area averages 3.5 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.
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SCHEDULE OF EVENTS
March 4-7, 2020 • THE RENAISSANCE VINOY RESORT & GOLF CLUB • St. Petersburg, FL

TUESDAY, MARCH 3
5 to 5:30 p.m.
Directors Finance Meeting
5:30 to 6 p.m.
ABMA Foundation Board of Directors Meeting

WEDNESDAY, MARCH 4
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 Division Meeting
3 to 5 p.m.
ABMA All-Attendee Educational Institute
Presentation: “Manufacturing Engagement:
How to Attract And Keep YOUR
Top Talent From Becoming THEIRS”
Speaker: Lisa Ryan
6 to 7 p.m.
New Members & First-Time Attendees
Welcome Reception
Dress: Business Casual
7 to 9 p.m.
Paul M. Miller Welcome Reception
Dress: Business Casual

THURSDAY, MARCH 5
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: “2020 Vision For The Future”
Speaker: Steve Fredlund
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:
Vinoy Golf Club
6:30 to 7:30 p.m.
Mid-Convention Reception
7:30 p.m.
Dinner on Own
or Networking Dinner at 400 Beach Seafood and Taphouse

FRIDAY, MARCH 6
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:
St. Petersburg Mural Tour
Noon to 1 p.m.
Buffet Lunch
2 to 5:30 p.m.
Electric Boat Scavenger Hunt
7 to 10 p.m.
Suppliers Reception
Dress: Business or Resort Casual

SATURDAY, MARCH 7
8:30 to 11:30 a.m.
ABMA Board of Directors Meeting
BBM MAGAZINE | January/February 2020
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Celebrating 50 Years In 2020:

50

years
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EST 1970

Serves Cleaning Industry As A
Manufacturer & Master Wholesaler
By Harrell Kerkhoff | Broom, Brush & Mop Editor

elebrating its 50th anniversary in 2020, family owned and
operated Norshel Industries has experienced much
success over the past five decades as a U.S. mop and
handle manufacturer as well as a master wholesaler of cleaningrelated products. That success has been accomplished by placing
the needs of customers first and foremost. Although the way
business is conducted today has greatly changed since 1970,
customer service has not gone out of style at Norshel.

C

“We train our customer service and sales people to be
problem solvers. That is what we want to be as a company,”
Norshel Industries Vice President Aaron Leibowitz said.
“Let’s face it, there are many places that sell mops and other
cleaning products. A true problem solver, however, can provide
the right product for the job at hand. That has not changed over
the past 50 years.”
Aaron Leibowitz and his brother, Norshel Industries President
Eric Leibowitz, currently operate the
business. Located in Croydon, PA, the
company was founded 50 years ago by
their father, Norman Leibowitz, who
retired in 2010. Other important figures
in the early years of the company’s
formation was Rochelle Leibowitz,
wife of Norman and mother of Aaron
and Eric; as well as Norman’s father,
Bill Leibowitz.
Meanwhile, a third son and brother,
Michael Leibowitz, who formerly
worked at the family business, is now a
manufacturer’s representative. His
clients include Norshel Industries,
representing the company in New York.
“That is very helpful. Michael has
built many strong relationships in the
industry,” Eric Leibowitz said. “He also
makes sure we, at Norshel Industries,
are meeting the needs of his distributor
clients.”
A third generation is also coming

Shown, left to right, are brothers Eric and Aaron Leibowitz.
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“One great advantage is ‘trust,’
knowing that you can trust a family
member and our employees to do
the right things, and have each
other’s back.”

on board. Aaron’s son, Harris Leibowitz, has joined Norshel
Industries full time, while Eric’s son, Jacob Leibowitz, works
at the company on a part-time basis. Michael also has a son
who helps him in the industry.
Both Aaron and Eric Leibowitz said they see many benefits to
running a family business.
“One great advantage is ‘trust,’ knowing that you can trust a
family member and our employees to do the right things, and have
each other’s back. It’s also good if family members have different
skill sets, which is the case with my brother and I,” Aaron
Leibowitz said. “Everyone at Norshel Industries can take pride in
building something that has lasted for 50 years.”

FROM DOOR TO DOOR TO OPENING DOORS

ver the entrepreneur, Norman Leibowitz was making a
living in the 1960s as a regional manager for a household
brush manufacturer, selling products door to door in the
Philadelphia, PA, suburb of Levittown and surrounding area. It
became apparent to Leibowitz that, due to changing times, the
days of being a successful door to door salesman were numbered,
and that he better find another way to support his growing family.
Eventually, he purchased a small broom making operation in
Philadelphia. After a short time in operation, the shop property
was taken over in the construction of Interstate 95, which now
runs through the city. Instead of moving the old broom-making
equipment to a new location, Leibowitz began purchasing brooms
from other manufacturers and concentrated on the distribution
side of his business.

E

wholesaler, selling only to distributors,” Aaron Leibowitz said. “The
Norshel name is derived from the first names of our parents: Norman
and Rochelle. Eric and I feel very fortunate that we have had strong
parents who taught us early on to be fair, work hard, and to be honest
with ourselves, employees, vendors and customers.
“We have worked hard to keep those ideas alive and well with
our employees. Our entire team is committed to offering quick,
quality and right-priced products, strictly directed at our
distributors’ daily operations. We like to say, ‘Norshel stands for
mops ... and a Whole$ale Lot More!’”

“We try to make things as easy as
possible, which includes quick lead
times. That helps separate us from
some of our larger competitors.”
Over the years, Norshel Industries has acquired two companies
— a wholesaler in Maryland, Quantum Distribution, and the
production end of a mop manufacturer, Powell’s Manufacturing,
which was located in Washington, D.C. Those two acquisitions
were incorporated into the overall operations at Norshel
Industries.
Both Aaron and Eric Leibowitz grew up in the family business
and chose to spend their adult careers at the company.
“It was around the 10th grade when I started making spring
handles after school at Norshel. Our parents established a strong
work ethic in their children. They made sure we truly earned the

“We like to say, ‘Norshel stands for
mops ... and a Whole$ale Lot More!’”
Not long after, the local branch of the Industries For the Blind
closed its mop manufacturing operation, and Leibowitz purchased
the machinery so that his new company could also produce mops.
Handle production followed.
“It was at that time Norshel Industries started changing its
customer base — from end-users to retail distributors. Also, as our
company was growing the mop production end of the business, it
was experiencing growth limitations due to a lack of selling
opportunities in related areas, most notably mop buckets,” Aaron
Leibowitz said. “In response, Norshel formed a wholesale
partnership with Dover Parkersburg, a manufacturer of metal mop
buckets, wringers and trash cans.”
He added that as the industry was changing from metal to
more plastic products, Norshel Industries became the second
master wholesaler for Continental Manufacturing, with the
agreement being written on a napkin while representatives of
the two sides ate dinner.
“That really started Norshel Industries on the path as a master
PG 14

Rochelle and Norman Leibowitz
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THE BOUCHERIE BORGHI GROUP WISHES TO BRING ITS TECHNOLOGICAL DEVELOPMENTS
AND INNOVATION CLOSER TO YOU, OUR CUSTOMER, BY BETTER INVOLVING YOU.
As a Group, Boucherie and Borghi are connected, bringing together the souls of the two individual
companies. Innovation and customer service have always been the cornerstones of our Group.
We are one. You, the customer, are all what our Group is about.
We want to listen to you, understand your needs and provide solutions for your manufacturing needs.
That is how we want to bring “INNOVATION CLOSE TO YOU”.
DISCOVER OUR BRAND NEW PRODUCTS AT INTERBRUSH 2020
HALL 2 - STAND 2.3.3

advertise their name on our mop products in
an effort to better serve their end-user
customers. With a mop, a private label
program is a fairly easy thing for us to do.
It’s a win-win situation for all sides.”
In a further effort to satisfy its moprelated customers, Norshel Industries is
willing to provide very small runs,
sometimes a few dozen mops at a time.
“In makes sense to us to offer that type of
service, especially when working with loyal
customers. We try to make things as easy as
possible, which includes quick lead times.
That helps separate us from some of our
larger competitors,” Aaron Leibowitz said.
“At Norshel Industries, we can turn private
label orders around in 24 to 48 hours. It
helps that we have our own fleet of trucks
and quality drivers.”
As a mop manufacturer, having an ample
supply
of raw material available remains
Mop head production at Norshel Industries takes place at the company’s Croydon, PA, facility.
critical to success. For Norshel Industries,
money we made. As kids, that money came in handy when we ate cotton-blended yarn remains the company’s largest raw material in
pizza with our friends on Friday afternoons,” Aaron Leibowitz terms of needed supply.
said. “I became a full-time employee at the company 35 years ago,
after I finished college. The business has been a big part of my life
“A great advantage we have is our
for a very long time.”
ability
to send the products that we
The same is true for Aaron’s brother, Eric Leibowitz.
produce on the same truck with our
“I worked in our mop shop in high school, both after school and
during summer breaks,” Eric Leibowitz said. “Like Aaron, I came
wholesale products.”
back to the company after college and have been here for 32 years.”

THE FINE ART OF MANUFACTURING

“We use some domestically-produced yarns but also import yarn
to take advantage of quality material available from the worldwide
cotton market,” Aaron Leibowitz said. “We haven’t experienced
too many problems as of late when it comes to yarn sourcing.
“My brother Eric has done a really good job (over the years) when
it comes to global sourcing. For example, we import mop handle
components from around the world. When it comes to the global
products that we need, the recent tariff activity has affected some items.
Thanks to Eric, we have made the proper adjustments.”

orshel Industries specializes in the manufacture of
commercial wet mop heads and mop handles. That
involves cut-end and looped-end mops that come in
various cotton blends and rayon fibers.
“Our mops can be used for a range of activities, from general
cleaning to floor finish applications,” Aaron Leibowitz said. “We
make disposable and launderable mop heads
from recycled materials at our Pennsylvania
facility. A large part of our manufacturing
involves private label mop programs,
featuring 24- to 48-hour turnaround times.”
Mop customers who wish to participate in
Norshel Industries’ private label program
benefit by having their individual company’s
name on a tag found with each mop.
Information on the tag can include company
name, logo and contact information, along with
part number.
“That way, when an end-user runs out of
mops, he/she can contact the distributor who
we do business with and easily refill an
order,” Aaron Leibowitz said. “Our private
label mop program helps Norshel Industries
to build strong relationships with our
Among the products produced at Norshel Industries are commercial wet mop heads.
distributor partners, allowing them to

N
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cutting operations — where you would have to
roll out the raw material and cut it with a round
hand-cutter — to designing our own cutting
equipment and automatic sewing machines,”
Aaron Leibowitz said. “That has improved our
operations in many ways, making for more
consistent, top-quality mops. Automation also
helps new employees to step in and become up-tospeed in a shorter period of time. Our warehouse
is also now completely barcoded and largely
paperless.”
Norshel Industries employs approximately 35
people who take care of a variety of tasks in an
effort to meet the different needs of customers,
according to Eric Leibowitz. That includes
employees who work in sales, customer service,
accounts receivable and accounts payable,
manufacturing, warehousing and truck drivers.
“They all play key roles in making Norshel
successful. That has been true for the past 50 years,”
Eric Leibowitz said. “We hear from other businesses
that it’s difficult to find good employees. Norshel
Industries has been fortunate over the years. We work
hard to not only keep the people who we have, but
attract quality candidates. Even though we are a small
Eric and Aaron Leibowitz are shown with company products and raw materials.
company, we try to be fair and treat all employees the
Eric Leibowitz added: “Due to the tariff activity with China, we way we would want to be treated. That includes providing benefits that
made the decision to move away from many of the products we some companies our size don’t provide.”
received from that country, and focused more on other parts of the
Aaron Leibowitz agreed with his brother, adding: “We hear from
world, including domestic manufacturers. We could see the our customers about how they enjoy working with our employees,
handwriting was on the wall as the tariffs approached.”
whether it’s our customer service representatives helping them on
Along with mops, Norshel Industries also manufactures mop the telephone, warehouse people greeting them at the back door or
handles that include either metal or plastic heads. The handles our drivers who make the deliveries. We remind our employees
themselves are made of either wood, metal or fiberglass.
that they are, indeed, the face of the company, and they have
Today, Norshel Industries’ manufacturing facility and warehouse responded well over the years.
are located in Croydon, a suburb of Philadelphia. With over 80,000
square feet of storage space within minutes of the
Interstate 95 corridor, Norshel is centrally located
“Having knowledgeable sales and customer
between the metropolitan areas of New York City and
Washington, D.C., allowing the company to cover the service people on hand to answer questions
from our distributor customers is key to
Mid-Atlantic region with next-day delivery.
“As both a manufacturer and master wholesaler, a getting the proper products in the hands of
big advantage we offer customers within our region is
the ability to deliver products with our own trucks, at end-users. You must have the right tool for the
a low pre-paid delivery minimum,” Aaron Leibowitz job. That is something we believe cannot
said. “Our location helps us get products quickly and always be found on websites or by just having
efficiently to one of the most populated regions of the
country. Our core area is the East Coast, although we ‘order takers.’”
can ship to anywhere in the country.”
“A great advantage we have is our ability to send the products that
“Having knowledgeable sales and customer service people on
we produce on the same truck with our wholesale products. As a hand to answer questions from our distributor customers, for
company, we are fortunate to be located in this area of the country and example, is key to getting the proper products in the hands of endenjoy such a good distributor client base,” Eric Leibowitz added. users. Like any situation, you must have the right tool for the job.
“There are a lot of buildings in our service area that need to be cleaned That is something we believe cannot always be found on websites or
on a daily basis. We offer the products to meet that great and by just having ‘order takers’ on sales and customer service teams.
consistent need.”
You need knowledgeable people, and we offer that at our company.
On the manufacturing side, officials at Norshel Industries We consider our employees true professionals in the field.”
continue to push for greater automation in an effort to improve
When it comes to mops specifically, Aaron Leibowitz added, not
production efficiencies and product consistencies.
every type of product is the right fit for every cleaning task. Due
“Over the years, we have gone from manual sewing and yarn to their experience and knowledge, customer service and sales
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“It has helped that we treat
manufacturing today the same way
we treat wholesale, in that it’s
important to get orders out quickly
... today’s business dictates that
lead times must be much quicker for
manufacturing, similar with what is
common in wholesale.”

representatives at Norshel Industries can direct distributors, and
their end-customers, to which type of mop will work the best.
“We get calls from distributor salespeople who are trying to aid an
end-user with a problem floor. We help them chose the right type of
mop and other items for the task,” Aaron Leibowitz said. “Our
customer service and sales people can also provide information on
how quickly we can deliver a mop or other products to the desired
location. That is especially important when a product is needed very
soon, such as for a job scheduled over a weekend.”

RESPONDING TO AN
EVER-CHANGING INDUSTRY

marketshare in place,” Aaron Leibowitz said. “We also continue to
work with distributors to help them keep their own marketshare,
as more out-of-the-area, non-traditional brick and mortar and
internet options have opened to service end-users.
“On the wholesale side, we take pride that Norshel Industries
remains a true wholesaler. There have been ‘wholesale-only’
companies that have started to sell to ‘both sides of the street.’ We
believe many distributors have woken to the fact that such
suppliers are now also their competitors.”
As a mop maker, officials at Norshel Industries continue to look
for ways to expand the company’s product offerings to better meet
demands. Over the years, that has included the use of microfiber
products, and lately, the use of newer disposable dusting materials
for mopping applications.
“On the wholesale side, meanwhile, there are always new
products coming into the cleaning marketplace that we look
at, and provide,” Aaron Leibowitz said. “It helps that we
partner with great vendors that seek new items to present to
the marketplace. We also continue to add vendors, all in an
effort to help our distributor customers remain competitive as
they look to provide end-users with new time- and moneysaving options.”
Marketing at Norshel Industries comes in many forms. It includes
what Aaron and Eric Leibowitz described as an easy-to-use Norshel
website, allowing customers to place orders and find their specific
account histories.
“Our customers can find information on all of our products,
which they can share with their end-user customers. And, we offer
a separate distributor website with similar features to ours, at a
very low entry price,” Aaron Leibowitz said. “This especially
helps our smaller distributorship customers that are challenged
with resources and time constraints, but are still facing
competition from internet sellers. We have presented them with
this tool (distributor website offering), helping them better
compete online.”
Norshel Industries also offers two traditional print catalogs — one
that focuses on the company’s primary manufactured and floor care
items, while the other is Norshel’s wholesale catalog that includes

long with being a manufacturer and importer, Norshel
Industries is also a master wholesaler, stocking thousands
of related janitorial products from the industry’s leading
manufacturers. That includes mop buckets, sweeps, corn brooms,
dust mops, wet floor signs and maid carts.
Wholesale customers comprise of janitorial supply, food
service, institutional, hardware, construction, automotive,
packaging and health care distributors. Norshel Industries’
wholesale products are used at just about any away-from- homefacility, from the small pizza parlor on the corner, to hospitals,
factories, schools and Fortune 500 office buildings.
“We are very fortunate to be in an industry where the need is so
great. We produce and provide products
that help keep a wide variety of facilities
clean and safe. That never goes out of
style,” Aaron Leibowitz said.
Although the act of cleaning remains a
consistent process, the act of selling
cleaning supplies seems ever in flux today,
especially as big box stores and online
retailers continue to enter the cleaning
supplies marketplace. Industry-wide consolidation is another issue facing this
business segment.
“The rate of consolidation among
distribution companies and manufacturers
has been increasing over the years, which is
a concern. However, our commitment to
deliver quality products — time and time
again — at competitive prices, has enabled
Norshel Industries to continue servicing the
many opportunities our valued distributors
have shared with us, helping to keep our
Norshel Industries has thousands of janitorial-related products in stock.
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private label options, helping distributor customers present the latter
catalog as their own.
“A quarterly sales flyer is also sent by Norshel Industries that
can include manufactured and wholesale items at special
discounts. We use the flyer as well to introduce new items,” Aaron
Leibowitz said. “The flyer can be private labeled for our
participating distributor customers, with retail pricing added for
them to send to their end-user customers.
“And, we utilize online marketing tools like Constant Contact,
to keep our customers up-to-date with specials and other pertinent
information.”

Aaron Leibowitz added that Norshel Industries is looking to
expand its sales territories in 2020, as the company strives to
remain a preferred supplier for those customers that have, or are,
consolidating.
“We see overall growth ahead in 2020 for our company, similar
to the past 50 years,” he said.
To celebrate the company’s 50th anniversary, Norshel Industries
is rolling back to some promotional mop pricing that was offered
in 1970. The company will also host a party later this year for
customers, vendors and employees.
“It is due to our loyal customers and dedicated employees that
Norshel Industries gets to celebrate its 50th anniversary,” Aaron
Leibowitz said. “Like any business, hard work, good people,
A MILESTONE WORTH CELEBRATING
dedication to customers and the quality products we provide have
s Norshel Industries begins is 50th year of operation, allowed our business to succeed after all those years. Making sure we
Eric and Aaron Leibowitz are not only proud of the keep up with technology and industry trends has also been important,
company’s past accomplishments, but look forward to as well as getting orders shipped right and on time — time after time.”
Eric Leibowitz added that long-standing and solid relationships,
what the future offers.
“We can say that the past was good at Norshel Industries, while built between his company’s sales/customer service teams and
we are experiencing continued growth today,” Eric Leibowitz distributor customers, has also allowed Norshel Industries to
said. “It helps that we have added top quality imported mops to flourish over the past five decades.
“It has helped that we treat manufacturing today the same
our product offering, allowing us to keep pace with other mop
manufactures that have switch much of their product line to way we treat wholesale, in that it’s important to get orders out
imports. Also, the hard work of our staff members has continued quickly,” he said. “When Norshel Industries began decades ago,
to build strong, dedicated and trusted relationships with our it was common to have a two-week lead time as a manufacturer.
customer base. Expanding our sales reach, meanwhile, is another Now, today’s business dictates that lead times must be much
quicker for manufacturing, similar with what is common in
area that has led to additional growth.
“On the wholesale end, Norshel continues to partner with many wholesale.
“Receiving ‘just in time’ inventory is very important for our
smaller- and medium-sized manufacturers that are willing to listen to
customer needs, helping those manufacturers grow their product lines.” distributor customers that purchase Norshel Industries’ mop
products. It allows them to have less inventory on
hand at their own warehouses, saving those
customers money. Especially in our metropolitan
service areas, the cost of space is at a premium.
If we can help our distributor customers turn
their goods quicker, and help them use their
space more efficiently, we, at Norshel Industries,
can save them money. In return, those customers
are more likely to continue doing business with
us and appreciate our efforts.”
Despite the challenges of being a smaller, familySwivel Cap F
For Easy Storage
owned and operated business in today’s business
climate, both Eric and Aaron Leibowitz feel
Clip For Bro
Broom
confident about the future of Norshel Industries.
“We are proud, despite the difficulties, that
Competitively Priced
through hard work and a strong commitment,
Lightweight & Durable
Norshel Industries has been able to succeed and
grow,” Eric Leibowitz said. “It has helped that
technology has been added, allowing our company
Patented Locking Feature
to remain competitive against larger corporations.
Teeth For Broom Assist
We have done that while keeping our family
traditions and values alive.”
Catch-All Rubber Ramp
Aaron Leibowitz added: “It’s also important that
we continue to treat customers well, day in and day
out. That helps build strong relationships and trust.”
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Contact: Norshel Industries, Inc.,
2933 River Road, Croydon, PA 19021.
Phone: 800-355-MOPS (6677).
Website: www.norshel.com.

BBM MAGAZINE | January/February 2020

By Harrell Kerkhoff | Broom, Brush & Mop Editor

racticing good oral hygiene is no small matter. Properly and
regularly using a quality toothbrush can go a long way in
preventing serious issues with plaque, gingivitis, and,
ultimately, tooth loss — not to mention that late night toothache
that nobody ever wants to experience.
When it comes to brushes, few types are as personal as a
toothbrush. It’s usually one of the first items a person will use in
the morning and one of the last at night. Although it may be
considered a simple object to some, toothbrush manufacturers/suppliers are very serious about the type of products they
provide for the oral care industry and end-customers. Broom,
Brush & Mop Magazine recently interviewed representatives
of two companies to learn more about their businesses and
specific toothbrushes.

P

fficials at RADIUS, of Kutztown, PA, have been designing
and manufacturing toothbrushes and other personal care
items, since the 1980s, that look different for a reason. They
are produced with ergonomics, better health and the environment
in mind.
“RADIUS is a ‘better care company,’ with products inspired by
nature and designed with purpose for ‘a better you and a better
world.’ We manufacture beautiful, innovative and environmentally conscious toothbrushes for all ages,” RADIUS
CEO/President Saskia Foley said. “Our process is transparent:
We have used plant-based plastics since 1983, and focus on
sustainable manufacturing, even owning and operating our own
factory in the United States (Kutztown). We’re also proudly
women-owned and family-operated.”
Looking to reinvent something that had not been changed much

O
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for a long time, architects Kevin Foley and James O’Halloran
invented a new kind of toothbrush nearly 40 years ago while in the
British Virgin Islands. Known as the RADIUS Original
Toothbrush, it featured a large handle and came in both right- and
left-handed versions. Also, the product included very fine
filaments placed on a large oval head.
Foley, father of Saskia, is now the chairman of the board at
RADIUS, while O’Halloran is retired from the business.
Production and sales at the company began in 1983. RADIUS
has since experienced
steady growth and
success, expanding as not
only a toothbrush producer, but a successful
oral care company.
Today, it provides products that now include
toothbrushes for adults
to infants, toothpaste,
floss and travel cases.
“Sales across the
board have been on an
upward swing, as we
have enveloped a full
Saskia Foley
range of items that span
our brand — from age-specific toothbrushes to USDA-certified
organic toothpaste,” Foley said. “Toothbrush sales, in particular,
have experienced strong growth over the past year. That is due to
our large domestic and international customer base, and the launch
of the new RADIUS® Big Brush with a replaceable head.
PG 23

“Never before have consumers been
so environmentally conscious. That is a
shift we are very proud to be part of
and help grow. In terms of the overall
toothbrush industry, we believe other
oral care companies will also continue
to create more sustainable products.
That, in part, is due to greater
consumer demand for such items.”
- Saskia Foley
“We have taken our Original Toothbrush and revamped its
concept — using a reusable handle with a replaceable head.
Using a replaceable head toothbrush helps eliminate 90 out of
every 100 toothbrushes from entering a landfill. It made sense
for us to revamp our staple brush and align it with our
sustainability mission, which states that by the end of 2020,
our entire portfolio will be biobased, biodegradable and
recyclable.”
Foley reported that more “sustainable” toothbrushes are
appearing throughout the industry.
“Specifically, we are seeing an increased number of companies
coming out with bamboo toothbrushes,” she said. “One issue that
we see, however, is that some of those companies are making
blanket statements about the sustainability of their products,
without being transparent pertaining to their production and
disposal processes.
“We are a women-owned, family-run company that has never
lost touch with its original goals: improved design, sustainable
sourcing and manufacturing. We remain committed to creating
sustainable products that we know are good for people and the
world. It is through such a commitment that we find ways to
innovate.”
Properly servicing customers is another strong focus point at
RADIUS, according to Foley.
“We value customer satisfaction above all else, and go above
and beyond to make sure that the RADIUS experience is as
excellent as possible,” she explained. “We are a transparent
company — meaning that we love educating consumers and being
clear about what buying a RADIUS product really means.”
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RADIUS manufactures items from
a solar-powered facility that was once
a feed mill. The restored facility dates
to the early 1800s in Kutztown,
located in Pennsylvania Amish
country.
“Seeking advancements in automation
during the production process is an
important objective for RADIUS®. We
are constantly innovating and pushing
the envelope on vertical integration and
process improvement,” Foley said.
“RADIUS® has significantly invested in
expanding its manufacturing plant,
including new equipment that supports
our company’s growth initiative.
“As additional automation is
implemented at RADIUS®, such
focus builds upon our capacity to
provide excellent oral care products
for consumers as technology for the
segment improves.”
Along with new technology and
automation, employing a solid workforce is another reason RADIUS has
succeeded for nearly four decades.
Foley said the company’s employees
are the heart of the business.
“We are a smaller company, so our
employees are extremely hands-on.
They are a huge reason why we are The RADIUS Big Brush
able to create such high quality
products,” she said. “RADIUS is proud to employ 29 incredible
men and women.”
As 2020 begins, Foley said everyone associated with RADIUS
is excited about the company’s future, and for good reason.
“Never before have consumers been so environmentally
conscious. That is a shift we are very proud to be part of and help
grow,” she said. “In terms of the overall toothbrush industry, we
believe other oral care companies will also continue to create
more sustainable products. That, in part, is due to greater
consumer demand for such items.”
Contact: RADIUS, 40 Willow St.,
Kutztown, PA 19530. Phone: 610-683-9400.
Email: contact@madebyradius.com.
Website: www.madebyradius.com.
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lthough many of today’s toothbrushes are available in a
He added that most people who preferred the older type of
variety of unique styles, demand continues among certain toothbrush took the new innovations in stride, as their favorite
consumer segments for a more traditional brush. That manual item could still be purchased at local stores, alongside the
demand is being met by Plain Toothbrush Company, of newer styles.
Tarzana, CA.
“Around 2014, however, traditional toothbrushes started to
“We design and sell ‘old-fashioned’
disappear. It seems that the trend now
toothbrushes. They are very comparable to
involves a complete phase-out of the basic
the ones that were common in the 1950s
toothbrush. Our business is attempting to
through 1980s. When it comes to bristles, we
buck that trend,” Richman said. “Our parent
offer extra-soft, soft, medium, hard, extracompany, Sound Feelings Publishing, has
hard and kids’ versions,” Howard B.
been in business since 1984. My personal
Richman, owner of Plain Toothbrush
interest in finding a classic toothbrush to
Company, said. “The bristles are enduse was what prompted me to form Plain
rounded but straight-cut. The handles are
Toothbrush Company in 2015. I could no
straight, flat and narrow. They fit into many
longer go down to my local drug store and
traditional toothbrush holders.
get that type of product. I looked online and
“We are not a manufacturer. Our
did a bit of research and found some
toothbrushes are produced by another
suppliers, but you had to purchase a
company in the United States. We work
quantity of 144. It then occurred to me that
closely with the manufacturer to create
there might be other people who were
Howard B. Richman
toothbrushes that meet our exact specwistful about the ‘good old days.’
ifications. That includes 47-tuft adult and 24-tuft kids versions.
“I gave it a go and bought the 144 traditional toothbrushes and
Handles are translucent in various colors, while bristles are made created a test sales page on Amazon. At that time, my toothbrushes
of nylon.”
only came with soft bristles. I was really excited when people started
The company’s toothbrush handles are made of Cellulose ordering, and realized there was a hidden market. I then conducted a
Acetate Propionate (CAP), a type of plastic produced from wood lot of research that led to finding our current toothbrush
pulp cellulose. According to Richman, CAP is strong, non-brittle, manufacturer.”
shiny and translucent, making it a perfect material for toothbrush
handles and eyeglass frames.
It’s been Richman’s belief that as toothbrushes have changed
over the past decades, there are groups of people who feel the
more traditional style of brush better fits their needs.
“In the 1990s, the larger manufacturers of toothbrushes started
to develop innovations that seemed more geared for marketing
than function. Multi-level bristles, rounded handles, and multicolored bristles and handles started to appear,” he said. “I presume
their intention was to find ways to better attract consumers to
brush their teeth. However, I feel there is evidence that shows the
The company’s toothbrush products can be purchased through
original design of straight-cut bristles allows those bristles to last
longer. That is because they are tightly-packed, allowing the same- its website or ordered on Amazon. Each toothbrush is individually
length bristles to better support one another during the act of wrapped in cellophane. They come in single units or 4-packs. Also
sold are boxes of 72 and cases of 432 toothbrushes. Currently, they
brushing. That can prevent wear.”
are not packaged for retail sale.
“The reason for that is the cost of setting up such packaging. We
are a family business, and the sales have been steady but not yet
huge. We are hesitant to put too much investment into the product
until we are sure we can take that risk. Retail packaging would
nearly double our costs at this time,” Richman explained. “The
consumer is our best audience. Most of the people who love and
appreciate our toothbrushes are 55 years of age and older.”
As with any new company, there continue to be challenges to
overcome. One difficulty for some customers is learning and using
the online ordering process, he added.
“The fact that we sell 100 percent online, and our best audience
is seniors, sometimes creates problems as members of that
customer group are not always tech-savvy. They can have issues
with the ordering process,” Richman said. “Another issue is
advertising through Amazon. Because there are so many ‘soft’
Shown are examples of products from
toothbrushes available in the market, we cannot simply use the key
the Plain Toothbrush Company.
word ‘soft’ when promoting our product. If we did, we would
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“If there is ever an issue with an order,
we immediately resend and double
the order. I think people appreciate
good customer service.”

- Howard B. Richman
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The Plain Toothbrush Company started in 2015.

When asked if Plain Toothbrush Company would consider
adding any companion product lines, Richman said that would be
dependent on several factors.
“There would be many things to consider, and must show a
connectivity to our vintage or basic themes,” he explained.
“We’ve been contacted in the past by inventors of new products,
but have declined getting involved because their products had no
relation to our main focus of nostalgia and simplicity.”
Contact: Plain Toothbrush Company, c/o Sound
Feelings Publishing, 18375 Ventura Blvd., #8000,
Tarzana, CA 91356. Phone: 818-757-0600.
Email: info@plain-toothbrush.com;
Website: www.plain-toothbrush.com.

become buried under all the big-name companies. However, if
someone is searching for ‘plain’ or ‘old-fashioned’ toothbrushes, we
shoot to No. 1.
“Another challenge we have is that some
people are asking for the 60-tuft, larger size
(toothbrush.) I would like to offer that
product, but we would need an extra
$100,000 for the mold, along with having a
minimum order requirement. It’s my hope
that we can gain enough traction to achieve
the
of
that product objective in the future.
“I would also like to be able to make
specific claims about our toothbrushes as
it pertains to marketing. For example:
‘Plain Toothbrush lasts three times longer
than Brand X.’ In order to do that,
however, our company would need to
participate in university clinical testing.
Such studies are very expensive. We just
don’t have the funds for that right now.”
Although Plain Toothbrush Company is
very small, the business has enjoyed
yearly 20 percent increases in sales thus
far in its young life.
“We have found that most of our
customers really love our product and reorder,” Richman said. “Many of those
people have reported great checkups from
their dentists after using our brushes. I
believe that is because our style of
toothbrush is actually superior in its ability
to clean teeth.
“Also, people with arthritis really
appreciate that our toothbrush handle is
flat, allowing them to have more control.
And, many customers are thrilled that they
can once again use the toothbrush holder
that was built into their bathroom wall.”
Customer service has also played a large
www.woehlerbrushtech.com
role in the success of Plain Toothbrush
Company. That includes offering a buyone-get-one coupon for people who sign
EXPERIENCE THE FUTURE OF BRUSHMAKING
up to be on the company’s mailing list.
from 06 to 08 May 2020 at Interbrush Freiburg | Booth 3.2.8
“If there is ever an issue with an order, we
immediately resend and double the order,”
Wöhler Brush Tech GmbH
he said. “I think people appreciate good
Wöhler-Platz 2 | 33181 Bad Wünnenberg | GERMANY | Tel: +49 2953 73 300 | bt@woehler.com
customer service. In response, they often tell
their friends about our company.”

World BrushmakingMachines

JOIN THE POSSIBILITIES
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Paintbrush Manufacturers

DEVELOP NEW PRODUCTS
for

FUTURE GROWTH
Broom, Brush & Mop recently spoke to executives from two paintbrush
manufacturers who shared how their respective companies
develop new and innovative products to facilitate future growth.
They also related how some of the current issues of the day have
impacted their businesses, such as obtaining raw materials, tariffs, the
impact of the internet, and hiring in a low-unemployment economy.
By Rick Mullen | Broom, Brush & Mop Associate Editor

s one might expect, exterior painting slows down during the
winter season in many parts of the U.S., which impacts the
sales of paint applicators and related products. However,
business at Corona Brushes, Inc., of Tampa, FL, has been good
overall, reported Michael Waksman, marketing.
“We always have some challenges in the colder months, but in
spring, summer and fall, things are good. Exterior painting dips a
little bit when it gets cold,” Waksman said.
Family owned and operated, Corona manufactures high-end
professional quality paintbrushes and rollers, as well as
home/maintenance, industrial, and promotional brushes. Corona
also produces paint roller kits and trays, extension poles and
accessories, marine products, and more.
Corona spends a great deal of time and effort in the
development and testing stages before it introduces a new product
to market.
“We conduct in-house testing and a good deal of field testing, as
well,” Waksman said. “We have trusted dealers and painters in the
marketplace who we send prototypes to gain valuable feedback.
“We are always working on new products and packaging that can
take time to develop. We don’t want to put a tool out until we know
for sure it is something that is going to do a good job. We want to
be certain a new item is going to be something that the market
needs, and that is going to consistently perform to our standards.”
Indeed, such feedback from painters in the field, as well as
dealers and reps from the coating industry, help keep Corona

A
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abreast as to what is happening in the marketplace.
“We constantly keep an ear to the ground about what is coming
around the corner,” Waksman said. “Conversations with dealers
about what their customers are buying, what coatings they are
using, what jobs they are getting, and what is becoming popular
among end-users is extremely helpful.”

Michael Waksman
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The company also receives information about the industry through trade
publications, social media, online forums and blogs. With the internet, there
is much more information to be gleaned than ever before.
“Painters are talking to each other online, and not just locally. With the
internet, there are no borders anymore,” Waksman said. “They are
discussing things with each other, finding out information. It is interesting
to see that happening.”
Corona also prides itself as a company that offers innovative and
distinct products, such as its Champagne Nylon™ series of paintbrushes,
the UltraFast™ paint roller and their popular Chinex® line.
The Champagne Nylon line of brushes are fantastic for latex interior
finishes, trim and high gloss applications,” Waksman said. “As people are
becoming aware of these brushes, sales are picking up more and more. It
is definitely a product that is on the rise.”
Recently, the Chinex line was expanded to include brushes featuring
extended bristle trim length called Corona Performance Chinex® Extra
Long™. The longer bristles hold more paint, so the painter doesn’t have
to load the brush as often. The brushes are available in angular sash
(Express™) and square-edged wall brush (Atlas™) variations.
“The Performance Chinex line, in general, has been really successful for
us,” Waksman said. “The Extra Long series is a great addition to the
program, filling a little niche in our product offerings.”
One innovative Corona product introduced a few years ago, the
UltraFast™ paint roller, made with a unique European fabric, has had a
positive impact on the market and is still gaining strength.
“For many different reasons, the UltraFast is a fast riser for us,”
Waksman said. “It is a great production cover that painters are using and
loving. Whenever people try it, they are finding it really works for them.”
In recent years, Corona has expanded its presence overseas, by
exporting more each year.
“In the European market, especially in the United Kingdom, we are
seeing our brushes showing up more and more,” Waksman said.
Traditionally, European painters preferred oil-based paints, which work
best with natural bristle brushes. In contrast, U.S. painters use mostly waterbased paints, which work best with synthetic bristle brushes. Waksman
predicts water based paints will become more popular in Europe in the future.

Corona Brushes’ UltraFast™ paint roller, made with a unique European
fabric, provides fast, efficient paint application.
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Waksman said he has observed that, in Europe, where older
buildings and homes have been painted with oil-based paints for
years, painters tend to continue using oil-based paints.
“Even in the U.S., in places like New Orleans, we see oil-based
paints are being used a little bit longer than in other areas,”
Waksman said.
The demand for natural bristle, though shrinking with the
declining use of oil-based paints, still exists. However, for several
years, there has been an ongoing issue of the difficulty of
obtaining China bristle.

“It is challenging to get good quality
China bristle, and it is becoming more
expensive,” Waksman said. “Our focus is on getting top-

quality China bristle. We are known as a company that still offers
really good natural bristle brushes, therefore we have to keep that
part of our business strong.”

While there are still people who buy
based only on the cheapest price, there
has been a trend in recent years of more
end-users seeking higher quality paint
and paint applicator products, Waksman said.

“Our tools may cost a little more, but with their consistent
quality and durability, they will last longer and allow the
painter to achieve results with less time and effort. There are
going to be people who are more cost conscious, and then there
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are going to be those who are more quality conscious,”
Waksman said. “Typically, the painter who uses Corona
products is focused on using quality materials and quality
tools. Currently, we don’t sell directly to the end-user,
however, we have plans to focus more of our marketing toward
end-users to help our retail customers.
“The main challenge is making people aware of our brand. With all
the different types of media, it is easier to reach people nowadays. The
downside is, there is so much information out there that sifting through
it is always going to be a challenge for people. We are confident that
once people use our products, they will quickly become converts to
our brand. The challenge is reaching end-users so they will seek to buy
Corona products from our retail customers.”
Another challenge for many businesses is finding good
employees, as the low unemployment rates in the country have
resulted in a shrinking labor pool. Fortunately, this is an issue that
has not affected Corona as much as other companies.
“It hasn’t hit us too hard. We really haven’t had an issue finding
new employees,” Waksman said. “We have been fortunate to be able
to keep employees for a long time. In December 2019, we had two
employees retire. One had been here about 40 years and the other one
for 30 years. Our employees tend to stick with us for quite awhile.”
A large part of Corona’s workforce is immigrants. While the
company doesn’t necessarily target hiring immigrant workers, it
certainly welcomes them.
Corona was founded by the Waksman family. The family’s
journey to eventually locating in Tampa dates back to just after
World War I.
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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 China
and Russia 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.
Michael Waksman is optimistic about Corona’s future.
“There is still a lot of room for growth, as there are a lot of
opportunities out there,” he said. “We are working on expanding
and moving into new markets, while keeping production going
strong. We have expanded production capabilities, bringing in
new people and training them. We have tweaked our production a
little bit to improve efficiency, while still maintaining our quality,
which is exciting.”
Contact: Corona Brushes Inc.,
5065 Savarese Circle, Tampa, FL 33634.
Phone: 800-458-3483.
Email: info@coronabrushes.com.
Website: www.coronabrushes.com.

he Wooster Brush Company, of Wooster, OH, is one of
the oldest manufacturers of paint applicators in the United
States, producing more than 2,000 products for painters of
all skill levels. The company has over 888,000 square feet of
manufacturing, shipping, administrative, and warehousing
facilities, as well as in-house engineering, production, graphic
design and printing departments.
“Wooster Brush is a 169-year-old company that develops,
manufactures, and sells paintbrushes, roller covers, and paint
accessory items to both the professional and DIY markets,” said
Vice President of Marketing Scott Rutledge. “Business has
been steadier than in past years. The housing market (both new
construction and resale of existing homes) continues to impact
sales trends.”
Known for innovation, Wooster Brush has established the
following milestones in the industry, according to the company.
n Invention of popular paintbrush styles such as the angle
sash and the Shasta®;
n Development of the “Foss-set” process to cement bristle
into paintbrushes;
n First to use nylon filaments to create brushes that performed
in latex paints;
n Creation of the Exploded-Tip® process to make soft flags

on filament ends; and,
n First to introduce
synthetic fabrics for roller
covers, now an industry
standard.
“We are constantly working on improving the
products that we offer. It
is our objective to make
painting easier and more
rewarding for the enduser. After all, people who
enjoy painting will paint
more often,” Rutledge
said. “As coatings continue
to change, it remains
Scott Rutledge
imperative that we adapt
our products to achieve the results that paint manufacturers
intended.

“In addition, we are launching a
complete re-branding of all Woosterbranded products. The theme of this
relaunch is, ‘Same Great Product, Bold
New Look.’ This bold new packaging and updated Wooster

logo started appearing in retail locations in January 2020.”
When it comes to obtaining raw materials for its
manufacturing operation, the tariff situation has had an impact.
“To build the level of quality tools that we have provided to
the marketplace for 169 years and counting, we must source
materials globally,” Rutledge said. “Nearly all of our Wooster
branded tools are manufactured in the United States, utilizing
some global materials. As a result, the most recent round of
tariffs impacted us significantly.

T
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Wooster Brush has launched a complete rebranding of all Woosterbranded products. The theme of the relaunch is, “Same Great
Product, Bold New Look.” The new packaging and updated Wooster
logo started appearing in retail locations in January 2020.
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“The most glaring inequity of the
tariffs is that finished brushes and
roller covers imported from China
have not been subject to tariffs and,
as a result, we are at a competitive
disadvantage by making our tools in
the U.S.”

Offering the best in customer service has also been a pillar of
Wooster Brush’s success over the many years it has been in
business, and it begins when a phone call is received.

“We have always, and will continue, to
provide a live operator when customers
call our company,” Rutledge said. “We do not use an

automated system, but rather personally answer the phone and
direct individuals to the proper department or person to help
with any questions or suggestions that a caller might have.”
While there has been much automation in many sectors of the
manufacturing channel, Wooster Brush still values traditional
craftsmanship.
“In every company, a certain amount of automation is
beneficial. However, we still feel that to build the quality tools
we are known for takes skilled craftsmen and craftswomen,”
Rutledge said. “We have maintained this philosophy by
employing the very best personnel who carry on this tradition of
craftsmanship in every product we build.
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“Our employees are a primary reason we are so successful and
have been able to be in business for 169 years. The commitment
to their craft and years of service to our company have been the
lifeblood of our organization. This dedication has been passed
down from generation to generation, even within families,
enabling us to carry on the tradition of building the best painting
tools for our end-users.
“In addition to our employees, we also owe our success to
those retailers that recognize our loyalty and commitment to
providing quality tools that make their customers’ lives easier
and more successful.”
Looking ahead, Rutledge said Wooster Brush is expecting to
see growth in all Wooster product segments in 2020.
“The future is a moving target and is very much impacted by
the economy, government regulations, paint evolution and
purchasing habits,” Rutledge said. “The status of brick and
mortar locations is currently under fire and the impact of ‘.com’
purchasing of paint and applicators is still an unknown.
“We can only stay aware and adjust to these factors as
they present themselves. We need to quickly adapt as
attempts to predict the future are challenging and, at times,
impossible.”
Contact: The Wooster Brush Company,
604 Madison Avenue,
P.O. Box 6010, Wooster, Ohio 44691-6010.
Phone: 800-392-7246.
Website: www.woosterbrush.com.
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Experts Share Advice On

&
Acquisitions

Mergers
By Harrell Kerkhoff | Broom, Brush & Mop Editor

uying or selling a business is often a daunting endeavor.
There are specific steps and precautions, however, that can
be taken for business owners to be successful with either
transaction, according to two mergers and acquisitions (M&A)
professionals who spoke during a recent 2019 ISSA Show
educational session, in Las Vegas, NV.
Timothy Shea, managing director at PiperJaffray
(www.piperjaffray.com) and Mark Herbick, founder & CEO at
Pursant (www.pursant.com) discussed the current M&A climate.
The good news is — it’s currently a positive time to be either a
buyer or seller in many industries — according to both speakers.
Shea noted that organic business growth can be slow, leading
corporations to drive growth, and shareholder returns, through
company acquisitions.

B

“Also, the lending environment is as
robust as we have seen. Recently, coming
out of the last (economic) downturn,
certain regulations were put into place
and people became more cautious. That
trend has now reverted,” he said. “Credit markets

today are more ‘frothy’ in terms of leverage levels. The large
amount of money financial institutions are willing to lend is very
much back in place. The paradigm has changed 180 degrees.
There is a lot of capital available today for acquisitions. Therefore,
it’s a very good time to be a seller.”
That was not true coming out of the last downturn (of the U.S.
economy), Shea added.
“People were nervous and not willing to take risks on M&A
transactions,” he said.
According to Shea, between 2009 and 2013, many potential
strategic buyers of businesses stayed on the sidelines.
“That was true of facility services, commercial services,
industrial — pretty much across all end-market executives. They
were reluctant to put money to work. They just went through one
of the toughest times (due to the Great Recession), and M&A
activity was not on their priority list. If they were going to be
active in M&A, they were going to do it very cautiously, and were
only willing to pay very reasonable or low prices,” Shea said.
“That resulted in cash stockpiles growing significantly. As the
(U.S. economic) recovery has lengthened and confidence has been
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Mark Herbick, left, and Timothy Shea, experts in mergers and
acquisitions, recently spoke during an ISSA Show educational session.

restored, more company boards have taken the attitude, ‘We need
to find ways to grow. We need to look into acquisitions.’”
Shea said the current robust acquisition market has led to more
money, on average, being paid to business sellers.
“Banks are very ready, able and willing to lend at affordable
rates (when it comes to acquisitions),” Herbick added.
Other points Herbick made included:
n Many companies look to take advantage of the babyboomer exit period (10k a day) — “If you look at the average
age of a business owner today, he/she is nearing those retirement
BBM MAGAZINE | January/February 2020

years. Overall, there are 10,000 baby
boomers exiting (the workforce) a day, a
chunk of those are business owners,”
Herbick said. “If I am a buyer, I want to
make sure there are plenty of targets who are
motivated sellers. Those are often people
entering retirement age.”
n Acquiring talent can be beneficial in
an era of low unemployment — “As many
business owners know, there is a big struggle
right now to find good people to hire. We see
- Mark Herbick
a lot of companies buying other companies
just to access their employees,” he said.
“Gaining
customers
and
earnings,
experiencing margin enhancements and having access to new business owners looking to buy other companies must first make
geographic markets are all nice when acquiring a company, but it’s sure “their own house is in order.”
“There are stories upon stories of buyers who have had the
also great to have more sales people and business leaders who
attitude,
‘I’m going to acquire companies. It’s going to be cool.
come through the acquisition process.”
It’s
going
to be exciting. It’s going to be good for my business,’
n Multiple Arbitrage (acquiring at 2-4x when your value is
and
all
they
really do is create a big mess,” Herbick said. “When
4-6x) makes sense — Basically, multiple arbitrage means
purchasing
another
company, you are really purchasing a ‘recipe’
increasing the value of a company between buying and selling it,
that
somebody
else
has
perfected. The problem is, there are buyers
absent any operational improvements.
who
come
in
and
start
tinkering with that recipe, and then they
“It’s one of the reasons why, for growing enterprise value,
can’t
understand
why
the business they purchased isn’t
acquisitions make a lot of sense,” Herbick said.
performing the way it did prior to the acquisition.”
Important points to consider when looking to acquire include:
BEST PRACTICES FOR ACQUIRING
n Define the ideal target and stick to it, but at the same time,
don’t
look for perfection — “There are a lot of things to consider
ccording to Herbick, introducing acquisition complexity
when
looking for the right company to acquire. It’s really
and cost into an ill-prepared or dysfunctional organization
important
to stick to a criteria and not deviate,” Herbick said. “At
is a major reason why M&A can get a bad rap. Therefore,

“When purchasing
another company,
you are really
purchasing a ‘recipe’
that somebody else
has perfected.”
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the same time — don’t look for perfection. Many companies seek
the perfect business to acquire and never find one. That is because
like people, there are no perfect companies.”
n Due Diligence Support — “Once a company has been
chosen for possible acquisition, how are you going to evaluate the
opportunity? A lot of people will hire a third-party firm to conduct
a quality earnings review. That is a great practice, but should not
be viewed as a substitute for your own due diligence,” Herbick
said. “Don’t accept a report from a third party as the absolute
gospel and immediately move forward. There are plenty of stories
of business people who received favorable third-party reports,
quickly closed the deal and then realized they just bought
themselves a bunch of problems.”
n Hiring the wrong attorney can be expensive, and can kill
deals — “Get good legal counsel. Don’t hire your day-to-day
corporate attorney to do M&A work, just as you wouldn’t hire
your day-to-day general practioneer to conduct heart surgery,”
Herbick said. “You want an attorney who ‘eats, sleeps and
breathes’ M&A. Hiring the wrong attorney can get really
expensive, and can unnecessarily kill the deal.”
n Prepare your team on how to mange “acquired” versus
“hired” personnel — “That is a biggie. I see a lot of companies
successfully negotiate and close transactions, turn it over to a
team, and then that team mishandles the newly acquired
company,” Herbick said.
He noted that there can be a lot of anxiety among employees of
companies that have just been acquired.

“Many people start out cautiously optimistic about working for
the new owner, but if your team is not properly trained to work
with those people, it can lead to disaster,” Herbick said.
n Should You Integrate? Be smart. Don’t mess up the recipe
you just bought — “Think carefully about integration. A lot of
the best buyers I know of acquire companies and do nothing major
to them afterward. They just let the companies do what they do
really well, with some minor changes added to make ‘the recipe’
a little bit better,” Herbick said. “What they don’t do is
immediately start tearing apart and rebuilding a company that has
been acquired. When it comes to integration, make sure it’s not
unnecessarily disruptive.”
n Find the best deal structure (cash versus contingent
payment) — “Most deals don’t go down in all cash. There is
usually some type of contingent payment,” he said. “It’s important
to decide the right breakdown.”
n Ownership Retention — “They are hard to find, but look for
owners of companies being acquired who are willing to stay on, at
least for the short term,” Herbick said. “This can be a double-edge
sword. Many past owners are the ones who made their companies
successful, but they can also be hard to manage. There is often a
good reason why a person has owned a company in the first place,
instead of working for somebody else.”
n Generating deal flow — “It’s important to commit resources
to sourcing ‘passive’ sellers; otherwise, you will pay a premium
through brokers running competitive auction processes,” Herbick
said. “It’s easy to just call a broker and ask, ‘Do you know of a
company I cay buy? If so, please bring it to me.’ That will bring
you a ‘deal flow’ (the rate at which business proposals are
received), but the bad news is, those brokers are not just going to
call you. They are going to call everybody else who is interested
in buying, and you are going to have to compete. That can drive
the purchase price up. It’s therefore important to find a way to
generate proprietary deal flow.”
BEST PRACTICES FOR SELLING

very business owner faces the same dilemma: What will
happen to my company when I am no longer around?

E

“Statistically, only 10 percent of today’s younger generation has
any interest in going into the family business — regardless of the
industry,” Herbick said. “It’s just not the way most kids are wired
today. They usually want to do their own thing. So, unless a
company owner wants to simply close the doors, selling is often
the only option.
“Staying in place is not an option today. Companies need to
either grow, evolve or exit.”
Regardless of the immediate intentions of a business owner,
Herbick said that preparing a company for eventual sale is a good
practice.
“The need to sell a business can hit a business owner without
warning. It can be due to an unfortunate circumstance, such as a health
issue. The problem is, if that person hasn’t properly prepared the
business for possible sale, it’s kind of like selling a house in a week
without repainting the rooms and getting rid of the shag carpeting,” he
said. “If you haven’t prepared that house for the selling process,
chances are the value of the house will be much lower. The same is true
with a business, which should always be sellable at any point. You
never know what the future holds.”
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He added that many business owners simply wake up one Herbick said. “As a seller, a lot of times you won’t have the
morning and decide they no longer want to have the responsibility opportunity to speak face to face with a potential buyer. Many
of running a company. The problem is, if that person hasn’t active buyers view memorandums like résumés. You may have
properly prepared the company for sale, it’s going to take much a great business, but if there is not a lot of thought put into the
longer for him/her to step aside.
memorandum, your company might not be getting the attention
According to Herbick, too often business owners going through is deserves from potential buyers.”
n Help develop the right buyer pool — “The right buyer is
the process of selling find themselves saying, “I wish I had better
prepared my business for this process. I wish there were fewer somebody who can stand to gain more from your business than
surprises. I wish I had known earlier what I know now.”
another buyer. It’s important to remember, a buyer is purchasing
Those are all avoidable thoughts and fears if a business owner a business for what he/she can do with it, as opposed to what
goes through the steps earlier of properly preparing his/her you, the owner, have done with it in the past,” Herbick said.
company for possible sale.
“It’s important to remember — the act of
preparing for a sale is no different than the
act of making your company better,” he
said. “You won’t be disappointed if you go
through the process of getting your
business ready for sale, and end up not
selling.”
Herbick added that business owners
should know the true worth of their
companies. However, that is often not the
case.
“People tell me all of the time, ‘You
- Timothy Shea
don’t understand how hard I had to work
to make my company what it is today.’
Unfortunately, their past hard work has
nothing to do with the actual value of their company,” Herbick “Look for buyers you feel can make your company even better
said. “Businesses (are often valued) from a simple formula of in the future.”
n Highlight value drivers and growth levers in
EBITDA (Earnings Before Interest, Taxes, Depreciation and
Amortization) times such multiples as company attributes, negotiations — Herbick said it’s often good if a business
value drivers and market conditions. What drives those owner, during the selling process, is willing to share pertinent
multiples is the risk profile of a business. Focusing on that risk information to potential buyers, focusing on what that owner
feels can be done with the company in the future to make it even
profile is critical, leading to a company’s enterprise value.
“A business owner looking to sell may ask, ‘How long will it stronger.
“Those ideas can help a buyer see the company’s true
take to improve my company’s risk profile?’ The simple answer
is, ‘It depends.’ There are some things that can be done that are potential,” he said.
n Prepare well in advance for due diligence — “Some
easy, such as changing how a company keeps its books. Then
there are more challenging changes or improvements, which can buyers will have a quality of earnings report conducted on a
take one or two years to complete. That includes minimizing an business before a possible purchase. That is essentially a
owner’s role in the company, as well as reviewing the depth, financial stress test on that business, making sure it has actually
makeup and presence of the management team. Those steps delivered on the earnings being reported, and can achieve such
focus on the sustainability of the business in an owner’s earnings on a go-forward basis,” Herbick said. “The more
professional buyers will have that done automatically, but there
absence.
“And then there are the very difficult steps that can take a lot is no reason why you (as the seller) can’t do it as well to make
of time. That includes involvement with the customer base sure your company is prepared for the due diligence that is to
and/or changing the company’s revenue trajectory. Those are all follow.”
He added that due diligence for a company looking to sell can
things that can influence the risk profile of a business. If you
have a customer who keeps you awake at night, you have to fix be painful. It can feel very invasive and uncomfortable.
“Therefore, it’s important to prepare yourself emotionally, and
that situation or a buyer could devalue your business.”
prepare your business as well,” Herbick said.
Other best practices for sellers include:
n Properly assemble a transaction team that includes an
n Transition and integration can be as important as the
advisor, an attorney and an accountant — According to actual deal — Just because a company is sold does not mean all
Herbick, those three professionals should be experts in M&A.
the hard work is completed.
“Again, M&A is a specialized skill set. It’s therefore
“The seller will often maintain an active role for awhile with
important to take the time and spend the money. Those experts his/her former company. Therefore, that seller’s ability to work
will pay for themselves over the long run,” Herbick said.
with those anxious people remaining with the newly sold business
n Prepare professional materials (memorandum, etc.) — is important,” he said. “That process helps bridge the gap between
“That involves a professional snapshot of your business,” the two organizations, which can be critical.”

“The lending
environment is as
robust as we have
seen ... there is
a lot of capital
available today
for acquisitions.”
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New Sales And Marketing
Specialist For Nexstep

UNIMAC Strengthens
Engineering Office

UNIMAC s.r.l. has hired two new professionals for its
mechanical design department, as managers and coordinators.
“Fabio Borgazzi, senior technical
manager, brings years of experience
from the industrial automation sector.
His strengths and expertise in cost
control, problem solving and rapid
realization of engineering designs,
boosts UNIMAC’s ability to improve
efficiency.
“Marco Cavedoni, senior technical
Fabio Borgazzi
manager, has many years experience
in the design of complex functional
groups for automation machinery.
His ability to process structural
calculations, utilize computation
tools to define machine performance
and his deep awareness in verifying
the feasibility of projects enhances
UNIMAC’s innovative ability,”
according to a release.
Marco Cavedoni
“UNIMAC’s desire and will to be a
true partner for its customers is
paramount. We are investing in ourselves to strengthen our
mechanical engineering office, the beating heart of our company.
We reinforce the existing, we develop new technology and we
stay focused on the future. This is the new UNIMAC for the new
decade," said Davide Ori, general manager of UNIMAC s.r.l.”
For more information, visit www.unimac.it.

Crystal Lake Manufacturing
Acquired By ABCO Products

ABCO Products, based in Miami, FL, has acquired Crystal
Lake Mfg. Inc., an established manufacturer of textile products,
cleaning tools and accessories. The acquisition was completed
December 23, 2019.
Established in 1935, Crystal Lake is headquartered in
Autaugaville, AL, servicing the business needs of more than 150
wholesale distributors.
“The Value Proposition put forth in the acquisition is based on
optimizing vertical integration, manufacturing capabilities and an
expanded product portfolio which will position each Crystal Lake
distributor to deliver value to end-users as well as growth,”
according to Carlos Albir, president of ABCO.
ABCO Products recently was awarded the Green Seal GS-20
Advisory Certification for textiles as the company has shifted its
resources into manufacturing high performance, cost effective
cleaning tools with a commitment to sustainability.
For more information, phone ABCO Products at 1-888-6942226 or visit www.abcoproducts.com.
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Cayleigh Gibbons has joined
Nexstep Commercial Products as its
sales and marketing specialist.
Gibbons recently graduated from
Edinboro University in Edinboro, PA,
with a Bachelor of Science degree
majoring in business administration
with a concentration in marketing.
She was a member of the
university’s women’s soccer team and
a member of the Marketing Club.
She was born and raised in Fairview
Park, OH. She recently moved to
Cayleigh Gibbons
Dayton, OH, with her fiancé, Dylan,
who is an airman stationed at WrightPatterson Air Force Base. She will help expand Nexstep’s
marketing presence.
Nexstep National Director of Sales & Marketing Erin E. Busch,
said, “Cayleigh’s positive energy, professionalism, creativity and
enthusiasm make her a great asset for Nexstep. We are thrilled to
have her on our marketing team.”
She works out of Nexstep’s Corporate Office in Springfield,
OH. Nexstep Commercial Products is the exclusive licensee of OCedar.
For more information about Nexstep and its products, visit,
www.ocedarcommerical.com.

Transfer Of Assets From
Maryland Brush To Felton Brush

Felton Brushes Limited has come to an agreement with
Maryland Brush Company, Baltimore, MD, on the transfer of
company assets and operations.
Since 1851, The Maryland Brush Company has had a tradition
of producing high quality industrial brushes for industry across
North America and around the world.
Steve Mullan, CEO and president of the employee owned MBC
Ventures Inc., the parent company said, “We have had a
tremendous run of growth and development of technologies to
serve the specific needs of our customers, and Felton Brushes is
well suited to build on this growth and continue the tradition of
offering these products and other innovations of theirs to the
marketplace. Most of the employees and management are poised
to enjoy retirement.”
Tony Ponikvar, president/CEO of Felton Brushes Limited said,
“Maryland Brush Co. has developed important proprietary
machinery and technology that will enhance our offering in this
portion of our business. The unparalleled density and the ability to
mix different filaments in brushes distinguishes the offering as
‘Best In Class – Worldwide.’ This will enhance our offering in the
steel mill industry particularly.”
“Established in 1933, Felton Brushes Limited is proud to
continue to manufacture in North America as domestic
manufacturers from many industries rely on quality-made brushes
to remain competitive in their manufacturing processes.”
The operations of Maryland Brush Company will relocate to
Felton Brushes Limited over the course of the year.
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250 Years Ago Todtnau, In The Black Forest Of Germany,
Was The Cradle Of Brushes And Brooms

It started with beech wood and pig bristles.
Brushes were known, even in antiquity. Findings in Egypt
and Greece proved that brushes were used for cleaning, for
clothing and hair care even then. North of the Alps, the history
of Roman military camps shows brushes were used to care for
soldiers and horses. Around the year 1400, brush making was
already known in Germany (in Nuremberg).
How Did This Industry Come To The Deep Black Forest,
To Todtnau, Germany?
In the second half of the 18th century, Josef Thoma, in
Todtnau, ran a grain mill that worked with water power. While
the carrying, emptying and filling of the sacks was taken over
by the stronger sons, the smallest of the boys, Leodegar, was
responsible for the cleanliness of the mill, the clothes and the
shoes. He found this activity particularly difficult, since there
were no brushes or brooms. He pondered about making an
appropriate tool that could ease his work. Finally, he came up
with the idea of using pig bristles. These bristles had to be held
somehow. He sawed a piece of wood into an oblong shape,
drilled holes in it, and filled them with bundles of bristles,
which he attached with wooden wedges. That was the first
Todtnauer brush—in 1770.
However, as already mentioned, Leodegar Thoma can not be
seen as the inventor of the brush. In the course of the
manufacturing process with material procurement and sales,
however, he discovered the division of labor in this industry,
and was thus superior to other imitators.
The Processing Of The Brush Making Business
The different steps of the production of brushware were
shared between brushmakers, conditioners of bristles and
wood workers, who mainly lived in the villages close to
Todtnau. The brush handles were produced on turning
machines which were moved by waterpower. The purchase of
bristles and hair at home and abroad such as France and
Switzerland became a separate branch of trade. The traveling
salesmen played a major role. In the early stages, they only
went to Switzerland or the upper Rhine. At different locations,
they installed stockholding in order to sell brushes directly at
annual fairs or from door to door. The first exports to America
took place in 1854. The change from home work to a preindustrial production in the first factories began. At that time,
there were about 1000 people in Todtnau and the surrounding
villages producing brushes and the necessary brush handles.
An important highlight at that time was the world exhibition in
Vienna in 1873. The brushmakers from Todtnau participated in
this fair as exhibitors representing the collective brushmakers
from the Black Forest.
When in the second half of the 19th century, the industrial
revolution in Germany was in full operation. There were also
first trials regarding the production of brushes by means of
brush filling machines. The pioneer in Todtnau who risked the
first step towards the industrial production of brushes was, by
end of the 19th century, Oskar Faller, who together with his
brothers Eduard and Ernst managed the company Jos. Ed.
Faller, which had been founded by his father. They had
obtained brush filling machines from abroad. However, they
did not know exactly how the machines worked. They engaged
a young engineer from former Bohemia, Anton Zahoransky.
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With that, the industrial revolution was set into motion also in
Todtnau.
Also at that time, there was another completely new
material, plastic. The development took place from home work
to industrial production, and at least partially from wood to
plastic material. In parallel, the trading with brushes also
expanded substantially. Brushes and brush making machines
from Todtnau were presented worldwide at exhibitions. It was
the welcome to the industrial era.

For over 250 years, the brush making industry has been
an essential part of the economic activity in Todtnau, and
an important support for prosperity. In Todtnau, there
continue to be several innovative and worldwide
companies in the brush making industry. The worldwide
uniqueness may be the fact that all the exposed machines
have been constructed and manufactured by eight machine
factories in Todtnau. Zahoransky still has its main plant in
Todtnau. This, alone, should be reason enough to tell, to
prepare and to save the history of the Todtnau brush
making industry in a museum. From the earliest
beginnings, a trade and prosperous industry has developed
that can still compete with its products on the world market
after 250 years.
The inauguration of a brush museum in Todtnau, in 2020,
the year of InterBrush, is to be acknowledged at the beginning
of this tremendous development. For several years, a dedicated
team of the Kulturhaus Todtnau has been working hard to
professionally set up a museum.
Those who want to narrate a story need a storyteller. In the
brush making musem, Lorenz Wunderle holds the role of the
storyteller. He was the first known brush salesman, and in the
museum he shares — by means of modern media — the story
of brushes from Todtnau, and processing, from manufacturing
in 1770 to present-day industry.
We welcome visitors to the new museum.
- Provided by Rainer Zahoransky
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Brush Manufacturers From Around The World
Attend Mill-Rose Luncheon In Cleveland

On Friday, January 24, brush manufacturers from around the
world gathered for the 57th annual Mill-Rose Brush
Manufacturers and Suppliers Luncheon, held at Pickwick and
Frolic restaurant in Cleveland, OH.
At the luncheon’s opening, Mill-Rose President Greg Miller
welcomed attendees.
“Networking plays an important role in our business, and there
is no better way of communicating with contributors to our
industry, whether manufacturers or suppliers, than at this annual
meeting,” said Greg Miller. Miller continued with a brief
explanation of the history of the annual luncheon event and the
importance of relationships within the brush manufacturing
industry.

Guest speaker and NFL Hall-of-Famer Dave Robinson.

For over a half-century, brush manufacturers and their suppliers
have attended this networking luncheon, hosted by The Mill-Rose
Company. This year’s event featured guest speaker Dave
Robinson, former Green Bay Packers linebacker, NFL Hall-ofFamer, and recipient of two Super Bowl rings. Robinson provided
the group with interesting facts about his storied career, and how
they positively influenced everyday business decisions. Leading
up to the event, manufacturers and suppliers gathered during the
week to discuss business trends, opportunities and other topics
related to the brush industry.
Brushes manufactured by representative companies are used in
virtually every type of industry around the world. Applications
include makeup/mascara brushes, hair brushes, floor sweeping
and polishing brushes, gun cleaning brushes, car wash brushes,
copier toner brushes, brooms, paint brushes and special brushes
used in the medical field.
Local and regional brush manufacturing companies attending
the event included Precision Brush, Malish Brush, Phillips Brush,
Spiral Brush, Brushes Corp., Michigan Brush and The Mill-Rose
Company.
“The Mill-Rose Company is the largest U.S. manufacturer of
twisted-in-wire brushes used in virtually every type of industry
throughout the world. Mill-Rose is a family-owned organization,
now in its fourth generation. Mill-Rose recently celebrated its
centennial anniversary, and has experienced significant growth
from its humble beginnings in 1919. Today, Mill-Rose operates
manufacturing and warehouse facilities throughout the United
States and Mexico,” said the company.

Brush manufacturers and suppliers gathered recently for
the 57th annual Mill-Rose Brush Manufacturers luncheon.
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From left to right: Giovanni Bizzotto Jr. (Marco’s son), Marco Bizzotto, Giovanni Bizzotto Sr. (founder), and Mauro Bizzotto.

BIZZOTTO GIOVANNI AUTOMATION SRL

The Bizzotto Giovanni Automation Co. began in 1957 from
the entrepreneurial ideas of Giovanni Bizzotto. The company
has established itself by producing high-tech, groundbreaking
machinery, and is able to automate the assembly and
production of any product; some big machine families
designed by the Bizzotto Giovanni Automation Co. are
custom-made for woodworking, packing and for assembly of
products for the cleaning industry.
The company is always willing to analyze and solve all
challenges faced by its customers, believing that the bigger the
challenge, the bigger the customers’ satisfaction will be in the
end – as will the company personnel.
The Bizzotto Giovanni Automation Co. is constantly
looking for the best and newest technologies on the market. In
this respect, the company has made significant changes in the
last years, further improving the efficiency of its packing and
palletizing systems, and its integrated assembly lines. It has
also strengthened and expanded its engineering design
department in order to provide a more comprehensive and
better performing service than before.
These improvements encompass every stage of the
production process, starting from the first analysis and
prototyping phase to the study of the line, according to
the needs of the customer, and ending with all
aftersales services. As new technologies advance,
constant implementations are made in order to achieve
consistent performance improvement in all lines.
The Bizzotto Giovanni Automation Co. develops its
Industry 4.0 machinery to provide all its customers
with the best and most advanced automation that
modern technology can offer. The company is evolving
by implementing increasingly centralized data control
systems. This provides customer-oriented service and
assistance that is constantly growing and improving.
This year, the Bizzotto Giovanni Automation
Company has opted to limit its appearances in the
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various industry fairs, due to the fact the company is currently
in the process of carrying out a series of investments related to
its workforce and structure. The most important ones concern
a significant increase in company personnel, with the
consequent overhaul of its organization chart; while on the
structural side the company is expanding its engineering
offices even further and is preparing to triple its assembly and
testing lines by acquiring new production plants.
Relying on its vast technical expertise, the company is
investing even further in youth by developing training
programs in partnership with the various local technical
institutes. Beginning this year, the company has also started a
partnership with the University of Padua, a noted leader in the
area of research, especially in the fields of IT, mechanical
engineering and electronics.
These projects stem from the company’s desire to transmit
all knowledge gained in 60 years of its history, as well as the
passion that the Bizzotto Giovanni Automation Co. has always
been known for.
For more information visit www.bizzottoautomation.com.
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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

( 25 foot Whale Shark. Picture taken in Hawaii during ABMA Convention )
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