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Ralph Jones, Jr.

Jones Family of Companies, Humboldt, TN,
announces the passing of Ralph Jones, Jr.
Mr. Jones passed away peacefully at his home
in Humboldt, TN, on June 4, 2020, at age 95.
Before his tenure as president, CEO, and
chairman of the Jones Family of Companies, he
enlisted and served in the United States Army
during WWII. He was honorably discharged in
1945 after receiving the Combat Infantry Badge,
Ralph Jones, Jr.
the Bronze Star, the Purple Heart, the European
Theatre Ribbon with four Battle Stars, and the Presidential Unit Citation.
After returning home, he enrolled in the Textile Engineering program at
North Carolina State University, and, in 1949, obtained an engineering
degree. He joined his father at Jones Family of Companies, and became the
third generation of his family in textiles.
Mr. Jones was a devoted husband and father. In 1947, he married the
love of his life, Bettie Jean “BJ” Graves. She preceded him in death in
2016 after 69 years of marriage. Together, they had four children, 11
grandchildren, and 13 great grandchildren.
Beyond his work and his family, the community was of great importance
to him. His service included: the Humboldt City School Board where he
was named, “Tennessee Outstanding School Board Member," and served
as both chair and member; president of the Humboldt Chamber of
Commerce; president of the Humboldt Jaycee’s Club; coached Humboldt
Little League (17 years); and, coached the Humboldt PeeWee Basketball
League (12 years). For his work within youth sports and the Humboldt
School System, the football field house at Humboldt High School was
named in his honor, and he was inducted into the Gibson County Sports
Hall of Fame. The Exchange Club also recognized his community service
by bestowing on him the “Book of Golden Deeds.”
He was forever thankful for the richness of life he experienced in his
hometown.
Mr. Jones' actions spoke clearly of his faith in God, love of country, love
of family, and love for his community. In memory of his love for
Humboldt’s youth, the family requests that all memorials be directed to the
Boys & Girls Club of Humboldt, P.O. Box 851, Humboldt, TN, 38343.

Daniel Pecora

Daniel Pecora was born October 23, 1944
in Milwaukee, WI. He died Sunday, April 26,
2020. He was the longtime president of Erie
Brush, Chicago, IL.
He was married to his wife, Patricia, and is
the father of Laura Moses and Robert (Terri)
Pecora. He is the grandfather of Danielle (Dan)
Robinson; Ian, Jessica and Michael Moses;
Daniel Pecora
Jacob and Ethan Pecora; Fiona and Colin
McNamee; and, he is the great grandfather of Brave Robinson.
Private services were held with interment at St. Michael the Archangel
Cemetery in Palatine, IL.
Memorials may be made to donor’s choice.
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Squeegee Manufacturers
Tell How They Are Dealing With

COVID-19 Crisis
By Rick Mullen | Broom, Brush & Mop Associate Editor

B

Broom, Brush & Mop Magazine recently spoke with executives from three
manufacturers of squeegee products who shared how their respective
companies are dealing with the COVID-19 crisis, while still meeting the
needs of customers and the overall cleaning industry. Specific offerings
from each business were also discussed.

efore the coronavirus was declared a pandemic in March,
Haviland Corporation, of Linn, MO, was having a “very
good year,” said Executive Vice President Alice Andrews.
“With the onset of the virus, business took a swift and sudden
downturn,” Andrews said. “However, we have already seen an
uptick in orders.”
The company has taken measures to safeguard the health and
safety of its employees during the pandemic.
“Both in our office and manufacturing plant, we have
implemented social distancing practices. We have PPEs (personal
protective equipment) available for all employees,” Andrews said.
“Furthermore, we have installed additional hand cleaning stations. We are lucky to
be located in a rural area
where very few cases have
been recorded.”
“One of the wonderful things
about our company is the respect
each person has for his/her
fellow employees. Everybody
has been very conscientious
about being physically healthy
before coming to work,”
President Jan Haviland said.
“Hopefully, in the long term, the
Jan Haviland
general public will become more
aware of pathogen sanitation. It may not be enough anymore to just
make things look pretty and smell good when cleaning. We, in the
cleaning industry, already understand that, and our hope is the general
public will begin to understand that as well.”
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Haviland Corporation was founded in 1946 by Warren and
Van Haviland in St. Louis, MO, as a floor and window
squeegee manufacturer. More than 40 years ago, the
company began manufacturing aftermarket replacement
blades, gaskets and splash guards for floor machines. The
paving and roofing hand tools division was added over 30
years ago, offering waterbrooms, serrated squeegees, Ushaped crack fillers and more.

“Hopefully, in the long term, the
general public will become more aware
of pathogen sanitation. It may not be
enough anymore to just make things
look pretty and smell good when
cleaning. We, in the cleaning industry,
already understand that, and our hope is
the general public will begin to
understand that as well.”
- Jan Haviland

“Over the years we have conducted a lot of research, as well as
educated our customers, on what types of rubber work best with the
many floor materials used today,” Jan Haviland said. “We also offer
a wide variety of frames that come in different lengths, gauges and
finishes, as well as a variety of sockets to meet customers’ needs.
“In addition, we offer at least a dozen different blade types, designed
for different needs. For example, an auto shop would need a different
chemical-resistant blade than a chicken processing plant. We work
BBM MAGAZINE | May/June 2020

with each customer to make sure
they have the proper blades and
squeegees for their processes.”
Haviland Corporation manufactures more than 76 types of
floor and window squeegees.
Squeegee sizes range from 3 to
72 inches, which includes
straight and curved style frames.
Squeegees are manufactured for
the janitorial, industrial, paving,
food service/processing, agricultural, machine repair and
Alice Andrews
consumer industries.
The company’s blades are
made with premium compounds in notable blends such as
neoprene, red and tan gum, urethanes, EPDM and specialty
blends. The blades vary in flexibility, color, and thickness.
Haviland Corporation also offers unique rubber that may not be
available from many of the “one size fits all” suppliers.
Sales for two of the company’s newer products, AQUALIR Pro
rubber and the Quick Flip squeegee, are growing, Jan Haviland said.
AQUALIR Pro blade material is specially compounded and
formulated with a natural rubber compound system, exclusively sold
by Haviland Corporation. The material was developed for
applications where heavy-duty impact and wear resistance, in harsh
real world environments, are required, according to the company.
The Quick Flip squeegee has two blades, one on either side. The
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company says that helps eliminate downtime and saves money,
because if a different blade is needed for a particular type of flooring
or detergent, the end-user can just “flip” it over. There is no need to
have two separate squeegees.
Jan Haviland said there has also been an uptick in sales of the
company’s microbe spiker products. They include the “Microbe
Spiker” Double Foam Rubber Squeegee. This blue double-foam
rubber squeegee is embedded with an antimicrobial agent that attracts
and attacks surface microbes by physical means. There is no
opportunity for cell adaptation or development of microbial resistance.
Because the agent is embedded into the entirety of the foam, it does not
lose potency. The squeegee destroys up to 99.9 percent of surface
microbes. It is also 99.9 percent effective in reducing MRSA bacteria.
“We also offer this same material in a thinner product called the
Microbe Spiker Swipes. To clean the swipes, just rinse with warm
water and the spiked microbes are released from the material and
are nonviable,” Jan Haviland said.
Online ordering, already quite popular with consumers prior to
COVID-19, has greatly increased for many businesses since the
start of the pandemic.
“We are seeing more people, who may have not seriously
explored that option before, are now delving into online ordering.
I think it’s a form of ordering that is reaching a broader base,”
Andrews said.
Whether working with online orders — or with people who
prefer more traditional ways to purchase products — Haviland
Corporation carefully guards its reputation when it comes to
customer service.

BBM MAGAZINE | May/June 2020

“We are really committed to educating our customers about the
types of products we feel would work best for their businesses,”
Jan Haviland said. “We are also committed to making sure our
customers have a positive experience when they contact us. We do
what it takes to ensure the best outcomes for them.”
While there have been reports of supply line disruptions for
some companies, due to COVID-19, such has not been the case for
Haviland Corporation.
“Our raw materials are mainly sourced in the United States. Our
supply pipeline has been very steady throughout all of this,”
Andrews said. “We are fortunate that all of our raw materials are
considered essential. I know there are companies that have had
difficulties in receiving, from standard sources, certain raw
materials not deemed essential.”
Looking ahead, Andrews reiterated the hope that, because of the
pandemic, the general public will gain a broader perspective of the
value of cleaning.
“As far as Haviland Corporation is concerned, we believe
squeegees are the easiest and quickest way to properly clean
windows and floors,” Andrews said.
Jan Haviland added: “We are optimistic about the future of
Haviland Corporation. We have listened to our customers. We
continue to survey what is new in the cleaning industry, and we
stay busy with research and development efforts.
“We are keeping a close eye on new innovations and products
as they come down the line.”
Contact: Haviland Corporation,
200 S. Highway U, Linn, MO 65051.
Phone: 573-897-3672 or 800-325-3915.
Website: www.havilandcorp.com.

D

orden Squeegees, of Detroit, MI, a division of Michigan
Brush Mfg. Group, has taken steps to help keep employees
safe and healthy while working in its manufacturing facility.
“We are following all the CDC (Centers for Disease Control and
Prevention) protocols,” said President/Managing Director Bruce
Gale. “We have issued masks and are social distancing. Fortunately,
we have a large facility that allows us to maintain social distancing. We
also have hand sanitizer and alcohol wipes on hand.
“The virus has affected everybody. Our squeegee business is
down about 14 to 16 percent. However, I get the feeling from
some customers that things will soon pick up. We are hoping that
when the government and the president say things will get better,
they indeed will, but we need that to happen soon.
“The companies that sell sanitizers, wipes, toilet paper, tissues
and similar janitorial products are doing well. Those are the
products people are scrambling to get.”
Gale pointed out the importance of using squeegees during the
process of deep cleaning a facility.
“Squeegees are very effective cleaning tools,” Gale said. “Our gray
vinyl blades, for example, are non-absorbent and anti-microbial.
Vinyl is a closed-cell material that is also non-marking.”
Because bacteria doesn’t grow on the gray vinyl material, it
works well for hospitals, restaurants, clean rooms, processing
plants and packing houses.
“In addition, our aluminum frames are non-sparking and nonrusting,” Gale said.
Dorden offers a variety of industrial, commercial and
professional-grade window squeegees. They are:
Industrial “C” Series — Included is a premium, heavy-duty,
BBM MAGAZINE | May/June 2020

one-piece alum-inum channel
frame that holds a speciallyextruded black rubber blade
in place to create, not just a
window wiping tool, but a
multi-use tool. The squeegees
are designed for maintenance
and janitorial activities, such
as on countertops and other
flat surfaces. They are
especially good for use on
equipment in factories where
oils and other fluids are a
Bruce Gale
concern, according to the
company. They are also
designed to be used on wet grinding machines and by tile
contractors, among others; and,
Professional “CP” Series — Features a natural red rubber
service blade, backed by a firmer black rubber compound
backing cushion. They are used in stores, factories, warehouses
and for general janitorial window cleaning. These squeegees are
re-usable as the blades are replaceable.
“Our C series squeegees are great ‘wipe-down’ tools that are

“During this pandemic, our raw
material supply lines haven’t changed
very much. We source all of our
materials in the United States...
All of our components are made
in the United States.”
- Bruce Gale
effective on any surface,” Gale said. “There are a lot of machinery
customers who use them to help keep their equipment clean.
“The professional CP series can also be used on any flat surface. Both
of those lines are very popular, as is our main line of floor squeegees.”
The company’s proprietary blended, long-lasting black rubber
compound blades are resistant to petroleum, paint, chemicals and
animal fats, according to Dorden. They work well for smooth
floors, such as cement or linoleum. These blades are used by service
stations, car washes, auto dealers, factories, shops and stores.
Another line that is very popular with Dorden’s customers is its
Belgian moss squeegees, imported from Belgium. The rubber
for those squeegees is open cell, and is very soft and porous.
American squeegees are often of a harder durometer, as they are
designed to move water and other fluids, according to Gale. In
contrast, the Belgian squeegees almost dry floors by themselves.
Due to demand for Belgian moss squeegees, Dorden has
expanded its warehouse capacity. As a bonus for Belgian moss
customers, the company makes its centrally located Detroit
warehouse available for the purchasers to store products. The
company can also arrange for customers to order container loads
directly from Belgium.
Dorden is also offering a new squeegee with a 2 1/2-inch blade
(standard size is 2 inches). They have been good sellers, Gale said.
Another of Dorden’s newer products is a squeegee featuring a steeltrap socket with a threaded handle option. The company also offers
an extra heavy-duty cast zinc socket for many of its floor squeegees.
PG 9

“Steel-trap sockets are becoming very popular, as well as our zinc
amalgam sockets,” Gale said.
While some industries are experiencing raw material supply chain
issues due to the coronavirus pandemic, Dorden’s sources have remained
relatively unaffected.
“During this pandemic, our raw material supply lines haven’t changed very
much,” Gale said. “We source all of our materials in the United States. The
only thing we import is our moss squeegees from Belgium. We are here for
anyone who needs squeegees. All of our components are made in the United
States. We ship anywhere in North America. We also ship to South America.”
Looking ahead, Gale thinks it will be a long time before things get back to
what was considered “normal” prior to COVID-19.
“The country has changed due to the coronavirus pandemic. It has many
people doing things differently,” Gale said. “One thing it has caused us to
do is re-examine our equipment. The slowdown in the economy has
allowed us to take the time to get some newer and more efficient
machinery up and running.”
Contact: Dorden Squeegees, 7446 Central Ave.,
Detroit, MI 48210.
Phone: 313-834-7910.
Website: www.dordensqueegee.com.

E

ttore Products Company, of Alameda, CA, manufacturer of
squeegees and related products, recorded some of the company’s best
sales numbers in its history during the first two months of 2020 —
then the COVID-19 pandemic hit with a vengeance in March, and
California was essentially closed down.
“January and February were two of the best months we have probably
had in 20 years,” Ettore Executive Vice President Wayne Schultz said.
“March began on the same track as January and February, and we thought
what was happening was going to be phenomenal. Then, on March 19,
California Governor Gavin Newsom issued a statewide order shutting the
state down, and the rest of the country followed suit shortly thereafter.”
Despite much slower sales recorded in the last part of March due to the
coronavirus pandemic, Ettore’s sales for that month were up overall.
“Sales in April, meanwhile, were better than expected, but still less than our
original projection,” Schultz said. “We
are taking it month by month. During the
last major recession (December 2007 to
June 2009), the biggest issue we
pinpointed, very quickly, was the need to
diversify, and to have customer bases
that were not all connected.
“For example, our jan/san and pro
window cleaning business really took
a hit in April. That was due to the
closing of many public and private
buildings because of the pandemic.
Therefore, overall cleaning was
greatly reduced. There was not a
Wayne Schultz
whole lot of jan/san activity in the
marketplace, except for sales of specific cleaning items. Cleaning tools
did not sell well. Nonetheless, we have diversified in a lot of different
ways to make that dip in sales softer.”
To help keep its employees safe and healthy during the pandemic, Ettore
has set up a staggered three-day workweek schedule, so not all employees are
in the factory at one time.
“All employees wear protective gloves and masks,” Schultz said.
“Work stations are also properly distanced.”
Furthermore, no one is allowed in the company’s facility without a
PG 10
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“We are taking it month by month.
During the last major recession
(December 2007 to June 2009), the
biggest issue we pinpointed, very
quickly, was the need to diversify,
and to have customer bases that
were not all connected.”
- Wayne Schultz

predetermined appointment, Schultz said.
“In general, we have tightened things up and are in control of
where people are located — as much as you can be in a factory
setting,” Schultz said. “We also changed the daily shipping
schedule, so all trucks do not show up at the same time.”
While COVID-19 has altered the raw material supply pipeline
for many companies, the timing of the pandemic softened the
blow for Ettore.
“We import about half of our products from China, mostly our
consumer offerings. The coronavirus outbreak coincided with the
Chinese New Year, which is celebrated throughout most of
February,” Schultz said.
During the Chinese New Year celebration, a lot of China shuts
down. Ettore must deal with that situation every year. Therefore,
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while the pandemic caused raw material sourcing issues for many
companies, Ettore was prepared in advance for the Chinese
pipeline disruption.
“Generally speaking, by the end of January, we had enough
product to fulfill orders through May. That included our products
made in the United States,” Schultz said. “We traditionally build
up a lot of inventory and supply chain scheduling to counteract the
impact of the Chinese New Year.
“We are located in the San Francisco Bay Area, and a lot of our
products arrive via ocean freight. That slowed down as well. However,
we were also in a really good position to deal with that issue.”
While online ordering from customers has already become a big
part of Ettore’s business, this form of commerce has accelerated
during the pandemic. Schultz said Ettore officials are thinking
there could be a more pronounced hybrid situation further develop
in the future, where people will shop both online and at retail
outlets — rather than one over the other.
“We have made a concerted effort to properly address the
proliferation of online ordering, while, at the same time,
making sure to keep our distribution channel —one that has
taken us 85 years to develop — in place,” Schultz said. “We
don’t want to take business away from customers we have
developed over the years.
“Moving forward, how many people get their products is going
to be different. That was changing anyway, but I think the
pandemic has accelerated that change. Our strategy, beginning
long before the pandemic hit, has been to be as omnichannel as we
can be, making sure we are available to various segments.”
Ettore was founded in 1936 by Ettore Steccone, who came to
the United States from Italy in the early 1920s. After arriving in
America, Steccone pursued window cleaning as a profession, but
was unhappy with the equipment he was using.
He began developing a T-shaped squeegee made of brass with a
single precision slit rubber blade, which dried windows virtually
streak free. After much trial and error, Steccone patented his new
squeegee in the mid-1930s, calling it the “New Deal.”
Today, the Ettore company is owned by Steccone’s daughter,
Diane Smahlik, and offers around 700 products in its professional and retail lines.
Ettore’s product categories include squeegees and rubber; Tbars and sleeves; poles; scrapers; buckets; floor care; dusters and
high reach; holsters and belts; cleaners and soap; auto and
cleanup; and pure water systems.
When it comes to squeegees, Steccone’s original design has
remained virtually unchanged. According to the company, the
secret to the product’s longevity is in the rubber used to make the
blades for its squeegees. The ingredients in Ettore’s rubber
material are a carefully guarded company secret. The rubber
features a razor sharp square edge and is supple, smooth and
consistent, which leaves glass clean and streak free.
The company’s tag line is, “A professional window cleaner designed
and developed tools for the professional window cleaner.” While the
company was founded with the professional window cleaner in mind,
it also offers professional-grade products for the consumer market.
“In the mid-1970s, we began to offer professional cleaning
products — squeegees, scrubbers and poles, etc. — to the retail
industry through hardware stores,” Schultz said. “We quickly learned
that retail customers are more concerned about price than they are
about quality. It is not that they don’t want quality, but price is a more
prevalent concern. In contrast, for the professional window cleaner,
BBM MAGAZINE | May/June 2020
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quality is way more important than price, because he/she uses our
tools to earn a living. The fact that our squeegees are guaranteed to be
100 percent streak-free, using pro-quality tools is more important to
the professional than saving 10 percent on costs.
“We had to be able to make professional quality products and
offer them at a lower price to the retail consumer. We were able to
do that by going to cheaper supply sources. Our products are not
the cheapest by any means, but we claim to make the best quality
products in the squeegee marketplace.”
Another ramification of the coronavirus pandemic has been the
cancellation, or postponement, of major trade shows.
“ISSA is still moving forward with its show scheduled for
October in Chicago,” Schultz said. “The benefits of attending
trade shows are often realized over time. A potential customer

might say, ‘I’ve seen you here at the show for several years, and I
am now ready to talk to you about doing business.’”
Along with its reputation for offering high quality squeegees
and squeegee rubber, Ettore is also known for its commitment to
customer service, according to Schultz. It starts at the top.
“Our owner and chairman of the board (Diane Smahlik) is in
customer service every day, answering the phone,” Schultz said. “We
offer an unconditional guarantee that our customers will be satisfied
with our products. If somebody is not satisfied, all they have to do is call
and we will make it right. That is our commitment to customer service.”
With social distancing in place, the wearing of masks, the
prohibition in many states of large gatherings and the overall U.S.
economic downturn, the future can seem uncertain.
“Initially, when the announcements were made that there would
be no baseball games, no basketball games,
no anything, many people began asking,
‘What is going to happen?’” Schultz said.
“The answer was, nobody had any idea. The
world has not experienced a pandemic of this
magnitude since 1918 (during a devastating
global influenza outbreak). This is new
ground.”
As far as the current economic downturn is
concerned, Schultz expresses some hope.
“I don’t believe we are going to be in as dire
straights as we are being told. I think the
economy will bounce back quicker than people
think,” he said. “Ettore will be here for the long
or Easy Storage
run. Like everybody else, we will find a way
forward. In my view, the best innovations take
place when companies have no choice.
om
Businesses will figure out a way to survive.
“We have no intention of going away. We
will continue to find ways to meet our
customers’ needs. We are trying to be ahead
ompetitively
vely Priced
of the game. We are making strategic moves
ghtweigh
ht & Durable
that are slightly ahead of the curve, so to
speak, as opposed to being behind and trying
to play catch up. So far, we have been
successful in that effort.
Patented Locking Feature
“This industry is relatively small. We
know our window cleaning distributors,
jan/san customers and many of our retail
Teeth T
To
o Ke
eep Broom
customers on a personal basis. We know
their kids, wives, husbands, etc. So, when
Free Of Parrticles
we hear somebody is sick or someone’s
business is in trouble, whatever it might
Catch-All Rubb
R
er Ramp
be, we take it personal.
“I am very proud of the people who are in
this industry, and what they do to make the
world a better place for all of us. Everybody
is banding together and helping each other.
We are all trying to make sure that business
continues, while, more importantly, keeping
our families safe and healthy.”
kev
vin@monahanpartners
Contact: Ettore Products Company,
200 N.
N Oak,
Oak Arcola,
Arcola IL 61910
0
2100 North Loop Road,
888-268-5757
Alameda, CA 94502.
Phone: 510-748-4130.
Website: www.ettore.com.
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PAST EXHIBITORS OF THE

INSPIRED
HOME SHOW
DISCUSS BUSINESS DURING ‘NEW NORMAL’

By Harrell Kerkhoff | Broom, Brush & Mop Editor

T

ypically scheduled each March at Chicago’s McCormick
Place, exhibitors and buyers of housewares from around
the world were not able to converge in 2020 for The
Inspired Home Show, International Housewares Association’s
Global Home + Housewares Market, due to the COVID-19
pandemic. Nonetheless, people still need housewares such as
brushes, mops, dusters, squeegeess, scrubbers, brooms and
sponges; and there remain plenty of companies in North America,
and globally, manufacturing and/or selling such items.
Broom, Brush & Mop Magazine recently interviewed
companies with a long history of exhibiting at The Inspired Home
Show. They were each asked how their businesses have handled
not only the absence of this year’s show, but the current global
pandemic. Participants also discussed their company’s new
products and innovations, designed to meet today’s demands
placed by retail customers and end-use consumers.

S

pecially designed brushes have long served as important
tools to helping people properly maintain areas of the
home and beyond. Keeping such brush-related products
“fresh” for consumers remains a key objective for domestic
manufacturer Brushtech Inc., located in Plattsburgh, NY.
Founded in 1976, Brushtech’s products are produced at the
company’s upstate New York facility. According to Brushtech
Vice President of Sales Zaven Gunjian, a key objective to the
company’s long participation at The Inspired Home Show has
always been to showcase new innovations and gain a better
understanding of customer needs.
“The show has long served as a cornerstone to our business,
allowing us to meet and catch up with existing customers, present
new products and strengthen relationships,” Zaven Gunjian said.
“Meeting new prospects has also been a major objective as an
exhibitor at The Inspired Home Show. Therefore, it was a huge
blow to us when the trade show was canceled for 2020.”
Gunjian’s sister, Brushtech President Nora Gunjian, added:
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Zaven Gunjian and Nora Gunjian

“As much as the internet and the way of the modern world would
like to convince us that we don’t absolutely need to meet in
person; handshakes, body language, eye contact and human-tohuman in-person interaction will never go out of style. That is
paramount when it comes to doing business.”
Brushtech was founded 44 years ago by Nora and Zaven
Gunjian’s father, the late Armen Gunjian, and the company
remains very much a family business.

+ #&#)*$+ ('!+ + (*+ **'+ ) &' &'+ (%)
$# *#+ $*))+  + %$+ *')&$*+ "&*#+ Zaven

Gunjian said.
Today, the company specializes in producing twisted-in-wire
brushes for a wide variety of tasks, such as BBQ grill cleaning,
bottle washing, the cleaning of lab equipment and uses related to
plumbing.
“Customers have responded well to such new Brushtech
product designs of our Safety Double-Helix Bristle-Free BBQ
Grill Brushes,” Zaven Gunjian said. “It helps us that many
hardware stores and garden centers have remained open during the
pandemic. Also, people are still cooking out in their backyards.”
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Nora Gunjian noted that overall business at Brushtech has
slowed a bit during the COVID-19 outbreak, while steps have
been taken to protect the company’s employees from the virus.
“We have installed cleaning stations and require social
distancing among our employees. Personal protective
equipment and hand sanitizers have also been provided. The
safety of our workers is of top priority at all times,” she said.
“Some of our customers did shut down their operations and
canceled orders. We had to let go of some staff due to reduced
demand, but are hopeful to resume normal business in the near
future as more places reopen.”
Brushtech itself shut down for a week until receiving an
exemption from the state of New York to open again as an
essential business. The company provides brushes for laboratories, lab suppliers and food suppliers.
“We are living in strange times. The virus has made many
people realize what is truly important in life — health, family,
friends and work,” Nora Gunjian said. “This great big world is
really a small place, and we need to take care (of the planet). We,
at Brushtech, are working hard to help make that happen.

Like most companies, the global COVID-19 pandemic has
brought with it specific changes in how business is conducted at
Armaly Brands.
“Where team members are working on-site, we are
maintaining safe office environments with greater physical
distance,” Kirk said. “We have also increased the frequency of
cleaning in all of our factories, as well as stressing to our
colleagues the importance of basic personal hygiene. That
includes the use of added sanitization stations, and following
the advice found on signage placed through our facilities that
highlight proper hygiene and preventative measures. Those
recommendations follow CDC (Centers for Disease Control and
Prevention) guidance.”
With recent increases in product demand comes certain
challenges that have kept officials at Armaly Brands quite busy
over the past several months.

Website: www.brushtechbrushes.com.

demand contacts, allowing us to find the right balance as retailers
continue to experience significant increases in sales. *+**)

$+('()$&'+('!+#"+ (&'+)*(#
(*+ **'+ ("*+ )%+ **)+ ) %#*+  (""*'*#+ 
&%)&'+ ('!+ %""(%$()&'+ &) + *'!%$
($)'*$#+&'+$*()&*+(#++(""+&'+('+*%$)+)%
*+("#%+*"&**+) ()+('+$%!)#+$%!*! **)+&'$*(#*!+#"+'**!#+ Kirk said. “That has
&'+ ) *+ '&)*!+ )()*#+ &""+ *+ &'+ &*$+ !*('! all been accomplished while still keeping our No. 1 priority in
!$&'+) *+%&'+*($#+(#+%$*+*%"*+$*("& * place — ensuring our teams are safe and protected within our
) ()+ ) *+ (''%)+ #%"*"+ $*"+ %'+ %$*&'+ #"&*# facilities.
 *'+&)+%*#+)%+*##*')&("+&)*#
“We have also been engaging more frequently with forecast and

B

usiness has been brisk as of late for Armaly Brands®,
of Walled Lake, MI, a family-owned company with a
history that dates well over a century.
“We have experienced an increase in demand for our Brillo®
branded products. That is due to recent changes in consumer
behavior as it relates to added cooking and cleaning frequency.
It has allowed the cleaning category to experience significant
growth over the past few months. In recent years, finding such
meaningful growth in this category has been a struggle,”
Armaly Brands Vice President of Marketing & Sales
Matthew Kirk said. “Both retailer and consumer demands
have increased as of late. In response, we have safely
optimized manufacturing and supply chain operations to help
meet those demands.”
Among the items that Armaly Brands manufactures and sells are

Brillo soap pads, Brillo Estracell® Sponges, Brillo SnoBol®
toilet bowl cleaner, Brillo Parsons Household Ammonia, and
Brillo Cameo Copper, Brass & Porcelain Cleaner and Cameo
Aluminum & Stainless Steel Cleaner.
Founded in 1908 in The Bahamas as a global producer of
natural sponges, Armaly Brands has grown and changed with
technology and the times to maintain its reputation and position
as one of the world’s leading manufacturers of consumer and
professional sponge and cleaning products, according to Kirk. In
2010, Armaly acquired the Brillo brand, and in 2016 acquired the
traditional cleaning brands SnoBol, Cameo and Parsons.
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but our team has found a great balance to date.”
An annual exhibitor at The Inspired Home Show, officials at
Armaly Brands have had to find other ways to connect with
current, and potential, clients after the event was canceled in
March due to the pandemic.
“The Inspired Home Show is always a great event to interact
with our industry colleagues and key customers. We enjoy the
opportunity to meet everyone face to face, listen, learn and
collaborate on opportunities to grow the industry,” Kirk said.
“Unfortunately, we could not do that in person this year, but we
have continued to reach out and connect with our retail and
industry partners.
“We are here safely working hard to meet the increased demand
for our products, keeping everyone supplied, while at the same time
continuing to drive plans to help grow the business for the future.”
Website: www.armalybrands.com.

B

usiness has definitely changed since the onset of
COVID-19, according to Compac Industries
President Dean-Paul Hart. The company, located in
Tucker, GA, is a manufacturer and provider of products
intended to make life easier and more enjoyable for people of
all ages. Its six brands cover oral care products for humans and
pets, kitchen gadgets, infant/juvenile items as well as cleaning,
skin care and grilling products.
“Compac Industries has been in business for over 40 years.
We take great joy in delivering common-sense products to
consumers and customers worldwide,” Hart said. “Many of our
Continued On Page 24
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Customers Continue To Receive
High Quality Blocks, Poles,
Metal Handles And More From G.D.F.

Despite various challenges brought on by the global COVID-19 pandemic in 2020, quality cleaning-related
products and components continue to be supplied by G.D.F. di De Franceschi Gabriella & C. sas, located in
Bazzano, Italy.
“Customers involved in the brush and related industries are receiving many items from G.D.F. The mission of
our company has remained the same throughout its long history — to provide customers with high-quality
products from one source,” G.D.F. President Gabriella De Franceschi said. “Grouping products together also
saves on transportation costs, while our customers only have to pay one supplier.”
Founded in 1983, G.D.F. is a supplier of “made in Italy” foam and solid plastic blocks, epoxy-painted metal
handles and extension poles, plastic buckets, mops, dust pans, twisted-in-wire brushes and other cleaning wares.
“As of late, our telescopic poles and metal handles have particularly been in high demand. Customers
appreciate the quality of those items,” Franceschi said.
It was not always easy, but even during the height of the COVID-19 pandemic in Italy, G.D.F. customers were
able to receive certain deliveries, with the help of the company’s ordering system.
“Many of our customers have been with G.D.F. for a long time,” De Franceschi said. “We appreciate their
support, and will continue to work hard to keep our promise of providing quality products in a timely manner.”
De Franceschi began G.D.F. 37 years ago after gaining experience in the field of synthetic mono-filaments.
She launched her own enterprise with the idea of servicing a worldwide market with quality products, reliable
customer service and competitive prices. De Franceschi explained those three objectives continue at G.D.F.
“Long-term agreements — most of them on an exclusive basis with specialist suppliers — provide my company
with products that come with required standards and special prices for competitive sales,” De Franceschi said.
“It’s also important that
we, at G.D.F., inform
customers about new
product solutions.”
One
example
is
G.D.F.’s colored natural
foam plastic blocks,
which are available in
different internal color
options, something that is in greater demand today, she said. Typically, plastic foam is either
gray or yellow, with the blocks then being painted to achieve a desirable color or colors.
“With our natural foam plastic blocks, customers can choose a color without paying an
extra amount for the blocks to be painted. It’s all about taking advantage of new
technologies,” De Franceschi said. “We continue to receive a lot of inquiries from people
wanting to know more regarding our colored natural foam plastic blocks. It takes time to
educate and understand all of the possibilities.”
Contact:
G.D.F. di De Franceschi Gabriella & C. sas,
Via Mazzini, 27, Bazzano, 40053 Valsamoggia BO Italy.
Phone: ++ 39 051830189; Mobile: +39 3405743265.
Fax: +39 051830263.
Email: gdf@gdfsrl.eu. and gdfwin@tin.it.
Website: www.gdfsrl.eu.
PG 20
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Wood Products Are On The Rise Again

Flexible production with WOMAtec copy shaping machine

All of these and many more wooden items can be produced on the WOMAtec copying shaper.

Wood is on the rise again. Where injection molding prevailed a few years ago, wood is now increasingly used as
a renewable raw material. This trend is particularly noticeable in the household, cosmetic and oral hygiene sectors.
With the automatic copying shaper “ROTARY,” the German machine builder WOMAtec realized the CNC-controlled
manufacturing process for the first time, and thus optimized not only qualitatively but also effectively. With an output of
up to 10 pieces per minute — with batch processing multiple — milling with a turntable is also now efficient for products that have to be
manufactured in large batch sizes. An example is the wooden toothbrush, which is becoming more popular on the market. Four machines
for shaping and drilling toothbrush handles are currently in production at WOMAtec, due to increasing demand.
Thanks to its solid construction and high-quality production, “ROTARY” is precise enough for such delicate items and is extremely
flexible. A dxf drawing, transferred via USB stick, is converted into the contour to be produced in seconds in the WOMAtec CNC
control. Different contours can be used for the two milling cutters, e.g. are used for different radii.
With a speed of up to 12,000 rotations per minute, the milling cutters leave a perfect surface and, thanks to the rotating plate, never
work against the wood fiber, making subsequent sanding unnecessary. Good haptics are particularly important for hairbrushes,
toothbrushes, knife handles, etc. All imaginable types of wood and bamboo can be processed. Various setting options for feed and
milling speed ensure that the result is always perfect.
CE-compliant, a solid housing ensures safety and protects the operator from dust and noise. The WOMAtec copying shaper is not
only a pioneer in terms of security. When it comes to sustainability, WOMAtec also scores with its company philosophy. A machine
concept, based on solid construction and long spare parts availability, is the basis of all WOMAtec machines. With a high level of
vertical integration, the machines are almost 100 percent manufactured in-house.
Purchased parts come from well-known manufacturers such as Beckhoff, Festo and SEW. And, by using existing copying shapers —
e.g. from Hempel/Hemco and Boucherie, as well as brush drilling and filling machines for overhauls and retrofits with new WOMAtec
CNC controls — not only are resources saved, but also costs.

“Rotary”

“Linear”

In addition to the “ROTARY” machine, WOMAtec also manufactures the “LINEAR” model, in which two milling cutters,
independently controlled, process the wooden part in a continuous process. This is ideal for the efficient production of
brush handles, hand brushes, etc.
PG 22
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brick and mortar retailers have struggled (since the outbreak of
COVID-19), as well as distributors to those stores. That has
resulted in canceled or delayed orders and extended terms.
Moreover, the opportunity to plan and grow business has been
slowed over concerns for the new ‘normal’ ahead.
“On the flip side, online retailer business and consumer
traffic has steadily increased for our company, with more
people shopping from home and online. That is allowing us to
connect, engage and educate in different ways with our
consumer base, as it relates to our products and best practices.
We believe this will best serve consumers and retailers in the

long run. In the midst of the pandemic, our team is grateful for
the work that continues to come in, and for the chance to
continue earning a paycheck.”
Beyond expanding product availability online, Hart said
officials at Compac Industries continue to invest in marketing,
and seek a more robust means to connect with consumers.
“Believing that we are both an ‘educating’ and ‘equipping’
company means that we must develop quality content, as well as the
distribution channels for delivering that content and engagement for
the benefit of continuing conversations,” Hart said. “Furthermore, we
have begun importing some key PPE items in order to meet the needs
of customers who are having difficulty acquiring those products,
thereby limiting their potential to remain open
and offer services.
“We are also developing partnerships
with other companies during the ‘down’
time, ensuring that our supply chain and
logistics are better insulated and prepared,
as well as sourcing unique businesses that
are now leveraging our expertise in
packaging and fulfillment.”
Working with changing logistical issues
related to the supply of raw materials
during the COVID-19 pandemic continues
to be a main focus point at Compac
Industries.
“For the most part, we have been
working from the outset of the pandemic in
China with our domestic and inter-national
suppliers. We have had some challenges
along the way, and our costs have risen,
due to the need to utilize faster logistic
services,” Hart said. “We are thankful for
the understanding of our customers when
deliveries are delayed, even as we aim to
continue our pre-pandemic history of
delivery 100 percent on time.”
As a past participant in The Inspired
Home Show, canceled for 2020 due to
COVID-19, Hart said his company continues
to work hard at planning and strategizing
around the best methodol-ogies for
sustained engagement with existing and
potential customers.

the World of BrushmakingMachines

JOIN THE POSSIBILITIES
www.woehlerbrushtech.com

Wöhler Brush Tech GmbH
Wöhler-Platz 2 | 33181 Bad Wünnenberg | GERMANY | Tel: +49 2953 73 300 | bt@woehler.com
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“To some degree, we have made recent
changes when it comes to developing
customer relationships; however, most of
those relationships were not face-to-face in
the past — outside of specific events and
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annual reviews. Nevertheless, remaining
“New products have also been launched in
communicative and building new processes
Compac Industries’ Magic Stone cellular glass
have been two focus points for us during the
block cleaning line, including line extensions
past couple of months. We continue to develop
for the company’s Better Grillin’ Scrubbin’
our online sites, allowing company representStone Grill Cleaner. We were excited to be
atives to better serve customers. That includes
featured by a major review on Memorial Day,
retailers and consumers.”
helping us to get the word out to more
Hart had plenty of high praise for his
customers,” Hart said. “Our glass block
company’s employees in the wake of
products offer effective and natural cleaning
challenges brought on by COVID-19.
items that don’t require chemicals. They include
“Before social distancing and added cleaning
bacteriostatic qualities, thus offering better
measures became the norm, our team was
tasting food (Better Grillin’) and cleaner
already putting best practices in place. We
surfaces for hard-to-clean and hard-to-reach
Dean-Paul Hart
continue to work together for each other’s
places (Magic Stone).”
benefit,” he said. “The expansion into online spaces and
Looking ahead to the remainder of 2020 and beyond, Hart
marketplaces continues to place our company’s items before said officials at Compac Industries recognize that there is a lot
more consumer eyes. That is helping with increased sales now, of work to be done.
and will help with future demand as retailers reopen.
  
“We also continue to strategize and implement new marketing     
practices for 2020, and remain optimistic about what lies ahead.”         Preparing for
New product development remains paramount as well for Compac additional consumer engagement is key,” he said. “Being able
Industries. Hart said the company will be launching new kits to tell our story through excellent copy writing, vivid imagery
designed to make at-home oral care easier and systematic. The and engaging videos is all pivotal to success in a growing
following three new kits will be available this summer: New Baby, digital world. Moreover, the content that we produce and
First Teeth, and Growing Kids, featuring a variety of items from distribute today will be available to serve families worldwide,
Compac Industries’ Brilliant Oral Care line. That includes its award- long after this pandemic has been resolved.”
Website: www.compacind.com.
winning Brilliant Round Toothbrushes.
ADVERTORIAL

Filkemp Provides Filament Solutions
For A Wide Variety Of Customers

Filkemp offers a vast range of filament solutions for the
following applications:
• Abrasive brushes;

• Paper machine clothing and filtration fabrics;
• Sport and commercial fishing;
• Mooring cables and ropes;
• Tennis racket strings;
• Agriculture; and,

The current times are a challenge to all companies and
Filkemp is no exception. We have taken early measures to
prevent any problems related to coronavirus, and have been
very successful.
We look forward to the “new normal,” and hope to be able
to be with our suppliers and customers again soon. Keep safe!
Visit www.filkemp.com for more information.

• A vast range of filaments for 3D printing.

Filkemp has a culture in place that provides high flexibility
and adaptability to match each customer’s needs. We have a
highly skilled and dedicated workforce, following the
tradition of our German founder. Also, the fact of being only a
couple of miles away from a deep-sea port in Lisbon,
Portugal, as well as a major airport — from where we have
quick access to the entire world — is an advantage.
We are focused on maintaining not only a high level of
product quality and giving our customers excellent value for
their money, but we also thrive on building and maintaining
tight and trustful relationships with customers, working
together to help them gain a competitive edge.
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Working together for new solutions

Custom Made

ABRASIVE FILAMENTS
Round or Flat Profile • Grit Sizes of 36 up to 4000
From 0.25 mm (0.010 in) to 3.00 mm (0.120 in) Diameters
Level or Crimped Filaments • Cuts, Spools or Hanks
Cuts from 44 mm (1.73 in) to 1405 mm (55.31 in)
In a Broad Variety of Colors • SiC, AO, Ceramic or Diamond Grit

www.filkemp.com

PPP Flexibility,
Hacking Concerns
ABMA Chat Focuses On

T

By Harrell Kerkhoff | Broom, Brush & Mop Editor

he COVID-19 pandemic continues to impact businesses around
the world, including those involved in the manufacture and supply
of brushes, mops, brooms, squeegees and related items.
The American Brush Manufacturers Association (ABMA) has
been hosting weekly video networking sessions designed to help
the ABMA community share experiences and information as it
pertains to operating a business during the pandemic.
A major focus of those sessions has been the U.S. government’s
Paycheck Protection Program (PPP) under the CARES Act. The
program involves loans that can be forgiven, if certain conditions
are met, designed to provide direct incentives for small businesses
to keep their workers on the payroll, in the wake of the pandemic

O

n June 4, it was announced the U.S. Congress approved bill
H.R.7010, known as the Paycheck Protection Program Flexibility
Act of 2020. It’s a bill that provides borrowers with greater
flexibility in spending PPP funds, without compromising forgiveness
eligibility. As of press time, President Trump was expected to sign the
bill, which received bipartisan support in Congress.
Business owners and/or managers are advised to confer with
their company accountants and lenders as it relates to all changes
brought about by the PPP Flexibility Act of 2020.
Highlights of the new bill are:
n Extends Application Deadline — Under the original
CARES Act, prospective borrowers could apply for a PPP loan
until June 30, 2020. The new PPP Flexibility Act of 2020 bill
extends that deadline to December 31, 2020;
n Increases Loan Term For New Loans — PPP loans did have a
term of two years for any unforgiven principal. Loans originated on,
or after, the day the new bill becomes law will now have a minimum
term of five years, extending the amount of time borrowers have
to repay the loans. Any borrower that already has a PPP loan will still
be subject to the two-year term, but the new bill states that

lenders and borrowers can mutually agree to modify
the loan term;

n Increases Time To Use Loan Funds — The CARES Act required

borrowers to spend their loans over an 8-week period, following their
receipt of funds, in order to have the loan forgiven. The new law
extends this period to 24 weeks (close to six months). That
extension would apply both to existing and future PPP loans;
n Amends The 75 Percent Payroll Rule — Per federal
regulation under The Cares Act, loan recipients had to use at
least 75 percent of PPP loans for payroll costs to receive
forgiveness. The new law reduces that amount to 60 percent

for payroll costs, allowing 40 percent of the loan to
be used for non-payroll costs. That could include rent,
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mortgage interest and utilities. The extension will apply to both
existing and future PPP loans;
n Increases Deferral Period — Under the CARES Act,
borrowers had an automatic six-month deferral period before they
had to begin repaying any unforgiven loan funds. The new law
increases the deferral period to 10 months. The extension will
apply both to existing and future PPP loans;
n Allows Participation In Employer Payroll Tax Deferral
— The new bill allows the deferment of the employer portion of
payroll taxes. The bill strikes the paragraph in the CARES Act
that prevented business owners, who receive forgiveness on
their PPP loans, from deferring their payroll taxes. Taxes
incurred in 2020 can now be paid in two installments: Half is
owed by December 31, 2021, and the other half by
December 31, 2022. This provision applies both to
existing and future PPP loans; and,
n Provides Safe Harbor For Some FTE (Full-Time Equivalent)
Reductions — Currently, the PPP requires borrowers to maintain
their FTE level to secure full forgiveness of their loans. The new bill
provides safe harbor from this requirement for borrowers in certain
circumstances, which include:
• If borrowers attempt to rehire laid off or furloughed staff, but
are unable to do so, AND are not able to hire similarly-qualified
individuals by December 31, 2020; and/or,
• If borrowers can document an inability to return to their preCOVID-19 level of business activities due to compliance with
federal guidelines related to sanitization, social distancing or other
safety requirements, related to COVID-19.
The safe harbor provisions apply to both existing and future
PPP loans.

S

HACKERS ARE ACTIVE
everal participants of recent ABMA weekly video
networking sessions have discussed a reported increase in
internet hacking scams.
One particular scam that business owners and managers should be
aware of is known as the “Man-in-the-Middle” scheme. An example
is when a computer hacker secretly relays and alters email
communications and transactions between two parties, with each
party believing that it is only communicating directly with the other.
The scam has reportedly resulted in millions of dollars being
stolen by hackers from unsuspecting businesses.
Also taking place during the June 4 video networking session
were discussions pertaining to the nation’s civil unrest within
different regions of the country, and the level of business
reopenings due to the relaxation of COVID-19 shutdowns.
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KNOT EB

UNIMAC

Giving More

RELIABILITY

AUTOMATIC

TWISTED-KNOT

BRUSH

MANUFACTURING MACHINE, WITH PC CONTROL.
Extremely wide range of twisted-knot brushes can
be manufactured.
“Straight & Rose End” knot with only one tooling.
Spinning system for radial knot orientation.

www.unimac.it

ASSESSING WHAT SEPARATES

A TOP PERFORMING

SALESPERSON
FROM THE REST

I

“LISTENING CAN BE CONSIDERED A SELLING SKILL”
By Rick Mullen | Broom, Brush & Mop Associate Editor

n early October 2019, southern Illinois was hit by a freak storm
that dumped up to 4 inches of snow. During the snowstorm,
sales coach, consultant and author Jeff Gardner, founder of
Maximum Performance Group, LLC, was working with a
jan/san distributor salesperson, making “cold” calls in the cold
weather.
“I told the guy he should get an order for just showing up,”
Gardner said with a laugh, while addressing an audience of
cleaning industry professionals.
The title of his presentation was “Recognizing the ‘Ideal’
Salesperson.”
“In my work as a sales
consultant, teacher and coach,
I actually go on the street and
work with salespeople. I don’t
want to be the guy who is
talking to them about sales
who hasn’t ever made a sales
call,” Gardner said. “I like to
get out in the field to see what
salespeople are doing and
what they are not doing. I feel
this is necessary to validate the
training I offer. When I teach
somebody about selling skills,
I have literally used those
Jeff Gardner
same skills in the field. I have
worked with many different salespeople, so ideally someone I am
training is going to get something that works more often than not.”
In his presentation, Gardner asked the question, “Why are some
salespeople more successful than others?”
“I’ve worked with hundreds of salespeople in the streets,
on the road, on the phone, and I’ve seen top salespeople who
make five times more in sales than other salespeople in the
same company,” Gardner said. “Why is one salesperson
selling five times more than the others?”
Gardner said he wanted to know how many salespeople
there are in the United States. He checked with the U.S.
Bureau of Labor and Statistics and learned there are about
14.5 million, with 1.7 million selling for wholesalers,
manufacturers, businesses, government agencies and other
organizations.
PG 30

“I don’t know what slice we have in the cleaning industry, but
there are probably at least hundreds of thousands. What
percentage of those are top performers? I don’t know exactly,
maybe 2 or 3 percent,” Gardner said.
He asked the audience to think about the characteristics/abilities
a salesperson must have to make him/her successful. He compiled
the following list of their answers:
n Connects with people;
n Is coachable;
n Is caring;
n Is convincing;
n Exhibits tenacity;
n Actually listens;
n Has drive;

n Likes to solve problems;
n Likes people;
n Is likeable;
n Shows persistence;
n Shows trustworthiness;
n Is numbers driven; and,
n Is goal oriented.

“Making a similar list is something you should do in your own
organization,” Gardner said. “Turn it into an exercise with your
salespeople. Listen to what they have to say.”
Gardner suggested applying the “80/20 rule” to help pinpoint
the characteristics that can often make a salesperson a top
performer in a particular company.
The 80/20 rule, also known as the Pareto Principle, is attributed
to the Italian economist, Vilfredo Pareto. Applying it to the
business world, the 80/20 rule suggests that 80 percent of a
company’s sales come from 20 percent of its customers.
Gardner said when it comes to the characteristics of a top
performer, the 80/20 rule can also be applied.
“There is a small number of those characteristics that will
have a significant impact on the success of a salesperson,” he
said. “Look at your list. Have everybody vote. If there are 20
items on the list, that means four (20 percent) of the
characteristics will have a higher value than the rest. They all
are important. They are all significant, but four of them will
have a higher impact than the others.”

KEY COMPETENCIES OF SELLING

n Knowledge: Products, company, sales tools, customer,
marketplace, competition, business acumen;
n Selling Skills: Prospecting, objections, questioning,
presenting, negotiating, closing, planning; and,
n Motivation: Positive attitude, drive, tim/self management,
professionalism, assertiveness, confidence, responsibility.
BBM MAGAZINE | May/June 2020

“The key competencies of selling are: Knowledge, Selling
Skills and Motivation,” Gardner said. “You have to have
knowledge about your products, the marketplace, customers, sales
tools and the competition. General business acumen involves
understanding margins, financial ratios, etc., that are all part of
selling in today’s world.”
Under selling skills, Gardner said being able to overcome
objections is an important attribute to develop, when working to
become a top performing salesperson.
“How many times has one of your salespeople called a new
prospect and said, ‘I would like to talk to you about my company
and the services and products we offer,’ and the prospect answers,
‘Come on in. That would be awesome. We would love to see you?’
The answer is ‘never.’ That only happens in your dreams.
“What really happens is the prospect says, ‘I have a supplier and
I am happy with him/her.’ Then, the salesperson who doesn’t have
the skills to overcome objections, hangs up the phone. We have to
be able to overcome objections.”
The selling skill of negotiation is also one that top performers
understand and master, Gardner said.

“Most salespeople don’t know how to negotiate. A
customer asks, ‘Can you do a little better on this?’
and the lesser skilled sales rep answers, ‘Sure,’”
Gardner said. “That’s not negotiating. That’s giving a
concession without any return.”
Positive attitude, drive, time/self management, professionalism,
assertiveness, confidence and responsibility are listed as parts of
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the third key competency: motivation.
“The motivation aspects are what I call the ‘inner game’ of
selling,” Gardner said.
Referring to the desirable characteristics of a top performing
salesperson compiled earlier, Gardner classified some of them
under one of the three key competencies of selling as follows:
Making a connection (selling skill), coachable (motivation),
caring (motivation), convincing (selling skill), persuasiveness
(selling skill), tenacity (motivation), drive (motivation), and so on.

“Listening can also be considered a selling skill,”

Gardner said. “Even though I know how to listen, like many
salespeople, I have trouble doing it. It is so hard to listen
because I get so excited about what I am selling — ‘I have such
great products and solutions, you got to buy from me, let me
tell you all about them.’”
Gardner offered the following scenario for the audience to
consider.
“You have three candidates sitting in the lobby of your office.
You have to hire one of them,” Gardner said. “The first person has
job knowledge. He/she knows all about the products, but doesn’t
have selling skills and motivation.
“The second candidate has all the selling skills, but he/she
doesn’t have job knowledge and motivation.
“The third person has motivation, but doesn’t have selling skills
or job knowledge. Which one do you hire?”
The answer is the person who has motivation.
“Why?” Gardner asked. “You can teach skills and product
knowledge. Motivation is powerful. It predicts success better than
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intelligence, ability, or salary, according to a study published in
Time Magazine in 2014.”
Gardner said the sales performance equation — ability
(knowledge, selling skills) x motivation = results — is an effective
way to assess both current salespeople and potential new hires. He
gave the following examples of how two salespeople fared on a
scale of 1 to 5, with 5 being the highest score:

Norman Knowledge

Knowledge (4) + Selling Skills (4) x Motivation (2) = Potential
results (16);

Monte Motivation

Knowledge (2) + Selling Skills (4) x Motivation (4) = Potential
results (24).
“Norman has a knowledge level of four, which is very good. In
selling skills, he also got a four, so he knows his stuff. He knows
how to sell. But when it comes to motivation, he’s only a two,”
Gardner said. “Unfortunately, I work with a lot of sales people
like Norman. Maybe they have been on the job a long time.
Maybe they have a lot of skills, but, for some reason, they are just
not making the numbers.
“On the other hand, Monte is only a two in knowledge. He’s
new to the industry, but he has four on selling skills and
motivation. His result is 24, which means he is more likely to
be a top performer than Norman.
“I suggest you assess your top sales performers and your below
average sales performers. Work with them. Look at their skills.
See where they excel.”
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Gardner suggested that businesses also use pre-hire
assessments.
“Eight of the top 10 companies use assessments,” Gardner
said. “If you don’t, you should. Make sure to use an assessment
that is specifically for salespeople.
“Researchers on top sales performers in both the United States
and Europe have found there is a recipe. It involves a behavioral
assessment we call ‘DISC.’”
DISC is a behavior assessment tool based on the DISC theory
of psychologist William Moulton Marston, which centers on four
different personality traits — Dominance (D), Influence (I),
Steadiness (S), and Conscientiousness (C).
“We also want to look at what we call driving forces,” Gardner
said. “Researchers have determined that 72 percent of high
performing sales people in the United States have a driving force
called ‘resourcefulness.’
“Resourcefulness is driven by practical results, maximizing
efficiency and returns on the salesperson’s investments of time,
talent, energy and resources.
“I don’t make sales calls just to be friends with somebody. I like
my customers. I’m friendly with them, but I want to make a sale.
Top performers don’t make calls just to visit with people.
“The opposite of resourceful is ‘selfless’ — the underperforming salesperson is driven to complete tasks for the sake of
completion, with little expectation of personal return.”
Visit www.maximumperformancegroup.com.
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Overcome Fear To Become An

Unstoppable
Force
“If we don’t deal with fear and move forward, it will hold us back.”
By Rick Mullen | Broom, Brush & Mop Associate Editor

n a recent presentation to an audience of cleaning
industry professionals titled, “Fearless: Become
An Unstoppable Force,” Alonzo Adams, owner
of Busy Bee Cleaning Co., of West Chester, PA, said
fear can affect anyone, especially a business
entrepreneur.
“We all have fears. We all have struggles. This
presentation is about facing and overcoming
fear, which can make us unstoppable,” Adams
said. “If we don’t deal with it and move forward,
fear will hold us back.
“I am a fearless person. I’m strong. I’ve had a lot
of things happen in my life that brought me to a point
where I had to understand there are different fears.
There are going to be things coming at me, especially
in business, that I have never experienced before.
“I want to share a story with you about a situation
that challenged me.”

be arrested for violating the restraining order. She was
in the room, and Tony was arrested and taken to jail.
Adams had his general manager bail him out.

I

An Unexpected Turn

Alonzo Adams

ony, a hard worker, with a wife and two children, was employed at
Adams’ cleaning company. One day, Tony’s uncle called and asked
him if his cousin, who needed to save money, could live with him.
Tony agreed.
Tony wasn’t the type of person to miss work. So, one morning when he
didn’t show up, Adams was worried. He called Tony’s number several times
throughout the morning, only to get his voice mail.
Shortly after noon, Tony called the office crying.
“Why was Tony crying? He was crying because he was in jail. He had
been locked up,” Adams said.

THE STORY

T

After work the evening before, Tony received another phone call from
his uncle who said Tony’s wife and cousin were together at a motel. The
uncle told Tony the location of the motel where his wife and cousin had
a room.
Angry and distraught, Tony jumped into his car and drove as fast as he
could to the hotel. When he arrived, he spotted his wife’s car and his
cousin’s car. In a rage, Tony got out of his car and headed for the room
where he thought his wife and cousin were located.
“Tony started pounding on the door like a madman,” Adams said. “He
was crying. He was loud.”

The Betrayal

The hotel office manager heard and saw the commotion, and called the
police. The police arrived and began asking questions. The investigation
revealed that a restraining order had been placed on Tony, stemming from
a domestic incident that happened two years prior. Tony said the charges
had been dropped. Nonetheless, the police informed Tony the three-year
restraining order had a year to go before it expired.
The police said, if Tony’s wife, Karen, was in the room, he was going to

The Restraining Order
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“After Tony was released from jail, we were faced
with something we weren’t expecting — his wife
kept calling and calling the office,” Adams said.
Tony’s job kept him out in the field, so he was not
in the office during the workday. Nonetheless, for
whatever reason, Karen kept calling.
“I couldn’t take it anymore,” Adams said. “I told her,
‘You know Tony doesn’t work in the office. You’ve done
enough damage. Leave him alone. You know what the
arrangements are with the court.’”
Tony told Adams there was nothing he could do, as
he had to follow the restraining order.
Despite Adam’s plea to Karen, the phone calls
kept coming.

One day, as the phone calls continued, Tony told Adams he might be
facing more jail time.
“What is the problem?” Adams asked. “It’s over. All you have to do
is pay the fine. You’re probably going to get probation. It’s going to be
great.”
It seems Karen had gone to her lawyer and falsely accused Tony of
calling and harassing her. Another day in court loomed.
“Karen was so angry that Tony would not take her calls, she became
vindictive, and went to her lawyer and got Tony in more trouble,” Adams
said.
Meanwhile, Adams had a business to run. If the situation with Tony
wasn’t distracting enough, other challenges in Adams’ personal and work
life had cropped up and needed to be handled.
For one, Adams and his girlfriend, with whom he had started the
business, had split, leaving him as the sole owner and operator of the
company.
“We were in a transition phase, while I was trying to figure out how to
run the business on my own,” Adams said.
Furthermore, his office manager had health issues and was unable to
work, and the general manager who bailed Tony out of jail was called to
jury duty.
“At this point, my office staff was depleted,” Adams said.

Karen’s Revenge

Meanwhile, Adams came up with a plan to hopefully resolve the Tony
situation once and for all — he would tape Karen making a call to the
office.
“We were going to show who’s calling who,” Adams said. “Once we
recorded Karen calling the office, we took the tape to Tony’s lawyer. He
was ecstatic.”

Who’s Calling Who?
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The lawyer said the tape was going to keep Tony from doing time in
jail. Armed with the tape, they went to court.
With Karen on the stand, Tony’s lawyer asked her if she, at any time,
had tried to contact Tony. She said “no.” The lawyer asked her a second
time. Again, she said “no.” The lawyer asked the judge if the tape could
be heard.
The district attorney (DA), representing Karen, objected. The judge
overruled the objection, and Tony’s lawyer played the tape. On the
recording, Karen was heard asking for Tony.
“At that point, the judge said, ‘I have no time for this foolishness. This
case is dismissed,’” Adams said. “Tony did not have to go to jail. We were
feeling great. We were feeling awesome. We had beat this case.”
After the case was dismissed, the DA walked over to Adams and said,
“This is not over.”
“I thought, ‘Whatever.’ We were feeling good. We were re-energized.
Tony was back,” Adams said.
A week later, detectives from the DA’s office came to Adams’ business.
The lead detective’s name was Salvatore.
“Salvatore introduced himself and said, ‘Call me Sal,’” Adams said.
Sal was seeking the tape that was played in court. He told Adams he
wanted to listen to it to see if it had been disclosed to Karen that she was
being taped. Adams told Sal he needed some time to look for the tape.
After a few days, Sal returned for the tape. Adams said he could not
find it.
Then, one morning, as Adams was getting his cleaning teams out the
door, he received a phone call. It was Sal.
Sal said, “Alonzo (Adams), we can do this one of two ways. I can come

Call Me Sal
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and arrest you in front of your people, or you can be at the DA’s office by
nine o’clock. Take your choice, but you better be here by nine o’clock.”
“Arrest me? My stomach dropped,” Adams said. “I started thinking
about my people who didn’t know their boss was about to be arrested. At
the end of the day, they were going to come back to the office and the boss
might not be there.”
The DA’s office was only a five-minute drive from Adams’ business, but
it seemed like it took forever to get there. Upon his arrival, he was arrested.
He was read his rights, fingerprinted and mug shots were taken. At that
point, Adams was realizing the seriousness of the situation. He was released
and told to be prepared for trial in the next two to three weeks.
“I wasn’t afraid when they came looking for the tape, but when I was
arrested, the fear kicked in,” Adams said.
He went back to his business and called the DA. The person in charge of the
DA’s office took the phone from the secretary who answered.
“I said, ‘I’m Alonzo Adams.’ The DA chief said, ‘How are you doing,
Alonzo? I know who you are.’ I said, ‘I really didn’t think you would go
so far with this.’”
The DA told Adams he had committed a serious crime — wiretapping. He
said the problem was Adams had brought a recorded conversation to the
previous court appearance. Karen had not been informed she was being taped.
The DA told Adams he was facing up to six years in prison, in addition to a fine
of up to $15,000.
“What caused all this?” Adams asked.
The head of the DA’s office said Adams’ arrest was to teach him a
lesson to never cross the DA again — and he hung up the phone.
Pennsylvania’s wiretapping law is a “two-party consent” law. That means it

A Point Of Law
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is a crime to intercept or record a telephone call or conversation unless all
parties to the conversation consent, according to the Pennsylvania Recording
Law/Digital Media Law Project.
Other states have “one-party” laws, which require the consent of one of
the people on the phone call.
Following the conversation with the DA’s office, Adams contacted his
lawyer, who had once been the district judge for the county.
The lawyer told Adams he couldn’t believe the DA was pressing the
issue. The former judge said he had many connections and he would make
some calls and get back to Adams in a few days.
Two days later, the lawyer contacted Adams and said, “Come to my
office. We need to talk.”
When Adams arrived, his lawyer said, “We are preparing for trial.”
Then, the lawyer dropped a bombshell. The DA would not accept
anything short of Adams doing time. The lawyer floated the
possibility of accepting a plea and getting the sentence reduced to a
couple of years.
“I have a business. I’m a single parent with a son. I do not have my
business set up for me to go to prison. That is not possible. I just built
a home, and you are telling me I could possibly face two years in
prison,” Adams said. “Right now, I’m the only person running my
business. I’m trying to sell to customers. I’m trying to go to work every
day with a smile on my face, despite the pain I am experiencing.”
Looking back, Adams said, “I was weak, because I was dealing with
something that was uncertain. I didn’t know where my fear was going. It shook
me so badly that I was not sleeping and not eating well.”
Before the trial, on Fathers Day, Adams’ son gave him a card and said,
“Dad, Happy Fathers Day.”
“My son didn’t know his dad was possibly going to prison,” Adams
said. “You talk about being choked up. You talk about your eyes filling up
with tears. I opened the card and there was the Superman emblem. My
son said, ‘Daddy, you are my hero.’ At that moment, I knew I had to be
who I needed to be.
“If you are dealing with fear. If you are going through a challenge and
uncertainty, you have to be who you need to be at that moment.
“I went back to work. I didn’t know how things were going to turn out,
but I thought of something I always said — ‘It is what it is.’ The situation
was out of my control at that moment, and I was going to have to figure
out how to make the best of it.”

Preparing For Trial

The day of the trial, Adams pulled up to the courthouse in the rain and
fog and sat in the car for a few minutes, gathering his thoughts.
“I was thinking maybe I will come back out and maybe I won’t, but I
got to go in,” Adams said. “While I was waiting in the car, I saw a black
car pull up. It was Sal. He opened the back door and Karen stepped out.
She was there to testify that she was not told she was being recorded. My
heart dropped.”
On the stand, under examination by Adams’ lawyer, Karen held her
ground, insisting she was not told she was being recorded.
Then, Adams’ lawyer addressed the judge, pointing out there was no
evidence, other than her testimony, that Karen was not told she was
being recorded.
The judge said, “Good point.”
He asked the DA, “Where’s the tape?”
The DA said, “We don’t have the tape.”
The judge said, “No tape, no case — we’re done.”
And, just like that, it was over.

The Trial

We all think we have it together — that we are on top of things, Adams
said. When something blindsides us, however, how do we react?
“Fear works like this: you start thinking about, and focusing on,

FACING FEAR AND UNCERTAINTY
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something you cannot control,” he added. “Fear is causing you to change
your focus.”
The good news is, properly dealing with fear can help make a
person unstoppable, Adams explained.
“People are always searching for predictability to combat uncertainty.
Everybody wants conditions to be predictable, and it is not always
going to be that way,” Adams said. “We have to keep moving despite
the uncertainties and fears we are facing. One of my favorite words is
‘action.’ You have to take action. Don’t become paralyzed. Don’t
freeze. Keep moving forward.”
In the late 1980s and early 1990s, “Iron” Mike Tyson was one of the
most feared heavyweight champions in the modern era.
“Mike Tyson was a fearless fighter,” Adams said. “He was also feared
by his opponents.”
Before a punch was thrown, Tyson psychologically disarmed his
challengers with his fearsome presence alone. Tyson strode purposely into the
ring with no fancy fanfare. He wore solid black trunks and black shoes, with
no socks, and a white towel cut to fit over his head. He had the aura of a
gladiator of old. He seemed invincible.
At the meeting in the center of the ring at the beginning of a bout, he
would stare down his opponent, who would look down, averting his gaze.
“Tyson was ‘taking the heart’ out of his opponent,” Adams said. “Don’t
let anyone take your heart. You want to be an entrepreneur? You have
to have heart. You want to be a salesperson? You need to have heart.
I’ve seen too many people lose heart. You have to stand and face fear. If
you want to be unstoppable, you have to have a little grit.”
Many people fear what other people think or say about them. That can
be unhealthy, according to Adams.
“I don’t worry what people think. I don’t have that fear,” Adams
said. “When you worry about what other people think or say about you,
you have lost your edge. My heroes were people like Muhammad Ali.
You know why? Ali wasn’t afraid to be himself. People didn’t like him.
People wanted to lock him up. Follow his example and be yourself.
You have to be true to yourself. You have to be the authentic you.
The people you are leading — your family, your staff, etc. — can tell
if you are a fake.”
Adams shared an incident from several years ago when he was true to
himself, his values and his employees, in the face of losing a high-profile
customer. One day, during a large snowstorm, the client’s wife wanted the
client’s house cleaned.
Adams told her, “I’m sorry, I don’t put my people at risk. We will not
be at your home today.”
The woman said, “If you are not at my home to clean before my noon
luncheon, don’t ever come back.”
Adams replied, “I guess we won’t be back.”
He was true to his word, resulting in the end of the relationship with
that customer.
“My employees said, ‘Alonzo is not afraid of the truth. He’s not afraid
of his customers,’” Adams said. “I say what I have to say when I need to
say it. I’m going to do what I need to do as a leader.
“Whatever your fears, whatever your struggles, whatever is holding you
back, fight through it. Find a way to succeed in uncertainty. As an
entrepreneur, you owe it to yourself. Don’t forget you got into this thing because
you wanted to create your own destiny.
“Entrepreneurs are courageous. Be ambitious. Take risks. Don’t back
up. Go toward the fear and face it as a business professional. Don’t be
that small business owner who gets comfortable.
“Go to the office with your energy. Your employees need to feel that
entrepreneurial spirit inside you.”

DON’T BE AFRAID — BE TRUE TO YOURSELF

Call 610-430-6888 or visit
www.busybeecleaningcompany.com
for more information.
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The Perlon® Group Provides
Support To Fire Service In
Darmstadt-Dieburg District With
KN 95 Protective Masks

Monahan Partners Moves Into The Future
With Acumatica, ‘The Cloud ERP’

“In 2019, it became apparent that Monahan Partners needed to make a
substantial investment in upgrades to their ERP system, and began a search
for an alternative solution. After evaluating a dozen vendors and spending
countless hours in product demonstrations and understanding potential
vendors culture and visions, Monahan Partners partnered with Acumatica,
a cloud-based technology with user friendly interfaces and a customer
centric and continuous improvement culture that made a natural fit for
Monahan Partners,” according to a press release.
Monahan Partners started the implementation of Acumatica in January 2020.
“Monahan Partners had a very aggressive timeline,” said Mimi Bertram,
V.P. of Professional Services at Acumatica. “Within three months,
Monahan Partners went through an on-site discovery process, extensive
training that included end-users testing the system for an hour a day for
several weeks and a go live date that would be challenged by the
coronavirus.”
At the time of the planned go live date in early April, office employees were
asked to work from home, but Monahan Partners managed to go live without
causing any disruption in customer service. Bertram said, “Monahan Partners
aced it. They worked exceptionally hard to ensure the most stress-free go live
in my memory, and the first fully remote go live we’ve ever done.”
Among the many advantages Monahan Partners now enjoys are: Ease of
use, automatic inventory replenishment, remote access, data visibility and
a customized dashboard.
V.P. Matt Short, the lead on the project, said, “Among other benefits, the
system reduces the risk of over/under stocking items, quickly exports data
to excel for easy analysis, gives a clear picture of high level KPI and
performance trends and allows us to make quicker and better informed
decisions on issues such as manpower and overtime.”
President Kevin Monahan said, “We spend so much time focusing on
physical movements in the plant to produce in the most efficient ways —
the same rules apply here. This is just another way to address the question
we constantly ask ourselves: ‘Do we have the equipment and tools
necessary to do our very best?’”
Monahan Partners said it celebrates this advancement by offering a
virtual high-five to all customers and suppliers.
“We’re In This Together.”
For more information, email kevin@monahanpartners.com.

Through its global network, the Perlon®-Group is
supporting the procurement measures of the volunteer
fire service in the Darmstadt-Dieburg (Germany) district
by donating 2400 KN 95 protective masks. This
protective equipment has been put to good use by the
force covering 23 towns and communities in the area.
“The masks offer protection for fire brigade personnel,
ensure the firemen and women can carry out duties safely, and
that they also protect the inhabitants of the district as well as
others in the area who may be involved in a rescue from a
potential contamination of the coronavirus,” said the company.
“The Perlon®-Group is aware of its responsibility to
our society and would like to set a good example.”
The picture shows Perlon®-Group CEO Florian

Kisling (who has been the voluntary community fire
inspector for Münster in the Darmstadt-Dieburg district
for many years) handing over the masks to the
Darmstadt-Dieburg deputy district fire inspector,
Matthias Maurer-Hardt.
Perlon® is a worldwide manufacturer of synthetic
filaments, and with the help of around 840 employees,
generates a turnover of over 140 million Euros. The
company manufactures filaments for applications in the
paper machine clothing industry (PMC), the brush
industry, for technical textiles as well as filaments for
cosmetic and dental applications from its sites in
Germany, the USA and China.
For more information, visit www.perlon.com.

Jones Family Of Companies Hires Matt Buck As V.P.
Of Sales/Business Development

Jones Family of Companies has hired Matt Buck as vice president of sales and business
development. Buck is a graduate of Bowling Green State University, and most recently served as
director of sales for Performance Materials at Thrace-LINQ. Prior to that, he served as the National
Accounts Manager for Owens Corning.
Buck comes to Jones with more than 15 years of experience in the industrial market sector. He has
spent the majority of his career focusing on technical sales and sales leadership with the goal of
developing new markets for organizations. While at Thrace-LINQ, he significantly grew sales in
autotomotive, construction, and flooring within the industrial sector.
“Matt brings strong leadership to Jones, and he has vast experience in the technical non-wovens
space," said CEO and President CP Davis. "We are excited to have Matt join our team with proven
experience and effective leadership.”
For more information, visit Jonesfamilyco.com.
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