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104TH ABMA
ANNUAL CONVENTION TO BE
CONDUCTED VIRTUALLY
The 104th American Brush Manufacturers
Association (ABMA) Annual Convention will
be conducted virtually, due to the ongoing
COVID-19 pandemic. The main events are
scheduled for March 17-19, 2021, with
several committee meetings taking place in
February and the first half of March.
(A complete schedule accompanies this article).
All times are set for EDT (UTC-4).

n President’s Welcome and General Session, from 2 to 4 p.m. —

WEDNESDAY, MARCH 17

Includes welcome from ABMA President Scott Enchelmaier, of
Industrial Brush Co., Fairfield, NJ, industry updates, committee
reports, division updates, election and recognition of officers/directors,
and announcement of winners for the ABMA Foundation awards and
the ABMA William A. Cordes Innovation Excellence Award.
n ABMA Emerging Leaders Event, from 6 to 7 p.m —
Emerging Leaders is a peer networking and leadership group. The
goal is to connect young industry professionals to further develop
their interests, expertise and leadership in the industry. The group
is open to anyone 45 years of age or younger who is actively
engaged within the broom, brush, roller, mop, and/or paint
industries, and whose organization is an ABMA member.
n Paul M. Miller Welcome Reception, from 7 to 8 p.m. —
The reception is named in honor of the late Paul M. Miller,
longtime president of The Mill Rose Company. The event will
include a trivia contest with prizes.
n Suppliers Face 2 Face Meetings, from 11 a.m. to 5 p.m. — The

THURSDAY, MARCH 18

event provides a showcase for ABMA members to learn about the latest
products, ideas and components offered by participating suppliers. In
addition, this is another opportunity for members to network.
ABMA will create a schedule for Face 2 Face meetings, which
will take place during a two-day period. Earlier times are available
during the Friday schedule to allow easier participation from a
larger variety of member time zones. Supplier members will
receive their schedules from ABMA, and will be responsible for
scheduling their own meetings on their own virtual meeting
platforms, to have control over unique bandwidth needs.
Any supplier who would like assistance may contact ABMA in
advance of the meeting dates. Specific meetings will be 15 minutes in
length, with a 5-minute break taken between each meeting.
Participation is limited only by the supplier virtual meeting capacities.
PG 6

Day Two of the Suppliers Face 2 Face Meetings, from 9 to
11 a.m.;
n ABMA Board Of Directors Meeting, from 2 to 5 p.m.
Several virtual ABMA committee and other meetings will
take place prior to the Annual Convention, with the following
schedule (all times are EDT/UTC-4): Public Relations
Committee, 2 to 3:30 p.m. on Tuesday, February 23;
Membership Committee, 2 to 3:30 p.m. on Thursday,
February 25; Statistical Committee, 2 to 3:30 p.m. on
Tuesday, March 2; Safety & Standards Committee, 2 to 3:30
p.m. on Thursday, March 4; Convention Committee, 2 to
3:30 p.m. on Tuesday, March 9; Directors Finance Meeting,
2 to 2:45 p.m. on Thursday, March 11; and, ABMA
Foundation Board of Directors Meeting, 2:45 to 3:30 p.m.
on Thursday, March 11.
n

FRIDAY, MARCH 19

VIRTUAL MEETING DESIGNED
TO MEET MEMBER NEEDS

BMA President Scott Enchelmaier said the association’s
board of directors made the decision to go to a virtual format
in an effort to better protect the health and welfare of
membership, due to the ongoing pandemic. The event was
originally scheduled for March at the Hotel Del Coronado, located
near San Diego, CA.
“Along with the safety aspect, the guidelines that currently
exist for California and the various states and countries our
members would be traveling from, meant that an in-person
event was not possible this year,” Enchelmaier said. “Our
membership also gave us (the board) clear marching orders at
the 2020 convention to look for ways to involve more people
within our organizations in ABMA, outside of the convention.
Recent ABMA (virtual) educational seminars and the
Emerging Leaders program have already begun to move us in
that direction.
“Hosting a virtual convention in March should give more
people access to much of what makes ABMA great, without the
need for travel.”
It’s the hope, however, that in-person conventions will return in
the near future. In 2022, the ABMA Annual Convention is
scheduled for March 2-5, at the Hyatt Coconut Point, in Bonita
Springs, FL. The 2023 convention is scheduled for March 22-25,
at the Hotel Del Coronado, near San Diego, CA.

A

Visit abma.org/abma-annual-convention
for more information.
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Natural bristles brought to you by
DKSH Switzerland Ltd.
US Distributor: Brush Fibers Arcola
Please contact us for further information,
specifications and offers:
Reinhold Hoerz
Senior Sales Manager, Brush Industry
Phone +41 44 386 7901
Mobile +41 79 785 4657
reinhold.hoerz@dksh.com
www.dksh.ch/brush

Think Asia. Think DKSH.

104th ANNUAL CONVENTION

SCHEDULE OF
VIRTUAL EVENTS
All Times Are EDT (UTC-4)

PROGRAM HIGHLIGHTS
"PIVOT"
WEDNESDAY, MARCH 17
2 to 4 p.m.
President’s Welcome & General Session
6 to 7 p.m.
ABMA Emerging Leaders Event
7 to 8 p.m.
Paul M. Miller Welcome Reception

PRE-CONVENTION
MEETINGS
TUESDAY, FEBRUARY 23
2 to 3:30 p.m.
Public Relations Committee Meeting

THURSDAY, FEBRUARY 25
2 to 3:30 p.m.
Membership Committee Meeting

TUESDAY, MARCH 2
2 to 3:30 p.m.
Statistical Committee Meeting

THURSDAY, MARCH 4

THURSDAY, MARCH 18
11 a.m. to 5 p.m.
ABMA “Face 2 Face” Meetings

FRIDAY, MARCH 19
9 to 11 a.m.
ABMA “Face 2 Face” Meetings
2 to 5 p.m.
ABMA Board of Directors Meeting
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2 to 3:30 p.m.
Safety & Standards Committee Meeting

TUESDAY, MARCH 9
2 to 3:30 p.m.
Convention Committee Meeting

THURSDAY, MARCH 11
2 to 2:45 p.m.
Directors Finance Meeting
2:45 to 3:30 p.m.
ABMA Foundation Board Of Directors Meeting
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Algoma Mop Manufacturers:

Where Employees
Are The Real ‘Clients’
By Harrell Kerkhoff | Broom, Brush & Mop Editor

major goal of most successful companies is to
provide quality products and service for customers,
while
also
offering
significant employment opportunities for people in need of a
rewarding career. Algoma Mop
Manufacturers has been meeting
such objectives for decades, with
company officials continually
looking to expand products and
services in an effort to provide an
even brighter future.
The origin of the Algoma, WI,
company dates to 1926, and was
operated for years as a family
business producing mop products.
A major shift occurred in 1981, when East Shore
Industries, Inc., a non-profit 501(C)3 corporation,
purchased Algoma Mop. East Shore started in 1973 as the
Kewaunee County (WI) Development Center. Its focus
has been to provide needed services to people with
disabilities in mainly rural Kewaunee County, located in
northeastern Wisconsin.

A
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The acquisition of Algoma Mop gave East Shore
Industries a source of steady work and training opportunities
for local people with disabilities.
East Shore officials refer to those
they serve as “clients.”
Today, Algoma Mop produces a
full line of wet mops, in both looped
end and cut end styles. They come
in a variety of colors and standard
weights — from 12 to 32 ounces —
featuring narrow or wide center
bands. The mops are often
customized to customer specifications. The company also provides
dust mops, microfiber mopping
pads and cleaning cloths, mop
hardware, handles, frames and a growing list of other
cleaning-related items.
“The relationship between East Shore Industries and
Algoma Mop Manufacturers has worked out very well. It has
given East Shore a means of continuous training and
employment opportunities for its clients, while providing
Algoma Mop a way to continually grow its business. That
BBM MAGAZINE | January/February 2021
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Shown, left to right, are Allan Wartella, director of sales at Algoma Mop
Manufacturers; Tracy Nelson, CEO of East Shore Industries, Inc.;
Barb Heiges, production supervisor at Algoma Mop;
and Jeff Espe, director of manufacturing at East Shore.

includes an added product line to meet growing demands within the
janitorial sector,” Algoma Mop Manufacturers Director of Sales
Allan Wartella said.
Algoma Mop serves an array of customers, including those who
represent public schools and municipalities, colleges/universities,
restaurants, medical facilities and janitorial cleaning services.
“We also serve as a supply vendor to various wholesalers and
distributors of cleaning and janitorial items. Most of their customers
have remained loyal users of our products for decades,” Wartella said.
“Many of the wholesalers and distributors we work with attribute part
of their continued success to the consistent quality and service we
provide. At Algoma Mop, no matter how small or large an order might
be, everyone is given the same first-rate service. We know there are
many other places for customers to procure janitorial supplies.
Therefore, we at Algoma Mop, do our best to help customers, including
wholesalers and distributers, retain their own customer base.”
The wholesalers and distributers that Algoma Mop works with are
regionally-based, while many of the end-user customers of those
companies are scattered throughout the United States.
Wartella reiterated that no matter the customer type,
representatives of Algoma Mop strive to provide first-rate service in
an ever-competitive business climate.
PG 12
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Allan Wartella, director of sales at Algoma Mop
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“You never know what a customer might need. That person may
be calling to inquire about the purchase of a dozen dust mops, but it
could turn into something much larger — and on a more consistent
basis,” Wartella said. “Therefore, no matter the size of an order, it’s
important to provide the same level of service that we would give
large orders. It’s about growing relationships.
“One of the reasons we have added to our product line is to make it
easier for customers to find what they need, while allowing us to
become more of a one-stop source. We also work with many
manufacturers and distributorships, allowing us to become the ‘eyes
and feet’ for our customers. That helps them track down products they
need, but might not be able to find. The idea is to become the go-tosource for people who are looking for additional janitorial products.
“We want the name Algoma Mop to ‘pop up’ in the minds of
customers when they are seeking cleaning-related products and
answers. We realize there is more to janitorial supplies than just mops.
Our customers are purchasing other products needed to run a business.
Therefore, it’s important to help them fill those additional needs.”
The recently expanded product line at Algoma Mop now
features various types of brushes, brooms, sponges and other
janitorial wares.
“It also now includes shank-free, jail-safe cleaning items,
following requests for such products from correctional facilities,”
Wartella said. “In the past, Algoma Mop was like an office supply
store that only sold staples and paper clips. The scope of our
business was very narrow in the field of janitorial cleaning. That has
changed. Today, when a customer calls looking for a product, rather

BBM MAGAZINE | January/February 2021

Great Results
Start with Great Materials
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Full Service Supplier:
Boar Bristle all colors, 44 mm through 133 mm and Bulk (waste) sizes | Ox-Ear Hair | Badger Hair
Horse Hair | Goat Hair | Synthetic Paint Brush Filament, Bristle/Synthetic Mixes
Vegetable Fibers:
Tampico | Palmyra | Coco Fiber | Arenga
Plus:
Plastic Brush Blocks | Staple Wire

888.833.1097
Shipping within 24 Hours
Warehousing

info@brushfibers.com | www.brushfibers.com

“Algoma Mop is a hands-on
business. There is no automated
production line. Each mop is
handled multiple times, by multiple
clients, before being packaged and
shipped. Our clients have a good
eye for the quality standards that
are associated with Algoma Mop.”

than saying, ‘No, we don’t have that available,’ I will respond,
‘Let me see what I can find for you.’
“As a company, it’s important to be as competitive as
possible. That means helping customers, especially when it
involves finding the cleaning products they desire. By doing
that, the customer knows he/she can count on us to perform
the needed legwork.”
Many of the top selling items that Algoma Mop
manufactures are warehoused at the Algoma facility. For large
orders, production starts at the time an order is placed. Turnaround times often range from a few days to a few weeks.
“A lot of our smaller-quantity orders are shipped using
UPS,” Wartella said. “We also have LTL (less-thantruckload) shipments, often involving one to six pallets of
products.”
In addition to Algoma Mop, East Shore Industries also has
a production area manned by clients in the same facility. It
is here that light manufacturing, assembly, sorting and
packaging takes place. That involves such items as
construction materials, parts for electrical appliances, bird
feed supplies, hammocks and masonry weep vents.

‘CLIENTS’ MAKE THE DIFFERENCE

ast Shore and Algoma Mop operate in the same
facility in Algoma, a city of approximately 3,000
residents, found on the western shore of Lake
Michigan. To most area people, the lake shore is located

E

east of them, thus the name “East Shore.” Indeed, the
facility is within walking distance of the second-largest
(by volume) of the five Great Lakes. Algoma is 32 miles
northeast of Green Bay, WI, and considered part of the
Green Bay Metropolitan Statistical Area. Algoma is also
located just south of Door County, WI, a popular Upper
Midwestern vacation destination.
“Being located in the same building, there has
developed a real sense of comradery among the staff
members and clients of East Shore and Algoma Mop. It
really makes for an enjoyable place for clients to be
employed, while also receiving the added services
provided by East Shore, which are catered to each client’s
individual needs,” Wartella said. “Our building is a
modern, one-level facility. The interior is specifically
designed to best serve the needs of our clients. The facility
itself is fresh, bright and current.
“We continue to update and modify workstations to
keep them safe and functional for our clients, as they have
different needs and requirements. That has always been a
high priority, not just since the COVID pandemic. We are
always working to keep everything as safe as possible,
including the installation of extra guards and barriers.
Safety and worker-friendliness are both essential.”
Wartella added that East Shore and Algoma Mop share the
same mission statement: “Assisting individuals with
disabilities in obtaining their personal independence and
employment goals.”

“Our mission is to not just make
great products, but to better the
lives of our clients.”
“It’s important to us, at East Shore and Algoma Mop, that
our customers know about the mission (of both entities.) We
also hope our customers feel that by doing business with us,
they will not only be receiving quality products, but can
become part of that mission focus as well,” Wartella said. “We
want our customers to know that we are more than just a mop

Clients of East Shore Industries play a critical role in producing high-quality products for Algoma Mop Manufacturers.

PG 16
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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

manufacturer. We are providing services and
employment opportunities to the clients we serve.”
Prior to COVID-19, an average of 20 to 25
clients worked at Algoma Mop throughout the
year. Those numbers are currently down, due to
adjustments that had to be made since the start of
the pandemic.
“Even before COVID, not every client we
serve works Monday through Friday. Schedules
vary, and they may work just two or three days
per week,” Wartella said.
Under the umbrella of East Shore Industries,
there are approximately 80 clients, some of
whom work in the public sector, outside of the
East Shore and Algoma Mop facility. At Algoma
Mop, clients learn, and hone in on, skills
associated with mop manufacturing. That
involves a variety of workstations throughout
the mop production process.
“Algoma Mop is a hands-on business. There is
no automated production line. Each mop is
handled multiple times, by multiple clients, before being
packaged and shipped. Our clients have a good eye for the
quality standards that are associated with Algoma Mop. By
having the mops seen, and touched, throughout the process,
we feel that ensures a high quality product is being

produced, for the benefit of both customers and end-users,”
Wartella said. “The whole idea of East Shore Industries
purchasing Algoma Mop years ago was to give the clients
we serve a means of employment on a continuous basis. If
we went to an automated production line, we would be
doing our clients a disservice.
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Soluttions from the brush experts.
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@tanisinc.com | 800.234.700
02 | tanisbrush.com

PG 18

BBM MAGAZINE | January/February 2021

kƷɋ
ژ
ȂƷ
ƌȽ
ǵ
ɲȏɓّ
ÞǠ
ɋ
ǚژ
Ƚ
ɋ
ȏƩǵژ
ưƷǹ
Ǡ
ɫƷȵ
Ǡ
ƷȽ
ژ
Ǡ
Ȅژ
ٮגא
ژזג
ǚȏɓȵ
Ƚ
ً
ƩɓȽ
ɋ
ȏȂژ
ȏȵ
ưƷȵ
Ƚ
ژ
Ǡ
Ȅژ
ٮא
ژג
ɬƷƷǵȽ
ژ
ƌǹ
ǹ
ژ
ưƷǹ
Ǡ
ɫƷȵ
Ʒưژ
ɬǠ
ɋ
ǚژ
Ǒ
ȵ
Ǡ
ƷȄưǹ
ɲژ
Ƚ
Ʒȵ
ɫǠ
ƩƷژ
ƌȄưژ
ƌɋ
ژ
ƩȏȂȲƷɋ
Ǡ
ɋ
Ǡ
ɫƷژ
Ȳȵ
Ǡ
ƩƷȽ
ٕ
Þ ǚɲژ
ɓȽƷژ
ƌȄɲȏȄƷژ
Ʒǹ
ȽƷّ

Ȅژ
U
°ژ
ח
ي
א
ד
Ʒȵ
ɋ
Ǡ
˟Ʒưژ
ȏȂȲƌȄɲ
8F

.BOVG
BD
U
VS
F


%J
T
U
S
J
CVU
F

.BU
F
S
J
BM

4
PM
VU
J
POT

G
PS

$PNNF
S
D
J
BM


*
OEVT
U
S
J
BM

.BOVG
BD
U
VS
J
OH

ِזזז
ِוהו
גב
ɬɬɬِ
Ƚ
ɋ
ƌǠ
Ȅǹ
ƷȽ
Ƚ
ɬǠ
ȵ
ƷȽ
ِ
ƩȏȂ

ȵ
ɓȽ
ǚژ
FǠ
ǹ
ƌȂƷȄɋ
ژ
ÞǠ
ȵ
Ʒ

°Ǡ
Ȅǒǹ
Ʒً
ژ
ưȏɓƨǹ
Ʒژ
Ȳǹ
ƌȄƷً
ژ
ȏȵ
ژ
ȲǠ
Ȅژ
Ʃȵ
Ǡ
ȂȲƷưژ
Ǡ
Ȅژ
ǚƌȄǵȽ
ژ
ȏȵ
ژ
Ƚ
ȲƷƩǠ
˟Ʃژ
Ƚ
ɋ
ȵ
ƌȄưژ
ƩȏɓȄɋ
Ƚ
ژ
ȏȄژ
Ƚ
Ȳȏȏǹ
Ƚ
ٖ
Ʃȏȵ
ƷȽ
ِ
ژ
°ɋ
ȵ
ƌǠ
ǒǚɋ
ژ
Ǡ
Ȅ
Ƚ
Ǡ
Ȅǒǹ
Ʒٖ
Ȃɓǹ
ɋ
Ǡ
Ȳǹ
Ʒژ
ƷȄưȽ
ِ
ژ
uƌɋ
Ʒȵ
Ǡ
ƌǹ
Ƚ
ژ
Ǡ
ȄƩǹ
ɓưƷژ
ǒƌǹ
ɫ
ƌȄǠ
ɼ
Ʒưً
ǚǠ
ǒǚژ
Ʃƌȵ
ƨȏȄژ
Ƚ
ɋ
ƷƷǹ
ً
ژ
Ƚ
ɋ
ƌǠ
Ȅǹ
ƷȽ
Ƚ
ً
ژ
ƨȵ
ƌȽ
Ƚ
ً
ژ
ƨȵ
ȏȄɼ
Ʒً
ژ
ƌȄưژ
ȏɋ
ǚƷȵ
ژ
Ʒɱ
ȏɋ
Ǡ
Ʃژ
ƌǹ
ǹ
ȏɲȽ
ِ

¨Ʒɋ
ƌǠ
ȄǠ
Ȅǒژ
ÞǠ
ȵ
Ʒٖ
¾ɬǠ
Ƚ
ɋ
Ǡ
Ȅǒژ
ÞǠ
ȵ
Ʒ

°ɋ
ȏƩǵǠ
Ȅǒژ
Ƚ
ɋ
ƌȄưƌȵ
ưژ
ǒƌɓǒƷȽ
ژ
Ǡ
Ȅژ
°°ژ
ǒƌǹ
ɫ
ƌȄǠ
ɼ
Ʒưً
ژ
ƌȄưژ
ƨȵ
ƌȽ
Ƚ
ژ
ɬǠ
ȵ
Ʒژ
Ǡ
Ȅژ
ưǠ
Ǒ
Ǒ
Ʒȵ
Ǡ
Ȅǒژ
ɋ
ƷȂȲƷȵ
Ƚ
ژ
Ǒ
ȏȵ
ژ
ɋ
ǚƷȽ
Ʒژ
ƌȲȲǹ
Ǡ
Ʃƌɋ
Ǡ
ȏȄȽ
ِ

Fǹ
ƌɋ
ژ
ȏȵ
ژ
°ǚƌȲƷưژ
ÞǠ
ȵ
ƷȽ

ÞƷژ
ȂƌǵƷژ
ƩɓȽ
ɋ
ȏȂژ
ưƷȽ
Ǡ
ǒȄƷưژ
ɬǠ
ȵ
Ʒِ
̈ژȏǹ
ǹ
Ǡ
Ȅǒژ
Ǒ
ȵ
ȏȂژ
ِ
ٓא
ٮ
ِ
ٓדא
ژ
ɋ
ǚǠ
ƩǵȄƷȽ
Ƚ
ِ
ژ
uƌɋ
Ʒȵ
Ǡ
ƌǹ
Ƚ
ژ
Ǡ
ȄƩǹ
ɓưƷژ
Ƚ
ɋ
ƌǠ
Ȅǹ
ƷȽ
Ƚ
ً
ژ
ǒƌǹ
ɫ
ƌȄǠ
ɼ
Ʒưً
ژ
Ʃƌȵ
ƨȏȄژ
Ƚ
ɋ
ƷƷǹ
ً
ژ
ȏǠ
ǹ
ژ
ɋ
ƷȂȲƷȵ
Ʒưً
ژ
ƨȵ
ƌȽ
Ƚ
ژ
ƌȄưژ
Ȃȏȵ
Ʒِ

הד
ژ
Ʃȏȵ
Ȅژ
°ɋ
ȵ
ƷƷɋ
ً
ژ
°ɓǠ
ɋ
Ʒژ
¾
%ƷƷȵ
ژ
¥ƌȵ
ǵً
ژ
wäژ


חאו

°ɋ
ȵ
Ǡ
Ȳ

ÞƷژ
ȏǑ
Ǒ
Ʒȵ
ژ
Ƚ
ɋ
ƌǠ
Ȅǹ
ƷȽ
Ƚ
ژ
Ƚ
ɋ
ƷƷǹ
ً
ژ
Ʃƌȵ
ƨȏȄژ
Ƚ
ɋ
ƷƷǹ
ً
ژ
ƨȵ
ƌȽ
Ƚ
ً
ژ
Ȃȏȵ
Ʒِ
¾ǚǠ
ƩǵȄƷȽ
Ƚ
ƷȽ
ژ
ȏǑ
ژ
ِ

ٓ
ژ
ٮ
ژ
ِ

ٓדא
ƌȄȄƷƌǹ
Ʒưٖ
ɋ
ƷȂȲƷȵ
Ʒư
Ƚ
ƩǠ
ǹ
ǹ
ƌɋ
Ʒژ
ÞȏɓȄưژ
ȏȵ
ژ
¥ƌȄƩƌǵƷژ
ȏǠ
ǹ
Ƚ
ِ
Ƚ
ǵژ
ƌƨȏɓɋ
ژ
ȏɓȵ
ژ
Ƚ
ɋ
ȏƩǵǠ
Ȅǒژ
Ȳȵ
ȏǒȵ
ƌȂȽ
ٍ

°ɋ
ȵ
ƌǠ
ǒǚɋ
ƷȄƷưژ
ƌȄưژ
ɓɋ
ژ
ÞǠ
ȵ
ƷȽ

%Ǡ
ƌȂƷɋ
Ʒȵ
Ƚ
ژ
ِ
ٓד
ٮ
ِ
ٓדוב
ژ
Ǒ
ȏȵ
ژ
ɫ
ƌȵ
Ǡ
ȏɓȽ
ژ
ƨȵ
ɓȽ
ǚژ
ƌȲȲǹ
Ǡ
Ʃƌɋ
Ǡ
ȏȄȽ
ِ
ژ
ǹ
ƌȄǵƷɋ
ژ
ȏȵ
ưƷȵ
Ƚ
ژ
ÞƷǹ
ƩȏȂƷưٍ

°ɋ
ƌȲǹ
Ʒژ
ÞǠ
ȵ
ƷȽ

ÞƷژ
Ƚ
Ʒǹ
ǹ
ژ
ɫ
ƌȵ
Ǡ
ȏɓȽ
ژ
ǒƌɓǒƷȽ
ژ
ƌȄưژ
ƌǹ
ǹ
ȏɲژ
ɬǠ
ȵ
Ʒِ
ژ
°Ȳȏȏǹ
Ƚ
ژ
Ƚ
Ǡ
ɼ
ƷȽ
ƩƌȄژ
ȵ
ƌȄǒƷژ
Ǒ
ȵ
ȏȂژ

ǹ
ƨȽ
ٮ

ً
ژ
ǹ
ƨȽ
ِ
ژ
uƌɋ
Ʒȵ
Ǡ
ƌǹ
Ƚ
ژ
Ǡ
ȄƩǹ
ɓưƷژ
ǒƌǹ
ɫ
ƌȄǠ
ɼ
Ʒưً
ژ
Ƚ
ɋ
ƌǠ
Ȅǹ
ƷȽ
Ƚ
ً
ژ
ȄǠ
ƩǵƷǹ
ژ
Ƚ
Ǡ
ǹ
ɫ
Ʒȵ
ً
ژ
ƌȄưژ
Ȃȏȵ
Ʒِ

בה
ِ
ِבגא

ژژژדȽ
ƌǹ
ƷȽ
ۮȽ
ɋ
ƌǠ
Ȅǹ
ƷȽ
Ƚ
ɬǠ
ȵ
ƷȽ
ِ
ƩȏȂژ
ژژɬɬɬِ
Ƚ
ɋ
ƌǠ
Ȅǹ
ƷȽ
Ƚ
ɬǠ
ȵ
ƷȽ
ِ
ƩȏȂ

“Our mission is to not just make great products, but to
better the lives of our clients. Therefore, we want to
incorporate as much client involvement in the
manufacturing process as possible. That is our entire
purpose and why we are here. If we were to discontinue the
manufacturing of mops, and just brought in products from
other places and simply resold them, it would have no
meaning to our company’s mission of helping clients. We
continue to look at ways to add to our mop manufacturing
side of the business, helping to build Algoma Mop and
keep our clients busy well into the future.”
Wartella said that clients working at Algoma Mop truly
enjoy what they do as mop producers.
“If things slow down, they let me know. They like to be
kept busy,” he said. “If production does slow, we will
move clients around in order to complete other tasks.
Many clients working at Algoma Mop, however, prefer
to remain in mop production. They also like to know
where the mops they are making are heading, especially
if the products are for a new customer or new location.
We make sure to keep our clients informed.”
Wartella added: “Being located in an area of the
country that has more cows than people may seem like
an odd place to be manufacturing mops, but East Shore
chose to be a part of this community due to the need for
the services it provides to clients. Algoma Mop is also
here just as much for the clients its serves as for its
customers.
“Our location in Algoma has not hindered the business
from selling products throughout the United States, and
even shipping orders to Canada and Europe. The Internet
has helped, allowing more people to find us. In response,
we do our best to service both new, and established,
accounts in an effort to build long-standing
relationships.”
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LIVING AND WORKING
DURING A PANDEMIC

long with just about every other company on the
planet, adjustments have had to be made at
Algoma Mop and East Shore since the start of the
COVID-19 pandemic in early 2020. Above all else, the
health of clients and staff has taken top priority, according
to Wartella.
“We did shut down in March, as only staff members were
allowed in the facility for a few weeks, doing so on a
rotating basis to reduce the number of people in the building.
We then started slowly bringing clients back to the facility.
There are a few clients who haven’t come back yet, but
virtual services are available so those people can continue
interaction with East Shore and Algoma Mop,” he said. “As
clients started coming back, we had to keep social
distancing in mind, including at the workstations. It
continues to be very important that we wisely utilize space,
which often involves spreading things out.
“Plexiglass dividers have also been installed in our break
room, allowing people to be properly spaced. In our facility,
there are, what we refer to as the ‘East Side’ and ‘West Side’
areas. Those are places where our clients have special
programs and daily activities. Some of the clients eat in their
own spaces, rather than coming into the break room like
they used to do, prior to the pandemic.”
Other steps implemented to keep clients and staff healthy
and safe include: the wearing of face masks and continually
sanitizing surfaces.
“Buses and vans are used to pick up and drop off many of
our clients. Their temperatures are taken before they board
those vehicles,” Wartella said. “Fortunately, most of our
staff and clients have managed to stay clear of COVID.
There have been some people affected, but nothing has been
devastating. Despite the many changes put into
place since the beginning of the pandemic, I
believe there is a new sense of normalcy for our
clients and staff.”
Wartella said there has been a drop in business at
Algoma Mop since the start of the pandemic.
Hopefully, he added, the trend will end soon.
“When the pandemic started, and everybody was
very concerned about cleaning and sanitizing, I
was expecting to receive many calls from people
requesting our products, but that really didn’t
happen. The problem is, a lot of the customers we
provide products to are in charge of cleaning, or
supplying, public schools, universities and other
away-from-home facilities — places that have
been closed, or partially shut down, for long
periods of time due to the pandemic. Therefore,
such places have required fewer cleaning items. As
a result, Algoma Mop is down approximately 25
percent in sales for the year,” he said. “Fortunately,
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“We don’t build obsolescence
into our mops. We want them to
last as long as possible.”
East Shore is involved in the assembly, packaging and
labelling of various products for other manufacturers in our
area. That has helped the overall picture, as far as business
is concerned.”
Clients at Algoma Mop are cross-trained to work in the
East Shore production area, which has helped them stay
busy throughout the past year.
“When we do have some light moments in mop
production, we are still able to utilize our clients in different
ways,” Wartella said.

THE FINE ART OF MOP MAKING

ike many people involved in business, officials at
Algoma Mop and East Shore are trying to figure out
what type of year 2021 will be in terms of both safety
and business activity.
“As we enter 2021, there is still a lot of uncertainty.
However, we are proceeding with optimism, waiting and
hoping for a return to some sense of normalcy,” Wartella
said. “When it comes to business, as I stated before, the
need to take proper care of customers never changes. That
includes focusing on their changing needs. We feel
Algoma Mop is great at what it does when it comes to
manufacturing mops. However, there are customers who
are always asking for more, which means we are willing
to work with other manufacturers/suppliers to better
fulfill those needs.
“Algoma Mop has the ability to provide custom-made
items at its facility, as well as meet other customer
requests. Many customers appreciate knowing that they
can contact us to take proper care of them, when it comes
to janitorial supplies.”
All raw materials used in the production of mops
manufactured by Algoma are sourced in North America.
Suppliers are selected based on quality and consistency.
“Despite the pandemic, we have not experienced any
major delays in obtaining raw materials,” Wartella said.
“That includes mop yarn and handles. There was a little
delay in receiving mesh material, but that could have
happened in any year.
“There have been no major raw material issues to disrupt
our production flow, which is fortunate.”
Wartella discussed further the type of materials used to
make the company’s mop products.
“We use various yarns, depending on the type of mop
being manufactured. The threads (in those yarns) are very
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durable. In a lot of ways, thread is like a mop head’s nerve
system. It holds everything together. We use high quality
threads that can withstand many wash cycles, without
falling apart,” he explained. “There is also the mesh, which
serves as the center band of our mops. It’s PVC-coated and
comes in different colors. Another item is the fantail, placed
at the bottom of looped end mops, to keep the yarn properly
spread out during the actual mopping process.”
He noted that many customers like the fact that the
company’s mops are made in the U.S.A.
“It’s no secret that there are numerous imported mops
available, and at lower costs. However, we are proud that
the mops produced at Algoma are constructed to last. Our
launderable mops will last longer, allowing for a better
cost-per-use, which benefits customers. We try to make
sure current and potential customers understand that
importance,” Wartella said. “We don’t build obsolescence
into our mops. We want them to last as long as possible. I
have called on customers I haven’t heard from for some
time, thinking that they went elsewhere for their products.
Instead, I found out they simply had not run out of our last
shipment of mops.”
At Algoma Mop, officials concentrate on emails, phone
calls and quickly replying to inquiries. The company’s
website is also being updated to include newly-added
products.
“Trying to get noticed on the internet is a major hurdle
for many small companies. Larger businesses will always
beat us on page placement as potential customers web
search for mops. In order to compete, we work to quickly
connect with potential accounts, and when we do connect,
make it count,” Wartella said. “Taking care of existing
customers is the easy part, finding and reaching potential
customers is the hardest task.

“Taking care of existing
customers is the easy part, finding
and reaching potential customers
is the hardest task.”
“When a first-time customer contacts us, obviously
there is a need. They have contacted us for something
janitorial-related. Therefore, we are going to do our best
to serve that need,” Wartella said. “Looking at 2021, we
will continue to move forward in hopes that the world gets
back to normal as the year progresses. We will also spread
the news that our newly added products are available, as
well as contact new and long-existing accounts in an effort
to restore sales to pre-pandemic levels. Algoma Mop is
capable of adding production, as it pertains to mop
manufacturing, in an effort to handle new business. We
remain optimistic about the coming year and moving
forward on the road to recovery for everyone.
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“Providing a consistent
product, with on-time service,
remains a must.”

“It will be important to keep people aware of any changes
as they are happening at Algoma Mop, and hopefully grow
due to those changes. Providing a consistent product, with
on-time service, also remains a must.”
Wartella has been at East Shore/Algoma Mop for nearly
10 years, and said he greatly enjoys the work.
“I am kind of the ‘chief cook and bottle washer.’ I take
care of sales and order entry. We also have a production
manager who oversees the completion of orders,” Wartella
said. “Prior to my employment here, I was
involved in work that centered on building
materials, including lumber and cabinetry. It has
been a real pleasure (to work at East
Shore/Algoma Mop). The staff and clients are
very family-oriented, work schedules are flexible
and it’s nice to be employed at a place where you
enjoy coming to in the morning.
“In addition, knowing that we are helping
people who need some assistance provides a
real sense of pride. It always feels good to help
other people.”

Scrap yarn and cotton dust bunnies were sent as well, to get
the full effect of a mop manufacturing floor.
“That was a fun moment for our clients and staff, to be
part of a Hollywood movie project,” Wartella said. “East
Shore/Algoma Mop received a lot of publicity, such as from
USA Today and TV stations throughout Wisconsin.
“We still have a big JOY movie poster hanging in our
production area, as a souvenir.”
Contact: Algoma Mop Manufacturers,
813 Rabas St., Algoma, WI 54201.
Phone: 800-216-3478.
Websites: www.eastshoreindustries.com;
www.algomamop.com.

WHEN HOLLYWOOD
CAME CALLING

he movie JOY, which opened in theaters in
2015, was a major film release featuring
Jennifer Lawrence, as Joy Mangano, an
inventor and entrepreneur of such products as the
self-wringing Miracle Mop. For her portrayal of
Mangano, Lawrence was nominated for an
Academy Award for Best Actress. The film also
featured such major stars as Bradley Cooper and
Robert De Niro, and, by the way, mops and other
items from East Shore/Algoma Mop.
“I received a call one day from a lady who was
looking for some mops, wanting to know if we
could make them for a movie set she was working
on,” Wartella said. “I figured it was for some kind
of documentary. I had no idea it was for a major
Hollywood release.”
For the movie, Algoma Mop not only provided
over 500 mops in various stages of production,
but also large bales of yarn and metal-fabricated,
hand-operated, mop looping workstations.
Algoma Mop also contracted with Olson
Fabrication, Inc., of Algoma, to create parts used
in the production of machines seen in the film.
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RUN ON PAINTING TOOLS
DURING COVID-19

KEEPS MANUFACTURERS
UPPING PRODUCTION
By Rick Mullen | Broom, Brush & Mop Associate Editor

With months of experience dealing with COVID-19 under their belts, many companies
have adjusted how they do business, and, in some cases, are busier than ever.
Broom, Brush & Mop recently spoke with three executives from two paintbrush
manufacturing companies, who shared how they have responded to a significant increase
in sales brought about by the pandemic. They also outlined how they have been able to
keep their employees as safe and healthy as possible, during the crisis.

F

amily owned and operated Corona Brushes, Inc., of
Tampa, FL, 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.
Business going into early 2020 was doing just fine, and then the
COVID-19 pandemic reared its ugly head.
Tampa is the county seat of Hillsborough County. The Tampa
metro area has a population of 2.9 million people.
As of January 31, Florida had recorded 1.72 million cases of
COVID-19, with 26,478 deaths, according to a New York Times
database. Hillsborough County reported 101,000 cases, with
1,293 deaths.
“2020 started off well. We were busy with lots of travel and good
business activity,” said Corona President Ben Waksman. “Then, of
course, as the news of the virus started coming in and cases

“At this time our main focus is to try
to ship orders.”
- Ben Waksman
PG 26

developed, things started
changing. By early March, the paint stores were
cancelling selling events,
and then came the
lockdowns.”
Selling to retailers is
Corona’s primary customer base. As 2020
progressed, business at
retail paint stores began
to bounce back.
“We saw somewhat of a
slowdown during the
months when paint stores
Ben Waksman
around the country were
either closed or only open
for curbside pickup,” Ben Waksman said. “During the worst of it, we
reduced some hours, but that didn’t last very long. Now we wish we
hadn’t, because once paint stores reopened for walk-ins, our business
just exploded — and it hasn’t stopped since.
“At this time our main focus is to try to ship orders. Since last
June, we have received so many orders that it has been impossible
to keep our warehouse supplied. We have struggled to ship products
BBM MAGAZINE | January/February 2021

anywhere close to our
normal standards.
“In the meantime, we
have expanded, and continue to expand, our
workforce, but it takes
time for new brush
makers to learn the craft
of making our painting
tools.”
Michael Waksman,
marketing, added, “Most
retail outlets have adapted
and figured out how to
stay open during the
pandemic. They have cut
Michael Waksman
out most of the special
selling events, which are big gatherings, or limited the number of
customers who can be in a store at one time. Most of our customers
have been very busy, both on the professional and the DIY fronts.
Many people who are at home are turning to projects they may have
been putting off for some time, such as painting.”
For many businesses, the pandemic has caused an increase in
online activity. As Corona Brushes does not sell directly to
consumers, the company’s interaction with customers has not
changed very much, Michael Waksman said. However, retail
customers have been gearing up to sell more online.

“We have been involved in our fair
share of video conferences, mostly
with our vendors and sales force. We
predict we will expand those efforts,
even after the pandemic. Virtual
meetings will not replace face-to-face
contact, but they are still a helpful
way to communicate.”
- Michael Waksman

“Our customers have had to make big changes very quickly.
Depending on their location, for a time, they limited hours and
occupancy, or went to offering curbside pickup,” Michael
Waksman said. “Based on the requests we are getting for product
images and information, it seems like there has been preparation
for online sales on their end.”
The pandemic has also affected the way companies have had to
communicate, depending more on electronic communications
such as emails, texts, virtual meetings, etc.
“We have been involved in our fair share of video conferences,
mostly with our vendors and sales force,” Michael Waksman said.
“We predict we will expand those efforts, even after the pandemic.
Virtual meetings will not replace face-to-face contact, but they are
still a helpful way to communicate.”
Corona is known for its efforts in conducting in-house and field
testing of products before they are introduced to the marketplace,
including seeking feedback from dealers and professional painters.
The pandemic has limited the company’s ability to meet with painters.
PG 28

“The pandemic hasn’t affected the
work of developing and testing new
ideas and products.”
- Michael Waksman

“The pandemic hasn’t affected the work of developing and
testing new ideas and products,” Michael Waksman said.
“However, it has definitely impacted face-to-face interactions,
sales calls, the ability to impart in-store product knowledge,
expos, painters’ breakfasts — things that put us in contact with our
dealers and end-users in a traditional sense. For all of that, we’ve
had to communicate virtually.”
To keep employees safe and healthy in its manufacturing plant,
Corona has ramped up its efforts to maintain the workstations in
its plant and to keep offices clean and disinfected. The company
has also been enforcing other rules to prevent contagion.
“We have been taking many safety precautions, including
wearing masks and social distancing,” Michael Waksman said.
In recent years, Corona has expanded its presence overseas, by
exporting more each year. Traditionally, European painters
preferred oil-based paints, which work best with natural bristle
brushes. In contrast, U.S. painters use mostly water-based paints,
which work best with synthetic bristle brushes, however, Europe
is changing and going more and more to water-based paints and
synthetic filament applicators.
“We export to Europe and Asia, but our main markets are in the
United States and Canada,” Ben Waksman said. “We are interested
in pursuing new markets, but want to make sure we take care of
our existing customers.”
The company uses China bristle for making natural bristle
brushes. Traditionally, obtaining China bristle has been a
challenge.
“We have good sources, and we want the best quality,” Ben
Waksman said. “Availability of the best material has been a
challenge for years, but we are satisfied we are obtaining the best
quality bristles available.”
In discussing the lasting impact of the pandemic, Michael
Waksman said, “Hopefully we won’t ever take for granted the joy of
face-to-face interactions, both personally and professionally. I’m sure
we aren’t alone in missing in-person meetings. However, I see some
of the technology, such as video conferencing, sticking around, even
after all of this is behind us — not as a substitution for traditional
means of communication, but definitely as an augmentation.”
Corona was founded by the Waksman family. The family’s
journey to eventually locating in Tampa dates back to just after
World War I.
In post-World War I Russia, Jude Waksman learned the trade
of processing hog bristle for paintbrush manufacturing. Seeking a
better life for his family, he fled Russia after the Bolsheviks seized
power. At that time, U.S. immigration quotas were such that he
could not settle in this country.
As a result, Jude Waksman, along with 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
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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.
Contact: Corona Brushes Inc.,
5065 Savarese Circle, Tampa, FL 33634.
Phone: 800-458-3483.
Email: info@coronabrushes.com.
Website: coronabrushes.com.

P

urdy Corporation’s history in Portland, OR, began in
1925 when Desmond Purdy started making paintbrushes in
a converted two-car garage. Today, Purdy remains in
Portland, where it grew from its humble beginnings to become a
leading manufacturer of premium painting tools.
In addition to paintbrushes, Purdy’s product lineup includes
roller covers, mini-rollers, scrapers, putty knives, poles, wire
brushes and buckets.
“Purdy has always been dedicated, not only to the professional
painter, but also to the DIY painter who just wants the best finish
possible,” said Purdy Senior Product Manager Connie McKinney.
“We have never compromised on our commitment to painters to
provide the best tool for the best finish.”
As an applicator manufacturer, Purdy works with its parent
company, Sherwin-Williams, in keeping up with
new paint and stain
coatings.
Also, as a part of
S h e r w i n - Wi l l i a m s ,
Purdy is able to find out
about new paint and
stains in the developmental stages, allowing
it to design the correct
applicator in parallel to
the coating.
“Many times people
will ask, ‘Why does
Purdy offer so many
Connie McKinney
brushes and rollers?’ It is
because there are so
many different coatings, surfaces to paint and personal
preferences,” McKinney said. “A lot of times, we note the
stiffness of the brush. Sometimes that has to do with the coating
a painter is using, but, a lot of times, it has to do with what a
painter prefers.
“We want to make sure customers have the best tools, so we
provide them with lots of options.”
Purdy provides painting tools across multiple channels and
retailers nationwide and globally.
“We have a tremendous following from professional painting
contractors, as well as DIY painters, who want to use the best
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“We want to make sure customers
have the best tools, so we provide
them with lots of options.”
- Connie McKinney

brush available to get the best finish,” McKinney said.
Located in the northwest corner of the state, Portland is Oregon’s
largest city, and is the county seat of Multnomah County. The Portland
metro area has a population of 2.2 million people. It is located at the
confluence of the Willamette and Columbia rivers, and is a major port
in the Willamette Valley region of the Pacific Northwest.
As of February 1, the state of Oregon reported 142,417 cases of
COVID-19, with 1,972 deaths, according to a New York Times data
base. Multnomah County listed 29,920 cases, with 480 deaths.
“Just like so many other companies, when the pandemic hit, our
Purdy plant jumped right into action to make sure we were
protecting our workers,” McKinney said. “A lot of good safety
protocols were put into place.”

“We noticed a great deal of increase
in demand as everyone was staying
home doing their part to stop the
spread of the virus. While people
were at home, looking at those same
four walls, many decided a new color
on those walls would be nice. We
definitely had to ramp up
production.”
- Connie McKinney
Historically, pandemic or no pandemic, safety at the Purdy plant
has been the No. 1 priority.
“Safety is the name of the game at the Portland facility. Taking
care of our workers has always been the most important thing,”
McKinney said. “COVID-19 threw that to another level.”
While many businesses had to cut back on staff because of
COVID-19, or close completely, during the early months of the
pandemic, Purdy was more fortunate.
“We have staggered work times, so we don’t have 100 people
coming in at 8 a.m. We have 15 workers come in at a time in 15minute segments, so we can control the traffic,” McKinney said.
The company has also limited the number of people gathering at
one time in high traffic areas, such as time clocks, locker rooms
and restrooms.
“We want people to feel safe and secure while at work,”
McKinney said.
Purdy was also fortunate that its business didn’t take a
significant hit during the early days of the pandemic. Indeed,
business activity increased.
“We noticed a great deal of increase in demand as everyone was
staying home doing their part to stop the spread of the virus. While
people were at home, looking at those same four walls, many decided
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a new color on those walls
would be nice. We definitely
had to ramp up production,”
McKinney said. “Unfortunately, painting contractors’
business slowed down a bit,
as people limited outsiders
in their homes.
“There are a lot of
DIYers out there. We have
increased traffic coming to
our website to investigate
what is the best brush to
use. We have a product
The Purdy Painter’s Backpack
finder on our website,
purdy.com, to help lead
customers through that decision process.”
With the increase in online activity, Purdy has noticed many
more comments, ratings and online reviews about the company,
many of which are from new customers.
“We have so many new people trying Purdy for the first time,
which is really exciting,” McKinney said.
In the Portland plant, each individual is required to wear a mask.
Other safety measures have also been put in place.
“To accomplish social distancing, we are making sure workstations
are at least six feet apart, if not more,” McKinney said. “We are doing
a great job of timing work so that certain areas are used at certain
times. For example, we have a very large cafeteria at the plant for the
work teams to use. We have organized lunchtime, so we don’t have
too many people in there at one time.
“Cleaning has been increased dramatically. We are doing a lot
of disinfecting, which includes door handles, all of the equipment
and hand trucks. Not only are workstations getting cleaned after
each shift, they are also cleaned during the shifts.”
Anecdotal evidence suggests that some companies are planning
to continue their ramped up cleaning efforts after the pandemic is
brought under control.
“I think companies are realizing a little added cleaning isn’t
hard, and doesn’t take that much more time or effort,” McKinney
said. “Fast forward past COVID, extra cleaning is going to help
with the common cold and flu season. I think this is a practice we
will continue, just to make sure we are staying as healthy as we
can. The best thing we can do is reduce sick days.”
The pandemic has also changed the ways companies
communicate with their employees and customers.
“We are all learning new ways of communicating. Everyone has
become very adept at using Zoom and Microsoft Teams,” McKinney
said. “I’m located at the Sherwin-Williams facility in Cleveland, OH,
and I would normally make two to three visits a year to the Purdy plant
in Portland. It is good for me to see how things are going. As we are
producing new products and starting to commercialize, it really helps
us to know how it is going to affect the plant. I have certainly missed
the camaraderie that goes along with visiting the workers. I think we
are all learning to develop that in a different way through Microsoft
Teams and Zoom.
“In addition, we have been very fortunate to keep our focus on
new product development, while we are working through all of the
challenges that COVID-19 has brought about.”
One new product line Purdy has developed is its painter’s
backpack, billed as “the first backpack designed by pros for pros.”
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“The painter’s backpack is a new category, not only for Purdy, but
also for the industry. There has never been a storage or organization
tool available made specifically for a painter, and now we have that
with our backpack,” McKinney said. “It has a number of pockets for
paint brushes and prep tools, including a large area for roller covers
and frames. It really gives painters a great, very polished professional
look, when they walk into a customer’s location.
“Painters have all their tools on their backs, so both hands are free
to carry in ladders, or paint, or whatever else is needed on the job site.
What we are finding is, the backpack not only helps keep painters
organized, but also makes them more efficient. They don’t have to take
as many trips to their vehicles for additional tools or other supplies.”
To maintain the high standards that Purdy requires, since the
company’s inception, brushes have been made by hand by skilled
brush makers.
“Each brush maker goes through a two-year apprenticeship at
the plant. It really takes the whole two years to get a true Purdy
brush maker 100 percent up and running,” McKinney said.
“Employees take great pride in their hand-made brushes.”
Each Purdy brush is “signed” by the person who handcrafted it,
with a personalized sticker, showing the brush maker’s name and
signature.
“What is really neat is when I go out into the field and talk to
painters, there are some who say, ‘I only use ‘Barb’s’ brushes. She
makes the best brushes. I will go through the store and I will find the
stickers that say Barb.’ I’ve also heard contractors say, ‘I want to meet
Barb. I want to tell Barb how much I appreciate her brushes.’

“Each brush maker goes through
a two-year apprenticeship at the plant.
It really takes the whole two years to
get a true Purdy brush maker 100
percent up and running. Employees
take great pride in their hand-made
brushes. Each Purdy brush is ‘signed’
by the person who handcrafted it, with
a personalized sticker, showing the
brush maker’s name and signature.”
- Connie McKinney

“We encourage people to send notes through our website, so we
can share them with the brush makers. They are tickled when they
get to see someone really appreciated the tool they made.”
Traditionally, taking care of the environment has been an
important aspect of Purdy’s manufacturing processes. Indeed, the
manufacturing plant is a zero-waste facility, meaning nothing is
thrown away — everything is reused or recycled.
“It all started with a young lady who was running our cafeteria.
She made it her goal to make sure we were recycling as much as
we could and composting all of the food waste,” McKinney said.
“That effort caught on like wildfire. It was infectious. People
throughout the plant got involved. It has been a zero-waste facility
for nearly two decades.
“The lady who started that movement has passed her knowledge
and know-how on to several other plants within the SherwinBBM MAGAZINE | January/February 2021

Williams Company. We don’t have any other zero-waste facilities,
but we have a lot that are getting close.”
In sourcing raw materials, all of Purdy’s synthetic filaments are
made in the United States by DuPont.
“We also offer a handful of white and black natural China bristle
brushes, because there are still oil-based coatings out there, even
though they are starting to dwindle away. The demand for natural
bristles isn’t as high as it once was, but it is still an important
portion of our business,” McKinney said. “All of the natural
filament is a by-product of the food industry in China.
Unfortunately, even before COVID, there was a swine flu in
China. Purdy has a very high premium standard for all raw
materials, as well as a pretty strict in-bound inspection, so it has
been difficult finding the China bristle that we demand. However,
we have been fortunate to have some very good partners in Asia
to help us procure natural bristle.”
Despite the challenges brought about by the pandemic,
McKinney is optimistic about the future of Purdy Corporation.
“I think the future is really bright. We at Purdy are doing a
very good job of being able to shift and flex with all of the
challenges that have been thrown at us during the pandemic. I
think it has only made us stronger,” McKinney said. “What we
are most proud of is we have done everything that we can to
increase productivity, while keeping everyone as safe as
possible. My team is still focused on product development. We
are looking at what is the next new brush, the next new roller
cover — what we are going to introduce next.
“We have some great new products that we will be introducing
this year and next year. Our product pipeline is full, and we are
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“What we are most proud of is we
have done everything that we can to
increase productivity, while keeping
everyone as safe as possible. My
team is still focused on product
development. We are looking at what
is the next new brush, the next new
roller cover — what we are going to
introduce next.”
- Connie McKinney

excited to get new items into painters’ hands.
“We have had to get a little creative on how we receive input
from painters. Normally, we would be traveling to watch painters
using our tools, and getting their feedback in person. Thank
goodness for Zoom, Facetime, Microsoft Teams, etc.
“We have not taken our foot off the gas as far as innovation
goes. I think the best is yet to come.”
Contact: The Sherwin-Williams Company,
101 Prospect Ave. NW, Cleveland, OH 44115.
Phone: 800-547-0780.
Website: www.purdy.com.
E-mail: info@purdy.com.
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Toothbrush Market Grows
As Oral Health Concerns Heighten
By Harrell Kerkhoff | Broom, Brush & Mop Editor

“At-home oral care has certainly been pivotal during
COVID-19. Moreover, the connection to overall health
continues to grow for consumers. We have always believed
that a healthier mouth should lead to a healthier life.”

S

- Dean-Paul Hart

imply distinguishing a toothbrush with a different color
handle and/or filament is often not enough to attract
customers in today’s highly competitive retail marketplace.
Many of today’s toothbrushes are designed and marketed for
individual groups, such as children, senior citizens and those with
disabilities. There are even toothbrushes made for the pet care
industry. The power toothbrush market is also growing, as is the
need for more oral care items such as interdental brushes, dental
floss and flossers, and whitening products.
Broom, Brush & Mop Magazine recently talked with
representatives of two companies involved in the
toothbrush marketplace to learn more about the state of
this important industry.

W

hen it comes to toothbrushes, Compac
Industries offers silicone products for children
under the company’s Baby Buddy by Brilliant
brand, as well as bristle toothbrushes for various ages
under its Brilliant Oral Care brand.
“Our bristle toothbrushes are unique, and we feel
revolutionary, as bristles go all around the brushhead at 360
degrees. We call these our, ‘Can’t-Miss’ toothbrushes that have
‘All-Around bristles for an All-Around clean,’” Compac
Industries President Dean-Paul Hart said. “We provide
both manual and sonic toothbrushes. Branding updates for our
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Brilliant Oral Care line took
place in 2020. Compac Industries has also since launched its
new Oral Care Kits, to help
families start a ‘Lifetime of
Healthy Smiles.’ It includes
three kits for ‘New Baby,’ ‘First
Teeth,’ and ‘Growing Kids.’
“We are also excited to have
recently launched our Brilliant
Kids
Sonic
Toothbrush
characters — Penguin, Duck
Dean-Paul Hart
and the new Dinosaur — with
updated packaging and specifications. Each Kids Sonic
features over 10,000 bristles in round heads, an LED light to
illuminate the mouth and capture a child’s attention, and a 3minute on-off timer with 45-second notifications. The latter
helps the child brushing to remember to move from quadrant
to quadrant (of his/her mouth).”
Overall, 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
brands involve oral care products for humans and pets,
kitchen gadgets, infant/juvenile items as well as cleaning,
skin care and grilling products.
BBM MAGAZINE | January/February 2021

“We take great joy in
delivering common-sense
products to consumers and
customers worldwide.”
- Dean-Paul Hart

“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.
Like most companies around the world, adjustments have
had to be made at Compac Industries
since the start of the COVID-19
pandemic in early 2020. Above all else,
the health of customers and employees
has taken top priority, according to Hart.
“I feel our team has made a big
difference throughout the COVID-19
pandemic. Taking the necessary precautions from the start, we reached out
early to our friends and suppliers in
China, asking them what steps they took
to get back to business. That allowed us
to implement necessary changes ourselves at our end, ahead of the pace,”
Hart said. “Also, our focus on growing
distribution online and being able to
fulfill consumer orders — whether within
the marketplace, through drop shipments
or direct to consumers — played an
important role in keeping us going
through the year.
“Like everyone, we have had to find
ways to adjust in response to retailer
closings, lengthened terms, change in
buying habits and so much more. We are
grateful that all of our product lines have
stayed in demand through the year, with
only demand sources shifting. Even as
demand has shifted from offline to more
online retailers, the reality is, whatever it
takes, the most important thing is to reach
the consumers.
“We remain pleased to see the growth,
and steps for future growth, that our retail
partners are taking each month. At-home
oral care has certainly been pivotal
during COVID-19. Moreover, the
connection to overall health continues to
grow for consumers. We have always
believed that a healthier mouth should
lead to a healthier life. That is true for
children, adults, seniors and pets.”

Hart also spoke about the added demand he is seeing for
sonic and electric toothbrushes.
“There are certainly differences between sonic and
electric; therefore, we are aiming to educate consumers on
those differences. Moreover, our Brilliant Kids Sonic
Toothbrush, with a patented round head, gentle sonic
vibration and LED light, is making the argument for
increased cleaning effectiveness and reach, without
delivering jarring power,” Hart said. “We have further
seen shifts in toothpastes and gels that better work in
tandem with toothbrushes. By offering Spry Tooth Gel,
from a leader in xylitol (a chemical compound), we at
Compac Industries are hoping to deliver whole systems
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“Taking the necessary
precautions from the start, we
reached out early to our
friends and suppliers in China,
asking them what steps they
took to get back to business.
That allowed us to implement
necessary changes ourselves at
our end, ahead of the pace.”
- Dean-Paul Hart

for improved oral health — helping young and old alike.”
He added that xylitol is not designed for pet oral care
applications.
Taking proper care of customers, no matter the current
global situation, remains key. Innovation plays a big part in
helping customers succeed, according to Hart.
“Innovative solutions have much to do with product
delivery. If customers do not receive their products on
time, they will lose confidence in our relationship and our
ability to bring enjoyment as a supplier. Therefore,
Compac Industries’ delivery partners play an essential
role in making sure we meet delivery promises,” Hart
said. “We have also continued to look for new
opportunities outside of the norm. That includes
packaging products for other companies, which is helping
add either part-time, seasonal or full-time work for our
production and administrative employees.
“With the increase of quality people working from home,
there have been new opportunities for us to add outstanding
people to our team.”
Reiterating the importance of successful product delivery
at Compac Industries, Hart added that subscription options
that make “the regular purchases of life” more systematic
and seamless, continue to grow in importance.
“Also, we have found that offering trial options for entrylevel items allows consumers to experience the rich
diversity of our products in the market. When you (as
company representatives) believe in your products, and their
efficacy, you look forward to trial moments from
customers,” Hart said.
When it comes to toothbrush production, Hart said a
focus on greater automation continues to increase the
drive of many manufacturers to keep their costs down;
however, such automation usually takes substantial
capital investments.
“It also doesn’t allow for downturns in demand,” he
said. “A balance between engaging and caring for our
staff continues to drive our management, as it pertains to
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operations. Our employees are No. 1 when it comes to
the success of our company. We need everyone — from
sales, marketing, administration, production, finance,
personnel, compliance and all parts in-between — to
succeed, in order for Compac Industries to run smoothly.
When there are bumps, changes and pandemics that
create seismic shifts from the norm, it is our employees
who successfully work as a team — for the benefit of all
who are connected to our company.
“Last year, we were able to celebrate the anniversaries
of two employees who have been with Compac
Industries for 20 and 30 years, respectively. We are
pleased to have a diverse team of approximately 30
employees who work here, whether daily, part-time or
from their homes.”
As a company, Compac Industries celebrated its 40th
anniversary in 2020. Hart said the company continues to
exist to deliver innovative solutions that make life easier,
and more enjoyable, for people of all ages.

Products from Compac Industries include toothbrushes for children.

“Through our six brands, we offer oral care, baby
products, cleaning items, housewares, skin care, safety and
pet products that truly work. Believing that problems
abound, and that solutions bring enjoyment, we are all about
finding a way to solve the big and little problems of life. As
a result, we love engaging with our customers.”
He added that with ever-increasing competition in an
BBM MAGAZINE | January/February 2021

“Believing that problems
abound, and that solutions
bring enjoyment, we are all
about finding a way to solve
the big and little problems of
life. As a result, we love
engaging with our customers.”
- Dean-Paul Hart

ever-changing world, officials at Compac Industries remain
committed to crafting the company’s message, and then
repeatedly delivering that message.
“Through the tough months of 2020, we continued to
develop our systems and teams, especially our
marketing team. We hope that the investments made in
2020 will allow for continued growth in the new retail
world,” Hart said.
As far as the overall oral care industry is concerned, he
added that a global focus on innovation will hopefully
continue in the years ahead, with the objective of driving
improvements for all at-home care products. That, in
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turn, will help improve overall health for all individuals
and families.
“With innovation and global outreach, due to shared
items found across massive marketplaces, comes the
opportunity to see what else is working around the
globe,” according to Hart.
Visit www.BrilliantOralCare.com
for more information.

F

or best results, proper brushing involves the correct
relationship between toothbrush bristles, teeth and gums.
If the user is not correctly positioning the bristles over
his/her teeth at the gum-line,
then plaque, gingivitis and other
periodontal diseases can occur.
The “Deep V-Groove” bristle
pattern of the Improve®
Toothbrush is designed in such
a way so that the product’s
bristles fit perfectly within the
brushing position recommended by the American Dental
Association (ADA). The design
of longer bristles placed toward
George Fencik
the outer rows of the Improve®
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“We are not out to take over
the big toothbrush companies.
That was never our mission.
Our mission, rather, is to
provide a product that
does a great job.”
- George Fencik

Toothbrush head, with shorter bristles in the center, earned a
U.S. patent and received an ADA Seal of Approval years ago.
Marketed and distributed by Prevent Care Products Inc.,
of Point Pleasant, NJ, the Improve® Toothbrush comes in
two bristle varieties: soft and gentle; and two sizes: adult and
compact. The product originally came in just one version — a
soft adult brush. As the company grew, dentists suggested that
Prevent Care Products introduce more brush types, so a gentle
adult version was added, which has “softer-than-soft” bristles
designed for people with sensitive gums.
“Finally, we introduced our compact brushes because dentists
were recommending our product for children, and suggested we
use a smaller head size. That allows the toothbrush to fit more
comfortably in a child’s mouth. There are also adults who like
to use the compact head. In that way, we now cover nearly the
entire range of users,” Prevent Care Products President/CEO
George Fencik said. “We have been in business since 1984.
Improve® Toothbrushes are sold to dentists in the United States,
Canada, South America and Europe.
“We provide a very unique product. It’s not your average
toothbrush. Its deep grooves help position bristles at an exact
45 degree angle for the most optimal brushing.”
Fencik said the Improve® Toothbrush was originally
developed for people with periodontal issues.

“We can better watch and
control product quality when
our toothbrushes are produced
in the United States.”
- George Fencik

“Those problems will go away if a person uses our product on
a regular basis. Our toothbrush was originally invented by a
dentist looking for a better way to brush teeth. We (Prevent Care
Products) bought the rights to the brush from him,” he said. “It’s
the easiest toothbrush to use, and especially good for kids as
they often don’t pay attention to how well they brush their teeth.
“Over the years, we have received many positive comments
from users. One such comment read, ‘I have been using this
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(type of) toothbrush since 1990, and my dentist sees positive
results with each checkup.’ Another comment said, ‘This
toothbrush is very easy to use for great results.’”
From 1984 to 1995, Improve® Toothbrushes were available
at many major retail stores.
“Unfortunately, as a small company, we just couldn’t
compete very well in the retail marketplace, due to fee
requirements. Therefore, we refined our marketing strategy by
selling directly to consumers,” Fencik said. “Our main
customer base has been developed through recommendations
made by dentists.”
He added that many dentists also recommend the Improve®
Toothbrush to fellow dental professionals, thus helping the
company increase that portion of the business. Also, dental
patients who have moved will often request that their new
dentists supply the product, if they don’t already.
Fencik said business for the Improve® Toothbrush remains
stable, with no great increases or decreases.
“There is not a lot of funds spent on advertising our product.
We mainly rely on word-of-mouth and product samples, along
with promotions from dentists and their recommendations to
patients,” Fencik said. “Prevent Care Products also
participates in social media and direct mail campaigns,
focused on consumers, dentists and hygienists.
“Customer service remains a No. 1 priority at our company.
We receive orders every day via the internet and mail. Those
orders are filled the same day.”
Overall, Fencik is happy with the niche that Improve®
Toothbrush has been able to secure within the dental field.
“We are not out to take over the big toothbrush companies.
That was never our mission. Our mission, rather, is to provide
a product that does a great job,” he said. “Most people who
have used our Improve® Toothbrush first went to either a
dentist or periodontist. They had a problem, started using our
product and saw improvement.”
The Improve® Toothbrush is produced by a contract
manufacturer in Tennessee. Fencik said there is one big
advantage to offering a product made in the USA.
“We can better watch and control product quality when our
toothbrushes are produced in the United States,” he said.
Visit www.improvetoothbrush.com
for more information.
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INDUSTRY NEWS

Deco Products
Continues Investment In Robot Technology

Deco Products recently invested
further in robots used in its zinc die
cast manufacturing process.
“At Deco Products, it is our first
collaborative robot. Collaborative
robots are used in the industry
specifically in areas where people
work. Collaborative robots are safe
to work around humans because of
special sensors that recognize when
it has made contact with a human or
an object foreign to itself. Another
safety adaptation of collaborative
robots is the speed. Collaborative
robots, unlike the industrial robots
used in our plant, are run at a speed
that is slow and controlled,”
according to a company release.
“An alternative to a collaborative robot is an industrial robot. Deco products has industrial robots that are used in a large
part of zinc die cast manufacturing at Deco Products. Industrial robots are secured in a cage, keeping them out of human
way to prevent injuries. Industrial robots work by recognizing a part, grasping the part, trimming the part, properly
discarding the scrap, and placing the manufactured part in the appropriate location. This allows production associates and
machine operators to focus on the production of other parts, thus
speeding up production.”
Deco Products said its
intent is to use the collaborative robot for buffing
zinc die cast parts which
hold sharp edges after
being trimmed.
“This will be our first
robot used outside a cage,
and right alongside our
production associates. Deco
Product’s collab orative
robot will be used for
exactly as its name says, ‘a
collaboration with our
production associates for
producing consistent high
quality parts.’”
Deco Products has been a “Made in USA” zinc die casting
manufacturer since 1960. The company provides service and
quality products for a multitude of industries including custom
precision engineered zinc die casting, powder coating, assembly,
CNC Machining, and DFM-Part Design.
“Deco has been a stable and reliable supplier to the industry
and continuously strives for being the best value for its key
partner/customers.”
For more information, visit www.decoprod.com.
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OBITURARIES

Mary S. Fitzgerald, Torrington Brush Works

Mary S. Fitzgerald, 60, of Bradenton, FL,
Her children, Michael Grimaldi, his sister
formerly of Wassaic, NY, died, surrounded
Stephanie Steury and eventually their
by her family, January 27, 2021 at her home.
younger brother, Josh, will lead the company.
She was born on February 27, 1960, in
She is survived by her son, Michael J.
Sharon, CT, to Richard and Edna Mae
Grimaldi, and his wife, Kristina; her
(Kruger) Miller. She graduated from
daughter, Stephanie M. Steury, and her
Webutuck Central School in Amenia, NY.
husband, Coleton; and her son, Joshua
She moved to Bradenton, FL, 32 years
Fitzgerald, all living in Bradenton, FL.
ago. She married Sidney W. Fitzgerald
She is also survived by a sister, Martha
May 20, 2000. She was the owner and
Fitzgerald, and her husband, John Fitzpresident of Torrington Brush Works in
gerald of Sarasota, FL; a brother, David C.
Sarasota, FL, and Torrington, CT.
Miller, and his wife, Lisa, and nephew,
Mary S. Fitzgerald
Special interests included camping,
David P. Miller of Sharon, CT.
concerts, playing the piano, volunteering at her children’s
Several aunts, uncles and cousins also survive.
school and serving as a volunteer at animal shelters. She
She is also survived by her beloved animals, dogs Zeek,
enjoyed attending various churches, and enjoyed spending Theodore, Sebastian and her cat, Jezebel.
time with her family.
She was preceded in death by her husband, Sidney; a
She was well respected in the brush industry for her brother, Paul; and her parents.
leadership of Torrington Brush Works following the death
Private family services were held. Memorial donations
of her husband, Sidney, nearly 12 years ago. She is credited can be made to the Moffit Cancer Center of Tampa, FL, or
with, not only, continuing the company, but with the growth Tidewell Hospice of Florida.
of the company. She had a very close relationship with the
employees who say she made it a pleasure to come to work.
To send condolences, visit toalebrothers.com.

Nate Zappola, Mill-Rose Product
Development Director

Nate Zappola

Brush industry manufacturers, suppliers, friends and
family are mourning the loss
of Nathan Thomas Zappola,
director of new product development for The Mill-Rose
Company.
He died Wednesday morning, December 30, at the age
of 74.

Emerging Leaders Group For Industry
Professionals Up To Age 45

ABMA has created ABMA Emerging Leaders, a peer
networking and leadership group with the goal of connecting
young industry professionals to further develop their
interests, expertise and leadership within the industry.
The group is open to anyone up to age 45, who is actively
engaged in the broom, brush, roller, mop or paint brush
industry, and whose organizaton is an ABMA member.
The group will offer professional development
workshops, seminars, webinars and complementary
networking events and opportunities.
For more information, contact ABMA.org.
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ABCO Cleaning Products Installs An Additional 2,000 Solar Panels
To Power Honduras Manufacturing Facility

“ABCO Cleaning Products, specializing in sustainable
cleaning tools, completed a large solar panel installation at its
facility in Choloma, a city in the Honduran department of
Cortés. Proving its commitment to environmentally
responsible manufacturing, ABCO expanded its solar
capabilities by installing an additional 2,058 solar panels at the
site, which collectively generate 1 megawatt (MW) of power,
according to the company.
“This solar array will help power our operations with
clean energy as we continue to minimize environmental
impact throughout our vertically integrated process,” said
Jose German Lopez, facility manager at the Choloma plant.
“Sustainability is always a priority for us, from the way we
manage the production process to how we design durable
and innovative cleaning tools.”
According to a release, “At the Honduras facility,
employees transform recycled clothing scrap into ABCO’s
Green Seal® certified Natura Yarn mop heads, in addition
to supporting manufacturing for other key products. The
solar panels will reduce greenhouse gas output from the
facility, while providing a significant portion of the
energy needed to power daily operations.”

“We anticipate short-term and long-term benefits from
this installation,” said Carlos Albir Sr., president of ABCO.
“Clean energy is a cornerstone of a sustainable future, and
we will continue to pursue environmentally conscious
solutions like solar power throughout our business.”
ABCO Products is a family-owned, Certified Minority
Business Enterprise headquartered in Miami, FL. For more
information, visit www.abcoproducts.com.

Redtree Industries Launches
Updated Website

“Redtree Industries has launched its updated website,
www.redtreeind.com, which includes a fully functioning
eCommerce platform. Now, it’s easy to buy paintbrushes, paint
rollers, and paint accessories online. The Redtree website
incorporates a ‘Multi-Dynamic Faceted Navigation’ search
engine powered by ‘Wizardry.’
"We have revolutionized the ability to purchase paintbrush tools
with this website," said John Leone, Redtree president/CEO.
"Because users search in many ways, it can be difficult for
customers to precisely describe the exact paint tool they need. With
three Wizards to choose from, plus pictures and text, a customer can
easily find the paint tool needed, quickly.”
The updated Redtree website includes a “compare” feature
if customers are torn between the features of up to three
products, and a hyperlink to the Redtree Industries catalog
page, for additional information.
Redtree Industries, LLC, is an ISO 9001:2015 certified
manufacturer of paintbrushes, paint roller, and paint accessories.
Established in 1976, Redtree manufactures a complete line of high
quality brushes and rollers specifically designed for Marine paints.
Redtree's products are compatible with all types of marine coatings
from topside finishes to anti-fouling paints.
“Redtree formulates and handcrafts its brushes and rollers for
maximum painting performance. This assures fine finish results
with all top coats including enamels, varnishes, and urethanes as
well as bottom paints, “ said the company.
BBM MAGAZINE | January/February 2021
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INDUSTRY NEWS

Jones Family Of Companies Strengthens Operations And
Human Resources Teams With 3 New Hires

The most recent additions to the Jones family are Pranil
Vora as manager of quality engineering and performance
improvement in Morristown, TN; Alex Webster as plant
operations manager in Humboldt, TN; and Kassey Cruz as
HR generalist and operations recruiter in Charlotte, NC.
“Pranil Vora joins Jones at the height of an admirable,
decorated academic and professional career. While earning a
bachelor's degree at the D.K.T.E Textile and Engineering
Institute in India, Vora
participated in three separate internships and
received a number of
achievements and certifications from institutions
around the world, as well
as having articles published in several notable
textile publications. In
May 2020, Vora earned an
M.S. in Textile EngineerPranil Vora, manager of quality
ing from North Carolina
engineering and performance
State University in
improvement
Raleigh. Professionally, he
has worked in the research and development departments at
Mann+Hummel's filters division and most recently at The
Nonwovens Institute, becoming proficient in several aspects of
the nonwovens industry. Vora's knowledge and skill in textile
research will allow him to innovate products and methods of
production, to ensure that Jones maintains the standards that its
customers expect.
"We are thankful for the opportunity for Pranil to join our
team," said William Moore, director of sales operations and
innovation. "We were very impressed by his strong technical
textile background and the experience he has gathered thus
far, and we anticipate continued greatness from him during
his career here."
Since earning a bachelor's degree from The Citadel, The
Military College of South Carolina, in 2016, Alex Webster has
built a strong and diverse career in the textile industry.
Immediately after graduation, he began working in
management for Parkdale Mills, overseeing the carding
department and assisting in upgrades to the Thomasville, NC,
production plant. In 2019, he began working for Frontier Yarns,
moving between supervisor and management roles at three
separate facilities across the southeast U.S. Webster's extensive
leadership experience will provide even greater structure and
efficiency to Jones' Humboldt plant.
"Alex has exemplified leadership throughout his whole
career. He is a great fit to take the lead in a management role
at our Humboldt fiber plant, and we are glad to have him,"
Monica Cadaret, vice president of operations said. "The
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talent present in both
Pranil and Alex will be
great assets to us going
forward, and I hope to
see them elevate operations in all of our
nonwovens plants to a
whole new level."
Kassey Cruz joins the
Jones business office
located in Charlotte, NC.
Cruz earned a bachelor's
Alex Webster,
degree in psychology
plant operations manager
from Montclair State
University in New Jersey, achieving a certification in human
resources management in 2020. During her undergraduate
years, Cruz participated in an HR internship at Urban
CoalHouse, gaining valuable experience in managing the
infrastructure of a workplace. After graduation, she joined
Sumitomo Mitsui Trust Bank in New York City as an HR
generalist, further developing skills in HR management
and recruitment. With Jones, she is leading direct
recruitment efforts for manufacturing associates across all
five nonwovens plants.
"Kassey brings to Jones a much needed skill set to attract,
recruit, train, and develop associates for longterm careers at
Jones," said Doug Mcillvaine, CFO at Jones.
With business offices in Charlotte, NC, Richmond, VA,
and Humboldt, TN, and
production facilities in
Morristown, TN, Humboldt, TN, and North Las
Vegas, NV, Jones was
founded in 1936 as a
provider of sustainable
yarn solutions primarily
for the floor care
industry. Today, Jones
Nonwovens business includes engineered nonKassey Cruz, HR generalist and
woven products spannoperations recruiter
ing multiple markets
such as sleep, furniture, cold chain and protective
packaging, acoustics, and floor care. Additionally, Jones
provides value-added services to clients such as
warehousing, packaging, and distribution. For more than
80 years, Jones continues to be dedicated to its original
mission of introducing new product innovations,
responsible manufacturing, and building strong customer
and supplier relationships that leave a lasting
impression.
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Jones Family Of Companies Welcomes
New Senior Vice President Of Operations

Jones Family of Companies, a leading manufacturer of
Jewell is a graduate of Kennedy Western University, holds a
technical and engineered nonwoven and floorcare products, Six Sigma Black Belt certification and is a U.S. Army veteran.
has hired Mike Jewell as senior vice president of operations.
"We are fortunate, at this stage in Jones’ growth path, to
“With more than 25 years of manufacturing, supply chain, have Mike join our team. As a member of our executive
and business improvement experience,
leadership team, Mike will complement
Jewell joins the Jones team to lead its
our efforts to navigate continuous
manufacturing, engineering, and supply
growth and support our desire to serve
chain operations,” said the company.
our customers with superior quality and
“Mike embraces visual management
capabilities,” Davis said.
and team engagement on the
The company has business offices in
manufacturing floor. He believes in
Charlotte, NC; Richmond, VA; and
highly disciplined operations and lean
Humboldt, TN; and production facilities
standards," said CP Davis, CEO of
in Morristown, TN; Humboldt, TN;
Jones. "Mike passionately supports
North Las Vegas, NV; and Amherst, NH.
individual and team training and
Jones was founded in 1936 as a
development to drive day-to-day
provider of sustainable yarn solutions
performance improvements and enprimarily for the floor care industry.
hance team morale and safety.”
Today, Jones Nonwovens business
Mike Jewell
Prior to joining Jones, Jewell served as
includes engineered nonwoven products
vice president of operations for a major building and home spanning multiple markets such as sleep, furniture, cold
products manufacturer, and led multiple production sites chain and protective packaging, acoustics, automotive/
throughout the East Coast, guiding over 1,500 employees to transportation, floor care, and pet care. Additionally, Jones
operational excellence. Jewell has also held progressive provides value-added services to clients such as
leadership assignments with both family-owned and private warehousing, packaging, and distribution.
equity-backed companies in operations, quality assurance, and
business development across multiple industries including
For more information,
durable goods, steel fabrication, and automotive sectors.
visit jonesyarn.com.

Scott Tanis Retires From Tanis Incorporated

New Owner Nick Mallinger, President/CEO

After 33 years, Scott Tanis has sold
Tanis Incorporated, a business started
by Scott Tanis and his late father,
Chuck Tanis, to Nick Mallinger.
“Tanis Incorporated has grown over
the last 30 years to three manufacturing
facilities. Tanis provides industrial and
medical customers a complete line of
brush configurations for surface
conditioning, sealing, materials movement, cleaning and many other applications. Tanis now employs 120,”
according to the press release.
Scott Tanis said, “Retiring and
selling the company is bittersweet, but
I know I am leaving the company in
great hands. I am confident the Tanis
name will continue to grow stronger
under its new leadership, and I’m
BBM MAGAZINE | January/February 2021

excited to see what’s in store.”
Nick Mallinger, a private investor,
acquired Tanis Incorporated on
December 23, 2020, and is now the
company’s president and CEO.
Mallinger previously ran Metal-Era, a
family business based in Waukesha,
WI, owned by the Mallinger family
prior to its sale earlier in 2020.
Mallinger said, “I know I have huge
shoes to fill with Scott no longer with
the company, but I know, over time, I
will do my best to keep the same family
culture that has been in place since
1987. I am excited to continue the Tanis
legacy by providing the industry with
leading customer centric service and
quality products.”
Visit tanisbrush.com.

Scott Tanis
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INDUSTRY NEWS

Sherwin-Williams CEO John Morikis
To Chair Harvard JCHS Policy Advisory Board

John Morikis, chairman/CEO of The
Morikis. “The center is an important and
Sherwin-Williams Company, is the new chair
trusted source of information and analysis of
of the Policy Advisory Board (PAB) of the
housing market conditions, and I look forward
Harvard Joint Center for Housing Studies.
to doing my part to help both the center, and
“As our Policy Advisory Board enters its
the PAB, build bridges between industry,
50th year of supporting housing research at
policy, and academia.”
Harvard, I couldn’t be more pleased to have
The center also announced that the
John at the helm,” said Chris Herbert,
board’s new vice chair is Robert
managing director of the Joint Center for
Schottenstein, chairman, president, and
Housing Studies. “He brings nearly four
CEO of M/I Homes.
decades of experience in the U.S. housing
The Harvard Joint Center for Housing
industry that will be invaluable in helping
Studies advances understanding of housing
the PAB further its mission of advancing
issues and informs policy. Through its
housing as a national priority.”
research, education, and public outreach
John Morikis
Morikis has been the CEO of Sherwinprograms, the center helps leaders in
Williams since 2015. He began his career as a management government, business, and the civic sectors make decisions that
trainee with the company in 1984, and is the first management effectively address the needs of cities and communities.through
trainee to become CEO. Morikis also serves as vice chairman graduate and executive courses, as well as fellowships and
of University Hospital System in Cleveland, and is a member internship opportunities. The center also trains and inspires the
of the board of directors of Fortune Brands Home and Security, next generation of housing leaders.
the American Coatings Association and the Greater Cleveland
Established in 1971, the Joint Center for Housing Studies
Partnership. He holds bachelor degrees in both business Policy Advisory Board has a longstanding history of
administration and psychology from Saint Joseph’s College and supporting housing research at Harvard. The group also
a master’s degree in business from National Louis University. serves as a distinguished national forum for leading
In 2020, Morikis also led the effort to establish an companies across all industries with interests in the future of
Inclusion & Diversity Forum for the PAB, as an opportunity housing, including homebuilding, building materials
for listening, learning, and best practice sharing on manufacturing and distribution, housing and mortgage
attracting, engaging, developing, and progressing finance, industry media, design, construction, and
underrepresented talent throughout PAB companies while renovation. Representatives on the board play an important
building inclusive cultures.
role in identifying emerging issues and trends and are
“I am honored to step into the chair position of the PAB,” said committed to advancing housing as a national priority.

The New Malish Flex Scrub™ Bristled Floor Pad

The Flex Scrub™ Bristled Floor Pad, developed by The
Malish Corporation, blends the easy installation of a traditional
floor pad with the robust cleaning power of a brush. Flex
Scrub™ bristles reach in to lift dirt from highs, lows and
textures, dramatically boosting floor cleanliness, making it the
ultimate bristled pad.
Feature-Rich Design Delivers Multiple Benefits
The design of the Flex Coupler, a quick-change universal
adaptor (patent pending design), allows Flex Scrub™ pads to
easily attach to any pad driver. Flex Scrub™ bristled pads fit
most 175-350 rpm machines, including single-disc, auto
scrubber, ride-on and orbital machines.
The irregular bristles give Flex Scrub™ pads a
cleaning advantage.
The Advantages – And Savings – Add Up
Flex Scrub™ bristled floor pads outlast traditional floor pads,
while reducing labor and product costs. This unique product
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attaches quickly, won’t gum up
when cleaning or stripping,
doesn’t require operators to stop
and flip, and, because it’s selfcleaning, eliminates the need for
wash out. Bristled floor pads last
longer. The bristled pad colors
match directly with traditional
floor pad colors.
A Deeper Clean For Occupied Interior Spaces
“Concern about the COVID-19 pandemic has only further
emphasized the importance of building cleanliness,” said
Jeff Malish, president and CEO of The Malish Corporation.
“That’s why the deep-cleaning properties of Flex Scrub™,
which can help provide a safer, healthier interior
environment, are especially advantageous today.”
Visit Malish.com.
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UNDERSTANDING WHAT THE

21st CENTURY

Customer Wants
AND EXPECTS
VITAL TO COMPANY’S SUCCESS
By Rick Mullen | Broom, Brush & Mop Associate Editor

I

n his presentation titled “Understanding the 21st often an “amazing thing happens.”
Century Customer,” Ron Segura, speaking to an
“When your foot takes that first step onto the
audience primarily of cleaning industry dealership property, all the strategy disintegrates, and
professionals, said, “Who is the 21st century you get caught in the vortex of buying a car,” he said.
customer? It is you and I. In fact, when we look at the “We have all been there. The salesman takes you into
way we buy and the type of service
a room and talks to you a little bit.
we expect, we can really see we
Then, he goes away to talk to the
have changed over the years.”
sales manager to see if he can get the
Segura, a cleaning industry
deal you want. After that, the sales
expert/consultant,
and
manager comes out, and then he goes
president/founder of Segura &
into another room and out comes the
Associates, gave his remarks via a
finance manager.
video presentation, which was part
“At the end of the car buying
of the recent ISSA Show North
session, three to four hours have
America Virtual Experience.
passed. That is the way we used to
To illustrate how the buying
buy — very traumatic.”
process and the service expected by
The way people approach buying
consumers and customers has
today is much different — no more
changed over the years, Segura
going to the yellow pages to find a
alluded to his experiences while
store that sells what a person wants
buying an automobile.
to buy, Segura said. Rather, the
Ron Segura
“One of the most traumatic
modern day customer and industry
experiences for me has always been purchasing a buyer rely on the internet.
vehicle,” Segura said.
“By going to the internet, you can find exactly what
To prepare for car shopping, Segura would devise a you want, at exactly what you want to pay and you
strategy. He would set a ceiling on the price he was don’t even have to pick it up — you can have it
willing to pay, as well as listing the features he would like. delivered,” Segura said.
“Once I formulated a plan and it was finalized, off
For those who are still skeptical about how
I went to the car dealership,” Segura said, adding, widespread and popular shopping online is, Segura
when a person goes to the car dealership, plan in hand, suggested, “Pop your head outside your door one day
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and count all the UPS, FedEx and Amazon trucks that
are making deliveries to people who have purchased
products online.”
In the context of the cleaning industry, cleaning
contractors and jan/san distributors deal with similar
types of customers, Segura said.
“The 21st century customer is an individual who
wants service providers that are proactive,” Segura
said. “When we make a presentation

and emphasize that we are going
to be a customer’s partner, the
21st century customer is going to
hold us to it.”

In dealing with the 21st century customer, Segura
suggested to stick to what is promised.
“In the heat of the battle of obtaining a new account,
we may throw things on the table that we know we are
never going to able to do. We hope that, somewhere
along the line, maybe those promises will be forgotten.
The 21st century customer is going to hold you to it. So,
only promise what you are able to deliver.”
Therefore, Segura said, it is important to make it clear
to the customer what he/she can expect in the way of
service. To do so, a company must look within and be
clear on what it can, and cannot, successfully accomplish.
“We really need to know our company. What are
the things that make us good? What are the things that
separate us from the rest of the pack? These are the
things the customer wants to know,” Segura said.

A

THE EVOLUTION OF COMMUNICATIONS

nother crucial aspect of dealing with the 21st
century customer is understanding how
communications between companies and
their clients have evolved over the years.
“What happens when you text someone and he/she
doesn’t respond within a few minutes? Do you get
anxious? Do you start to think about what is wrong
with that person, ‘It has been five minutes since I
texted him/her?’” Segura asked. “We are in an age
when people want instant responses.
“I’ve been in this business nearly 55 years. When I
was on the contracting side 40 years ago, we didn’t
have instant communication. There was a form called
‘while you were out.’ The customer would call and a
receptionist would write the information on the form.
If a customer called in the morning, he/she knew you
would call back by the end of the day. That would
never fly today, because that’s not the way we
communicate.”
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In this age of instant response,
engaging with customers beyond
regular routine visits, while
letting them know their vendor or
contractor is focusing on their
needs, is critical.

“When we are able to respond to the 21st century
customer quickly, it starts to build loyalty, and that is
what we need,” Segura said. “Instant communication
is also what we (contractors or distributors) expect, so
we always need to remain connected.”
In the evolution of how companies and clients
communicated, the next step up from a phone call to
the main office and the “while you were out” pad
involved an electronic tool.
“Somebody came up with a device that we hooked to
our hip — a pager. Some of you may have had voice
pagers, where we could get information from customers.
Of course, we also had the regular mail,” Segura said.
“Technology really took off when we started to use fax
machines. We thought that was the best. It could never
get better than that. Then we got email, and we were able
to communicate instantly, anywhere in the world.
“Now, we have cellphones that also enable us to
have instant communication with our customers,
which is what is needed.”
It is attractive to the 21st century customer when a
company is able to sell and market its ability to
instantly communicate with customers, by way of
modern technologies, Segura said.
Indeed, according to Segura, the 21st century
customer seeks to work with contractors/distributors
that take his/her problems personally.
“When you receive a request or complaint from a
customer, he/she must have the confidence that you
are going to act on it right away, and not just put it to
the side,” Segura said.

S

THE 21st CENTURY SALES PROCESS

egura told the story of how, in the “old
days,” the process of letting bids was
accomplished.
“In the old days of our industry, when it was time to go
out to bid, we would go to the file cabinet and pull out a
folder,” Segura said. “In that folder were marketing or
sales materials that had been sent to us during the past
couple of years. We would contact all of those people and
invite them to participate in the bid process.
“It wasn’t unusual to have maybe 10 to 15
companies or more participate in bid walks. The
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interesting thing was, out of the 10 to 15 companies,
about 7 percent might not have been capable of
providing the service that was expected.”
Again, the 21st century customer relies on the internet.
In his consultation work, Segura helps companies put
their projects out for bids. He encourages clients to
peruse websites of potential bidders.
“We want to see what ‘benefits’ of doing business
with a particular company are posted on its website
— what points are highlighted,” Segura said.
The goal is to determine if a particular website only
lists and highlights the ‘features’ of a business, rather
than its “benefits.” Segura pointed out there is a
difference between a “benefit” and a “feature.”
“Go back to the purchasing of an automobile. What
would be a feature of an automobile?” Segura asked.
“Features would include the type of tires, an automatic or
manual transmission, air conditioning, power windows, a
radio, etc. But, do features motivate a person to purchase
a vehicle? In most cases, no.

“A company might also highlight the benefits of the
chemicals it offers by saying, ‘We use chemicals that
don’t impact people who have asthma and allergies,
which has a positive impact on workers,’” Segura said.
“‘We use the latest technologies that have a positive
impact on the health of employees. They also contribute
to productivity within your organization, and it helps us
to continually raise the level of service that we provide.’
“Another feature commonly listed is, ‘We are a
green company. We use green chemicals and
equipment.’ What does that mean? What is the benefit
I’m going to receive from that feature?
“The answer could be, ‘We are not only creating a
healthier workplace by using green products, we are
also having a tremendous impact on the world that we
live in.’

One common feature companies list on their
websites is a statement about how long they have
been in business.
“Let’s say a company has been in business for 50
years, and has that highlighted on its website. Is that
a feature or a benefit?” Segura asked. “It is a feature
— you have been in business a long time.”
The 21st century customer is looking for benefits.
How might a company tie the feature of longevity in
business to a benefit?
“A company could say something like, ‘During
those 50 years in business, we have been able to
identify what needs to be done to minimize repetitive
problems. We have developed systems and processes
so we are able to have maximum communication with
our contacts, which has been very beneficial to
them,’” Segura said. “That is showing the benefit the
customer would receive.”
Another common feature companies list on
websites is, “We use the latest technologies.”
“That seems like a pretty good statement,” Segura
said. “But what are the benefits of using the latest
technologies?”
Segura gave the example of a company offering the
latest in high-tech vacuums. The company might
emphasize its vacuums have the latest filtration
technology, which results in a more dust-free
environment.

T

“You need to look at your
website. What are the features a
potential buyer would see?”
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“It is easy to bombard your
customers with the features of
your service, but, always remember, they want to know how the
features are beneficial to them.
It is not features, but benefits
that really sell.”
THE IMPACT OF COVID-19

he way companies buy and the service that is
expected has, indeed, changed the cleaning
industry as the second decade of the still
young 21st century has just ended. Additionally,
COVID-19 has had a significant impact on the
cleaning segment.
“I want you (the viewing audience) to really
appreciate that today’s customers want what you have
— you have something that they need,” Segura said.
And what might that be? — knowledge and
expertise.
Segura said he has attended a number of meetings
lately where what to do when companies begin to
reoccupy their facilities was discussed.
Questions asked included, “How do we make
buildings safe? How do we get across to the occupants
of a building that it is going to be safe and healthy?”
“That is where you (cleaning professionals) come
in,” Segura said. “You have the ability to educate
customers about what cleaning, sanitation and
disinfection are, and how they all play a part together.
“Keep in mind that a lot of potential and new
customers have been home. They have been watching all
the news channels. They understand when they go back
to work, that their building has to be disinfected.”
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One of the first things Segura suggested is meeting
with customers to explain the difference between
“deep” cleaning and “disinfecting.”
“For example, you might get a call from a
customer who says, ‘We need to have you (a
contract cleaning company) come in and do a deep
cleaning. The reason we need to have a deep
cleaning is because we had some people test
positive,’” Segura said.
It is important to meet with such a customer and
make sure he/she understands what deep cleaning
entails, and that it doesn’t necessarily include
disinfecting, Segura said.
“I had a person relate an incident to me where a
person wanted deep cleaning, but he didn’t feel
disinfecting was needed,” Segura said. “This is
where we become the experts to this 21st century
customer, because we can sit down and we can tell
him, here’s the difference.
“Disinfecting is really what that person needs in
order to make his building safe, and that information
will come from us.
“Our customers have had to change how they
operate during this pandemic. For example, hotels
and convention centers have meeting spaces. It used
to be that the salesperson from these venues would
deal with the a meeting planner for a company
wanting to use the meeting rooms. Not anymore.
Included in that discussion are risk management and
safety people.”
Customers want to be educated about what to do
to keep their buildings safe. They want to be shown
how to sanitize properly during the times between
disinfecting, Segura said.
“You have an opportunity to be the experts,”
Segura said. “Now market that expertise to
vendor
the
21st
customers. The

With the background of adapting how to
understand and best serve the 21st century customer
in the midst of a worldwide pandemic, Segura took
his audience on a little trip down memory lane to
emphasize the industry’s resilience.
“One thing we always want to keep in mind is, we
have come so far and have changed so many times,”
Segura said. “I can remember when we would use
ammoniated products and chemicals with 25 percent
hydrochloric acid. Our floor machines were so
heavy that two or three people had to take them off
a truck. But all that has changed now.”
Segura said the pandemic has shown how the
cleaning industry is able to “pull together” to
navigate the negative impact of the crisis.
Segura also recalled when he first started in the
industry and was asked the question, “What do you do?”
“I can remember the looks I got — ‘Poor guy.
Doesn’t know how to do anything else, so he has to
clean and be a janitor,’” Segura said.
As the industry has grown and evolved over the
years, so has its image as a viable career path for
those seeking a meaningful profession.
Many people whose parents may have wanted them
to be lawyers, accountants, chemists, etc., have opted
for careers in the cleaning industry, Segura said.
“Look at what we have today. Second and third
generations in the cleaning industry are running
companies and taking them to the next level,”
Segura said. “We (as an industry) have

W

With 17 years of consulting experience, both
domestically and internationally, Segura has
assisted organizations to be able to perform at
maximum efficiencies, while raising the quality of
service. He is the author of numerous monthly
articles in various trade journals worldwide. He has
been a speaker and presenter for cleaning
organizations throughout the United States, Mexico,
Brazil and elsewhere.

century customer seeks is one that
can adapt quickly, be serious
about what they do and always be
ready for challenges that arise.”
‘YOU’VE COME A LONG WAY, BABY’

hile 2020 will be remembered as a time
of social upheaval, unprecedented
societal changes and incredible
challenges brought on by the COVID-19 pandemic,
Segura reminded his audience the cleaning industry
is no stranger when it comes to dealing with change.
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arrived. We are able to contribute
to a healthy environment, to
higher scores in schools and
increases in productivity due to
what we offer. We have raised the
bar of professionalism.

“I’ve been in this business for more than 55 years,
and I enjoy it now more than ever. I know there is a
new generation who will carry this industry to the
next level.”

BBM MAGAZINE | January/February 2021

HMU

90 brushes per minute
HIGH-SPEED ASSEMBLY MACHINE
FOR INTERDENTAL BRUSHES WITH HANDLES
High output : up to 90 assembled brushes per minute
Identical handle dimensions for a wide range of brush sizes
Excellent retention of the brush in the handle
Quick change-over between different brush sizes
Instantaneous change-over between handle colours : no overmolding
Compact footprint
Quality inspection of the assembled product optionally available

www.boucherieborghigroup.com
www.boucherie.com

