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Thomas O'Connor
Lanoco Specialty Wire Products 

Co-Founder And Previous President
Thomas S. O’Connor, 78, formerly of Dennis, MA, died Thursday,

Feb 11, in UMASS Medical Center following a brief illness.
He is survived by his wife of 54 years, Mary Ellen (Bradley)

O’Connor; a daughter, Maureen and
her husband, William Rocheleau, of
Worcester; his son-in-law, Michael
Erickson, of Auburn; his grand-
daughter, Elizabeth Erickson; sister-
in-law, Kathleen Lannon, and her
husband, John, of Millbury; sister-in-
law, Ann Walsh, of Boylston; and
many nieces, nephews and friends.
He was preceded in death by his

parents, John and Anna (Neville)
O’Connor; his daughter, Susan M.

Erickson; his brothers, John and Patrick O’Connor; and, his sisters,
Margaret Hultgren and Patricia O’Connor.
He attended Worcester Boy’s Trade, and then enlisted in the

United States Air Force for four years. Following his military
service, he graduated from Becker Jr. College and the University
of Massachusetts at Amherst, and received a master’s degree in
business administration from Clark University.
He worked many years at Parker and Harper Manufacturing, then

co-founded the family business, Lanoco Specialty Wire Products, Inc.
He was president of the company for 25 years until his retirement.
He enjoyed many years golfing in Florida, fishing and boating

in Cape Cod Bay and traveling throughout the United States and
Europe.
The service honoring his life is available as a recording. For

more information, visit www.mulhane.com/obituary/Thomas-
OConnor.
Memorial contributions may be made to the American Heart

Association, PO Box 417005, Boston, MA, 02241-7005 or at
www.heart.org. 

OBITUARY





ABMA ANNUAL CONVENTION
SUCCEEDS IN VIRTUAL FORMAT

104TH

Virtual events became the norm throughout much of 2020,
and continue in 2021, due to the ongoing battle with
COVID-19. Adjustments have had to be made by

individuals, companies and trade associations alike. It was against
such a backdrop that the 104th American Brush Manufacturers
Association (ABMA) Annual Convention was conducted
virtually, with events March 17-19, 2021. 
Originally scheduled for an oceanfront resort near San Diego,

CA, attendees at this year’s convention met while in front of their
electronic devices. They virtually participated in the ABMA
General Session, an inaugural ABMA Emerging Leaders event
(see accompanying article on page 18), the Paul M. Miller
Welcome Reception (which included an interactive game show
trivia format) and two days of ABMA “Face 2 Face” meetings.
According to ABMA Executive Director David Parr, there

were 102 participants at the General Session. Meanwhile, 28
supplier companies exhibited during the two-day Face 2 Face
meetings, with 68 companies registered for the event.
ABMA President Scott Enchelmaier, of The Industrial Brush

Co., Fairfield, NJ, noted the uniqueness of this year’s convention
during his introductory remarks at the General Session.
“I thank everyone for taking time out of their busy schedules to

meet with us today. We recognize a virtual meeting is a far cry
from gathering in person in sunny San Diego. However, there is
important business that needs to be conducted to ensure that our
association continues to function, regardless of the
circumstances,” Enchelmaier said. “Serving as ABMA president

during the first year of my two-year term was what I expected. As
president, it included presiding over the ABMA Annual
Convention (March 2020 in St. Petersburg, FL), and attending the
(2019) FEIBP/European Brushware Federation Congress (in
Lucerne, Switzerland). Those are all things I had signed up for as
ABMA president. 
“Needless to say, the second year of my term was entirely

different — and I might add — less glamorous. It was during
that time our member companies came under enormous stress,
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having to face COVID-related issues while working to achieve
essential business status. They also had to go through the
process of PPP loan applications and PPP loan forgiveness.
Most importantly, they were busy maintaining a healthy and
safe workplace during a global pandemic.”
Enchelmaier added the pandemic completely changed the

agenda and plans of the ABMA board of directors and
membership. By the spring of 2020, he said, ABMA refocused it
direction in response to COVID-19. That included hosting virtual
meetings with members to discuss, and share advice, in response
to the various pandemic challenges.  
“We faced many shared challenges through those (virtual)

meetings as the pandemic unfolded,” Enchelmaier said. “It was
also very nice to see so many ABMA-friendly faces on Zoom, as
we were all locked down in our respective ‘bunkers.’ 
“In addition, ABMA developed a COVID-19 web resource page

for member-use that continues to feature timely information. Also,
ABMA sends out COVID-19 monthly surveys, allowing members
to see how their companies are faring, relative to others in our
industry. In 2021, the monthly surveys have started to track
recovery and return-to-work issues. They take just one to two
minutes to complete, and feature four to five questions. All
information is collected by a secured third party.”
He added that several changes within the ABMA service offering

have begun to take shape, stemming from the association’s “2020
Vision For The Future” initiative. The measure was highlighted and
approved during the 2020 ABMA Annual Convention, just prior to
many COVID-19 shutdowns. 
Among new opportunities for members are the ABMA

Emerging Leaders program and the ABMA Educational
Institute Webinars.
“The Emerging Leaders

program is a peer networking
group for people in our
association who are 45-years-
old and younger. Participants
will be among those who
represent the future of our
association and our industry.
They are young professionals
who will brainstorm, create,
network and organize. We ask
company leaders within our
association to encourage their
younger team members to
participate, and are very
excited to add Emerging Leaders to the ABMA value
proposition,” Enchelmaier said. “Meanwhile, the new ABMA
Educational Institute Webinars are designed to specifically
target important topics and issues for the benefit of our member
individuals and companies.”
Enchelmaier concluded his General Session remarks by thanking

all those who have helped ABMA during the trying pandemic. 
“The second year of my term may not have been what I

expected, but I’m extremely proud of the work that was done by
our committee members, task force participants, board of
directors, and especially our executive director, David Parr,”
Enchelmaier said. 
He added that many ABMA activities in 2020 had to be created

from scratch. It’s Enchelmaier’s hope that such efforts have truly

helped ABMA members during this special time of need. 
“Thank you for helping make those programs possible,”

Enchelmaier concluded.  

NEW ABMA BOARD ELECTED 
FOR 2021-2023 TERM

This year’s General Session included the biennial election of
ABMA officers and board members for the 2021-2023 term.
Those elected during the session are as follows: 

Officers: President — Gregory C. Miller, of The Mill Rose
Co., Mentor, OH; Vice President — Christopher Monahan, of
Brush Fibers Inc., Arcola, IL; Treasurer — R.J. Lindstrom, of
Zephyr Mfg., Sedalia, MO; and Past President — Scott
Enchelmaier, of The Industrial Brush Co., Fairfield, NJ; and,
Board Members: Charles Coward, of Hill Brush, Mere, United

Kingdom; Mark Eichelberger, of Sherwin Williams, Cleveland,
OH; Tim Hack, of Epic Resins, Palmyra, WI; Christy Hinnant, of
Easy Reach Supply, Hattiesburg, MS; Terrence P. Hogan, of Perlon
- Hahl Inc., Lexington, SC; Mark Kappes, of Tanis, Inc., Delafield,
WI; Brian Keiser, of Osborn, Richmond, IN; Todd Leventhal, of
Nexstep Commercial Products, Springfield, OH; Ed Lowder, of
Monterey Mills, Janesville, WI; Dustin Maninfior, of AST
Filaments/American Select Tubing, Mattoon, IL; Bruce Massey, of
InterWire Group, Bristol, CT; and, Ernest (Chip) Preston, of Spiral
Brushes, Inc., Stow, OH. 
According to ABMA, Greg Miller is the first president to

represent the third generation of the same family to serve in
that capacity for the association. Miller’s grandfather, Victor F.

Miller, served as ABMA
president from 1963-1965, and
Miller’s uncle, Victor J. Miller,
served as ABMA president
from 1993-1995.
Retiring ABMA officers and

board members were also
recognized and thanked during
the General Session for their
many years of service to the
association. They are: Carlos
Petzold, of Borghi USA/
Bodam International, Aber-
deen, MD; Fred Spach, of
Carolina Brush, Gastonia, NC;
Michael Zimmerman, of The

Wooster Brush Co., Wooster, OH; Kevin Lannon, of Lanoco
Specialty Wire, Sutton, MA; Steve Bellocchio, of Zahoransky
USA, West Chicago, IL; and, Mike Fredrickson, of Jewel
Wire Co., Inc./Div. of Loos & Co., Inc., Pomfret, CT.
“It’s been a pleasure and honor to have worked with (the retiring

officers/board members) over a long period of time. They are a
talented group of leaders, who have tirelessly worked to support
our association. I have learned much from them, and honored to
call those people my lifelong friends,” Enchelmaier said. “I want
to personally thank them for their service.” 
As incoming ABMA president, Miller thanked  Enchelmaier for

his past two years of service as the ABMA president. Miller also
presented Enchelmaier with a gift certificate to attend the Skip
Barber Racing School. 
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Greg Miller, new ABMA president
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“Scott, you have been a great friend to our industry, association,
my family, myself and I’m sure everybody else you have come
into contact with over the years,” Miller said. “I speak for
everyone when I say your service on the board, including
president, is appreciated by all, and will continue to be appreciated
during your term as past president of ABMA.” 

GUESTS DISCUSS INDUSTRY
TRENDS, FUTURE CONVENTIONS

Two European brush trade guests and a representative from a
new ABMA member company also made presentations
during the General Session. 

FEIBP/European Brushware Federation President Andrew
McIlroy, of Perlon-Group/Hahl Inc., Germany, noted that he is the
first FEIBP president to come from the association’s suppliers
division, and that it’s been a challenging year for everyone in the
European brush trade due to the global pandemic. 
“Much of Europe was locked down starting March 16, 2020.

Overnight, demand from many sectors of our industry began to dry
up. Whether to enforce national lockdowns or for other reasons, we
saw manufacturers closing their doors and sending people home.
Government support in Europe helped many businesses cover costs.
We also all learned a new term, ‘furlough,’” McIlroy said.
“Fortunately, many (FEIBP) manu-facturing members were able to
declare their businesses as essential, allowing them to restart their
trading despite sluggish demand throughout the spring and summer
months (of 2020). Since the autumn of 2020, however, I can happily
report that an upturn in trade (within the European brush industry) has
taken place, and sales have returned to more-or-less normal levels.”
McIlroy noted that the 62nd FEIBP Congress, scheduled for

September 2020 in Prague, the Czech Republic, has been
postponed until 2022, also to be held in Prague. He added FEIBP
representatives have been able to converse and conduct
association activities through virtual meetings and presentations
over the past 12 months. 
“All-in-all, this new way of meeting definitely offers certain

benefits to our industry,” McIlroy said. “We may find that
customer interaction in the future becomes a mixture of in-person
and virtual meetings, saving both time and travel costs.” 
Reporting on the current state of the European brush trade as of

mid-March 2021, McIlroy said that raw material shortages and
price increases have become the norm. 
“A sharp increase in global demand, combined with reductions

in available production capacity, has brought shortages and higher
prices. Raw materials ranging from cardboard for packaging,
wood, steel, wire and cotton to polymers such as polypropylene,
nylon and polyester, have all been effected,” McIlroy said. “Prices
have been driven beyond any level we have seen in recent years,
while availability of resin is extremely poor. It’s currently unclear
how long that will continue. It could last for several months,
causing major issues for all suppliers and customers working with
injection molded and extruded products.”
McIlroy also discussed ramifications of the United

Kingdom’s official exit from the European Union (EU) in
2020, known as Brexit. 
“We have already witnessed disruptions linked to shipping and

customs on both sides of the (English) channel, and expect that
will continue for awhile,” he said. 

Also speaking during the ABMA General Session was
FEIBP General Manager Fons Ceelaert, who discussed
results from a survey used in a recent FEIBP Quarterly
Market Report. He explained the report details European
brushware industry indications and trends. Thirty-six FEIBP-
member companies participated in the survey, representing
the United Kingdom, Italy, Germany, the Netherlands,
Switzerland, Spain, France, Algeria, Austria, Belgium,
Denmark, Slovenia and Sweden. 
Ceelaert said the report compares current European

business activity with the previous year, and involves
companies that make technical, paint, artist, personal care,
household and hygiene brushes, as well as machinery and raw
material suppliers. 
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The report indicated the majority of respondents viewed the
current European brushware industry as being stable to
notably improved. 

“That is not bad considering the current circumstances
(with the pandemic),” Ceelaert said. He added survey results
did indicate delivery times from suppliers have increased,
which may have to do with developments within various raw
material markets. 

Another portion of the survey asked respondents their general
economic outlook. The results were: 60 percent satisfactory; 20
percent favorable; 20 percent unsatisfactory. 

“Among the (optimistic) survey respondents are those who
perhaps feel future opportunities will become available when
anticipated economic recoveries begin to take shape after the
pandemic,” he said. “There are others who may feel ecommerce
will continue to open new markets during the pandemic, and/or
the pandemic has pushed for more innovation. 

“I think our (survey results) would look familiar with those
officials operating companies in the United States.”

The FEIBP Quarterly Market Report can be viewed at:
www.abma.org/news/feibp031821.

Daniel Strowitzki, representing Messe Freiburg/InterBrush,
also spoke to ABMA members during the General Session,
discussing the upcoming InterBrush trade fair, set for May 4-6,
2022, in Freiburg, Germany. 

Traditionally held every four years in Freiburg, InterBrush
showcases to a global audience machinery, materials and
accessory equipment designed for the brush, broom, paint roller
and mop industries. Originally scheduled for April 2020, it was

postponed for two years due to the pandemic. 
Strowitzki stated that he will keep ABMA members informed

of any new developments regarding InterBrush 2022. 
It is also customary that new member companies of ABMA

are recognized during the annual convention. A video
presentation was shown during the General Session featuring
new ABMA member Composite Cutter Technology, of Volo,
IL. Company representative Rachel Ciullo highlighted during
the presentation the company’s products and services. She
noted, among other products, it manufactures a variety of
standard and custom cutting tools, and provides such CNC
machining services as milling, turning and grinding. 
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COMMITTEE REPORTS PRESENTED

ABMA committee reports were also given during the General Session
by each committee chairperson. Committee meetings took place
virtually this year during the weeks leading up to the annual

convention. The reports are as follows:
n ABMA Public Relations Committee Chair R.J. Lindstrom reported
on a very busy year for the committee, much of which was in direct response
to the ABMA 2020 Vision For The Future initiative. That included the
addition of web pages for the association’s Emerging Leaders and
Educational Institute programs, as well as a COVID-19 resource web page. 
“The 2020 Vision process included three specific categories in which
membership wanted ABMA to excel. Those three categories are:
Knowledge, Networking and Profitability,” Lindstrom said. “It is
through those goals that such programs as the Emerging Leaders and
Educational Institute programs came from as we move forward. It’s all
about our association working to improve itself and add value for all
member companies.” 

n ABMA Statistical Committee Chair Mike Zimmerman explained the
main purpose of the committee is to collect and distribute data important to
ABMA membership. 
“A few points of interest (from the recent Statistical Committee meeting)
included a review of the 2020 Survey of Business Ratios, where only seven
responses were received. It will be replaced in 2021 with a Survey of Wage
and Benefits Data,” Zimmerman said. “Also discussed at our committee
meeting was the upcoming ABMA 2021 COVID Survey, which will ask
work-related questions pertaining to the pandemic. We discussed as well
potential improvements to the IMD Statistical Report, and the possibility of
developing — for the second quarter of 2021 — a survey asking
membership what other types of surveys or statistical data would be
beneficial for them in the future.” 

n ABMA Safety and Standards Committee Chair Charlie Coward
discussed a number of topics, including the ABMA’s safety slip program.
The icon-driven safety slips are designed to help people properly use and
care for power-driven brushes. They include a manufacturer’s mark for
identification purposes. Coward reported that for the first time in several
years, the printer of the safety slips has raised pricing. 
“A motion was approved by the committee for the new slip pricing,
effective with orders placed at the beginning of April,” he said. “We also
discussed manufacturers’ marks, licensing and expert witness programs,
with no major updates to report.” 
Coward added that the ANSI (American National Standards Institute)
B165.1 standard audit for power brushes is currently underway. 
“We expect the audit to last another 60 to 90 days, during which time we
feel it will be successfully completed,” Coward said. “No action was taken
by the committee after a report was presented on various ASTM (American
Society for Testing and Materials) standards for brooms and mops. A
California Prop 65 update was also provided.
“Other committee business discussed included the need to find out if
there are any existing packaging standards as it concerns sustainability
issues, and, if so, whether there is a call for that type of standard in our
industry. Further information will be sought. The committee will also
investigate the possibility, and if there are any benefits, to converting
the B165.1 standard from ANSI to ASTM, and then develop a proposal
if warranted.” 

n ABMA Finance Committee Chair Chris Monahan gave a favorable
report on the financial condition of the association.

n ABMA Convention Committee Chair Greg Miller stated that the next
two annual ABMA conventions will take place March 2-5, 2022, at Hyatt

R.J. Lindstrom

Mike Zimmerman

Kevin Lannon

Charlie Coward

Chris Monahan
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Coconut Point, in Bonita Springs, FL; and March 22-25, 2023, at
the Hotel del Coronado, in San Diego, CA. The latter location was
the original destination for the 2021 convention, prior to the
pandemic. 

n ABMA Membership Committee Chair Kevin Lannon
stated that committee members discussed membership recruitment
and retention. 
“It was approved (at the Membership Committee meeting) to

recommend to the ABMA board of directors the creation of a
membership committee task force,” Lannon said, “The goal is to
develop an updated membership drive strategy and campaign.” 
Also during the General Session, an ABMA All-Divisional

Report was presented by Greg Miller, involving the association’s
Paint Applicator, Industrial & Maintenance, Broom & Mop, and
Suppliers divisions. 
As part of his report, Miller described various standards that are

important to the association’s members. That includes the ASTM
D01.61 standard for paint applicators. Miller read a report,
pertaining to the standard, written by John Feathers, of DuPont
Filaments, Washington, WV. 
It stated: “The ASTM D01.61 subcommittee on paint

applicators continues to work on the development of new test
methods and practices, as needed by the applicator market.
Already responsible for updating 15 current standards every five
years, this subcommittee continues to work on new methods
including measurement of paintbrush stiffness, evaluating
paintbrush performance, and evaluating roller cover paint pickup
and delivery performance. The aim of this subcommittee is to
deliver methods that allow for consistent applicator evaluations
that may be used to establish performance criteria amongst
suppliers, producers and end-use retailers.”
Feathers added in the letter that due to COVID-19 restrictions,

the subcommittee had not met in the past year, but expects to meet
in June 2021.
In other General Session business, Enchelmaier announced that

the Kathy K. Parr ABMA Foundation Scholarship has been

awarded, in the amount of $2,500, to Jack Bernacki, a liberal arts
major at Miami (Ohio) University. The scholarship will be used to
defray tuition expenses. The ABMA Foundation is the charitable
arm of the association, and serves as a catalyst for uniting people
and organizations to make a difference through better education
and opportunity. The ABMA Foundation secures contributions
and provides grants for sustainable programs in research and
education, and assists industry associates and their families in
need. Visit www.abma.org/foundation for more information.
A moment of silence was also held at the General Session for

several industry professionals who died during the past year.
They were: Dan Pecora, of Erie Brush & Manufacturing;
Susan O’Connor Erickson, of Lanoco Specialty Wire
Products; John Lewis, of Tucel Industries; Keith Correia,
long-time industry representative; Marilyn Newville, of
Adjust-A-Brush; Mary Fitzgerald, of Torrington Brush Works;
Nate Zappola, of The Mill-Rose Co.; William “Ralph” Jones
Jr., of The Jones Family of Companies; and Tom O’Connor, of
Lanoco Specialty Wire Products. 

INNOVATION AWARD WINNER ANNOUNCED

The winner of the ABMA 2021 William Cordes Innovation
Excellence Award was announced at the end of this year’s
General Session. The annual award, voted by ABMA

members, recognizes the innovation process of manufactured
products, components and/or services found within the broom,
brush, mop and roller industries. It’s named after William Cordes,
who served as the first ABMA president from 1917 to 1928. 
The year’s award winner is The Wooster Brush Company’s

Shortcut Hook & Hold Angle Sash Paintbrush. 
Other submissions for this year’s award were: the Boucherie

Borghi Group’s One-Hand Fiber Loading System; and Monahan
Partners’ Universal Sanitizer  Dispenser Floor Stand.
Enchelmaier encouraged ABMA member companies to submit

products for next year’s award. 

INNOVATION AWARD WINNER INNOVATION AWARD SUBMISSIONS

The Wooster Brush Company’s Shortcut Hook
& Hold Angle Sash Paintbrush

Boucherie Borghi Group’s One-Hand Fiber Loading
System (below), and Monahan Partners’ Universal

Sanitizer Dispenser Floor Stand (right).
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The inaugural ABMA Emerging Leaders program took place
virtually March 17, in association with the 104th ABMA Annual
Convention. 

As part of ABMA’s “2020 Vision For The Future” initiative, Emerging
Leaders is a peer networking and leadership group. Its aim is to connect
young industry professionals to further develop their interests, expertise and
leadership within the industry. The group is open to anyone 45-years-old and
younger who is actively engaged in the broom, brush, roller, mop and/or paint
industry, and whose organization is an ABMA member. One objective of
Emerging Leaders is to offer such activities as professional development
workshops, seminars, webinars and networking events.
The Emerging Leaders’ board of directors is: President

Kevin White, of Industrial Brush Co., Fairfield, NJ; Vice
President Miguel Medrano, of Borghi USA, Aberdeen,
MD; and Secretary/Treasurer Thomas Cottam, of
Industrial Brush Corp., St. George, UT. 
Through a virtual format, the three men met with

people interested in the group during an hour-long
introductory meeting. 
“This is the first formal Emerging Leaders event in

connection with the ABMA Annual Convention. It’s
unfortunate that it has to happen (virtually), but one
benefit is that we can meet more people who might not
otherwise be able to travel to a traditional
convention,” White said. “We welcome young
people involved in our association, no matter
what role they play at their respective
companies. We want to help people grow
personally and as leaders. We are also excited
about getting a younger generation of people
involved in ABMA.” 
According to White, one goal of the introductory

meeting was to allow participants to become familiar
with each other. Another goal was to discuss programs
the Emerging Leaders group could participate in
moving forward. 
After introductions, participants met in small groups to

discuss future plans and goals for the Emerging Leaders
program. The entire group then reconvened and discussed
such plans and goals. They included:

n Community Projects: Speaking on the
importance of ABMA, and community projects in
general, was Cottam. His father, John L. Cottam, also
of Industrial Brush Corp., served as ABMA president
from 2001-2003. 
“I grew up around ABMA, with my parents being a

part of the association all of my life. Some of their best
friendships have developed through ABMA, meeting
people at conventions and doing things together
throughout the year. It’s been great to watch, and something I look forward to
experiencing, as a new ABMA member, particularly through the Emerging
Leaders group,” Thomas Cottam said. “With that in mind, and looking at
where we, as an (Emerging Leaders) organization, can potentially go, I see
participation in community projects and service as a great start. I have  been
involved with several projects, and they have been a positive part of my life. 
“Even though many of us live in different areas, there are definitely ways

we can come together to create service opportunities to better our own
communities, while also bringing participants closer together within this
organization.”

n Leadership Webinars: White noted that webinars could become an
extension of existing ABMA virtual presentations. He added that such
programs could educate participants about best practices found at different
companies, touching on various subjects including sales, marketing and
engineering. Webinars could also help participants learn how to better work in
teams within their respective organizations, allowing growth in leadership
while becoming better employees. 

n Leadership Summit: One idea within a
leadership summit format is for Emerging Leaders’
participants to come together and form an imaginary
company for a day, perhaps during a future ABMA
Annual Convention. Senior members of ABMA could
help and share advice during the team-building project. 

n College Portals: Leveraging the size of ABMA as
an association, which involves many companies, could
help participants in the Emerging Leaders program
take part in various classes, certifications and/or
specific lessons in association with participating
colleges/universities. 

n Monthly Zoom Happy Hours: According to
Medrano, it’s important to receive constant feedback
about future programs and projects, while also having
fun in the process. One idea is to have Monthly Zoom
Happy Hours. He noted that ABMA conducted virtual
meetings with members in a similar format during the
early stages of the COVID-19 pandemic, and it proved
to be a good way to share important and timely
information. Events such as in-person meetings and
golf outings could also prove meaningful, once the
pandemic subsides. 

n Workplace Navigation Discussions: One benefit of
networking is the ability to learn from each other and ask
questions. 
“One goal of this group is to grow as leaders and

employees. In the process, we can ask such questions as:
How is the best way to work with a difficult co-worker?
How can I talk to my boss about different issues? How can
I ask for more responsibility?” White said. “The Emerging
Leaders program can serve as a lifeline and help share
information, as we all have had different experiences
throughout college and in our workplace environment.” 

n Toastmasters Club: Participation in Toast-
masters was another possibility discussed during the
inaugural Emerging Leaders program. White said
Toastmasters teaches people how to become better
employees and leaders through public speaking.

“After such a great start, the ABMA board has begun the task of
planning a series of upcoming events to feature many of the strategic
initiatives discussed at the inaugural Emerging Leaders program.
Additional information will be released as it becomes available,”
ABMA Executive Director David Parr said.  

Visit www.abma.org/abmaemergingleaders for more information. 

              

          

            

          

              

 
 

    “We Want To Help People Grow Personally And As Leaders”
By Harrell Kerkhoff |  Broom, Brush & Mop Editor

ABMA Emerging Leaders Program:

Kevin White

Miguel Medrano

Thomas Cottam
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MANY UNIQUE DESIGNSMANY UNIQUE DESIGNS

AND APPLICATIONSAND APPLICATIONS
MANY UNIQUE DESIGNSMANY UNIQUE DESIGNS

AND APPLICATIONSAND APPLICATIONS
By Rick Mullen |  Broom, Brush & Mop Associate Editor

There are many unique designs and applications for
brushes made for the food service, food processing and
food handling segments. Broom, Brush & Mop recently

spoke with executives from two companies that
manufacture such brushes, who spoke of their product

offerings and business conditions during COVID-19.





Remco: A Vikan company, of Zionsville, IN, provides
material handling and cleaning supplies used in food
processing sanitation programs and industrial cleaning

applications, where hygiene and safety are critical.
“Our largest customer segment is food processing, as well as

food service,” said Executive Vice President Rob Middendorf.
Remco was founded by Richard L. Garrison. The introduction

of a one-piece polypropylene shovel more than 35 years ago
established it as an industry pioneer, according to the company.
Remco Products manufactures product

lines predominately consisting of injected
molded polypropylene products, including
items produced by extrusion, shaping, or
other manufacturing operations. Many of
the tools are color-coded and made from
FDA-compliant materials.
Indeed, one of the major advantages of

Remco’s products is color-coding, which,
the company said, it also pioneered. Color-
coding helps prevent cross contamination
when using material handling and cleaning
products.

Selling exclusively to distributors, Remco’s product lines
include brushes, brooms, scrapers, squeegees, dust pans, scoops,
tubs and undercarriages, handles, deck scrubs and more.
Having been the exclusive U.S. master distributor for Vikan for

many years, Remco was purchased by Vikan a little more than two
years ago, Middendorf said.
Vikan, based in Denmark, one of the world’s leading

manufacturers of maximum hygiene cleaning tools, has been

making brushes for more than 115 years. Vikan develops,
produces and sells a broad range of cleaning solutions, which are
primarily intended for such segments as food and beverage
processing, kitchens, restaurants, health care, education,
municipalities, retail, supermarkets and transport.

“As for the brushes, we have a wide range of sizes and shapes.
You can imagine, in the food processing and food service
environments, there are many different types of equipment with
cracks and crevices that must be cleaned,” Middendorf said. “In
addition to color-coding, we incorporate the elements of hygienic
design into the tools.”
Middendorf said in the works are some new detail brushes for

more hard to reach areas, which will hit the marketplace in the
near future. 
One new offering Middendorf is excited about is the Vikan

Hygienic Hi-Flex Wall Bracket System, which is a hygienic,
modular wall bracket that provides a flexible solution for storing
cleaning tools and utensils in any area of a customer’s facility.
“The new wall bracket system is on the market now. We tie

storage very closely to our broom and brush solutions,”
Middendorf said.

Details about the Vikan Hygienic Hi-Flex Wall Bracket System
can be found on Remco’s website, remcoproducts.com.
Like other U.S. and worldwide companies, as well as

individuals, Remco and its employees have had to make
adjustments because of the COVID-19 pandemic.
“It has certainly been unprecedented times for everybody.

I’m super excited how our company pivoted and adjusted to
the new environment, and I am looking forward to where we
are going  moving ahead,” Middendorf said. “We had to pivot

and adjust a little, but our core focus on hygiene and
food safety stayed true.”
When COVID hit with full force in the spring of 2020,

some companies had to shut down, at least temporarily.
Fortunately, Remco has remained up and running
throughout the pandemic.
“We took a lot of precautions with people in the facility

who were required to be in the warehouse and
manufacturing,” Middendorf said.
Meanwhile, much of the company’s office staff began

working from home.
“Currently, a large number of our office staff is still

working from home,” Middendorf said.
As has been the case with many companies, the

pandemic altered the way Remco communicated with
customers. Traditional face-to-face interactions had to be
conducted virtually, or by phone, email or texts,
Middendorf said.

The Vikan Hygienic Hi-Flex Wall Bracket System is a hygienic, modular wall
bracket that provides a flexible solution for storing cleaning tools and utensils.
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Pioneer In Color-Coded Hygienic
Cleaning Tools

Anecdotal evidence has suggested perhaps
some companies are experiencing Zoom fatigue. 

“I think there is a balance. Zoom probably got
overused a little early on.”  

~Rob Middendorf





Anecdotal evidence has suggested perhaps some companies are
experiencing Zoom fatigue.

“I think there is a balance. Zoom probably got overused a little early on,”
Middendorf said. “However, I think, used the right way, it is a great tool.”

Traditionally, customer service has been a primary focus at Remco.
“There are lots of options out there. We try to differentiate ourselves with

our tools and as a supplier,” Middendorf said. “Customer service is a
priority. Being an easy supplier to conduct business with is a source of
pride at Remco, and is a result of our short lead times, product inventory
and quick reactions to meet the needs of customers.”

The trials and tribulations brought about by COVID notwithstanding,
Middendorf sees a bright future for Remco, as, hopefully, the pandemic
begins to wind down in the coming year.

“I’m excited. We have set ourselves up for success, which is what we expect
in the coming year,” Middendorf said. “I think the need and want for hygienic
tools, and the focus on hygiene-critical issues, is not going away.”

Contact: Remco Products, 
4735 W. 106th St., Zionsville, IN 46077.

Phone: 317-876-9856.
sales@remcoproducts.com. Website: remcoproducts.com.

Pioneer In Bristle-Free Barbecue Brushes 

Brushtech Inc. of Plattsburgh, NY, offers more than 300 types
of brushes for a wide variety of applications, including barbecue,
kitchen, spiral brushes and beverage brushes.

The company is owned and operated by President Nora Gunjian and
her brother, Vice President of Sales Zaven Gunjian.

“We pioneered bristle-free barbecue brushes, which have had a
tremendous impact on sales,” Zaven Gunjian said.

Brushtech bristle-free barbecue brushes include the Double Helix
Bristle-Free BBQ Brush and the Quad Spring Safety Double Helix Bristle-
Free BBQ Brush.

While Brushtech offers a wide variety of brushes for other applications,
its products for food-related applications, in addition to barbecue brushes,
include, coffee and tea brushes, kitchen brushes, restaurant supply brushes
and wine glassware brushes.

“We try to differentiate ourselves
with our tools and as a supplier.
Customer service is a priority.”

~Rob Middendorf
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Emphasizing Serving Existing
Customers During Pandemic





Traditionally, the Gunjians have taken advantage of the
annual International Home & Housewares
Show, now called The Inspired Home
Show, to display their new and
innovative brush products. The event
was canceled in 2020 and has also been
canceled this year. The next show is
scheduled for March 5-8, 2022, at
McCormick Place in Chicago, IL.
While Nora Gunjian concentrates on the

administrative side of the business, her
brother is in charge of product design. 
“We haven’t had the housewares show

to be able to present our products live and
in person,” Zaven Gunjian said. “We are
sending customers samples of different
brush varieties and different twists on old
ideas. We have designed a few new
brushes. I’m looking forward to the The
Inspired Home Show next year, where I will be able to present
new products to customers and prospects alike.”
In the meantime, Gunjian said, the company is concentrating on

serving existing customers, rather than seeking new business.

“We primarily sell to retailers, such as Ace Hardware, True
Value, in addition to kitchen stores,” Gunjian said. 
While Brushtech has a few large customers, the company also

has a many smaller mom and pop customers as a hedge against
lost revenue should it lose a large customer.
When the COVID-19 crisis hit last spring, Brushtech shut down

for a few weeks. It reopened after receiving essential service status
from the state of New York.
“We were granted essential service status because we make lab and

food service brushes,” Gunjian said. “The North Country Chamber of
Commerce (Plattsburgh) has been instrumental in helping us navigate
through these trying times. Through the Chamber, we have been able
to be aware of and follow CDC guidelines for hand sanitization, social
distancing, mask wearing, etc.”
Brushtech’s administrative employees have been able to remain

on the job during the pandemic because social distancing has been
possible in the facility’s large office space.
“We have more space than people, so it hasn’t been that difficult

for us to social distance,” Gunjian said.
Hand sanitization, social distancing, mask wearing, etc.,

procedures have also been put in place in the company’s
manufacturing operation.
During the pandemic, as has been the case with many

companies, Brushtech has had to alter the way it conducts
customer service, especially when it comes to
the lack of face-to-face interactions with
customers.
“I’ve received and made more phone calls

and received and sent more emails during these
times than ever before,” Gunjian said. “There is
nothing more effective in business than the art
of listening to customers. So, we have
emphasized reaching out to our clients. If you
don’t get in touch with them, chances are they
might not get in touch with you. 
“Furthermore, when customers place orders,

you must thank them, and give them a realistic
estimate of lead times. If you are getting backed
up, it is very important to keep customers
apprised of the process. It is critical to engage
with customers as much as possible.”
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Zaven Gunjian and Nora Gunjian

“I’ve received and made more phone calls
and received and sent more emails during these

times than ever before. There is nothing more
effective in business than the art of listening to

customers. So, we have emphasized reaching out
to our clients. If you don’t get in touch with them,
chances are they might not get in touch with you.” 

~Zaven Gunjian

Brushtech offers more than 300 types of brushes for a wide variety of applications, 
including barbecue, kitchen, spiral and beverage brushes.





While some companies have experienced
a sharp spike in sales of certain products
because of the pandemic, especially in its
early stages, that has not been the case at
Brushtech. However, because of COVID,
certain seasonal products did not experience
typical downturns in sales. 
“Usually, we have a lull in barbecue brush

sales. In warmer regions, people grill year
round, but grilling in the rest of the country
typically comes to a halt around October or
so,” Gunjian said. “However, since many
restaurants have been closed, people are
cooking at home more, so barbecue brush sales have not

experienced a seasonal downturn. The same as been true for wine
glass brush sales. 

“Sanitation, cleaning and brushing have
become more of a ‘thing’ than ever before.
People are using brushes more. To maintain
a healthy environment, people are wanting
to keep their homes and the things they own
cleaner than ever before. So, that has bode
well for the brush industry.”
Gunjian said another challenge during

the pandemic has been drastic price
increases and longer lead times for stainless
and galvanized steel, which are the
company’s main raw materials.
“We would have never imagined the long

lead times for raw materials,” Gunjian said.
“Lead times for packaging materials are
also a challenge. If we put in an order
today, it will be two to three months before
we receive the products. Even for rush
orders, lead times are, at least, six-weeks.”
Another issue Brushtech in navigating is

the high cost of labor.
“Labor prices are going up all the time,

so we must look to more automation,”
Gunjian said. “We have to work toward
embracing and cherishing the labor force
we already have. We are striving to gain
more output with our existing workforce
through automation and working through
efficiencies in our factory.
“We are always reinvesting in the

company. We are very hopeful about the
future. It is our 45th year in business and
we looking forward to the next 45 years.
“We are also looking forward to seeing

people at our booth during the The
Inspired Home Show in Chicago in 2022,
where we will present new ideas and
products. I encourage people to come
back to the show.”

Contact: Brushtech, Inc., 4 Matt Ave.,
Plattsburgh, NY 12901.
Phone: 518-563-8420.

Email: info@brushtechbrushes.com.
Website: brushtechbrushes.com.
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“When customers place orders, you 
must thank them, and give them a realistic

estimate of lead times. If you are getting backed
up, it is very important to keep customers

apprised of the process.”

~Zaven Gunjian





UNIMAC Has New Corporate Branding
“Unimac s.r.l. is proud to launch our completely revamped

corporate image by streamlining our website for efficiency and
sharing our refreshed catalogs to provide the information you
want to know,” said the company.
“The website has a more responsive design to easily navigate

through our wide range of product information, as well as an
efficient and innovative layout.
“We invite you to explore our latest news and upcoming events

at www.unimac.it.”
Unimac has new equipment catalogs, highlighting its products

in more detail, with exact specifications to meet manufacturing
needs. One catalog includes power brush-making machines, from
twist-knot brushes and crimped-wire brushes to wire handling and
special machines. The other catalog contains Unimac’s complete
lines and automation for the production and assembly of handles,
illustrating all technical data and specifications regarding handle
manufacturing machinery.

For more information, visit www.unimac.it 
and/or call +39 059 93 26 64.
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INDUSTRY NEWS

Bart Boucherie Jr.
CEO

GB Boucherie nv
Izegem, Belgium

Paolo Roversi
President
Borghi Spa

Castelfranco Emilia, Italy

Announcement From 
Bart Boucherie And Paolo Roversi:

Borghi Boucherie Group To Continue
Their Respective Activities Separately
“We would like to announce that GB Boucherie of Belgium and

Borghi Spa of Italy, after seven years of intense and positive
cooperation within the Boucherie Borghi Group, have jointly agreed
to continue their respective activities separately, as it used to be
before the merger,” according to a press release.
“Although we will both run our businesses independently

again, all customers and suppliers can be assured that this decision
will not affect daily activities. Moreover, both companies will
continue to cooperate in certain fields and projects. We both
believe that this choice will further strengthen the long-term
position of our respective companies.
“We would like to thank all employees and stakeholders who

supported the Group during the last seven years, and guarantee
that both companies will continue professional activities with the
same enthusiasm and dedication as when they were together.
“For those who would like to get more information about this

decision, we remain at your disposal.”
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To Meet The Challenges 
Of Today’s ‘Black Swan Event’

‘THREE PILLARS OF LEADERSHIP’ ‘THREE PILLARS OF LEADERSHIP’ 
Speaker Dirk Beveridge Examines

For everyday life, and business in
general, the COVID-19 pandemic
created what is known as a “Black

Swan Event” — something rare and
extreme, an outlier outside the realm of
regular expectations, and a carrier of
extreme impact. 

The global event, which some thought
would last just a few months — or half a
year at the very most — continues in North
America. And although signs of recovery
continue, there remains many life and
business lessons to be learned from this
true Black Swan Event, according to Dirk
Beveridge, founder of UnleashWD
(www.unleashwd.com).

Beveridge presented his information at a
recent ISSA Show North America. The
event was held virtually for the first time in
its long history, due to the pandemic. The
first of his four related educational sessions

at the ISSA Show was titled, “The Three
Pillars of Leading During Uncertainty.”
The overall theme of his four sessions at

ISSA was, “The Calling of Leadership
During Unprecedented Uncertainty.” The
theme was based on what has transpired,
across the world, due to the COVID-19
pandemic. 

In his first session, Beveridge listed
other Black Swan Events that have taken
place within the past 40 years, testing
individuals and businesses alike. They
included the fall of the Soviet Union in the
late 1980s, the September 11, 2001,
terrorist attacks in the United States, and
the U.S. financial crisis of 2008-2009. 

“Each of those Black Swan Events
created its own form of crisis and
opportunity. They were rare, extreme and
people never saw them coming. Such events
are beyond the realm of expectations, and in
the end, carry extreme impact,” Beveridge
said. “COVID-19 is certainly a Black Swan
Event. Much of the world seems to have
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been turned upside down. The pandemic
has touched almost all societies,
countries, communities, businesses, cust-
omers and employees.
“This (situation) is new to all of us (as

business leaders), but it’s where we
currently find ourselves. My message to
today’s leaders is, ‘Keep leading.’ The
world needs leaders now more than ever.
As the pandemic continues, fatigue is
setting in for many people. As leaders,
therefore, it’s important to double down. I
don’t know if there is anything more
important right now than leadership.”
One way to do that, he said, is to use the

word “CRISIS” as an acronym that stands
for: Calm Resolve Inspires Service
Introspection and Strategic Action.
According to Beveridge, throughout
history, great leaders have led in times of
great crisis by using the words in that
acronym. Today, he noted, the same is true
for first responders battling the pandemic.
That includes nurses and doctors working
in various health care facilities. 
“Each of those individuals didn’t

necessarily sign up to be in that moment of
crisis, but that is where they found
themselves,” Beveridge said. “The same

can be said for business leaders. They did
not ask to be in a position of leadership —
such as a branch manager, sales manager,
CEO or owner of a company — during a
major pandemic, yet here they all are,
being called to lead through this Black
Swan Event.” 

THREE PILLARS 
IN TIMES OF

UNCERTAINTY

Through his work with business
people called to lead during
today’s challenging times, Beve-

ridge has come up with “three pillars” of
leadership that can help during today’s
uncertainty. He shared how leaders can
apply each of the three pillars to inspire
focus, commitment, growth and find
better results.  
“These are three pillars that you and I can

lean into, hold onto and be guided by, as we
lead during this moment of unprecedented
uncertainty,” Beveridge said. “I would not
prioritize the importance of one of these
three pillars over the other two.”

NO. 1 
LEAN INTO 

YOUR CORE VALUES

The first pillar Beveridge discussed
focused on “Core Values.” To make his
point on the importance of established
core values within a business, Beveridge
revisited the 1982 Chicago Tylenol
Murders, which was a series of
poisoning deaths that resulted from
product tampering in the Chicago
metropolitan area. 
Beveridge noted that the late James

Burke, CEO of Johnson & Johnson at the
time, the maker of Tylenol, was later
hailed for successfully guiding the
company through the crisis. He did that by
focusing on the company’s core values,
which stated: “We believe our first
responsibility is to the patients, doctors,
nurses, mothers, fathers and to all who use
our products and services.”
The company’s values led Johnson &

Johnson to implement a quick and
volunteer recall of millions of bottles of
Tylenol capsules on American store
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shelves. Although it initially cost the
company millions of dollars, due to
decisive action, Johnson & Johnson later
regained its pre-event market share of the
product. It also led to key reforms in the
packaging of over-the-counter medications
and other items.
Beveridge added that leaders can benefit

when they focus on the core values already
established within a company, especially
when tough decisions need to be made. 

NO. 2
LEAN INTO SHIFTING 

TOWARD TOMORROW

The second of the three pillars that
Beveridge spoke about was the importance
of “Shifting Toward Tomorrow.”
“Now is the time, as leaders, to not only

manage for today, but lift your eyes toward
that horizon, shift your thinking toward
tomorrow and innovate,” Beveridge said.
“It may not seem like it now, but like all
other Black Swan Events, the pandemic
will pass. Think about the financial crisis
of 2008-2009. It was followed by 10 years
of unprecedented U.S. economic growth.”
As leaders prepare for brighter days

ahead, Beveridge shared what he said are
five “grounded beliefs” to building for the
future. They are: 

n There is no model for this
(pandemic). Therefore, it’s important
to figure it out together — “If there was
ever a time for those teams or groups
within your organization to come
together, and break down silos, it is
now,” he said. “There is no one
department, one leader or one person
who has all of the right solutions for your
company regarding this pandemic. You
must figure it out together.”

n We are all currently looked at as
leaders, and it’s now time to lead — “If

you are a leader within an organization,
you must understand that you are being
watched every moment of every day
(during these trying times), even if you are
working virtually. The same is true with the
email you send — everything you do is
being placed ‘under a microscope,’”
Beveridge said. 
He added the same is true for many

positions within a business, such as the
receptionist, the driver, the warehouse
person, the salesperson, etc. 
“People are either going to be inspired

and learn through your actions, or they are
going to be uninspired. Every individual
on your team must accept the mantle of
leadership.”

n There is a need to be more
strategic than ever before — Now is
the time to think about strategy for
when the pandemic ends, according to
Beveridge. 

“The pandemic has changed the way
many areas of business will be
conducted in the future,” he said. “You
must get your arms around the new
‘rules of the game.’ That includes
exponential changes with new tech-
nology. As leaders, it’s time to become
more strategic than ever before.” 

n Seek out, and create, new
opportunities — “In crisis, there is
opportunity. What opportunities will this
pandemic create for your company?
Where will the new profit opportunities
be for your business?” Beveridge asked.
“It’s important to seek those oppor-
tunities. Look at areas where other

companies are exiting or retreating. That
may provide your company with new
opportunities.”
For example, he explained that gains can

be made in acquiring top employee talent,
due to increased layoffs from other
companies. There may also be possible
gains within areas of supply chain and
other parts of business.

nNow is the time for action over
perfection — “If you are waiting to have
the perfect plan in place, that fully covers ‘A
to Z,’ you may end up waiting too long. The
danger is, you could get passed by in the
marketplace by your competition,” he said.  
At the same time, he reiterated that in-

depth strategic thinking, while planning
for the future, should continue within an
organization.
“The great depth of thought that is

necessary for a company to succeed can
prove difficult, and is often avoided. It’s
common to avoid strategic thinking
because it can be hard. The midst of a
crisis, however, is not the time to avoid
hard topics,” Beveridge said. “It’s
important to ask, ‘How do we, as a
company, align ourselves with the
solutions to tough COVID-related issues?’
“As a leader, it’s important to possess the

mindset that focuses on embracing the ‘hard’
that is in front of your company. Remember,
hard issues can lead your company to new
opportunities. Go after them.”

He added that when tackling hard issues,
it’s important to make sure everybody
working on those issues, within a
company, is on the same page. To make his
point, Beveridge quoted Albert Einstein,
who said, “The rigor with which a problem
is defined is the most important factor in
finding a suitable solution.”
“As leaders, make sure you properly

define the problems that need to be
addressed; and remember, ultimately, a
decision (on any hard issue) must truly be
made in order for a company to move
forward,” Beveridge said. “There is also
the realization that somebody must own
that decision.”

“It’s common to avoid strategic thinking because
it can be hard. The midst of a crisis, however, is
not the time to avoid hard topics.”

“My message to today’s leaders is, ‘keep leading.’
The world needs leaders now more than ever. As
the pandemic continues, fatigue is setting in for
many people. As leaders, therefore, it’s important
to double down. I don’t know if there is anything
more important right now than leadership.”



NO. 3

LEAN INTO, AND
EMBRACE, YOUR PEOPLE

It’s been a tough 12-plus months — for
everybody. That certainly includes each
company’s workforce, which leads to
Beveridge’s third pillar: “Lean Into, And
Embrace, Your People.”
“As leaders, we feel the weight (of the

pandemic). And as leaders, we all need to
recognize those on our teams who we are
responsible for, and who also feel that
weight,” Beveridge said. 
He quoted American entrepreneur Mark

Cuban, who said, when speaking on the
importance of taking care of employees,
“How we treat our workers during this
pandemic could define our brand, and
company, for decades.”
Many employees have had to work from

home during COVID-19, Beveridge
added, creating additional pressures and
stress. They may also be worried about
their future with a company, anxious about
their economic livlihood and concerned
with their personal and family health. 

Beveridge noted a study conducted by Dr.
Jeanne Hurlbert, of Hurlbert Consulting, on
the effects that Hurricane Katrina — another
Black Swan Event for many people living
along the Gulf Coast — had on residents of
the New Orleans area. 
The study found that there were seven

indicators of depressed mood, resulting
from the hurricane, that did not qualify
as clinical depression. They were: 1).
Feeling an inability to “get going”; 2).
Sadness; 3). Trouble sleeping; 4). The
feeling that everything “was an effort”;
5). The inability to “shake the blues”;
6). Loneliness; and, 7). Trouble
focusing on a task. 
According to Beveridge, Dr. Hurlbert

also observed that 18 months after the
hurricane, depressed mood for many of
those in the study was still an issue.

However, she found that the more help a
person received while working through the
aftereffects of Hurricane Katrina, the lower
his/her instances of depression. 
“Think about your employees who have

had to work from home, while also trying
to help other family members work or go
to school from home. Many people have
struggled with this new way of working,
and new way of life,” Beveridge said. “As
leaders, you must find ways to help and
inspire your people, while also providing
insight and connectedness. As leaders, you
must lean into, and embrace, your people.
It’s also important to have empathy, and
understanding, with what your customers
are going through. 
“Again, remember the acronym CRISIS:

Calm Resolve Inspires Service Intro -
spection and Strategic Action.”

“As leaders, you must find ways to help and
inspire your people, while also providing insight
and connectedness. As leaders, you must lean
into, and embrace, your people.” 
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D
uring his video presentation, “Negotiating and Handling
Price Objections With Buyers,” for the recent ISSA
Show North America Virtual Experience, Jeff Gardner,

president of Maximum Performance Group, LLC, began by
pointing out that “selling” and “negotiating” are not exactly the
same thing.

“Selling is convincing people to buy
from you,” he said. “Negotiating is gaining
agreement to the sale. The customer, the prospect,
the buyer — whomever you are interacting with — is interested
in what you are saying, but maybe not completely, so you end
up negotiating.”
Typically, negotiating training classes available are geared toward

buyers, and not salespeople, Gardner said. As a result, a few years
ago, he developed a training program designed for salespeople.
“Many buyers attend negotiation classes, where they learn

tactics to use on salespeople,” Gardner said. “It is the buyer’s
responsibility to get the best deal for his/her company, and, as a
salesperson, you are bargaining with buyers to reach an
agreement. Your responsibility, as a salesperson, is also to get the
best deal for your company.
“I want to emphasize negotiating is a skill. When it comes to

negotiating, some people might have natural abilities, however,
much like ‘gifted’ athletes, they also need to practice to become
the best they can be.”
Gardner listed four typical outcomes of negotiations:
“The win-win is what we are aiming for. We all want to have a

win-win result,” he said. “The win-lose is when the customer wins
and the salesperson loses.

“The lose-win is when the customer loses and the salesperson
wins, and then there is the lose-lose, which is the worst-case
scenario.
“The goal in negotiation is to always have a win-win result. If

you, as a salesperson or as a company, don’t feel comfortable
about the deal you negotiated with a buyer, you are not going to
feel good about servicing that customer.”

Negotiating happens throughout the
entire sales process, which is:

n Prospecting to gain an appointment;
n Discovery: Needs analysis and problem identification;
n Present solution and ask for commitment. Negotiating begins

after you ask for a commitment;
n Negotiate and gain commitment; and,
n Grow: Account development.

“Think about the five-step sales process. The whole purpose is
to gain an appointment with a qualified buyer,” Gardner said. 
After an appointment is secured and the salesperson meets with

a buyer, a needs analysis is the next step.
“Can I help this customer? Can I help this company? Are they

experiencing any problems I can help solve? You want to be able
to go through that process,” Gardner said.
Next, the salesperson will present a solution and then ask for a

commitment. This is when negotiating kicks in, Gardner said.
“What happens is, you present a proposal and you ask the

buyer, ‘Are you willing to accept this proposal? Do you want to
move forward? Does everything look good? When can we get

By Rick Mullen |  Broom, Brush & Mop Associate Editor



   
    

    
started?’ At that point, whatever
closing tactics you use, the buyer
is going to negotiate.
“Negotiation begins after you

ask for commitments. Once you
ask for the order, the buyer is
either going to say ‘yes,’ or
he/she is going to negotiate. The
thing I want to emphasize is, if
you don’t do a good job in the
other steps of the sales process, negotiating is not necessarily
going to bail you out. You have to do a great job through every
step of the sales process to win the business.”

Be Confident And Believe In Yourself 
And Your Company

n Buyers can “pick up on” a lack of belief and confidence;
n Don’t set yourself up for price negotiations — The price is

$175, is that good enough?;
n Always “sandwich” the price with all the services you

provide — The price is $175, which includes training, free
delivery, ongoing consultation advice, live customer service reps
at our 800 line, tech support, warranty service, credit terms, etc.
Make a list of all the value-added services you include; and,

n It is OK to make a profit.

“It is super-important to believe in yourself and in your company,”
Gardner said. “If you do not believe, buyers can pick up on that. You

must believe your company’s
products and services are the best
choice for many companies. I
didn’t say ‘every’ company,
because it is really a fantasy to
believe you can serve every
customer out there. But, there are
a vast majority of customers you
can serve, and for which you are
the right choice.”

One pitfall in negotiating is when salespeople set themselves up
for price negotiations.
“One time, I heard a salesperson say, ‘The price is $175, is that

good enough?’ What do you think the buyer said? — ‘Yes, that is
actually less than I expected.’ — No, the buyer is going to
negotiate and say, ‘Maybe you need to do a little better,’” Gardner
said. “So, be careful about setting yourself up. Think about the
words you are using, and how you are presenting your price when
you are working with a customer.”
Gardner suggested to “sandwich” the price with the

services the salesperson’s company provides.
“The price is not just $175, it includes, for example, free

training, the delivery service, ongoing consultation, whatever the
value-added benefits and services your company provides,”
Gardner said. “Make sure to let the buyer know
about those extra benefits, so he/she is not
just looking at a price alone.

“It is super-important to believe in
yourself and in your company. If you

do not believe, buyers can pick up on
that. You must believe your company’s

products and services are the best
choice for many companies.” 
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“And last, but not least, it is OK to make a profit.
You provide a lot of value to your customers, so don’t be a reverse
Robin Hood, who steals from the company and gives to the
customer. Make sure you make a profit.”

Sales Negotiating Is Not 
An Adversarial Game

n There must be a certain level of trust and rapport between the
seller and buyer;

n Position it as a collaborative problem-solving opportunity; and,
n “How can we work together to find a solution?”

“Negotiating is about developing trust,” he said. “There must be
some level of trust between you and the buyer. If you don’t have
some sort of rapport, the negotiation is not going to go as well.”
Gardner referenced a study done by Northwestern University

that found negotiators who spent just five minutes chatting about
something other than the negotiation at hand, felt more
cooperative toward their counterparts and developed more trust.
“Research shows there are important reasons to develop rapport and

make sure you have a comfortable relationship with your customer,”
Gardner said. “Another thing that
is important is to position
negotiating as a collaborative
problem-solving opportunity. You
want to say something like, ‘How
are we going to solve this
problem? Sounds like you are
interested in working with our
company. How can we work this
out and make it a joint problem-
solving situation?’
“A study by Harvard Univer-

sity found that 50 percent of email negotiations, which is really
relevant in today’s world with the quarantines caused by COVID,
ended in impasse, compared with only 19 percent when the
interactions were conducted in person. 
“When I say ‘in person,’ I believe you can do that over the

telephone. Do not rely on email only when it comes to interacting
with proposals. Utilize Zoom, some sort of video program, such as
Skype, or chat. Use whatever you can to interact with customers
to get a little bit of face-to-face time.”

Negotiation Skills Will Not Make Up 
For Ineffective Selling Skills

n Don’t negotiate until the buyer understands the value you offer;
n Did you identify needs and problems that you can help

solve?; and,
n Present a professional proposal with solutions — not just price.

“Another rule is negotiation will not make up
for ineffective selling skills. You have to do
everything right, and make sure the customer understands the
value you offer,” Gardner said. “Is the customer experiencing
problems you can solve or needs you can fill?
“If you are talking to someone about switching suppliers, why

would he/she switch if his/her current supplier is doing a good
job? Again, don’t try to use negotiating as a way to show that you
can provide a solution. You need to do that in advance. There must
be significant problems and needs a buyer is experiencing before
he/she is going to switch suppliers.”
Gardner said the salesperson must present a professional

proposal that targets the needs of the buyer’s company.
“When working with salespeople on the street, I see a lot of

them present a price sheet or a quote,” Gardner said. “I think we
need to go a little further than that. The top performers in the
industry provide proposals that include solutions. At the very
least, they have overview sheets of the value and the benefits their
companies provide. So, don’t just quote people. Give them
something that goes beyond that — a more professional proposal.”
The next step in the process is for the salesperson and the

buyer to agree on what they agree on, Gardner said.

Agree On What You Agree On
n Are there enough areas of agreement?;
n Review the proposal with the buyer point by point;
n Confirm agreement on each point;
n Set aside the points in question — “Let’s put that aside for

now and come back to it in a moment;” and,
n Ask the buyer to rank the criteria. Which is most important?

Second most important, etc.
“Are there enough areas of

agreement? Once again, if we
don’t have enough areas of
agreement, negotiating isn’t going
to save us at this point,” Gardner
said. “It is important to find areas
of overlaps (of what the seller
wants and what the buyer wants).
Once there are large areas of
agreement, you can begin the
negotiating process.
“Review the proposal point by

point. Do they like the products? Do they like the services? Do they
like what you are offering? Confirm agreement on each point to make
sure where they agree with you and where they don’t agree with you.”

If an objection or something the buyer
wants to negotiate arises, it might be wise
for the salesperson to say, “Let’s set that
aside for now and we will come back to it in
a moment,” Gardner advised.
“Another interesting tip that I would suggest is ask the buyer to

rank the criteria — ‘What is most important to you in a supplier?
What is second most important?’” Gardner said. “I can tell you
what the buyer is going to say, he/she going to tell you it is price.
But, the bottom line is you must find out if there are enough areas
of agreement. If there are not enough areas of agreement, you may
want to restart the sales process again.”

“Negotiating is about developing
trust. There must be some level of trust
between you and the buyer. If you
don’t have some sort of rapport, the
negotiation is not going to go as well.”

“Do not rely on email only when it
comes to interacting with proposals.
Utilize Zoom, some sort of video
program, such as Skype, or chat. Use
whatever you can to interact with
customers to get a little bit of face-to-
face time.”



Prepare In Advance
n Who is the final decision maker?;
n Who else has influence with the decision?;
n What questions will you ask?;
n What concessions is the decision maker likely to ask for?;
n What are you willing to concede?;
n What concessions are you going to ask for?; and,
n Potential outcomes: Your

most favorable outcome; your
acceptable outcome; and your
bottom line.

“Another key factor is top
performing negotiators always
prepare in advance,” Gardner said.
Gardner said top performers

prepare by researching such
topics as who makes the final
decision on a sales proposal.
“Do you know who that

person is? Who else has
influence on the issue? What are some of the question you will
ask? What are some of the concessions the decision maker may
ask of you? Think about these things in advance,” Gardner said.
“There have been times I didn’t have answers to these questions in
advance. I was scrambling trying to answer questions, and I made
a deal that wasn’t good for me or my company. 
“So, answer these questions in advance. What are you willing to

concede? How far are you willing to go? What concessions are
you going to ask for?”

Uncover the Interest Behind the
Position and Ask:

n Echo: Better price?;
n Why do you feel that way?;
n Why is that important?;
n Has something recently changed in your company that’s

driving this?;
n Why do you need a better price?;
n What’s driving this request?;
n Do you have a quote from someone else?;
n Are there budget restrictions?;
n Which part gives you the most concern?;
n Why is that a concern?; and,
n I thought you were happy with the proposal. What has changed?

“I was in sales a long time before I really understood what
‘the interest behind the position’ means,” Gardner said.
“‘Position’ is what buyers say they want. So, you might have
one who says, ‘You need to do better on pricing. You need
to be more competitive. You need to provide this service or
that service.’ 
“A buyer might say that, but what is the driving force behind

that? Is it just their hope for a better price? Is it they have a
competitor of your’s that has quoted a better price? Do they have
budget issues? Oftentimes, there are ‘interests behind a position.’”
To find out what is behind a buyer’s position, Gardner suggests

salespeople ask pertinent questions as a strategy.
“If someone says, ‘I need a better price,’ there is a great

questioning tactic called the ‘echo,’” Gardner said. “The echo is,
you just look at the buyer and say, ‘Better price?’ Make it sound
like a question, and oftentimes they will add on or give
information without you having to ask a real question.
“You might ask, ‘Why do you feel that way? Has something

recently changed in your company that’s driving this?’ Maybe
another decision maker has entered the picture. Ask some

questions. Get some information.
Don’t just assume what they are
saying is the final answer. Dig in a
little bit.
“‘Why do you need a better

price?’ That is not a horrible
question to ask. The buyer might
respond, ‘Well, a competitor came
in.’ You may or may not want to
lower the price, but now you know
what you are up against.”
Another sales tactic is to

‘soften’ the question.
“One way to word it a little

softer might be, ‘Do you have a quote from someone else?’”
Gardner said. “The bottom line is, ask questions to keep the
conversation flow going. Once again, if you did not develop a
little bit of a rapport early in the sales process, that is going to
be a tougher challenge. The buyer may, or may not, want to
share information. But, as much as you can, find out what the
interest is behind the position. Ask questions. That is super
important.” 
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“The top performers in the industry
provide proposals that include solutions.
At the very least, they have overview
sheets of the value and the benefits their
companies provide. So, don’t just quote
people. Give them something that goes
beyond that — a more professional
proposal.”
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SELLER COUNTER TACTICS

W
hile high performing negotiators are well aware of
tactics buyers use, Gardner suggests salespeople come
to the table with what he calls “seller counter tactics.” 

“Seller counter tactics are the responses to the buyer’s tactics.
So, the question is, why do buyers use negotiation tactics?”
Gardner asked. “They use them because many salespeople
concede immediately.
“For example, a buyer says, ‘I need a better price.’ I’ve heard

salespeople ask, ‘Where do I need to be? How low do I need to
go?’ We need to be able to have a better response than just
conceding immediately.
“Buyers go to negotiating schools, where they are taught how to

squeeze salespeople. Success in negotiation is not about talent. It
is about practice and preparation. You may naturally be a good
negotiator, but if you don’t work on your tactics, you are not going
to be as good as you can be.”
Gardner outlined some common buyer tactics and offered

suggestions on how to counteract them with seller counter tactics.
nHigher authority: “Higher authority is when buyers say, ‘I have

to bounce this off my boss. He/she has to approve switching
suppliers,’ which, hopefully, the sales person would have identified
earlier in the sales process,” Gardner said. “If it pops up now, you do
what you have to do. The natural tendency for most salespeople is to
say, ‘I want to meet the boss.’ That is great, if you can, but there are
times when you can’t. The buyer might say, ‘My boss wants me to get
the information and present it back to him/her.’
“When that happens — and it happens a lot — ask the buyer,

‘Do you agree with the proposal? Are you going to recommend
that your boss moves forward with the proposal?’ If you haven’t
sold the buyer with whom you are interacting, the chances of the
boss being sold are really slim.
“So, make sure the person you are interacting with agrees with the

proposal, and he/she is going to recommend that the boss goes
forward with it. Frankly, most bosses, if the person that reports to
them has gone through the process and analyzed the different
options, are going to go with the proposal. You need to find that out.”

n Stall and delay: In employing the stall and delay tactic, a
buyer says to a salesperson, “I will get back to you. Call me in a
couple of weeks. I want to think about it.” Gardner suggest the
salesperson responds with what he calls an “apology close.”
A salesperson’s apology close might go something like this, “I

apologize. I must have left something out of my proposal that is stopping
you from making a decision. Do you mind telling me what it is?” 
“Just bring it up,” Gardner said. “‘Is there something that is not

clear? Are there some questions that you have that I can answer?’
You want to uncover what is causing the stall or delay.”
Although, at this point in the process Gardner would normally

be reluctant to bring up price, sometimes it is necessary in dealing
with the stall and delay. 
“Sometimes, I will ask, ‘Is it the price?’ I don’t like to bring up

price like that, but I want to jolt the buyer and find out if price is
the issue,” Gardner said. “Furthermore, if there is another reason,
maybe the buyer will bring that up.
“A little more assertive way of dealing with the stall is to say, ‘Why

don’t we try an introductory order?’ The idea is to agree to a small
order to get your foot in the door. — ‘Once you experience our
service, our drivers and interact with our team, I think you are going

to really enjoy and want to do business with us.’ — Sometimes you
can close for a small order to get the process started.”

n Bait:An example of the bait tactic is when a buyer indicates
to a salesperson there might be some more business available, in
exchange for lowering the price on a negotiated deal.
“The buyer might say, ‘If you give me a better price on this deal, I

will give you more business in the future,’” Gardner said. “I think you
need to get that in writing. You want to pin it down so the buyer knows
you are serious. So, maybe you ask for a future ship date. Or ask, ‘Who
is the person I would be interacting with if there is someone else
besides you? What products and/or services are you talking about?’ —
Whatever it happens to be, try to pin the buyer down.”

n Nibbling: Gardner said buyers use the tactic of nibbling,
when they are trying to get a lot of little “extras”— If I do this, will
you throw in that? Will you give me free setup? Will you do this,
or will you do that?’
“The salesperson might respond, ‘I’m not sure I can do that, but

if I can, are you willing to give me the order today?’” Gardner
said. “Again, you want to pin them down. It might be well worth
giving buyers a little extra to get an order today.”

n Flinching: Flinching is also called the “whistling” tactic,
Gardner said. That is, a salesperson quotes a price and the buyer,
in a surprised or incredulous tone, says, “Oh.” Or maybe just
whistles and says, “Wow.”
“Just ignore that,” Gardner said. “Buyers will do that just to

mess with you. I used to work with a guy, when quoted a price,
who would just look at me and not say anything. He was playing
a game with me. Just ask if they have a question or whatever you
have to do to jolt them out of the flinching or whistling mode.”

n What if: “In using the ‘what if’ tactic, buyers might say,
‘What if I order 100 of this item?’” Gardner said. “They give you
the ‘what ifs.’ What they are trying to do is find your bottom line.
They want to know how low you will go. 
“What happens is, once they find out your bottom price, they

will negotiation from there. If that happens, you may not have to
give them the bottom-line price, but you will have to end up
giving them a better deal. So, once again, clarify if they are just
fishing for your bottom line.”

n Contract: “I’m on contract,” the buyer says. 
“Once again, you should have known that in advance, but if you

find it out at this point, there are a lot of questions you want to
ask,” Gardner said. “You want to find out when the contract is up
for renewal and what items are included in the contract. Find out
if the buyer can order outside the contract and how it is decided
who gets a contract.
“If a contract is not coming up for renewal for a year or a

significant period of time, a salesperson might say, ‘I have an idea.
Why don’t we find a way to start doing a little bit of business. That
way, you (the buyer) will get an idea of the services and value our
company provides, so when it is time to renew the contract, you
can make the best decision.’ Try to get your foot in the door.”

n Price squeeze: Buyers know they can squeeze some
salespeople on price, Gardner said. 
“They are going to say, ‘Your price is too high. I can get it

cheaper elsewhere. You’ve got to do better than that.’ One of the
things you want to do is isolate the price squeeze,” Gardner said.
“I always ask, ‘Other than the price, do you have any other reasons
or concerns stopping you from moving forward at this time? How
far apart are we? Is there a competitor involved?’
“You want to ask a lot of questions about price. You might even say,



‘Sometimes we are slightly higher than some competitors, but our
customers recognize that we cost them less because we do the job right.’
“I was with a salesperson who said to a buyer, ‘Yes, my prices

are a little higher, but we cost less.’ The buyer asked, ‘What do
you mean by that?’ The salesperson started talking about how his
company had better service, better solutions, better products and
better benefits — reasons why, even though the prices were a little
higher, the overall cost to the buyer’s company would be lower.” 

n Budget: Dealing with a company that does not have a large
budget, or none at all, can be a difficult challenge, Gardner said.
“You might say, ‘Let’s take a look at the package and see how we

might adjust or adapt it,’” Gardner said. “Maybe you can take away
some of the services. Look at other options. Maybe you can do
something different. How about payments? How about financing?”

Never Give A Concession 
Without Getting One

n Take your time. Do not respond immediately to a request for
a concession;

n Get all issues on the table first before giving a concession;
n Isolate and confirm the issue;
n Agree on what you agree; and,
n Give concessions slowly and grudgingly.

“The No. 1 rule in negotiating is never give
a concession without getting one in return,”
Gardner said. “When a buyer asks for a concession, take your
time. If the buyer says you need to lower your price, you need to
do this or that, whatever it happens to be, don’t rush into it. Take
your time.
“Make sure you get all the issues on the table. If a buyer asks for a

concession, ask him/her, ‘Are you saying if I lower my prices in this
area, we have agreement? Is that right? Is there anything else stopping
you from moving forward?’ You want to isolate and confirm the issue.”
Gardner said many times price is used by buyers as what is

called “the smoke screen objection.”
“They tell you your price is not good enough, because they

don’t believe in you as a supplier. They don’t know if you are
going to be the right choice for them,” Gardner said. “There are
other criteria they are thinking about, but they are hesitant to
discuss them, for whatever reason. So, you need to isolate that and
say, ‘If we are able to be price competitive, would you switch
today? Would you give us the business?’ If there is hesitation, you
know there are other factors that you need to dig into.
“If they are hesitating at this point, go back over the proposal.

Agree on what you agree on. Ask such questions as, ‘You like
what we are doing here, right? You agree with this point, right?
You like our delivery and our service, right?’ Make sure you
confirm all of those different points.”
If a salesperson is of a mind to give concessions, he/she should

do so grudgingly.
“If a buyer asks for a better price, make it seem like it is painful

for you,” Gardner said. “Make it seem like you can’t just decide.
You have to analyze it. You can even do a reverse ‘flinch’ — ‘I
don’t know if I can lower that.’”
Gardner said trading concessions is very important.
“If you don’t trade concessions, buyers are going to wonder

why you gave them a lower price. How are you justifying that?”

Gardner said. “You need to give a reason, otherwise, they got you.
Every time you quote a price, they are going to hit you again.”
Gardner said to counter the smoke screen objection, a

salesperson can use what is called the “if … then” tactic. 
“For example, if you give me a bigger order, then I can do this.

If you decide to change this area, then I can do that. If I match the
price, then are you willing to do this. You want to make sure you
get some sort of concession,” Gardner said. “In the real world,
sometimes you are not able to gain a concession. The buyer may
say, ‘No, I can’t give you a bigger quantity. I can’t give you more
volume.’ I can’t give you more,’ whatever it happens to be.’”
If the salesperson runs into a dead end on gaining a tangible

concession, he/she may be able to get what Gardner calls an
“intangible” concession.
“An intangible concession is something that is easier for customers

to give. You want buyers to know that every time they ask for a
concession, they are going have to do something on their end, as
well,” Gardner said. “So, maybe ask for a year-long or two-year
commitment. Intangible concessions might be something as simple
as, ‘I’ve always wanted to do business in this part of your company
or with that buyer, can you set me up with that? If you can set me up
with that, I might be able to sharpen my pencil on this one deal.’
“Always ask for a concession.”

Contact: Maximum Performance Group, 
453 Providence Road, Palatine, IL 60074.

Phone: 847-202-1705.
Email: jeff@mpg91.com.
Website: www.mpg91.com.
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For All Of 2020, Raw Material Imports Down, 
Finished Imports Mixed, Exports Down, 
Compared To All Of 2019

By Rick Mullen |  Broom, Brush & Mop Associate Editor

Each month, Broom, Brush & Mop Magazine publishes an online eNews
featuring an imports/exports chart, containing pertinent statistics,
covering 26 import categories and eight export categories, compiled
from the latest available U.S. Census Bureau foreign trade statistics.

Also, a comprehensive report accompanies the imports/exports chart
each month. The report focuses on several important raw material and
finished goods import categories, as well as several export categories.

U.S. government trade figures for all of 2020 concerning the
import/export categories typically highlighted in the monthly eNews
reports, indicated raw material imports were down and finished goods
imports were mixed, compared to all of 2019. Meanwhile, exports were
down, compared to all of 2019. 

The raw material import categories highlighted in each month’s report
include hog bristle, broom and mop handles, brush backs and metal
handles. Finished goods include brooms of broom corn over 96 cents,
brooms and brushes of vegetable material, toothbrushes, hairbrushes,
shaving brushes, paint rollers, paintbrushes and upright brooms.

Export categories highlighted in the monthly reports include brooms
and brushes of vegetable material, toothbrushes, shaving brushes, artist
brushes and paintbrushes. Following are some statistics for all of 2020
for each import and export category:

IMPORTS
Hog Bristle

n Highest monthly total: 22,874 kilograms in April;
n Lowest monthly total: 1,204 kilograms in March;
n Highest monthly average price: $56.03 in July; 
n Lowest monthly average price: $8.76 in April;
n 2020 total: 141,156 kilograms, down 23 percent from 2019; and,
n 2020 average price: $33.17 per kilogram, down 16 percent

from 2019.

Broom And Mop Handles 
n Highest monthly total: 1.7 million in September;
n Lowest monthly total: 528,671 in April;
n Highest monthly average price: 96 cents in August; 
n Lowest monthly average price: 58 cents in October;
n 2020 total: 12.3 million, down 32 percent from 2019; and,
n 2020 average price: 75 cents, up 3 percent from 2019.

Brush Backs 
n Highest monthly total: 442,119 in November;
n Lowest monthly total: 71,412 in June;
n Highest monthly average price: 67 cents in September; 
n Lowest monthly average price: 35 cents in June;
n 2020 total: 2.9 million, down 31 percent from 2019; and,
n 2020 average price: 51 cents, down 4 percent from 2019.

Metal Handles 
n Highest monthly total: 2.7 million in September;
n Lowest monthly total: 1.1 million in February, March;
n Highest monthly average price: $1.10 in November; 
n Lowest monthly average price: 75 cents in August;
n 2020 total: 21.1 million, up 28 percent from 2019; and,
n 2020 average price: 92 cents, down 10 percent from 2019.

Brooms Of Broom Corn Over 96 Cents 
n Highest monthly total: 549,104 in September;
n Lowest monthly total: 375,366 in December;
n Highest monthly average price: $2.64 in August; 
n Lowest monthly average price: $2.21 in May;
n 2020 total: 5.6 million, down 3 percent from 2019; and,
n 2020 average price: $2.39, up 3 percent from 2019.

Brooms And Brushes Of Vegetable Material 
n Highest monthly total: 331,791 in October;
n Lowest monthly total: 38,348 in April;
n Highest monthly average price: $1.49 in April; 
n Lowest monthly average price: 74 cents in June;
n 2020 total: 2.3 million, down 32 percent from 2019; and,
n 2020 average price: $1.02, up 29 percent from 2019.

Toothbrushes 
n Highest monthly total: 108.4 million in May;
n Lowest monthly total: 43.2 million in March;
n Highest monthly average price: 35 cents in March, December; 
n Lowest monthly average price: 21 cents in May;
n 2020 total: 949.2 million, down 14 percent from 2019; and,
n 2020 average price: 27 cents, up 8 percent from 2019.

Hairbrushes 
n Highest monthly total: 8.7 million in October;
n Lowest monthly total: 401,740 million in March;
n Highest monthly average price: 28 cents in September; 
n Lowest monthly average price: 22 cents in April, December;
n 2020 total: 54.6 million, up less than 1 percent from 2019; and,
n 2020 average price: 24 cents, down 1 cent from 2019.

Shaving Brushes 
n Highest monthly total: 11.9 million in June;
n Lowest monthly total: 1.1 million in March;
n Highest monthly average price: 21 cents in August; 
n Lowest monthly average price: 6 cents in February, June;
n 2020 total: 72.3 million, up 19 percent from 2019; and,
n 2020 average price: 10 cents, down 17 percent from 2019.



2020 IMPORT
STATISTICS BY MONTH
(Totals of 1 million and above are rounded 

to the nearest 0.1 million)

RAW MATERIALS
Hog Bristle

January                                        Average Price   
22,086 kilograms                            $19.68 per kg
February                                      Average Price   
7,758 kg                                          $36.33 per kg
March                                           Average Price
1,204 kg                                          $41.81 per kg
April                                             Average Price
22,874 kg                                          $8.76 per kg
May                                               Average Price
20,193 kg                                        $26.38 per kg
June                                              Average Price
14,339 kg                                        $47.33 per kg
July                                               Average Price
9,549 kg                                          $56.03 per kg

August                                          Average Price
5,555 kg                                          $37.85 per kg
September                                    Average Price
1,650 kg                                          $50.47 per kg
October                                         Average Price
9,725 kg                                          $46.56 per kg
November                                     Average Price
14,439 kg                                        $46.45 per kg
December                                     Average Price
11,784 kg                                        $46.76 per kg
2020 Total                              Average Price
141,156 kg                                     $33.17 per kg                                                                              

Broom/mop handles
January                                        Average Price   
1.2 million                                               74 cents
February                                      Average Price   
1.2 million                                               69 cents
March                                           Average Price
943,967                                                    76 cents
April                                             Average Price
528,671                                                    94 cents
May                                               Average Price
944,795                                                    89 cents

June                                              Average Price
1.1 million                                               61 cents
July                                               Average Price
1 million                                                  79 cents 
August                                          Average Price
882,124                                                   96 cents 
September                                    Average Price
1.7 million                                               62 cents 
October                                         Average Price
830,927                                                   58 cents 
November                                     Average Price
1.2 million                                               74 cents 
December                                     Average Price
817,039                                                   95 cents 
2020 Total                              Average Price
12.3 million                                             75 cents

Brush backs
January                                        Average Price   
273,883                                                    40 cents
February                                      Average Price   
307,977                                                    61 cents
March                                           Average Price
243,855                                                    53 cents

Paint Rollers 
n Highest monthly total: 9.9 million in December;
n Lowest monthly total: 4.2 million in March;
n Highest monthly average price: 53 cents in September; 
n Lowest monthly average price: 40 cents in March;
n 2020 total: 91.7 million, up 18 percent from 2019; and,
n 2020 average price: 47 cents, down 1 cent from 2019.

Paintbrushes 
n Highest monthly total: 38.3 million in August;
n Lowest monthly total: 10.2 million in March;
n Highest monthly average price: 42 cents in March; 
n Lowest monthly average price: 28 cents in April;
n 2020 total: 304.8 million, up 13 percent from 2019; and,
n 2020 average price: 36 cents, up 24 percent from 2019.

Upright Brooms 
n Highest monthly total: 2.2 million in September;
n Lowest monthly total: 419,706 in March;
n Highest monthly average price: $1.87 in March; 
n Lowest monthly average price: $1.01 in April;
n 2020 total: 20.4 million, down 4 percent from 2019; and,
n 2020 average price: $1.41, down 5 percent from 2019.

EXPORTS
Brooms And Brushes Of Vegetable Material 

n Highest monthly total: 25,763 dozen in November;
n Lowest monthly total: 2,992 dozen in May;
n Highest monthly average price: $48.83 per dozen in May; 
n Lowest monthly average price: $18.06 per dozen in November;
n 2020 total: 91,495 dozen, up 18 percent from 2019; and,
n 2020 average price: $31.05 per dozen, down 28 percent

from 2019.

Toothbrushes 
n Highest monthly total: 14.4 million in January;
n Lowest monthly total: 6.1 million in October;
n Highest monthly average price: $1.22 in October; 
n Lowest monthly average price: 68 cents in January;
n 2020 total: 104.7 million, down 31 percent from 2019; and,
n 2020 average price: 84 cents, up 53 percent from 2019.

Shaving Brushes 
n Highest monthly total: 2.1 million in June;
n Lowest monthly total: 584,414 in December;
n Highest monthly average price: $1.92 in December; 
n Lowest monthly average price: 55 cents in June;
n 2020 total: 16.6 million, down 8 percent from 2019; and,
n 2020 average price: $1.05, up 7 percent from 2019.

Artist Brushes 
n Highest monthly total: 699,588 in October;
n Lowest monthly total: 563,426 in February;
n Highest monthly average price: $4.55 in January; 
n Lowest monthly average price: $2.06 in April;
n 2020 total: 7.6 million, down 8 percent from 2019; and,
n 2020 average price: $2.89, down 22 percent from 2019.

Paintbrushes 
n Highest monthly total: 239,207 in November;
n Lowest monthly total: 90,578 in October;
n Highest monthly average price: $13.10 in October; 
n Lowest monthly average price: $6.56 cents in May;
n 2020 total: 1.7 million, down 26 percent from 2019; and,
n 2020 average price: $8.16, up 26 percent from 2019.

Six-month totals for 2021 will appear in the September/October
2021 print issue of Broom, Brush & Mop Magazine. 

The following chart shows individual monthly totals and average prices, 
plus 2020 totals and average prices:
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April                                             Average Price
145,383                                                    62 cents
May                                               Average Price
161,010                                                    49 cents
June                                              Average Price
71,412                                                      35 cents
July                                               Average Price
242,931                                                   47 cents 
August                                          Average Price
273,486                                                   45 cents 
September                                    Average Price
126,708                                                   67 cents 
October                                         Average Price
315,505                                                   58 cents 
November                                     Average Price
442,119                                                   44 cents 
December                                     Average Price
247,360                                                   60 cents 
2020 Total                              Average Price
2.9 million                                               51 cents
                                                                                 

Metal handles
January                                        Average Price   
1.3 million                                                         $1   
February                                      Average Price   
1.1 million                                                    $1.04
March                                           Average Price
1.1 million                                               92 cents
April                                             Average Price
1.4 million                                               80 cents
May                                               Average Price
1.9 million                                               86 cents
June                                              Average Price
1.8 million                                                    $1.01
July                                               Average Price
2.2 million                                               90 cents 
August                                          Average Price
2.5 million                                               75 cents 
September                                    Average Price
2.7 million                                               89 cents
October                                         Average Price
1.7 million                                               96 cents 
November                                     Average Price
1.5 million                                                   $1.10 
December                                     Average Price
1.8 million                                                    $1.01 
2020 Total                              Average Price
21.1 million                                             92 cents

FINISHED GOODS
Brooms of broom corn over 96 cents

January                                        Average Price   
445,319                                                        $2.30
February                                      Average Price   
389,290                                                        $2.36
March                                           Average Price
494,707                                                        $2.35
April                                             Average Price
415,848                                                        $2.35
May                                               Average Price
480,998                                                       $2.21
June                                              Average Price
516,949                                                        $2.44
July                                               Average Price
529,616                                                        $2.42 
August                                          Average Price
504,823                                                        $2.64 
September                                    Average Price
549,104                                                        $2.34 

October                                         Average Price
544,047                                                        $2.42 
November                                     Average Price
376,773                                                        $2.37 
December                                     Average Price
375,366                                                        $2.44 
2020 Total                              Average Price
5.6 million                                                   $2.39

Brooms/brushes of vegetable material
January                                        Average Price   
109,763                                                        $1.44
February                                      Average Price   
253,371                                                    91 cents
March                                           Average Price
240,564                                                        $1.19
April                                             Average Price
38,348                                                          $1.49
May                                               Average Price
111,941                                                         $1.04
June                                              Average Price
255,442                                                    74 cents
July                                               Average Price
287,216                                                   83 cents 
August                                          Average Price
230,919                                                   97 cents 
September                                    Average Price
142,212                                                        $1.20 
October                                         Average Price
331,791                                                        $1.04 
November                                     Average Price
179,718                                                        $1.19 
December                                     Average Price
111,660                                                        $1.04 
2020 Total                              Average Price
2.3 million                                                   $1.02

Toothbrushes
January                                        Average Price   
100.8 million                                           23 cents
February                                      Average Price   
77 million                                                26 cents
March                                           Average Price
43.2 million                                             35 cents
April                                             Average Price
80.4 million                                             25 cents
May                                               Average Price
108.4 million                                           21 cents
June                                              Average Price
87.4 million                                             23 cents
July                                               Average Price
86.8 million                                             28 cents 
August                                          Average Price
76.4 million                                             24 cents 
September                                    Average Price
63 million                                                34 cents 
October                                         Average Price
72.5 million                                             29 cents 
November                                     Average Price
73.2 million                                             28 cents 
December                                     Average Price
80.1 million                                             35 cents 
2020 Total                              Average Price
949.2 million                                           27 cents

Hairbrushes
January                                        Average Price   
4.2 million                                               23 cents
February                                      Average Price   
4.1 million                                               27 cents

March                                           Average Price
401,740                                                    27 cents
April                                             Average Price
3.2 million                                               22 cents
May                                               Average Price
3.9 million                                               24 cents
June                                              Average Price
3.8 million                                               26 cents
July                                               Average Price
4.6 million                                               26 cents 
August                                          Average Price
4.8 million                                               24 cents 
September                                    Average Price
3.7 million                                               28 cents 
October                                         Average Price
8.7 million                                               24 cents 
November                                     Average Price
7.9 million                                               23 cents 
December                                     Average Price
5.2 million                                               22 cents 
2020 Total                              Average Price
54.6 million                                             24 cents

Shaving brushes
January                                        Average Price   
6.4 million                                                11 cents
February                                      Average Price   
10 million                                                  6 cents
March                                           Average Price
1.1 million                                               17 cents
April                                             Average Price
6.7 million                                                 7 cents
May                                               Average Price
4.6 million                                               12 cents
June                                              Average Price
11.9 million                                                6 cents
July                                               Average Price
6.7 million                                               11 cents 
August                                          Average Price
2.4 million                                               21 cents 
September                                    Average Price
8.4 million                                               10 cents 
October                                         Average Price
4.9 million                                               14 cents 
November                                     Average Price
4.1 million                                               16 cents 
December                                     Average Price
5 million                                                  13 cents 
2020 Total                              Average Price
72.3 million                                             10 cents
                                                                                 

Paint rollers
January                                        Average Price   
6.6 million                                               46 cents
February                                      Average Price   
5.5 million                                               43 cents
March                                           Average Price
4.2 million                                               40 cents
April                                             Average Price
5.7 million                                               43 cents
May                                               Average Price
6.1 million                                               50 cents
June                                              Average Price
7.9 million                                               48 cents
July                                               Average Price
9.1 million                                               50 cents 
August                                          Average Price
9.7 million                                               41 cents 
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September                                    Average Price
8 million                                                  53 cents 
October                                         Average Price
9.5 million                                               48 cents 
November                                     Average Price
9.5 million                                               45 cents 
December                                     Average Price
9.9 million                                               48 cents 
2020 Total                              Average Price
91.7 million                                             47 cents

                                                                                
Paintbrushes

January                                        Average Price   
23.1 million                                            30 cents
February                                      Average Price   
15.5 million                                             34 cents
March                                           Average Price
10.2 million                                             42 cents
April                                             Average Price
23.3 million                                             28 cents
May                                               Average Price
24.5 million                                             32 cents
June                                              Average Price
25.8 million                                             39 cents
July                                               Average Price
32.8 million                                             34 cents 
August                                          Average Price
38.3 million                                             37 cents 
September                                    Average Price
27.7 million                                             36 cents 
October                                         Average Price
25.6 million                                             40 cents 
November                                     Average Price
28.5 million                                             37 cents 
December                                     Average Price
29.7 million                                             39 cents 
2020 Total                              Average Price
304.8 million                                           36 cents

Upright brooms
January                                        Average Price   
2.1 million                                                    $1.30
February                                      Average Price   
1.9 million                                                    $1.12
March                                           Average Price
419,706                                                        $1.87
April                                             Average Price
1.7 million                                                    $1.01
May                                               Average Price
1.3 million                                                    $1.27
June                                              Average Price
1.5 million                                                    $1.61
July                                               Average Price
2.1 million                                                   $1.45 
August                                          Average Price
2 million                                                      $1.43 
September                                    Average Price
2.2 million                                                   $1.42 
October                                         Average Price
1.8 million                                                   $1.73 
November                                     Average Price
1.9 million                                                   $1.54 
December                                     Average Price
1.7 million                                                   $1.56
2020 Total                              Average Price
20.4 million                                                 $1.41

2020 EXPORT
STATISTICS BY MONTH
Brooms/brushes of vegetable material

January                                        Average Price   
5,290 dozen                               $42.81 per dozen
February                                      Average Price   
6,881 dozen                               $41.78 per dozen
March                                           Average Price
4,857 dozen                               $41.31 per dozen
April                                             Average Price
5,298 dozen                               $29.10 per dozen
May                                               Average Price
2,992 dozen                               $48.83 per dozen
June                                              Average Price
6,253 dozen                               $42.51 per dozen
July                                               Average Price
4,264 dozen                               $39.25 per dozen
August                                          Average Price
6,754 dozen                               $23.39 per dozen
September                                    Average Price
4,574 dozen                               $38.26 per dozen 
October                                         Average Price
15,544 dozen                             $29.93 per dozen
November                                     Average Price
25,763 dozen                             $18.06 per dozen
December                                     Average Price
3,025 dozen                               $42.78 per dozen
2020 Total                              Average Price
91,495 dozen                             $31.05 per dozen

Toothbrushes
January                                        Average Price   
14.4 million                                             68 cents
February                                      Average Price   
11.8 million                                              73 cents
March                                           Average Price
11.1 million                                              79 cents
April                                             Average Price
7.6 million                                               78 cents
May                                               Average Price
6.7 million                                               71 cents
June                                              Average Price
6.9 million                                               82 cents
July                                               Average Price
6.2 million                                                   $1.18 
August                                          Average Price
7.8 million                                                   $1.02 
September                                    Average Price
9.1 million                                               74 cents 
October                                         Average Price
6.1 million                                                   $1.22 
November                                     Average Price
10.1 million                                             81 cents 
December                                     Average Price
6.8 million                                               95 cents
2020 Total                              Average Price
104.7 million                                           84 cents
                                                                                

Shaving brushes
January                                        Average Price   
1.8 million                                               87 cents
February                                      Average Price   
1.3 million                                                    $1.11
March                                           Average Price
1.3 million                                                    $1.10
April                                             Average Price
893,688                                                        $1.09
May                                               Average Price
713,264                                                        $1.31

June                                              Average Price
2.1 million                                               55 cents
July                                               Average Price
1.6 million                                               66 cents 
August                                          Average Price
1.7 million                                               82 cents 
September                                    Average Price
1.1 million                                                   $1.41 
October                                         Average Price
2 million                                                      $1.04 
November                                     Average Price
1.5 million                                                   $1.76 
December                                     Average Price
584,414                                                        $1.92 
2020 Total                              Average Price
16.6 million                                                 $1.05
                                                                              

Artist brushes
January                                        Average Price   
693,134                                                        $4.55
February                                      Average Price   
563,426                                                        $3.17
March                                           Average Price
682,036                                                        $3.43
April                                             Average Price
600,298                                                        $2.06
May                                               Average Price
620,251                                                        $2.41
June                                              Average Price
654,413                                                        $2.46
July                                               Average Price
570,043                                                        $3.18 
August                                          Average Price
642,326                                                        $3.07 
September                                    Average Price
696,987                                                        $2.49 
October                                         Average Price
699,588                                                        $2.21 
November                                     Average Price
605,526                                                        $2.86 
December                                     Average Price
596,102                                                        $2.74
2020 Total                              Average Price
7.6 million                                                   $2.89                                                                              

Paintbrushes
January                                        Average Price   
99,856                                                          $8.08
February                                      Average Price   
188,117                                                         $7.50
March                                           Average Price
138,987                                                        $8.02
April                                             Average Price
147,048                                                        $6.91
May                                               Average Price
138,757                                                        $6.56
June                                              Average Price
116,088                                                         $8.39
July                                               Average Price
138,580                                                      $10.19 
August                                          Average Price
105,250                                                        $8.49 
September                                    Average Price
156,274                                                        $8.42 
October                                         Average Price
90,578                                                        $13.10 
November                                     Average Price
239,207                                                        $6.96 
December                                     Average Price
133,567                                                        $8.20 
2020 Total                              Average Price
1.7 million                                                   $8.16
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INDUSTRY NEWS

Brush Fibers, Inc., Announces 
New Division In Mexico

Brush Fibers, Inc., with offices in Arcola, IL, and San Antonio, TX, has
opened a new company located in Monterrey, Mexico. The new entity is
called Fibras y Cepillos (translates to Brush Fibers in English), and will be
under the supervision of Roberto Sixtos, who will be the general manager
of Mexico operations. 
Brush Fibers CEO Chris Monahan said, “This will be an excellent

opportunity for our customers to be assured of quality control of raw
materials and other products that originate in Mexico. Roberto has been
working for PelRay International since January 1, 2018, as procurement
and sales (Mexico operations), and has established outstanding
relationships with our existing vendors.” 
PelRay President Bart Pelton also noted that Sixtos has been working in

the brush, broom and mop supply business for over 20 years in Mexico, and
has been consistently commended for his ability to deliver what the
customer needs. 
For more information, contact Bart Pelton at bart@pelray.com or

Roberto Sixtos at roberto@pelray.com.

Jones Family of Companies has
hired Mark Only as senior human
resources manager in the Jones
Humboldt, TN, business office.
“Only is a Jackson, TN, native

who has proven himself in
leadership over the past two
decades in involvement with his
community and in his career. He
graduated from Lambuth Univer-
sity in 2000, with a bachelor's
degree in business management and
a minor in economics, then went on
to earn a Professional in Human
Resources (PHR) certification in
2007, and become a Society for

Human Resources Management
Certified Professional (SHRM-CP) in 2015,” said the company.
Only spoke about his future in the position, "I have a true passion for human

resources and the positive impact that HR can have on a business. I am excited
to continue my work at an organization like Jones Family of Companies that
truly understands the importance of investing in its people, and I look forward
to helping to grow the company's already exceptional team."
Before coming to Jones, Only worked in human resources since 2007,

serving as manager, director, and vice president of HR at five separate
companies. Most recently, he was human resources manager at Park Ohio
in Lobelville, TN, overseeing all aspects of HR from hiring to discipline to
safety. In his time at Park Ohio, Only also was the lead on a number of
partnerships and projects, including writing and distributing an updated
company handbook, and working with the Lobelville Sheriff's Department
to develop a work release program.

For more information, visit jonesyarn.com.

Gordon Brush Acquires An
Interest In P.S. Creations

Gordon Brush® has acquired an interest in P.S.
Creations, LLC, the manufacturer of the Platescrape and
other products for cleaning and sanitizing surfaces. 

“The Platescrape, invented by Nate Stein, is a
bucket and brushes tool for on-and-off-site pre-
sanitation of dishes. The Platescrape can clean
stubborn egg, cheese, and dried-on sauces, all while
saving water, time and money. Restaurants and
catering services save thousands of dollars a year in
labor, water, and energy costs. Gordon Brush
manufactures the brushes that are used in the
Platescrape system.
"The Platescrape is a revolutionary product that

can save the environment billions of dollars and
preserve precious resources," said Ken Rakusin,
president/ CEO of Gordon Brush. "As the
manufacturer of the brushes for the Platescrape,
we are pleased that our investment in P.S.
Creations can help develop and promote
environmentally beneficial products to clean and
sanitize, especially during the COVID-19
pandemic,” said Rakusin.
For more information, visit www.gordonbrush.com.

Jones Family Of Companies Has New
Senior Human Resources Manager
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