November/December 2021

Broom, Brush & Mop Magazine

SERVING THE INDUSTRY SINCE 1912

Coping With
Rising Freight Costs,
Hardware Availability
Nexstep
Monahan Partners
Zephyr Manufacturing
Algoma Mop

Bright Future For
Industrial Brush
Segment
Industrial Brush Company
Precision Brush

FEIBP
General Assembly
Golden Star’s

Steve Lewis
Completes Term
As ISSA President

Freight Costs,
Availability And
COVID Continue To
Impact Industry

Broom, Brush & Mop
A RANKIN PUBLISHING PUBLICATION

November/December 2021

|

Volume 111, Number 6

Features

Calendar Of Events

How Companies Are Coping With Rising
Freight Costs/Availability Issues Of
Hardware Components _____________________6

MARCH 2-5, 2022
# & 0+ 55/1% "45350245
#45201 625'. !
*546,10245 -& - -- -

The Future Of The Industrial Brush Looks Bright
Despite Many Marketplace Issues Caused By
COVID-19 _______________________________18
FEIBP Virtual General Assembly

Participants Discuss Challenges, Trends And
Opportunities In Europe And Beyond________28
2021 ISSA SHOW Photo Gallery ___________40
Golden Star’s Steve Lewis Completes
Term As ISSA President ___________________44
Industry News ________________________45-46

Staff

PUBLISHER
Linda Rankin
lrankin@consolidated.net

EDITOR
Harrell Kerkhoff
rankinmag@consolidated.net

Magazine

     

MARCH 5-8, 2022
+3 *5.263 4,3 +4(
)"46,2) %1)3  "+2)1'4 *
*546,10245  -- -&&
SEPTEMBER 21-24, 2022
/64315 #6/.+(163
!33610245 !*# "45'63..
403% 615%46  61'/3 "3)+ 3/$%2)
*546,10245 (((3/64$6/.+)4,
APRIL 24-26, 2024
*5036#6/.+ -&-
3..3 !632$/6'  !632$/6' 36,15
*546,10245 (((25036$6/.+)4,

ASSOCIATE EDITOR
Rick Mullen
rankinmag@consolidated.net
GRAPHICS/PRODUCTION
Kris Bott
David Opdyke
OFFICE MANAGER
Carrie King

Rankin Publishing, Inc.
204 E. Main St., P.O. Box 130 • Arcola, IL 61910-0130, USA
Phone: (217) 268-4959 • Website: www.rankinpublishing.com
Email: rankinmag2@gmail.com • rankinmag@consolidated.net

INDEX OF ADVERTISERS
ABMA .................................................................47
American Select Tubing ........................................11
Borghi.....................................................Back Cover
Borghi USA .........................................................34
Brush Fibers..........................................................9
Creative Poly .......................................................27
DECO..................................................................36
Distribuidora Perfect, S.A. ....................................31
DKSH Switzerland Ltd. .........................................17
DuPont Filaments ..................................................7
Filkemp ..............................................................15
Gordon Brush Mfg. Co. Inc. ..................................25
H. Arnold Wood Turning, Inc. ..................................3

PG 4

Jones Companies ...................................................5
Lemieux..................................................Front Cover
Loos & Co. Inc.....................................................39
MGG ...................................................................21
Mill-Rose ............................................................19
Monahan Partners ................................................10
PelRay International ...............................................2
Perlon .................................................................13
PMM...................................................................23
Royal Paint Roller ................................................35
Shanghai Jiasheng Products Co., Ltd. ....................37
St. Nick Brush Co. ...............................................29
WOMA ................................................................33

BBM MAGAZINE | November/December 2021

Looking for warrd
to the brighter
e
days to come.

We’ree her
here forr youu.
Together
h we will
i win!

j esyarn.com
jone

KEY BUILDING BLOCKS TO MOP, BROOM & BRUSH PRODUCTION
Exclusive BBM Interview:

How Companies Are Coping With Rising
Freight Costs/Availability
Issues Of Hardware Components
By Harrell Kerkhoff | Broom, Brush & Mop Editor

Components in the manufacturing
of mops, brooms and brushes usually
include a handle, fiber/filament, wire
and some type of hardware. The latter can
involve a tip, ferrule, adaptor, frame,
extension piece and/or other accessories.
Broom, Brush & Mop Magazine recently
interviewed representatives of four companies
that use and/or supply various hardware items. The
objective was to learn more about the availability
and demand of the hardware. The officials also
discussed how business has been at their individual
companies and the overall status of the cleaning
products industry.
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antibacterial qualities, while more industrial customers like
wood handles. Many of our handle choices involve
nprecedented times have gripped the cleaning supply different colors,” Hastings said. “Fortunately, we haven’t
industry with price hikes and supply chain disruptions. had a lot of problems getting mop parts through the supply
Despite it all, officials at Nexstep Commercial Products, chain. That is true for both domestic and overseas vendors.
exclusive licensee of O-Cedar cleaning products for the With that being said, we are often only a truck interruption
commercial marketplace, feel fortunate with steady business away from a supply issue, just like everybody else.”
Although it’s impossible to accurately predict the future
and continual growth opportunities.
during a global pandemic, Hastings feels
“I don’t think anybody around today has
overall price hikes and supply chain
seen such times in our industry, and just
delays could lessen toward the latter half
the world in general. We are very fortunate
of 2022 or early part of 2023.
and happy at Nexstep to be where we are
“I do think freight costs will start
as a business,” Nexstep General Manreceding.
We have seen a little bit of
ager/Partner Joel Hastings said. “Everythat
over
the
past few months. I don’t
body seems to be fighting the same supply
think costs are going to get down to prechain issues, involving not only products
2020
levels anytime soon, but they
from Asia, but domestically. That includes
could
drop
50 to 60 percent of where
raw materials from suppliers.
they
are
today.
That could be ‘the new
“Fortunately, we have found our
normal,’” he said. “Overall, we are very
customers to be very understanding
fortunate and happy to be where we are
with all that is going on. The supply
a company, while also seeing many
as
chain and price issues are well known,
of
our customers grow, and even
and is something everybody has to work
prosper, during these uncertain times.
through in order to succeed. We are all
“At Nexstep, we are excited about
in this thing together.”
new
opportunities. Our sales force
When it comes to meeting customer
Joel Hastings
works
very hard at finding leads while
needs in such challenging times,
also supporting current customers. Operationally, everybody
Hastings stressed the importance of communication.
“It’s important to give customers as much information as you here is devoted to providing great service and products. I
can, knowing the information you are receiving may be very can’t say enough good things about the entire Nexstep
loose. For example, it’s been hard to receive accurate information workforce, especially when considering what everybody has
on certain ETA’s (estimated time of arrival),” he said, adding been through during the pandemic.”
many customers understand today’s issues
with product delays. “They are seeing it
“I do think freight costs will start receding. We have
take place not only in jan/san but overall
supply, and for every type of commodity
seen a little bit of that over the past few months. I
being sought.
don’t think costs are going to get down to pre-2020
“It shouldn’t be a surprise or shock to
levels anytime soon, but they could drop 50 to 60
anybody, and fortunately most people
have been very accommodating. Nopercent of where they are today.”
body likes today’s disruptions, but there
is not much you can do at times.”
~ Joel Hastings
A family-owned business, Nexstep’s
core products include cut-end and
Hastings added that if there is one positive to the
loop-end mops, floor sweeps, angle plastic brooms, handpandemic,
it’s shown the true importance of cleaning and
held brushes and mopsticks.
quality
cleaning
products. Trends may have also resulted.
It operates two manufacturing facilities, producing such
“I have seen a change in the industry over the past one to
items as mops and mopsticks in Paxton, IL, and brushes
two
years moving toward more disposable products,” he
and angle broom heads in Springfield, OH. The brooms are
said.
“I think that will continue, which will mean more
then assembled in Paxton for distribution. Hardware items
demand for the materials that go into those products.”
from Nexstep include mopsticks and dust mop frames.
Contact: Nexstep Commercial Products,
“We provide a variety of mopsticks. Our handles are made
1450
West Ottawa Rd., Paxton, IL 60957-0071.
of wood, fiberglass and metal, which helps meet the
Phone: 217-379-2377.
different needs of customers. Foodservice professionals
Website: www.ocedarcommercial.com.
tend to favor fiberglass handles as the material has

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

888.833.1097
Shipping within 24 Hours
Warehousing

info@brushfibers.com | www.brushfibers.com

MONAHAN PARTNERS

upplying a wide assortment of plastic and metal hardware, used in the
production of wet and dry mops, as well as dust mop frames, wedge frames
and broom braces is Monahan Partners, Inc., located in Arcola, IL. The
company specializes in the assembly of such hardware onto fiberglass, metal
and wood handles, and then packed to customer specifications.
“We also offer many complementary products such as a patented lobby dust pan,
plastic and metal dust pans, and dust mops,” Monahan Partners President Kevin
Monahan said.
The COVID-19 pandemic, and resulting supply chain backlogs, have made an
imprint on just about every business and industry imaginable — including those
companies involved in the manufacture and/or supply of hardware products used by

S

Kevin Monahan

mop, brush and/or broom makers. That
imprint has certainly been felt in 2021 at
Monahan Partners.
“Our metal products rely on steel,
and our plastic items rely on resin, so
pricing has been turbulent and lead
times generally slow. Issues with resin
seem to have settled slightly compared
to metal. We wish we could provide
what we want from our suppliers with
steady pricing, but that is simply not
possible right now,” Monahan said.
“Long lead times are preventing us
from reaching our potential this year.
But at the same time, miraculously, we
are currently fully staffed and grateful
for those staff members.

“Issues with resin seem
to have settled slightly
compared to metal. We
wish we could provide
what we want from our
suppliers with steady
pricing, but that is
simply not possible
right now.”
~ Kevin Monahan
PG 10
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“All our employees are vaccinated, and due to our
low head count and ample space in our plant, we are
in good shape to produce products. Those things
don’t make us immune to problems, but do give us
better odds.”

“If a container is stuck at a rail
yard, and we are not sure when it
will arrive, it’s OK to tell our
customers exactly that, as they
deserve honest answers.”
~ Kevin Monahan
A tight labor market is another issue facing many
customers of Monahan Partners.
“The good news is, current labor issues complement our
core strength of providing full mopstick assembly (attaching
hardware onto handle). That strength removes a step for our
customers, allowing their labor force to focus on more
pressing issues,” he said.
In the midst of current supply chain issues, Monahan
added that communication remains a key part of
customer service.
“If a container, for example, is stuck at a rail yard, and
we are not sure when it will arrive, it’s OK to tell our
customers exactly that, as they deserve honest answers,”
he said. “We expect supply chain and pricing concerns
to continue well into 2022. Regardless of those pressures, it is still all about providing needed products and
services at a fair price. At Monahan Partners, we believe
our company provides the right products and works with
quality supply chain partners.”
Looking ahead to 2022 and beyond, Monahan added
that one of his concerns is the cleaning supply industry
seems to be getting smaller, with the number of
participating companies decreasing.
“I maintain, however, that the best ideas for our
industry going forward haven’t come to fruition yet. At
Monahan Partners, we are trying to position and ready
ourselves to play a part when it does,” Monahan said. “I
feel the improvements we, as a company, have made in
personnel, machinery, efficiency and protection over the
last several years has put us in position to be proactive,
agile and optimistic going forward.”
Contact: Monahan Partners, Inc.,
202 N. Oak, Arcola, IL 61910.
Phone: 217-268-5771.
Website: www.monahanpartners.com.
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ZEPHYR MANUFACTURING

eporting on good business activity despite various
challenges that are prevalent today is Zephyr
Manufacturing President R.J. Lindstrom. The
company, located in Sedalia, MO, supplies a variety of
cleaning-related products. That includes wet and dust mops,
microfiber products, upright brooms, push brooms, brushes,
dusters and hardware items such as handles and frames.
“For the business
world, the recovery
seems to be more
challenging, in many
respects, than the
pandemic itself. Inflation is going through
the roof and affecting just about every
product that we are
involved with, while
the supply chain is a
disaster at times,”
Lindstrom said. “Getting products in a
certain amount of
time is not reliable,
while pricing continues to go up and lead
R.J. Lindstrom
times expand. It doesn’t seem to matter if an item is
imported or from a domestic source, supply chain issues
are everywhere.
“Another issue we, as a company, are dealing with is a low
unemployment rate in our area. That is hurting our ability to
hire, and putting upward pressure on wages. All of these
challenges are taking place in just about every type of business.”
To help the company navigate through various supply
chain issues, officials at Zephyr Manufacturing work with
multiple suppliers for critical raw materials.
“That has come in handy, being able to order the same
thing from different suppliers. It also takes good planning.
What used to be a two to three week lead time is now six to
eight weeks,” Lindstrom said. “You have to keep that in
mind when tracking inventory levels. It’s important to adjust
to the world we are all working in at the moment.”

R

“For the business world, the recovery
seems to be more challenging,
in many respects, than
the pandemic itself.”
~ R.J. Lindstrom
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“We have always taken pride in
customer service. It often starts with
a caller talking to a live person
answering the phone in our office.
There is no phone tree or voice mail,
but instead a person from Zephyr
who will do his/her best
to take care of any issue.”

will settle down and correct themselves next year,
although it may take longer than the first couple of
fiscal quarters,” he said. “I do feel inflation is going to
remain high for awhile until supply chain issues calm
down. Hopefully, by the second half of 2022 or sooner,
more normal conditions will return to our industry and
overall business.”
Contact: Zephyr Manufacturing Co.,
200 Mitchell Rd., Sedalia, MO 65301.
Phone: 660-827-0352.
Website: www.zephyrmfg.com.

~ R.J. Lindstrom

Although the company doesn’t produce mop and broom
hardware items itself, Zephyr Manufacturing does purchase
a large inventory of such products, assemble and then sell
them as finished goods.
“We sell a great number of wood, metal and fiberglass
mop handles and the different hardware items that can be
attached to those handles,” Lindstrom said. “We also supply
clip-on handles for dust mops as well as dust mop frames.
All of Zephyr’s hardware items are listed in the company’s
catalog for purchase.”
Similar to most of the company’s products, supply chain
problems have touched Zephyr’s hardware lineup.
“Availability, pricing and lead times have been an issue. Steel
prices have been going up, providing more pricing pressure on
many hardware items,” Lindstrom added. “Quite a few of those
items come from overseas. High container pricing and freight
bills go into the final cost of (the hardware). There remains
upward price pressure for a lot of products.”
In today’s times of consistent price changes and supply
chain snafus, properly working with customers is as
important as ever. It’s a focus that Lindstrom said remains
strong at Zephyr Manufacturing.
“We have always taken pride in customer service. It
often starts with a caller talking to a live person
answering the phone in our office. There is no phone tree
or voice mail, but instead a person from Zephyr who will
do his/her best to take care of any issue,” Lindstrom
said. “It’s important to make sure that people who call
our office are satisfied at the end of a conversation and
receive the information they need.”
He added that constant communication with customers is
paramount, especially during current issues with the global
supply chain.
“You always want to keep your current customers happy
and put as much product in their hands as you can, despite
today’s difficulties,” Lindstrom said.
As for the future, Lindstrom has a “wait and see” outlook
related to how challenges and opportunities will work
themselves out.
“I think there is a chance a lot of things in business
PG 14

ALGOMA MOP MANUFACTURERS

lthough lagging a bit from pre-COVID sales
numbers, overall business activity is picking up at
Algoma Mop Manufacturers, which produces a
full line of wet mops, in both loop end and cut off styles,
that come in a variety of colors and standard weights.
The mops are often customized to customer specifications. The company also provides dust mops,
microfiber mopping pads and cleaning cloths, mop
hardware including handles and frames, and a growing
list of other cleaning-related items.
“We are near to
meeting our sales projections for the year,
but it’s going to be
close,” Algoma Mop
Manufacturers
Director of Sales
Allan Wartella said.
“The main challenges we have experienced include price
increases and delays
in receiving certain
items, such as imported parts for our
mop handles. There
have also been issues
Allan Wartella
with receiving domestic raw materials.
“We offer a variety of handles for wet and dust mops
as well as microfiber products. Some of those items
have been on backorder or have been a little slower
arriving. We have also seen multiple price increases,
including surcharges for metal items. Some suppliers
have adjusted their prices monthly.”
Despite such difficulties, business for the Algoma, WI,
company continues.
“We seem to be getting through it OK. Sometimes we will
find alternate products to use. It hasn’t put a huge dent in
our business, but it’s something we have to be aware of

A

BBM MAGAZINE | November/December 2021

Working together for new solutions

Custom Made

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

www.filkemp.com

on a consistent basis,” Wartella said. “We sometimes get
a notice that a certain product is out of stock. It’s typical
things that I think everybody else is dealing with in 2021.

sities opening their facilities after COVID-19
lockdowns, which is good news for Algoma Mop as
those institutions need added cleaning supplies. Other
places, however, have been slower in the
reopening process, he added. Despite this,
providing quality customer service for all
“The main challenges we have experienced
types of customers is of great importance
include price increases and delays in receiving
for the company.
“Customer service has always been a big
certain items, such as imported parts for our
part of what we do. I stress to customers that
mop handles. There have also been issues with
if they do not see an item listed in our
catalog or website, to still reach out to me,”
receiving domestic raw materials.”
Wartella said. “I have access to a lot of
vendors and will search out that product for
them. I am always willing to do the extra
~ Allan Wartella
legwork for customers.”
Looking ahead, Algoma Mop officials
“We have had good fortune in getting the materials are currently working with an individual to provide a
needed to produce our mops. There haven’t been any new janitorial product and packaging for retail sale.
delays from vendors. The challenges come from our
“Algoma Mop is mostly involved with wholesale and
imported items, and those products that require metal in distributor sales,” Wartella said. “However, it’s good
manufacturing.”
when people contact us to do something away from our
The origin of Algoma Mop dates to 1926 and was norm. We like to explore those possibilities if we feel it’s
operated for years as a family business. A major shift within our capabilities. Sometimes it works out and
occurred in 1981, when East Shore Industries, Inc., a sometimes it doesn’t, but we always like to take new
non-profit 501(C)3 corpora
opportunities into consideration.
tion, purchased the company. East
Shore started in 1973 as the Kewaunee
County (WI) Development Center and
“We have had good fortune in getting
recently has undergone a rebranding, with
the materials needed to produce our mops.
its new name being ESI, which stands for
Empowering & Supporting Individuals.
There haven’t been any delays from vendors.
The focus at ESI continues to be that of
The challenges come from our imported
providing needed services to people with
disabilities in mainly rural Kewaunee
items, and those products that require metal
County, located in northeastern Wisconsin.
The acquisition of Algoma Mop gave ESI a
in manufacturing.”
source of steady work and training
opportunities for local people with
~ Allan Wartella
disabilities, allowing them to live more
independent lives. ESI refers to those they
serve as “clients.”
“We are currently back at full force with our staff and
“We also have conversations with our distributors to
clients. For the most part our people have been staying see how we can supply more of their needed materials.
healthy,” Wartella said. “We have not had any major Given our smaller size as a company, we don’t require
outbreaks (of COVID), although we did have a couple of large minimum orders as opposed to larger manupeople contract, or were exposed to, the virus. They had facturers. I see potential growth in that area for Algoma
to stay home in quarantine.”
Mop. Janitorial products are always going to be needed.
Algoma Mop serves an array of customers, including We are anticipating that to be an important part of our
those who represent public schools and municipalities, business well into the future.”
colleges/universities, restaurants, medical facilities and
janitorial cleaning services. The company also serves as a
Contact: Algoma Mop Manufacturers,
supply vendor to wholesalers and distributors involving
813 Rabas St., Algoma, WI 54201.
cleaning and janitorial items.
Phone: 800-216-3478.
Wartella said he has seen more schools and univerWebsites: www.algomamop.com; www.esiempowers.com.
PG 16
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Natural bristles brought to you by
DKSH Switzerland Ltd.
US Distributor: Brush Fibers Arcola
Please contact us for further information,
specifications and offers:
Reinhold Hoerz
Senior Sales Manager, Brush Industry
Phone +41 44 386 7901
Mobile +41 79 785 4657
reinhold.hoerz@dksh.com
www.dksh.ch/brush

Think Asia. Think DKSH.

The Future Of The Industrial Brush Looks

BRIGHT
Despite Many Marketplace Issues
Caused By COVID-19
By Rick Mullen | Broom, Brush & Mop Associate Editor

As much of the news is being dominated by the COVID-19,
labor shortages and supply chain issues, Broom, Brush & Mop Magazine
spoke with executives from two industrial brush manufacturers who
shared how their respective companies have remained properous,
despite these challenges.
Both executives spoke of how the pandemic and other issues have
changed the marketplace and the future of the tight-knit brush
manufacturers segment.

We turn your ideas into reality.

Mill-Rose specializes in making custom brushes used in new
and unique applications. This may require modifying one
of the thousands of standard and not-so-standard brushes
we manufacture on a regular basis. If your custom brush
requirement calls for a completely new design, we can take
your idea and turn it into reality, making it from any material
the job calls for.
We design, engineer and manufacture standard and custom
brushes in any quantity. Mill-Rose has set the standard for
quality, performance, and innovation in brush technology for
the past 100 years. Call or visit MillRose.com.

A Century
of Brushmaking Excellence

www.MillRose.com/100years

800-321-3533 | Fax: 440-255-5039 | info@MillRose.com | www.MillRose.com

ince 1947, Industrial Brush
drivers from common carriers such as
Company, Inc., of Fairfield, NJ,
UPS and FedEx. That rule has been
has specialized in manufacturing
relaxed. In addition, efforts in cleaning
a wide range of larger custom cylinder
and disinfecting were ramped up.”
brushes. Working under the shadow of
Fairfield is located in close proximity
the COVID-19 pandemic, the company
to New York City, and the area was one
has managed to continue to prosper,
of the hardest hit during the early stages
despite challenges along the way.
of COVID.
“Business has been very good the past
“We seemed to be the epicenter of
18 months,” said Vice President Scott
what was going on early in the
Enchelmaier. “We experienced a
pandemic,” Enchelmaier said. “The
drastic dip in sales the first couple of
governors of New Jersey, New York,
months during the initial COVID lockPennsylvania and Connecticut banded
together and decided they would enact
down, but once we gained essential
the same actions to combat the
business status, we actually grew our
pandemic across those four states. It
business in several market segments.
really kind of insulated us in a ‘bubble,’
“Our brushes are used as a critical
and I think that was one of the keys to
component in manufacturing paper and
success in turning things around.”
paper products, like toilet paper and paper
Scott Enchelmaier
Big in the news these days is COVID
towels, packaging materials and PPE
(personal protective equipment). Demand exploded for those has caused significant supply chain issues, which
Enchelmaier said has caused significantly longer lead times.
end-products and our brush usage followed that curve.”
“Longer lead times and the availability status of our raw
When COVID first hit, uncertainty and the lack of solid
information had many companies, including Industrial Brush, materials has made it necessary for our customers to reconfirm
their prices and their deliveries exactly at the time they place
trying to figure out how to proceed.
“In the beginning, we were pretty much in panic mode like their orders,” he said.
everybody else. We were getting
information from local and state sources,
“I wonder, as lead times begin to decrease, and
while looking at developments on the
federal level. There just didn’t seem to be the availability of raw materials causes prices to
any consistency insofar at what we were
come down, if there is going to be a slowdown
supposed to do,” Enchelmaier said. “So,
we did our best to comply with whatever
in orders caused by excess inventory.”
information we got from the CDC (Centers
for Disease Control and Prevention),
-Scott Enchelmaier
concerning masking requirements, social
distancing, etc.
Speaking about the advantages of purchasing from U.S.
“As time went on, we started to receive information from
the New Jersey Business and Industry Association and other companies versus importing, especially during this time of
sources. All of sudden, we had laser vision about what to do. supply chain disruptions, Enchelmaier said, “Having
We were not significantly impacted insofar as the health of something manufactured overseas, then waiting for a
our employees. We are a smaller company. Of our 25 container to be loaded on a ship, getting it over here, then
employees, we have only had two test positive for COVID having it sit in the port for several months waiting for trucks
to pick it up, has been a game-changer.”
from the beginning of the pandemic to the present.
In its manufacturing processes, Industrial Brush uses such
“Fortunately, we received essential business status almost
immediately from the state of New Jersey as a result of products raw materials as nylon, abrasive nylon, carbon steel,
we make for critical industries. That was very helpful.”
stainless steel, aluminum, brass and natural fibers, such as
The company followed state mandated protocols for tampico and boar’s hair.
people who work indoors in manufacturing.
“We purchase a lot of steel, aluminum and stainless
“We wore masks for about six months,” Enchelmaier said. steel for the brush cores we make, along with traditional
“Our facility is large, so, with our small workforce, it was very bristle purchased by most brush manufacturers,”
easy to social distance.
Enchelmaier said. “The prices for the metal products that
“We had a 100 percent non-travel protocol and we weren’t we purchase have increased significantly — sometimes on
allowing vendors in the building. The only people who a weekly basis — which makes it very difficult. Bristle
could get into the facility, other than employees, were has also seen some increases in all categories. That has
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“Everybody in our industry talks about their employees being
part of their family,” Enchelmaier said. “Employees have always
been the key factor to success in any business environment,
which is pretty typical throughout the brush industry.
“They have adapted to our changing work environments,
family issues like child care and remote learning for their
kids, and all other challenges associated with the pandemic.
It has been remarkable. The mutual commitment to getting
the job done, whatever it takes during a global pandemic is
something of which we are very proud.”
In addition to leading his own company through the
ongoing COVID crisis, Enchelmaier was also president of
the ABMA (American Brush Manufacturers Association)
when the pandemic hit.
“We met as an executive board, and with our board atlarge and decided we were going to have to
do our best to pivot and support our
“I believe some people in certain companies membership. This was done by providing
resources and data, best practices,
who are working remotely will not want to
webinars, all that kind of thing to stay
return to the workplace. Working at home is
relevant with our members,” he said. “I
have to give ABMA Executive Director
possible for certain types of office jobs, but
David Parr kudos. He is a very calm, very
we run the risk of losing what I call the
focused person.
“The biggest fear was we were going to
‘collaborative nature’ of working in-person
lose members. I think, to our credit, we
with fellow employees. Without collaboration,
haven’t lost any members. We put on a
it is tough to effectively problem solve and to virtual annual convention, and people were
happy that we did. They made it abundantly
develop new products.”
clear they didn’t want to see it again,
hopefully, but they were appreciative and
-Scott Enchelmaier
thankful that we just didn’t put everything
on hold.”
Despite all the negatives associated with
“I am an economist by trade, and I don’t think this is COVID, one positive trend for Industrial Brush Company has
completely a COVID-related issue. I think we are seeing a been an increase demand for its products, Enchelmaier said.
He added, “I believe there has been some panic buying going
paradigm shift of fewer workers being receptive to accept
jobs in manufacturing.
on in the market right now by our customers. I think that is
“Our jobs are a lot less glamorous, and often there is no way probably a result of higher prices and longer lead times. The last
around the fact workers have to get their hands dirty because of thing the customer wants is to run out of brushes.
the functions required to make brushes.
“But, I wonder, as lead times begin to decrease, and the
“We could use three or four people right now. We have availability of raw materials causes prices to come down, if there
had very capable candidates interview for manufacturing is going to be a slowdown in orders caused by excess inventory.”
COVID has also caused companies to take a look at how
jobs, and after walking them through the plant, some
respectfully decline our offer. They say, ‘This is not the type they approach customer service.
“What I have seen is COVID has sped up the process that
of work I really want to do.’
“That is going to be a real issue moving forward. Technology was already ongoing in how we interact and support the
and automation are key, but we are just going to have to work needs of our customers,” Enchelmaier said. “What we are
to make jobs more attractive. We offer a very, very competitive finding is in-person sales calls are being replaced by virtual
wage, health insurance benefits and 401(k) profit sharing that I interactions on such platforms as Zoom, Microsoft Teams
would stack up against anybody. So, it will be very interesting and GoToMeeting and Webex, etc.
“Most of our products are made to perform specific functions
moving forward to see how this all shakes out.”
As for the company’s current workforce, Enchelmaier is in the manufacturing processes. As a guiding light, we take our
grateful for those who have come to work since the customers’ brush ‘what-ifs’ and turn them into reality.
“Our extensive engineering knowledge, combined with a
beginning of the COVID crisis.
resulted in our need to revert from our usually reliable
standard pricing models we have used for the past 20
years, to more of a cost-plus analysis to provide prices for
our customers.”
While finding quality employees has been an ongoing
issue for many years in manufacturing, the situation has
become even more critical.
“We are always looking for quality employees. Some
companies are looking to expanding automation as a possible
counterbalance to the labor problem in the country,” Enchelmaier
said. “It isn’t a problem isolated to the brush industry. We do
business in most major manufacturing sectors. All of our
customers report the same issues. There are not enough workers
to fill the jobs companies need to meet increases in demand for
their products.
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machine builders relationship, also allows us to supply a complete
manufacturing solution, and not just a brush.
“We are working on several products, which are not part of our
traditional cylinder brush product line. They are in the early stages of
development and we hope to have some of these products field tested
and available for distribution in the next 12 months. We are really
excited about some new products coming.”
Looking ahead, Enchelmaier has some concerns about how
COVID has impacted the workforce.
“I believe some people in certain companies who are working
remotely will not want to return to the workplace,” he said.
“Working at home is possible for certain types of office jobs, but we
run the risk of losing what I call the ‘collaborative nature’ of
working in-person with fellow employees. Without collaboration, it
is tough to effectively problem solve and to develop new products.
That all gets lost in the shuffle. It will be very interesting to see how
that all shakes out.
“However, I think, in the long run, the future for our company, and
companies who participate in the industrial brush industry as a
whole, is pretty bright.”
Contact: Industrial Brush Company, Inc.,
105 Clinton Road, Fairfield, NJ 07004.
Telephone: 800-241-9860.
Email: sales@indbrush.com.
Website: www.industrialbrush.com.

ounded in 1951, Precision Brush, of Solon, OH, located in the
greater Cleveland area, manufactures a wide array of custom
industrial brush products for an extensive list of applications.
Customized bristle tools
the company offers customers include metal channel
strip brushes, plastic channel
strip brushes, twisted wire
brushes, brush seals and
specialty brushes.
Precision Brush President Jim Benjamin reported that, despite the pandemic, repeat business for
the company’s products has
been “pretty strong.”
When the pandemic hit
hard in the early spring of
2020, the governor of Ohio
ordered a two-week shutdown, except for essential
businesses, including PreJim Benjamin
cision Brush.
“In January 2020, people weren’t too nervous about COVID.
Then, as the seriousness of the pandemic became evident, people
started to get more nervous,” Benjamin said. “Fortunately, we never
really slowed down substantiality. We had a pretty good backlog during those first couple of weeks. Orders kept coming in sporadically.

F
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most people felt better. It actually worked out pretty well for us.”
Some restrictions and protocols were put in place by the
company during the pandemic.
“On the sales side, we modified travel. I think going
forward, it is going to be a long time before a lot of
companies welcome salespeople back into their facilities,”
Benjamin said.
While the shortage in the country’s labor pool has become
a major issue, finding good, quality employees has been an
ongoing problem for years, especially in manufacturing.
“During the past couple of years, we have put some
programs in place to keep our workforce together and to
make our company more attractive to those seeking
employment,” Benjamin said.
One such initiative has been defining and making
employees aware of the company’s core values.
“Improvement is one of our main core
values, which includes self-improvement,
improving a process, improving the
“We have made a big effort to work
quality and the time it takes to complete a
smarter, rather than just letting everybody
task and improving relationships,” Benrun their own little area.”
jamin said. “Integrity is another, which is
doing the right thing when no one is
looking,
or cutting corners.
-Jim Benjamin
“Being Responsive is also very
important to us, which includes being
“We have been fortunate. We started with a pretty long- responsive to our customers, potential customers, our
term workforce and we received PPP (Payment Protection vendors and, most importantly, each other.
“The fourth core value, which is kind of a catch-all, is
Program) funds that helped us. We managed through it as
well as possible, while not knowing exactly what was going take the high road. If somebody does something to you
to happen in the future. Looking back, it did work out pretty that you think is offensive or mean-spirited, take the high
well and we were able to social distance, clean machines road. You don’t know if that person is having a bad day,
or if he/she meant to be aggressive, or whatever.
and mask up where it made sense.”
One unique way Benjamin helped his workforce stay Responding inappropriately is unacceptable. We are
healthy during the pandemic involved research he trying to maintain an adult environment, where people are
discovered regarding how plants from the natural world can respected and are able to do their work without a lot of
behind the scenes drama.”
be used to strengthen employees’ immune systems.
The company also notes the core values in the ads it
“Humans get their nutrition in three ways — from the
food they eat, from vitamins created by sunlight, and from places to attract new employees.
what they breathe,” Benjamin said. “I came across research
“We have hired a couple of people who specifically said
from doctors who invented a method to make oil from during their search for employment, ‘I agree with your
plants. Nutrients from the plants could then be released with core values. No other company had those.’
“We have also hired a couple of people we probably
an ultrasonic diffuser.”
The idea is, because most of the time humans have would not have hired in the past, as they have criminal
existed, they have lived outdoors, the human body craves records. We just sat down with them and outlined our core
the nutrients many plants release into the air, Benjamin said. values. They were told, we hire, fire, reward and
“People don’t realize we get nutrition from the air we reprimand based on our core values. Our managers won’t
breathe. I purchased jars of oil made, from plants and come over to you and yell at you for going slow, but they
ultrasonic diffusers,” Benjamin said. “Everyone was might have a conversation about being responsive to our
given some oil and a diffuser to take home. Using the customers and being responsive to due dates. If you need
diffuser is equivalent to sleeping outside in a meadow or help, ask, and someone will be there for you.
“We have been lucky to have a workforce that has been
a pine forest. One employee, who was a smoker, only had
a couple of cigarettes that first night, rather than his usual appreciative to have these values in place, as well as the
supervisors who are pushing them everyday.
half a pack and said he felt awesome.
“In addition, we have brought in two interns the past
“When they used the oil and diffusers, no one felt worse, and
We were also ordering more and more trying to stay ahead
of the raw material shortage that we assumed was going to
happen. We were lucky enough to secure materials
throughout last year as well as this year. Fortunately, at that
point, our workforce was not hit with any illness.”
Precision Brush set about getting all employees tested
for COVID.
“I was able to secure our own test kits,” Benjamin said. “If
somebody felt sick, he/she could stay in the parking lot and
get tested before entering our facility. That provided some
sense of relief for everybody, and it was also nice not to
waste three or four days while people were out trying to get
tested. It took away a little bit of the ‘Monday-itis,’ where
people didn’t want to come in knowing they would still get paid.
We told everybody to come in, and we would test them. That
worked out pretty well.
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year to work on special projects. We have a program in
Ohio where the state will pay 75 to 80 percent of an
intern’s salary, which is awesome.
“We have also purchased a couple of 3-D printers, which
allows us to make sample parts for some new types of
machinery and things that take some of the labor out of
manufacturing.”
To mitigate the lack of workers in the labor pool, some
companies have turned to more automation. Precision Brush
has taken a different approach.
“We haven’t made any major investments in high-speed
machinery, but we have been instituting more of the Lean
manufacturing process,” Benjamin said.

“With machinery, setup is a big deal, rather than actual
production speed. When you are changing over machinery
five or even 10 times a day, sometimes it is the little things
that save time and money, such as efficient tool storage and
all that kind of stuff.”
The company’s interns have discovered working for a
smaller company gains them more intimate hands-on
experience rather than just observing and performing minor
tasks at a large company.
“Many of the intern applicants we have interviewed think
they would rather work for NASA or an aerospace company,
where there is some exciting stuff taking place,” Benjamin
said. “However, the ones who have come to work here
realize they can get hands-on experience in
hydraulics, pneumatics and design, and use
“When COVID hit, I made a couple of calls to their imaginations and try different things.
“They can be hands-on with the
other manufacturers similar to us, to just sort
computer and hands on in the shop
of put the idea out there that if they need help putting things together. They get to
keeping a customer happy, we might be able to experience the whole design and implementation process.”
help, and maybe they can help us if needed.”
Offering the best in customer service has
been a critical element of Precision Brush’s
success over the years.
-Jim Benjamin
“Customer service is hugely important
to us, while offering quick turnarounds,”
Lean manufacturing is a production process based on an Benjamin said. “We don’t have a huge sales effort.
ideology of maximizing productivity, while simultaneously Mostly what we do is custom work, so we are looking for
minimizing waste within a manufacturing operation. The people to come to us, rather than having salespeople on
benefits of Lean manufacturing include reduced lead times the road. We just want to make sure we get the right
and operating costs and improved product quality.
solution to people as quickly as possible. If we can’t do
“We have been asking our staff to read a couple of books it, we will steer customers in a direction that is satisfying
about Lean manufacturing principles and how important it is to for them.”
be efficient,” Benjamin said. “Our team members are challenged
Looking ahead, Benjamin sees a healthy industrial
to come up with an idea every day that saves any amount of time brush industry.
possible. It could be two seconds. It could be five minutes.
“Industrial brush companies have banded together
“We have made a big effort to work smarter, rather than nicely, sharing ideas and helping each other where it
makes sense. I am excited for that to continue,” Benjamin
just letting everybody run their own little area.
“There have been some fantastic ideas that people have said. “It is really a unique industry. When COVID hit, I
come up with as far as feeding the metal through the made a couple of calls to other manufacturers similar to
machine, or sharpening trimmers, or even just the placement us, to just sort of put the idea out there that if they need
of a trash can or tools.”
help keeping a customer happy, we might be able to help,
For example, the company has made an effort to have and maybe they can help us if needed.
people store their tools where they can quickly access them.
“We do a lot of work with other brush companies and
“Some people are really neat and know where their tools drop ship for them without even a thought of going
are all the time,” Benjamin said. “There are other people directly to their customers. It is just a reminder of how
who leave an Allen wrench on one end of a machine, and often, in the brush industry, competitors can be respectful
when they get ready to use it again, can’t find it. They will and work with each other in a friendly fashion.”
spend two or three minutes looking for tools.
“So, we are trying to make everything a little more
Contact: Precision Brush,
efficient and work smarter and easier across the board. We
6700 Parkland Blvd.,
haven’t just relied on outside technology and outside
Cleveland, OH 44139.
factory machinery, because most of our products are
Phone: 800-252-4747.
custom-made. We might make just one brush for a
Email: info@precisionbrush.com.
customer, or we might run 100,000 brushes.
Website: precisionbrush.com.
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FEIBP
FEIBP Virtual General Assembly
Participants Discuss Challenges,
Trends And Opportunities
In Europe And Beyond
Over 65 European and global brush makers and suppliers participated
in the virtual FEIBP (European Brushware Federation) General
Assembly on October 21 to discuss trends, growth and challenges
that have taken place in 2021 and expected for 2022 and beyond.
The event was held in place of the annual in-person FEIBP
Congress, which was canceled in both 2020 and 2021 due to
the global COVID-19 pandemic. There is hope that next year’s
Congress will be an in-person event. It’s scheduled for
Sept. 21-24, 2022, in Prague, the Czech Republic, the first time
the Congress will be held in Eastern Europe for over 25 years.
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“For this year’s virtual general assembly, we
wanted to offer more content, as 2021 has been
a very turbulent year for the majority of the
companies in our industry. Increased demand
post-COVID has led to many issues within the
supply chain. It has involved raw material
shortages and shipping delays for more or less
every product we need to make our brushes.”

I

~Andrew McIlroy

ncluded in this year’s virtual
General Assembly were several
guest speakers, raw material market
reports and election of officers. Opening
the event were FEIBP President
Andrew McIlroy and FEIBP General
Manager Fons Ceelaert.
“About a year ago, we were sitting in
more or less the same place (for a
virtual session) due to the pandemic.
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Unfortunately, for reasons we all know,
the physical Congress event could not
take place again this year, so we are
meeting virtually for the second time,”
McIlroy said. “Despite the pandemic
and various travel restrictions, the
FEIBP board has been active in 2021.
That includes sending out market
surveys and redesigning our website,
to name just a few projects.

Andrew McIlroy

“For this year’s virtual general
assembly, we wanted to offer more
content, as 2021 has been a very
turbulent year for the majority of the
companies in our industry. Increased
demand post-COVID has led to many
issues within the supply chain. It has
involved raw material shortages and
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Fons Ceelaert

shipping delays for more or less every
product we need to make our brushes.
In response, we (FEIBP organizers)
have included several guest speakers
who don’t normally have anything to
do with our industry. Two come from
relevant sectors involving the packaging and freight industries. Their
input will help explain what the current
situation is like for those markets.”
In his annual report, Ceelaert said
crisis can lead to new opportunities for
those companies involved in the
European brush industry, helping to
enhance their global competitiveness.
He added that despite repeated
COVID-19 lockdowns, FEIBP has
kept the communication lines open
with members through such means as
virtual meetings. That has helped
members discuss various issues with
raw material markets and increasing
transportation costs, topics that have
been major concerns for most of 2021.
In looking head, Ceelaert outlined
what he called “three key priorities for
2022” related to the European brush
industry, the first being the importance of reshoring — bringing more
manufacturing back to Europe.
“Producing and buying local should
not be a vague appeal anymore. With
today’s higher transport and freight
costs, added trade disruptions and
growing lead times, it’s important to
lead our customers to suppliers that are
PG 30

nearer to their locations,” he said.
The second priority is a continued
focus on sustainability in an effort to
fight climate change.
“As in industry, we must ask
ourselves what are the best ways to
achieve our environmental goals.
Doing so helps support the credibility
for our industry and our products,”
Ceelaert said. “Carbon footprint
improvements can be enhanced in our
industry, which will improve our global
competitiveness. That requires a common European industry approach. We
hope FEIBP can be instrumental in that
process by combining our expertise and
willingness. It involves such fields as
research and public relations.”
He added that changes associated
with new sustainability practices
takes time, especially when it comes
to convincing customers to adapt to a
new mentality.

revealed by Ceelaert and McIlroy during
the association’s online general
assembly. The results came from participating FEIBP member companies.
FEIBP’s initial survey in this series
was sent out to membership in the
early days of the COVID-19 pandemic
as a way to share information and
gauge how members, and the industry,
were doing during such perilous times.
The latest survey results stem from the
third quarter of 2021. Among the
results from that survey completed by
38 companies from 14 countries, are:
n Responders representing several
brush categories reported their companies experienced a better business
quarter compared to the previous survey.
That was particularly true for companies
that make technical brushes;
n Responding companies that
produce hygiene brushes reported
being optimistic about expected sales

“Producing and buying local should not be a
vague appeal anymore. With today’s higher
transport and freight costs, added trade
disruptions and growing lead times, it’s
important to lead our customers to suppliers
that are nearer to their locations.”
~Fons Ceelaert

The third priority that Ceelaert
discussed was the need to build a
stronger workforce for the future.
That can be done, he added, by making
the brush and related industries more
attractive to younger people.
“Labor is a concern. It has been
observed that many companies are
having difficulties finding good people
to hire,” Ceelaert said.

L

RESULTS FROM QUARTERLY
FEIBP SURVEY

atest market research survey
results on the state of the
European brush industry were

for the next quarter and the following
six months. They were less optimistic,
however, regarding the future supply
of raw materials;
n A majority of responders noted
that delivery times from suppliers were
longer compared to the previous
quarter; and,
n The majority of responders held a
“satisfactory” economic outlook
during the third quarter of 2021, more
so than the third quarter of 2020.
“The main (goal) of this survey is to
find out how we (as an industry)
function and what trends are taking
place,” Ceelaert said. “Looking at the
latest survey, the overall trend among
BBM MAGAZINE | November/December 2021

those companies that responded is
rather positive.”
Ceelaert added it would be good to
have more participation for such
surveys, that they take a short time to
complete and that all information
shared is confidential.
In other news, an updated FEIBP
website is in the works, according to
McIlroy. He added that the last update
took place five to six years ago, which
he said was a big task at the time.
“Obviously, websites have to
change. They have to be filled with
updated information, such as new
content about our members,” McIlroy
said. “A main focus when updating our
website is to also make it more userfriendly and improve its appearance.”
Ceelaert added the FEIBP newsletter
will have the same look and feel as the
new website. It is hoped the site will be
completed soon in order to start promoting
the 2022 FEIBP Congress event.
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MARKET REPORTS

everal industry professionals
gave specific market reports
during the FEIBP online event,
discussing current status and trends
involving wooden pallets/packaging/
timber, freight and transport costs,
steel wire, vegetable fiber, bristles, fine
hair and thermoplastic polymers.
Rob van Hoesel, president of the
European Federation of Wooden
Pallet & Packaging Manufacturers
(FEFPEB), gave a report focusing on
wooden pallets, packaging and timber
in Europe.
He explained that Western and
Central Europe experienced very hot
and dry summers in 2019 and 2020,
which brought about a beetle infestation that destroyed, in particular,
many spruce trees.
“It was a big disaster, as many trees
died within four to six weeks. As a

Rob van Hoesel

result, the timber had to be harvested in
a very short time,” van Hoesel said.
He added that timber’s quality was
often reduced, while the COVID-19
pandemic took a toll on processing.
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“In Europe, the economy is still healthy, but there
are signs of production stops due to energy prices
and supply problems. My best guess would be that
the (timber price) peak is behind us, but it will take
some time before we are back at levels that were
experienced at the start of 2021.”
~Rob van Hoesel

“A lot of saw mills (in Europe) either
slowed or closed their production. The
situation became very bad. Stocks of
sold timber decreased, both at saw
mills and at harbors,” van Hoesel said.
“Another factor was more people
stayed home, due to the pandemic, and
started DIY projects. That led to
enormous demand, for what I refer to
as ‘do it yourself timber,’ used for such
things as fences, sheds and other home
projects. It led to more timber being
used in the housing sector.
“Timber is also a CO2-neutral
product and has been promoted as such
for over 10 years. That has added to its
popularity. With increased desire from
do-it-yourselfers and the construction
industry, there has been an enormous
demand for sawed timber. That
demand is seen throughout the world.”
The result was what van Hoesel
described as a “price explosion” for
timber from January to July of 2021.
“To give an example, the cost for
normal pallet timber in Western Europe
increased from approximately 150
euros per cubic meter to 400 euros per
cubic meter within six months time.
We have never seen such an increase,”
van Hoesel said. “During the crisis, we
also saw issues all over the world
involving container transport.”
Fortunately, major issues involving
timber prices have eased a bit since
July 2021.
“As of October (2021), prices are a
little lower, especially with certain
timbers, certain markets and certain
demands. Prices are down, but still
considered high compared to past
PG 32

years,” he said. “It’s difficult to predict
what will happen in the following
months. A lot will depend on the
general economy. In Europe, the
economy is still healthy, but there are
signs of production stops due to energy
prices and supply problems. My best
guess would be that the (timber price)
peak is behind us, but it will take some
time before we are back at levels that
were experienced at the start of 2021.”
After van Hoesel’s presentation, a
virtual discussion among FEIBP
members focused on the large amount of
European timber being purchased by
Chinese and U.S. companies. van Hoesel
shared his thoughts on the subject.
“The timber market is worldwide.
That has always been the case. For
example, if the housing market in
America heats up, a lot of timber is
transported from Western Europe to
the United States. We have seen that
for the first half of this year,” van
Hoesel said. “Millions of cubic
meters of sold timber are being
transported from Germany to the U.S.
market. The same is happening with
timber shipped to China.
“China is also buying logs (from
Europe), which is raw material normally
used by European saw mills. That has an
enormous impact. China is also
purchasing approximately 20 million
cubic meters of logs from Russia. You
can imagine that if those logs are not
available from Russia, the consequences
for the European market. Russia has
announced the lifting of an export ban on
logs to take effect in January 2022.”
Information was also shared about

the current state of global freight and
transport costs, which have been
increasing over the past year. It
involves all forms of transport: ocean,
air and trucking. Causes include the
lack of global shipping containers and
a shortage of truck drivers.
It was reported during the
discussion on freight and transport
costs that new cargo ships are being
ordered and could be deployed in
2022, which may reduce some
freights costs in the future. Another
point was brought up about new
regulations being enforced on the
type of fuel oceanic cargo ships can
use in the future, to better protect the
environment. Cargo ships have traditionally used bunker fuel, which is
a heavy oil. Considered less harmful
to the environment are biofuels and
liquid gas.
Providing a report of steel wire
was Holger Kruse, of Gustav Wolf
GmbH, Gütersloh, Germany. He
explained that factories throughout
the world use about 80,000 tons of
steel annually.

Holger Kruse

“Steel is the most important (tonnage
wise) material in the world for
construction, machinery, brushes,
furniture — you can literally see it in just
about every single product,” Kruse said.
He showed a chart detailing world
crude steel production by global
BBM MAGAZINE | November/December 2021

“The same issues influencing all markets are
impacting vegetable fibers. That includes the
pandemic, transport costs and climate changes.”
~Urte Rietdorf

region from 1950 through 2020, with
China now leading the way. Steel
production in China for 2020 was at
the 1.065 mio tons mark, up 7 percent
from the previous year, and far ahead
of other global regions. From January
to August 2021, the top 10 crude steel
producing countries were: China
(733.0 million tonnes), India (77.7
million tonnes), Japan (64.0 million
tonnes), the United States (57.1
million tonnes), Russia (50.8 million
tonnes), South Korea (47.5 million
tonnes), Germany (26.7 million
tonnes), Turkey (26.6 million tonnes),
Brazil (24.1 million tonnes), and Iran
(20.4 million tonnes).
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According to Kruse, China may
increase its steel imports to meet future
domestic demand and to help reduce
the country’s carbon emissions. Kruse
also showed a chart that indicated a
continual increase in global steel prices
has taken place since 2015.
A report of vegetable fibers was
presented by Urte Rietdorf, of
Friedrich Platt GmbH, Eberbach,
Germany. She discussed the status of
tampico, bahia piassave, sherbro,
palmyra, coconut fiber and arenga.
“The same issues influencing all
markets are impacting vegetable fibers.
That includes the pandemic, transport
costs and climate changes,” Rietdorf

Urte Rietdorf

said. “Although the price of most
(vegetable fibers) has not changed that
much, transport costs are exploding.”
Her report for each fiber is as follows:
n Tampico: Prices for tampico,
which is grown in Mexico, have been
up and may remain volatile due to a
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shortage of raw material and the
influence of the pandemic. The quality
of tampico from traditional producers
is consistent. Due to an ongoing
drought in the tampico growing region,
raw material production has reached
critical levels. The consequence is a
queue of customer orders.
n Bahia piassave: Prices for the
Brazilian fiber have been consistent
throughout 2021. Problems, however,
have occurred related to the conversion
of the Brazilian currency (the real).
The exchange rate can influence prices
by 2 to 3 percent within a day.
Rietdorf added that fiber quality is
good from established producers of the
material. The greatest problem, however,
is a lack of manpower — such as people
to harvest the fiber in the Brazilian rain
forest and people needed to clean the
fiber. Overall, the availability of bahia
piassave remains good.
n Sherbro: Although Rietdorf did
not have any direct information from
Sierra Leone on the status of sherbro,
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she did say that material is available.
n Palmyra: Further price increases for
palmyra, which comes from India, are
expected. There are multiple reasons for
the increase, including the pandemic,
which has caused a disruption in supply.
Other issues include a shortage of trained
manpower, rising fuel prices in India and
climate change. The good news,
according to Rietdorf, is that the quality
of palmyra remains good.
n Coconut fiber: Despite the pandemic,
Rietdorf said prices have remained
consistent although transport costs continue
to increase. Suppliers, meanwhile, have
focused on placing in stock high quality
fiber from different supply groups. There
are no significant changes with availability.
Chinese demand for coconut fiber has been
on the decline for the past year.
n Arenga: Prices for the Indonesian
fiber have increased, due in part to the
pandemic and higher transportation costs.
Rietdorf added that arenga suppliers have
successfully preserved the material’s
quality, while new raw material areas have
been detected. That is
providing more, and
better, fiber. The lack
of available manpower, however, remains an issue as it
pertains to the supply
of the material.
A bristle report was
provided by Reinhold
Hoerz, of DKSH
Ltd.,
Switzerland
Zurich, Switzerland.
Hoerz began his presentation by showing
slides of a new and
very large hog breeding facility in China.
He noted that the hogs
at the facility had no
bristle, which is a
concern as many companies within the paintbrush industry import
bristle from China.
“That means our
industry will have to
rely even more on

Chinese farmers who raise their hogs the
more traditional way,” Hoerz said.
“Fortunately, such bristle can still be
found in China and supplied to our
customers.”
He noted that imitation bristle, made
from synthetic material, is also available.
Another issue from China has to do
with power shortages being experienced in the country, affecting various
bristle suppliers, Hoerz said. With
various disruptions in the bristle supply
chain, he added, more companies are
increasing raw material inventory.
At the end of his presentation, Hoerz
read the following statement provided

Reinhold Hoerz

by his colleague at DKSH, Wang
Yong: “Some bristle factories are
anticipating the supply of better raw
material in 2022, with the bristle being
longer and stiffer, as farmers may
postpone the slaughter of their breeding hogs due to expectations of higher
pork meat prices.”
A fine hair report of given by Mark
Samuel, of the Mark Samuel Trading
Co., Ltd, London, United Kingdom.
He noted that in general, prices are up
for fine hair used by brush makers.
That includes sable.
“In 2017, the average cost of
Chinese dressed sable was $2,500. In
2020, the price went to $4,500, and
today (October 2021) it’s $10,000,”
BBM MAGAZINE | November/December 2021

“Brush makers can find substitute hair for most
artist and cosmetic brushes, but for certain
applications, sable is still irreplaceable. Sable
hair demand continues to outstretch supply,
which is very limited. That is due to a lack of
demand for furs, as well as restrictions involving
animal byproducts from China.”
~Mark Samuel

Mark Samuel

Samuel said. “For European dressed
sable, prices have gone from $5,000
to $15,000. It’s nearing $18,000 for
the longer lengths. As with every
boom, a bust will presumably follow,
but it’s hard to know when we will
see much of a price decline,” Samuel
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said. “Brush makers can find substitute hair for most artist and cosmetic brushes, but for certain applications, sable is still irreplaceable.
Sable hair demand continues to
outstretch supply, which is very
limited. That is due to a lack of
demand for furs, as well as restrictions involving animal byproducts
from China.
“Prices are also kept very high due
to demand in China for various types

of artist brushes, mainly calligraphy
brushes.”
Along with sable, prices for other fine
hairs used by certain brush makers are
also increasing. That is especially the case
for squirrel hair, which has risen in price
by approximately 20 to 30 percent in
2021. Prices for pony, goat and ox hair
have increased as well, even though
demand has dropped.
“The reason prices (for those latter
hairs) are going up could be attributed
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to dressing factory closings and labor
shortages,” Samuel said.
The final market report was
presented by FEIBP President Andrew McIlroy, of Perlon GmbH,
Munderkingen, Germany. He discussed the current state of thermoplastic polymers.
“Absolutely 12 months ago, nobody
could have predicted what I am about
to report. In 2020, I reported on a quiet
year when it came to oil, plastic and
many raw materials. There was very
little demand, prices were low and
availability was good. We expected
that once the pandemic was finished,
prices would return to 2019 levels.
That, of course, didn’t happen. Prices
(for thermoplastic polymers) have
increased by 25 to 50 percent compared to what is considered normal,”
McIlroy said.
He added that during the low
demand period of 2020, many
chemical-producing companies re-
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duced their production, taking a lot of
polymer capacity out of the market.
Since then, global demand for various
polymers has increased, while raw
material supply shortages continue.
Increases in freight costs have also
been a major issue.
“Things did calm down in July and
August of 2021 as polymer demand
dropped a bit and product availability
improved.That is normal for the summer.
Then the summer holidays ended and the
‘fun’ started all over again, with major
supply issues and price increases taking
place in September and October,”
McIlroy said.
One contributing factor to the increase
in polymer prices relates to the global rise
in oil and natural gas prices.
“Oil is not necessarily a main driver
of polymer pricing, but with certain
polymers the price of oil does come
into play,” McIlroy said. “The price of
oil has increased by 30 percent over the
past three months. As long as that continues, it will have a
negative influence
on polymer prices.
“Natural gas prices, meanwhile,
have doubled since
May. Many factories heat and
manufacture with
natural gas. There
are suppliers that are
increasing their prices due to the rise in
natural gas costs.”
McIlroy added
there remains varying factors that will
determine what will
happen with polymer
pricing in the near
future. He highlighted the following:
“One of the factors is the ongoing
post-COVID recovery, which could
push lead times.
The energy situation is another

issue that could keep prices high.
Also, demand from the automotive
industry, while not necessarily
associated with filament, could keep
prices high as that industry is a huge
user of plastic,” McIlroy said. “The
freight situation from Asia may
also continue to be a factor when it
comes to the supply of raw
materials. And last, but not least, the
plastics industry is under the
spotlight in regard to sustainability,
environmental impact and CO2
reduction. There is going to be a lot
more talk about sustainable
polymers and the use of recycled
products. Ultimately, that could be a
driver when it comes to availability
and pricing.”

ABMA PRESIDENT
GREG MILLER
ADDRESSES FEIBP

A

Greg Miller

lso speaking during the virtual
FEIBP General Assembly was
American Brush Manufacturers Association (ABMA) President Greg Miller, of Mill-Rose,
Mentor, OH.
“What an interesting year it’s been.
Like most businesses and industries
throughout the world, our community
of brush makers in the United States
BBM MAGAZINE | November/December 2021

That will be true long after this
pandemic ends.
“I am confident, as a collective
worldwide industry, we will come out
stronger and wiser in the months and
years ahead.”

A

Andrea Acquaderni

has been plagued by supply issues,
labor shortages, increasing costs,
inflation and more. Additionally, as
everyone sees in the news, there are
still numerous challenges that exist
specifically related to the worldwide
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Alessandro Acquaderni

pandemic,” Miller said. “The good
news is, brush makers are a resilient
bunch. No matter what type of brush
your company produces, no matter
where you are in the world, brushes
have been, and will aways be, needed.

FEIBP OFFICERS
FOR 2022/2023

pproval of FEIBP officers for
2022/2023 was granted during
the virtual general assembly
meeting. The officers are as follows:
President Andrew McIlroy; Past
President Peter Langenegger, of
Ebnat AG, Ebnat-Kappel, Switzerland;
Vice President Alessandro Acquaderni,
of SIT Società Italiana Tecnospazzole,
Bologna, Italy; and Treasurer Peter
Brunner, of Ebnat AG.
The FEIBP board recognized and
thanked Andrea Acquaderni, of SIT
Società Italiana Tecnospazzole, for his
many years of service as the
association’s treasurer.
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GUEST SPEAKER SHARES
MEDIA ADVICE

ocial media has taken the world
by storm, allowing companies
and people alike to tell their
stories, achievements and capabilities.
But like companies and people, not
every website, Facebook post and
Instagram are capable of receiving the
same results.
Discussing social media’s “do’s and
dont’s” during the FEIBP virtual general
assembly was guest speaker Jordi van de
Bovenkamp, of Media Monks. He is
based out of Amsterdam, the Netherlands.
“Social media can greatly help with
recruitment and product branding. I am
a big believer and fan of using humor
in communication through social
media,” van de Bovenkamp said.
“There are a lot of examples of how to
use humor in the broadest way through
your social media communications.”
Also discussed was the importance of
showing something visual when
conveying a message on social media.
“Do something with the ordinary, but
change it a little bit. You can make a lot
out of what might be conceived as
‘nothing’ on social media,” he said. “As
brush makers, you are working with a lot
of recognizable products. Try to show
your brushes from a 360-degree
perspective. Use new dimensions and
find something different to talk about.”
van de Bovenkamp shared other tips
related to using social media in the
business sector:
n There is room for a good story:
“Find multiple ways to tell your
story. It can include several short
clips or short texts,” he said. “Keep
in mind, not everything can be told in
one sentence. You have time and
room to tell your story to your
audience.”
n Content doesn’t always have to
look polished: “Many people online
are big fans of authenticity and
authentic content. Not everything
needs to be made by big communication or advertising agencies. You
can do stuff on your own,” van de
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Jordi van de Bovenkamp

Bovenkamp said. “We all have a
mobile phone with a camara, and we
all have some thoughts on how things
should look. Nice photographs made
with your phone can ‘explode’ in
popularity online.”

“When you tap into that news
important to your company, it’s
almost certain that people will see it
and share with others,” van de
Bovenkamp said.
He added that social media is
literally capable of reaching every time
zone in the world. It never sleeps.
n Interaction with the audience:
“Back in the day you had to send out
letters. Hopefully, you received
letters back. Today, there is instant
interaction with the public. That is
great when promoting a brand, a
company and/or the people behind
the company,” van de Bovenkamp
said. “A lot of interaction is possible
with social media, which is very
beneficial to employee recruitment
and telling your story.”
n Use visual consistency: When
people visit multiple social media platforms from a single company, such as
through Instagram and Facebook, the
same “look” and “feel” should be
present. That is especially important

“If I were to ask you to name the top three most well
known or best commercials of all time, I bet two out
of the three would have something to do with humor
and a smile. Humor can get the attention of a
consumer within an instant. It creates a positive
emotion around your brand. Humor is everlasting
and important in communication.”
~ Jordi van de Bovenkamp
n There are many moments to
show something to the consumer:
One big benefit of social media is that
it’s open 24/7. There is a lot of time
and ways to show the public what your
company does and produces.
n Social media is really fast: van
de Bovenkamp used the term “surf
the wave” when it comes to sharing
information about a company on
social media.

when it comes to branding.
van de Bovenkamp also shared several
examples of humor that can be used to tell
a story about a company and/or product.
“If I were to ask you to name the top
three most well known or best commercials of all time, I bet two out of the
three would have something to do with
humor and a smile. Humor can get the
attention of a consumer within an
instant. It creates a positive emotion
BBM MAGAZINE | November/December 2021

“As brush makers, you are working with a lot
of recognizable products. Try to show your
brushes from a 360-degree perspective.
Use new dimensions and find something
different to talk about.”
~ Jordi van de Bovenkamp
around your brand. Humor is everlasting and important in communication,” van de Bovenkamp said.
“Especially now, the world is in need
of positive vibes. Humor brings out a
smile. It resonates well. It also lowers
buying resistance and increases the
persuasiveness of a message.”
van de Bovenkamp added there isn’t a
specific formula for a good social media
post. It’s often a matter of trial and error.
“Try stuff, see what resonates and
what does not, and then do what works
again and again,” he said.
Other “to do” tips related to social
media that van de Bovenkamp discussed included:
n Don’t be afraid to start a
conversation: “Whether it’s one or a
thousand people, talk to them as if
you are talking to your friends. Don’t
over do it.”
n Try to be constructive. When
you want to help, do help: “Show
people how your company’s
products and/or services can help
them. It can lead people to share that
information with others,” van de
Bovenkamp said. “It’s always good
to be constructive.”
n Try to say a lot, within a small
space. Twitter can be good
training: “I’m not a salesperson for
Twitter, but with it you only have a
certain amount of characters to
use,” he said. “Using Twitter shows
you how to find the right wording
while using fewer characters — all
in an effort to properly get your
message out to the public.”
n Use of snappy video to get a
BBM MAGAZINE | November/December 2021

response: “Video can often resonate
better with people than only using
imagery or stills. Using video is a good
way of show and tell about who you
are, as a company.”
n People want to see nice stuff:
“Using imagery that is beautiful to
look at will go a long way when
promoting your business and
products,” he said.
van de Bovenkamp also shared a
“not to do” list:
n Don’t create
visuals that are
too detailed: “It’s
not good to use too
many details in
videos or imagery.
People can’t look
at it all on their
small computer
screens or phones,”
he said.
n Don’t make
it too polished:
According to van
de Bovenkamp,
“‘Authenticity’ is
a big word on
social media.”
n You don’t
need to constantly update a post:
“Take your time.
Updates can take
place once or twice
a week or even
once a month,” he
said. “Don’t do it
too often or you
may get annoyed.”

n Be weary of “Like! Share! &
Win!” mechanisms: “Those are
things from ‘back in the day.’ There
are more modern ways to gain
followers than that kind of simple
technique,” according to van de
Bovenkamp.
n Don’t use complex language:
“Nobody cares for long sentences.
Keep it as simple as possible.”
n Avoid commercially-heavy
content: “People often avoid
sharing content with friends that is
branded with too many logos,” van
de Bovenkamp said. “They just
want to share nice, fun content.
People will know how to find your
company without over-branding
the content.”
van de Bovenkamp concluded his
remarks on social media by stating:
“Don’t underestimate the power of a
good story.”

PG 39

Three trade show days, educational and networking opportunities, panel discussions and
guest speakers were all part of the 2021 ISSA Show North America, held November 15-18, at the
Las Vegas Convention Center, in Las Vegas, NV.
Manufacturers, distributors, facility managers, building contractors and residential cleaners came
together for information sharing, relationship building and product innovation. Attendees explored
new solutions for improving efficiencies, skills and profitability as it pertained to cleaning.
A total of 512 exhibitors, including 100 first-time participants, showcased thousands of products and
services during this year’s event. As in the past, the 2021 ISSA Show featured many exhibitors of brushes,
mops, brooms, squeegees and related cleaning products designed for the jan/san, food service and related
cleaning segments, including those companies shown in the following photo gallery.

NORTH AMERICA 2021

haviland corporation
Haviland Corporation manufactures premium floor and window
squeegees; aftermarket replacement blades, gaskets and splash
guards for floor machines; paving and roofing tools;
waterbrooms; serrated squeegees and more. Shown, left to
right, are Kevin Grellner, customer servcies; Alice Andrews,
executive vice president; Jan Haviland, president; and Joyce
Dudenhoeffer, marketing director.
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PHOTO GALLERY

zephyr manufacturing co.
Zephyr Manufacturing Co., Inc., is a family-owned and operated
manufacturer. The company supplies cleaning products including wet mops, dust mops, brooms, brushes, dusters and
handles. Shown, left to right, are R.J. Lindstrom, president; and
Sean Pence, national sales manager.
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milwaukee dustless brush
Milwaukee Dustless Brush/Gordon Brush Mfg. Co., Inc.,
manufacture janitorial cleaning tools including steel-backed
floor brushes, upright brooms and squeegees. Shown, left to
right, are Arcie Lockett, Gordon Brush marketing service
representative; and Nate Stein, CEO, and Stephen Zoeller,
COO, both of Platescrape, in association with Milwaukee
Dustless Brush and Gordon Brush.

PHOTO GALLERY

acs industries
ACS Industries, Inc., provides such items as hand scouring,
scrubber, sponge and grill cleaning products; floor maintenance
pads; mops; brooms; handles; squeegees and accessories;
brushes; sand screen discs; and steel wool products.

malish corporation
s.m. arnold, inc.
S.M. Arnold, Inc., offers cleaning maintenance accessories for
the professional, industrial and consumer markets. Products
include brushes, microfiber, brooms and dusters. Shown, left to
right, are Joe Arnold, president; and Bret Godsey, national sales
manager, janitorial & hospitality.
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Malish Corporation manufactures and markets rotary and disc
brushes for commercial floor cleaning machines. The company
also markets a growing line of color-coded and janitorial
brushes. Shown, left to right, are Jeff Malish, president & CEO;
Amanda Stefanski, digital marketing specialist; and Kevin
Young, director of North American sales & export.
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PHOTO GALLERY

briarwood products co.
eurow & o’reilly corporation
Eurow & O’Reilly Corporation provides cleaning-related items
including microfiber towels, mitts, sponges, dusters, dry and
wet mops and mop handles. Shown is company representative
Brenna O’Reilly.

Briarwood Products, LLC, supplies such items as Shank-free
correctional facility tools, Adjust-a-Turn surface cleaning tools,
wet mop holders, all-plastic floor squeegees, fiberglass
extension poles, dry dust mop frames and sweeping equipment.
Shown, left to right, are company representatives Manfred
Tomm, Dayna Piersa and Tom Piersa.

the libman company
The Libman Company manufactures brooms, mops, brushes,
squeegees and additional cleaning-related products designed
for janitorial, food service, hospitality, health care and other
segments. Shown, left to right, are Jared Libman and Desi
Csoka, both in commercial sales.
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golden star inc.
Golden Star Inc., is a full-line, vertically-integrated manufacturer
of professional surface cleaning tools, systems and accessories.
Products include wet and dust mops, microfiber pads and
cloths, dusters, bonnets, corn brooms, push brooms and
hardware.
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PHOTO GALLERY

remco

direct mop sales

Remco, a Vikan company, provides color-coded cleaning tools
designed specifically for the food, pharmaceutical, safety and
material handling industries. Products include brushes, brooms
and squeegees. Shown, left to right, are Kelly Pfister, account
manager; Dustin Milstead, director of national accounts; Rob
Middendorf, executive vice president; and Amanda Brown,
account manager.

Direct Mop Sales, Inc., provides cleaning-related items such as
microfiber, wet mops, dust mops, dusters, carpet bonnets,
window and floor squeegees and hardware. Company
representatives, shown left to right, are Cole Julo, Henry Julo,
Adam Bush, Freddie Smith and Mike Julo.

unger enterprises

leading edge products

Unger Enterprises, LLC, supplies products for professional window
cleaning, restroom cleaning, floor mopping, high-access
dusting, litter removal as well as microfiber cloth systems.

Leading Edge Products, Inc., provides such items as microfiber
pads, dusters and cloths, as well as mop frames, handles,
brushes, buckets and waste receptacles. Shown, left to right, are
company representatives Ben Rolston and Scott Masters.
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INDUSTRY NEWS

Golden Star’s Steve Lewis Completes Term As ISSA President

ne year after meeting virtually due to the global COVID19 pandemic, the 2021 ISSA Show North America took
place as an in-person event, on November 15-18, at the
Las Vegas (NV) Convention Center. Three tradeshow days,
educational and networking opportunities, panel discussions and
guest speakers highlighted a gathering that attracted over 10,000
attendees and 512 exhibitors (including 100 first-time exhibiting
companies to the show), according to ISSA.
Manufacturers, distributors, facility managers, building service
contractors and residential cleaners came together face-to-face for
information sharing, relationship building and product innovation.
That allowed attendees to discover new solutions for improving
efficiencies, skills and profitability.
Safety for those attending the event was a high priority.
Everyone participating had to provide proof of either a negative
COVID-19 test obtained within 72 hours of arriving or that they
has been fully vaccinated at least 14 days prior to arriving. When
meeting either criteria, participants were given a yellow wrist
band to wear for the event’s duration. Face masks were also
suggested at all functions.
A highlight during each ISSA Show is the General Business
Meeting, which traditionally includes the introduction of new, and
recognition of outgoing, members of the ISSA board of directors.
An update of the past year for the association and cleaning
industry, along with a look ahead, are also traditionally presented.
Happy that the 2021 ISSA Show North America took place as an
in-person event was outgoing ISSA President Steve Lewis,
president of Golden Star Inc. Among Lewis’ first duties as president
in 2020 was presiding over a virtual ISSA Show North America.
“It’s great to be here in person versus holding another virtual
tradeshow. Don’t get me wrong, (virtual meetings) are part of
breakthrough technology that further developed over the past two
years for the business community, and are nice options. However,
how many in-person meetings have you been to, where the real
meeting didn’t start until the scheduled one ended?” Lewis said,
referring to the belief that it’s hard to beat face-to-face contacts.
“We have seen over the past week (at the ISSA Show) that there
are positive signs related to ‘the new normal.’ It’s so refreshing to
see colleagues discussing business opportunities and people
learning about innovative products in person.
“I’m confident that everybody who came here this week found
something beneficial to take home.”
Lewis added that he found it both a privilege and honor to serve
as ISSA president during the challenging pandemic.
“I can only hope that other people share my passion, and will
volunteer in some capacity to create more positive changes,” he said.
“Signing your name on the dotted line to volunteer your time and
energy isn’t always the easiest thing to do. That is why Elizabeth
Andrew, an Austrian politician, was on target when she said,
‘Volunteers don’t necessarily have the time, but they have the heart.’
“I hope you strive to make a difference and find it every bit as
rewarding as I have.”
Lewis will now serve a one-year term on the ISSA board as past
president/international director.
Also speaking during the ISSA General Business Meeting was
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Pictured are incoming ISSA President Harry Dochelli, left,
and outgoing ISSA President Steve Lewis.

incoming ISSA President Harry Dochelli, of Essendant Inc.
Dochelli began his address by thanking Lewis for his long service
to ISSA and the overall cleaning industry.
Dochelli added he is very excited to start his one-year term as
ISSA president, and is always moved by the passionate people
who attend the ISSA Show.
“We can go on and on about the people who have dedicated
their lives to this industry,” he said. “I am thoroughly excited to
help lead the association as we carry on in the new norm.”
Dochelli also spoke highly of several ISSA initiatives, including
the association’s advocacy work in Washington, D.C., the Global
Biorisk Advisory Council™ (GBAC) and an upcoming media
campaign to promote the cleaning industry.
Regarding the latter initiative, he noted that despite an ongoing
pandemic, the focus on maintaining essential cleaning standards is
starting to wane within certain sectors.
“We can’t let that happen, as it negatively affects people and our
industry. It’s important to get the population’s mindset back on
what the real standards of cleaning should be,” Dochelli said.
ISSA Charities was another part of the association that Dochelli
praised, adding that its growth and reach over the past few years
has been enormous.
In summary, Dochelli said as ISSA president, his main role is to
be an advisor, similar to all ISSA board members.
“We are here to help John (Barrett) and his team guide the
association forward. I will, however, always ask the same question
on all matters, ‘Is this in the best interest of our members?’”
Dochelli said.
He added that the entire ISSA board and staff are “in the same
camp” when it comes to the importance of looking out for the
association’s members.
— Broom, Brush & Mop Editor Harrell Kerkhoff
contributed to this article.
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ABMA Announces Donna Frendt
As New Executive Director

“After an extensive search, the American Brush
Manufacturers Association (ABMA) is pleased to
announce Donna Frendt of Creative Cyberservices as
the organization’s next executive director. Donna will
begin her new role January 1, 2022.
“With over 20 years of experience in association
management, Donna is pleased to add ABMA to her
portfolio. Under her leadership, organizations have
built on their strengths to amplify sustainable
relationships and partnerships providing the foundation
for consistent growth and success. Donna brings to the
job an exceptional combination of energy, sincerity, and
focus on collaborative accomplishments,” according to
an ABMA press release.
Donna Frendt
“I am very honored to have been chosen for this
position. As ABMA embarks on its 105th year, I am truly excited to become a part of
that legacy. I look forward to guiding this strong and respected organization as it
continues to promote North American excellence in the industry,” Frendt said.
Frendt will succeed David Parr, who after 20 years of leading the organization,
is retiring.
“ABMA wishes to publicly thank David for his long and esteemed dedication in
service to ABMA. Parr came to the stewardship of ABMA after serving on the
ABMA board of directors from 1995-2001. Parr has been involved with ABMA since
1981, as both an active member with National Brush Company, and as an
affiliate/supplier member with National Wood Products and its subsequent purchaser,
Group Pare Brossel. His outstanding leadership will be missed and we wish him joy
and good fortune in his retirement,” according to the organization.
“ABMA was founded in 1917 and has only had two management organizations
through 2021. Fernley & Fernley led the association from 1917-2002, followed by
Parr’s company, SilvaCor, Inc., since 2002-2021. 2022 marks the beginning of the
third directorship with the hiring of Donna Frendt.”
For more information, visit abma.org.
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Schaefer Brush Manufacturing, LLC Names Gonzalo Martinez President
And Chief Executive Officer

Gonzalo Martinez

Schaefer Brush Manufacturing, LLC
announces the appointment of Gonzalo Martinez
as president and chief executive officer.
“We are fortunate to have someone with
Gonzalo Martinez’s background and experience to run Schaefer Brush. We are confident
that he will strengthen channel partnerships
and drive new growth and profitability,” said
Steve Balistreri, managing director of
Blackthorne Partners, of which Schaefer
Brush is a portfolio company.
Martinez most recently held positions as
vice president, Americas with Pferd, Inc., and
as division manager of Hilti Corporation.
Gonzalo has over 20 years of experience in
sales and marketing, strategic planning,

operations, and business development.
According to a press release, he was
selected following a thorough, nationwide
search to identify an individual who could
lead the company and implement a new
growth strategy.
Founded in 1905, Schaefer Brush designs,
engineers and manufactures industrial brushes
specializing in servicing the HVAC, plumbing,
MRO and conveyor cleaning markets.
Established in 1892, Gornell Brush was
added to the Schaefer Brush family in
2019, and offers an array of industrial and
maintenance products, complementing
Schaefer’s product line.
Visit www.schaeferbrush.com.

Brian A. Donelson

Brian A. Donelson, 82, a longtime resident of Rowe, MA,
Donelson’s hobby was model railroading, and he was
died October 26, 2021.
particularly interested in the Hoosac Tunnel and Wilmington
He was born and grew up in Shelburne Falls, MA, and Railroad, affectionately known as the Hoot, Toot and
Whistle. After his retirement in 2003, he
graduated from Arms Academy in 1956. He
decided to write a book about this short
studied mechanical engineering at Norwich
line railroad and its effect on the people
University, and in 1960, moved to Los
and industries along the upper Deerfield
Angeles, CA, where he was employed by
River. That decision resulted in a twoSpace Technology Laboratories (STL) as a
volume history entitled "The Coming of
computer operator.
the Train.” These two books trace the
STL was a prime contractor to the
history of the railroad from 1875 to 1922,
Department of Defense and the National
and are two of the most popular railroad
Aeronautics and Space Administration, and
history books written. One of his regrets
was a leader in the early days of the missile
was that he was unable to write a third
and space programs. In 1964, he was
volume covering the HT&W's final years
named manager of computer operations for
from 1923 to 1976.
STL's new facility in Houston, TX,
He was predeceased by his wife, Norma,
adjacent to NASA's Manned Space Center.
Brian A. Donelson
in 2018. He is survived by his daughters,
In later years, he was manager of
Debra Donelson and Cathy Currier, both
computer operations for Air Products and
Chemicals in Allentown, PA, and manager of data processing of Brooksville, FL; stepdaughters Julia Reid of Seattle, WA,
for the Pro Brush Division of the Vistron Corporation, a and Jennifer Gunyon of Terrace, British Colombia; stepson
subsidiary of Standard Oil of Ohio. In 1975, he was promoted Stewart Gunyon of Montreal, Quebec; and niece, caregiver
and personal assistant, Stephanie Bird of Heath, MA.
to plant manager of the Pro Brush Division.
A memorial service was held November 20 at the River
In 1978, Donelson formed his own company, CSD
International Inc. CSD was the sole representative in North and Valley Christian Church in East Colrain, MA, of which he
South America of Machines Boucherie, of Izegem, Belgium. was a founding member. Burial was in the family plot in
Boucherie is a world leader in the manufacture of toothbrush Colrain's West Branch Cemetery, next to his wife.
making technology, as well as machinery for the manufacture of
Memorials may be made to the River Valley Christian
hairbrushes, household brushes, brooms, and injection molds.
Church, 345 West Leyden Rd., Colrain, MA 01340.
The company also had a sales office in Cali, Colombia.
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You deser ve MORE!
Borghi Spa provides you with the best ma
achine solutions for the br
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o disposal since more tha

w

