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YOUR BRUSH DESERVES
THE BEST FILAMENTS

Recognition for being the global leader in filaments comes from our customers. You inspire 
us to make a difference in the world. We will continue to advance our innovations because 
we believe your BRUSH deserves the best FILAMENTS. 



Industrial Brush Makers Report 
Opportunities Due To 

INNOVATION, PRODUCT DIVERSITY

PG 6                                                                                                                                                                   BBM MAGAZINE | November/December 2022

By Rick Mullen and Harrell Kerkhoff |  Broom, Brush & Mop Magazine

   
                  

           

  
       

 
     

   

      

 
   

  
 

   

How is business? That is a question many company officials field 
on a continual basis. Interest in the opportunities and challenges
today’s business climate brings remains strong for people involved 

in commerce, including those in the brush industry.

Broom, Brush & Mop Magazine recently interviewed two company
leaders involved in the industrial/maintenance brush sector to gain
better insight on the various trends, challenges and opportunities

being experienced when producing such brushes.



    
   

  
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

Great Results
Start with Great Materials

Using  Natural Fibers  Since 1979



GORDON BRUSH  

Despite assorted challenges that have been reported over
the past three years in manufacturing, there are signs of
improving conditions. Case in point is Gordon Brush, a

producer of a wide variety of industrial and other brush
products, located in the City of Industry, CA, a suburb of
Los Angeles. 

“We are having a great year thus far in 2022, and
expect that growth to continue in 2023,”Gordon Brush
President/CEO Ken neth Rakusin said. “There have been
many challenges along the way, such as not being able to find
various raw materials. That became awkward, as we had a
backlog of products that needed to be made. Fortunately, the
situation has improved. 

“We are beyond seeing the light at the end of the
tunnel. I feel we are completely out of the tunnel.
We have been able to clean up the backlog, and
are now building inventory.”

Established in 1951, Gordon Brush manufactures brushes
for the military, aerospace, electronics, medical, forensics
and many other segments. The company’s product lineup
includes brushes for painting, janitorial use, artists and cosmetic
app lications, and are made out of such mat erials as brass, nylon
and natural bristle. 

The company moved into its current 183,000-square-foot,
state-of-art, ISO 9001:2015-certified manufacturing facility
in 2016. It has also acquired several businesses over the
years, many related to the brush industry. Most recently,
Gordon Brush acquired an interest in the Platescrape, which
prod uces a bucket system that takes the place of rinsing
dishes.  Users can glide one dinner plate at a time between
brushes located inside the Platescrape, which is full of
water. The brushes, made by Gordon Brush, easily scrape
food from each plate. Platescrape is ideal for restaurant
owners wanting to save water (and money) during the plate
cleaning process. 

“We continue to make
brushes for Platescrape, and
keep engineering new
brushes for new appli -
cations,” Rakusin said. 

Along with supply chain
issues over the past three
years, other major head -
aches for business owners,
including manufacturers,
have been rising prices and
labor shortages. Although
such challenges are still
around, Rakusin sees
improvements on both
fronts. 

“Prices remain on the
high side, but issues

with shipping have eased,” he said. “The cost of shipping
containers, for example, has decreased to what I consider
‘normal.’ Costs associated with LTL (Less-Than-
Truckload) freight, meanwhile, are still high, but
improving. Fuel surcharges  continue with many
deliveries. 

“Labor shortage issues also seem to be a little better.
We have hired six to seven people in the past two
months, and it was important for us to get those hires.
Finding labor is still a challenge, but it does not seem to
be as bleak as it was a year or so ago.” 

Various issues with immigration and the legalization of
marijuana in California are still hurdles for Rakusin, and
other employers, operating in The Golden State. 

“We use a U.S. government system called E-Verify. As
part of the hiring process, we have to verify the U.S.
government will allow us to hire a specific person. We
must determine if a prospect has a green card or is a
citizen, or has whatever documentation he/she needs to
legally work in the United States,” Rakusin said. “We
have had an additional labor issue since marijuana

Kenneth Rakusin

Gordon Brush manufactures brushes for the military, aerospace, electronics, medical, forensics and many other segments. 
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became legal in California a few years ago. Since we
manufacture items for the federal government, we must
certify that we have a drug-free environment. While the
pool of talent in California can legally use marijuana, we
can’t hire people who do, because we have to certify we
are drug free. Even if marijuana becomes legal on the
federal level, we don’t want somebody using it before
he/she drives a fork lift or operates a machine.”

One of the ways many companies mitigate a shortage of
workers is to expand automation capabilities. That often
involves purchasing the latest in equipment. Rakusin said his
company recently added a new machine for the production of
twisted-in-wire brushes, and has two new CNC machining
centers. Additionally, two new CNC lathes are expected to be in
operation soon. 

Despite challenges that always seem to be present
when running a company, Rakusin remains optimistic
about his company’s future, along with the future of the
brush industry. 

“Business is very strong, and we are having a fantastic
year. I know there is talk about a recession, but typically
when a recession hits, we (at Gordon Brush) enter it late and
get out of it early. It doesn’t usually hit us as bad, due to our
diverse product offerings,” Rakusin said. “I have been
lucky. I entered the brush business nearly 33 years ago, and
it’s been a great ride. I’m very proud of what our company
has accomplished. 

“I’m also proud that we remain a domestic producer. We
do buy some raw material from outside the country, but I
would estimate 95 percent of our products are made in the
United States.” 

Rakusin added he is looking forward to attending the
inaugural World Brush Expo, scheduled for the spring of
2024. The trade show, designed for the international brush
community, is planned to be a joint effort between the
American Brush Manufacturers Association (ABMA) and
the European Brushware Federation (FEIBP).  

Contact: Gordon Brush Mfg. Co., Inc., 
3737 Capitol Ave., 

City of Industry, CA 90601. 
Phone: 323-724-7777.

Website: gordonbrush.com.

PRECISION BRUSH

Reporting on a successful 2022 thus far was Precision
Brush President Jim Benjamin, who noted that
although the company’s backlog of orders has not been

as large as in the past, overall business remains strong. 
“There remains some

general uncertainity with
the economy, as well as
higher energy and raw
material costs. We have
absorbed some of those
increases, while having to
pass some of them on. It’s
often unclear the reasons
behind the price increases
passed down to us,”
Benjamin said. “Overall,
my guess is there are some
company leaders ‘hunker -
ing down,’ waiting to see
what is going to happen in
the long run with the
economy and costs.”

Founded in 1951, Pre -
cision 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 include metal channel strip brushes,
plastic channel strip brushes, twisted wire brushes, brush seals
and specialty brushes.

Among the industries that use Precision Brush products
are aerospace, agriculture, conveyor and bakery, defense,
dust control, escalator, food processing, glass and window
manufacturing, high temperature and crematory, industrial
machinery, packaging, pharmaceutical, mail processing,
printing, mass transportation and woodworking. 

“The good news is, many of our customers are often
involved with new projects. There always seems to be
somebody inventing something, needing to improve a process
or finding ways to reduce labor through equipment automation.

Jim Benjamin

“Labor shortage issues also seem to be a
little better. We have hired six to seven people
in the past two months, and it was important

for us to get those hires. Finding labor
is still a challenge, but it does not seem to
be as bleak as it was a year or so ago.”  

~ Kenneth Rakusin

“We have had trouble, over the years, finding
good testing procedures for factory work. 
A lot of tests are based on a person’s skill 
set from a former job. What we have found,
however, is that it doesn’t really matter 
what a person’s past skill set is, as long 
as he/she has a certain level of natural

common sense and mechanical ability.”

~ Jim Benjamin



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

ABRASIVE FILAMENTS
Custom Made

Working together for new solutions
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Our company is good at working with those requests. Even if
our traditional business slows, we continue to receive inquiries
from customers asking for help when it comes to improving
their processes through our various custom products,”
Benjamin said. “There is more of an up-and-down cycle
associated with some of our larger orders, such as vacuum
cleaner brushes and brushes for the printing industry. A lot of
that is connected to the health of the economy. 

“We are not involved with a lot of direct-to-consumer
business, but when there are consumers involved, it seems
that business can be more variable.” 

Although there have been signs of the overall supply
chain improving, Benjamin said certain issues remain. 

“We haven’t had too many major problems with
supply chains as of late. Some prices have gone up,
but at least most products are available at the
moment. It’s holding steady, with a little bit longer lead
times,” he said. “The steel ind ustry is probably the
most challenging, which is especially import ant to us
as we produce such items as metal channel strip
brushes. There have been some steel mills that have
changed their production runs. It’s also sometimes not as

easy for our steel suppliers to hold on to
master coils. 

“On the filament side, that industry has
been holding together pretty well. There
have been some extended lead times.
Luckily, other filament suppliers have
stepped up and have helped us out.”

It’s been said that the North American
brush industry has enjoyed a long history of
cooperation among its participants — even
competitors. Benjamin is in full agreement. 

“We have enjoyed success working with
other brush companies that stock similar
products. That includes sharing material,” he
said. “The one thing about the brush
industry, it’s full of companies willing to
help each other when possible. Generally, it
works out well for all involved.” 

While a shortage in the country’s labor
pool continues to be a major issue, finding
good, quality employees has been an
ongoing problem for years. 

“We have put some programs in place to
help 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.

Pre cision Brush manufactures a wide array of custom industrial
brush products for an extensive list of applications.



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.
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“Improvement is one of our main core values, which includes self-
improvement, improving a process, improving the quality and the time
it takes to complete a task and improving relationships,” Benjamin
said. “Integrity is another, which is doing the right thing when no one
is looking.

“Being Responsive is also very important to us, which includes
being responsive to our customers, potential customers, vendors
and, most importantly, each other.

“The fourth core value, which is kind of a catch-all, is take the high
road. If somebody does something to you that you think is offensive or
mean-spirited, take the high road. You don’t know if that person is
having a bad day, or if he/she meant to be aggressive, or whatever.
Responding inappropriately is unacceptable. We are trying to maintain
an adult environment, where people are respected and are able to do
their work without a lot of behind the scenes drama.”

The company shares its core values in certain ads that are
designed to attract potential employees.

“We have hired a couple of people who specifically said during their
search for employment, ‘I agree with your core values. No other
company had those,’” Benjamin said. “Finding labor continues to be an
issue. We do have long-term employees who have been with us awhile
— we just celebrated one employee’s 25th year with us, and he was
excited to receive the recognition. However, it seems today that only one
out of four or five people who apply end up working out. We use a
screening process to improve our odds, but it’s not 100 percent. There
are people who pass the screening, but still don’t show up for work on a
regular basis.”

Lately, Precision Brush officials have taken a harder stance on
absenteeism. The main objective is to keep morale high for those
employees with good work ethics. 

Precision Brush makes it a point to celebrate longtime employees. 
Shown with his 25th company anniversary cake is Ron Ruskowski. 



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

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.

We turn your ideas into reality.

www.MillRose.com/100years

A Century 
of Brushmaking Excellence
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“We also raised wages, trying to keep pace of inflation and
remain competitive with other companies that are also
seeking employees,” Benjamin said.  

Candidates applying for work at Precision Brush are
tested to see if they will be a good fit with the company. 

“We try to determine the natural tendencies of candidates,
whether they are social or would rather work alone, and if
they are attentive to detail. Our testing can reveal an
estimated 18 general characteristics,” Benjamin said. “There
are three characteristics that are ideal for our company —
being a craftsman, a specialist and/or someone who is
project-based. It’s also good if a candidate does not require
a lot of sociability in his/her workspace. 

“We have had trouble, over the years, finding good testing
procedures for factory work. A lot of tests are based on a
person’s skill set from a former job. What we have found,
however, is that it doesn’t really matter what a person’s past
skill set is, as long as he/she has a certain level of natural
common sense and mechanical ability.”

More detailed-oriented testing is conducted at Precision
Brush for candidates looking to fill specific machinery
specialist and supervisory roles. Such testing is designed to
detect a candidate’s machinist skills and familiarity with
hydraulics, pneumatics and electrical wiring. 

“Overall, we can train most people to do what the job
requires, but common sense is important —  as well as the

willingness to show up for work,” Benjamin said. “The object
is to find the best employee for each job. The challenge is
ongoing, and so is our testing. I don’t think we will ever go
back to the days when somebody walks into the office looking
for a job, and starts the next day.”

Officials at Precision Brush have also had success with an
internship program through the state of Ohio, where the state
pays 75 to 80 percent of an intern’s salary.

“We had an intern this summer who worked out really
well. We are always looking for others. It’s a great
program,” Benjamin said. “Interns are wonderful to
work with, and they can learn so much at a smaller
company. At Precision Brush, that may include
working with a 3D printer, fixing an hydraulic pump
and organizing products and processes. Our interns
are also always amazed at how many types of
brushes there are in the world.”

Another strong initiative at Precision Brush is a focus on
“Lean manufacturing,” which is a production process based on
an ideology of maximizing productivity, while simultaneously
minimizing waste within a manufacturing operation. The
benefits of Lean manufacturing include reduced lead times,
operating costs and improved product quality.

“We have asked our staff to read a couple of books about
Lean manufacturing principles, as well as view videos,”
Benjamin said. “Our team members are also challenged to
come up with ideas that will save as little as two seconds a
day during the production process. We have made a big
effort to work smarter, rather than just letting everybody run
their own little area. The end result has been some fantastic
ideas from our employees. That includes better placement of
tools in the workspace, and attaching wheels to trash cans
for easier transportation to and from a trash compactor.

“There have been employees who have taken the Lean
concept one step further, making their work areas at home more
efficient. They have really bought into the idea of Lean, and
constantly think of ways to make our company more efficient.”

Looking ahead to 2023, Benjamin said he remains
confident that the year will bring added business for, not
only his company, but also for brush makers in general.

“I am hopeful, and pretty confident, that business will stay
close to where it is now (as of the end of 2022). Hopefully, we
will seen signs that the overall economy is improving and
interest rates coming down,” Benjamin said. “A lot of brushes
are used in the housing and automotive markets. When those
segments slow down, it can affect the entire brush industry.
Many of us directly, or indirectly, make products used in
housing and automotive. It’s everybody’s hope that business
will go in the right direction as we start a new year.”

Contact: Precision Brush, 
6700 Parkland Blvd., Solon, OH 44139.

Phone: 800-252-4747.
Email: info@precisionbrush.com. 
Website: precisionbrush.com.



If you have a special request, 
SIBO Engineering will 
find a special solution! 

SIBO Engineering: Special Customized Machines Since 1830
These are just a few of the products that 
can be produced with SIBO’s machines.

For more information, Contact us at:
SIBO Società Industriale Brusa Ornavasso S.R.L.
Via Alfredo di Dio, 215  •  28877 Ornavasso (Vb)
Tel: +39 0323 837205  •  commerciale@sibo.it  •  www.sibo.it



PAINT ROLLER COMPANY EXECUTIVES DISCUSS 
HOW  THEIR RESPECTIVE BUSINESSES 

FARED DURING 2022
By Rick Mullen |  Broom, Brush & Mop Associate Editor

While looking ahead to 2023, Broom, Brush & Mop
spoke with executives from two companies that
supply paint rollers and associated products. 
They shared how their respective companies
navigated the many issues faced during 

the past year, as well as gave 
predictions for the coming year.
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ROYAL PAINT ROLLER

Royal Paint Roller was founded in
1972, and was located in Brook -
lyn, NY, for more than 35 years.

The company takes pride in the fact
that many of its customers also date
back to those early days.  

In 2007, Royal Paint Roller moved
its operation to West Babylon, NY,
and joined the Linzer Group, one of
the largest manufacturers, importers
and exporters of painting tools and
accessories in the world. That move
enabled Royal to offer a more
extensive line of products, while still
offering the personalized service
customers have come to expect.

“The move has served Royal well over
the years,” said Royal Paint Roller
President Randy Boritz. “Our sales
have climbed steadily, even during the
slow economy.  There is always a need
for improvement projects. When times
are tough, the consumer moves from
hiring contractors to do-it-yourself
projects.  As a matter of fact, our sales
during the last couple of years have
spiked 25 to 30 percent.

“When the pandemic first hit in
2020, we immediately suspended
operations for two to three weeks in

order to disinfect and for other
modifications to take place.

“Once we were back up and running,
everyone was required to wear a mask.
We established a temperature checkpoint
at the front door, and disinfection stations
throughout the facility. All work stations
were spread out, something easy to
accomplish in a facility which is more
than 350,000 square feet. We also
established remote access for our office
staff so we could continue fulfilling
orders without interruption.

“Not only did we make adjustments
with the health and welfare of our
employees in mind, but also modified the
way we did business in order to help our
customers during this difficult time.  

“In many cases, we dropped shipped
directly for our customers when they
were unable to accept merchandise at
their facilities. We kept communication
lines open by having Zoom meetings
regularly, accepting e-mail orders and,
for our larger customers, using EDI
(Electronic Data Interchange).”

Although Royal Paint Roller is located
in West Babylon, which is on Long
Island, it has access to all of Linzer
Products’ facilities, including Illinois,
Georgia, New Hampshire and California,
as well as Mexico, Canada and China.

According to Linzer’s website,
linzerproducts.com:

■ Every year, Linzer manufactures
enough roller covers to crisscross the
entire United States coast-to-coast
more than five times;

■ The tray kits the company

manufactures each year would cover
more than 30 football fields stacked
five feet high;

■ The company develops and
extrudes its own filaments so it can
specifically design for today’s paint
technologies; and,

■ More than 95 percent of the
company’s roller covers are made in
the United States.

When it comes to raw material supply
chain issues, Royal Paint Roller is
fortunate to be part of Linzer Products.

“Linzer has factories and many
suppliers overseas, including China
and Indonesia,” Boritz said. “Even
though China is our main source, the
country closed the ports at the
beginning of the pandemic. We were
able to manage the impact better than
other companies because of the many
other sources available to us for raw
material and finished goods.   

“With Linzer’s buying power, we
were able to order six, seven or
sometimes eight months out. We would
rather be overstocked than be short of
inventory when our customers place
orders. Once again, the size of our
facility makes that possible.

“We are always listening to our
customers and contractors so that we can
expand our product line to fit their needs.
We manufacture paint rollers in all
fabrics, including polyester for the DIY
market, and white woven and microfiber
for the professional painter. Our roller
frames are mostly from overseas and are
made of stainless steel.”

“We are always listening to our customers
and contractors so that we can expand our

product line to fit their needs. 
We manufacture paint rollers in all

fabrics, including polyester for the DIY
market, and white woven and microfiber for
the professional painter. Our roller frames

are mostly from overseas and are made 
of stainless steel.”

- Randy Boritz

Randy Boritz
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In regard to environmental issues,
Boritz said, “We are always trying to
keep up with environmental develop -
ments. We are currently working on
alternatives for the plastic packaging
that is used for paint rollers.”

Many manufacturing companies
have had a difficult time finding
quality employees, especially during
COVID. Fortunately, Royal Paint
Roller has fared well when it comes to
its employee base.

“Here in New York, we have a pretty
steady core of employees,” Boritz said.

When the company does need to hire
people, many applicants are recom -
mended by current employees. That often
includes cousins, sons, daughters and
other relatives who want to work for
Royal Paint Roller, Boritz said.

Looking ahead, Boritz does not
anticipate any major changes in the
business landscape as 2022 winds down.

“What will happen next year is
tough to predict.” Boritz said. “But if
the last few difficult years are any
indication, we will continue to grow
and will make any adjustments that
become necessary in order to con -
tinue that trajectory.”

Contact: Royal Paint Roller, 
248 Wyandanch Ave., 

West Babylon, NY 11704.
Phone: 631-253-3333.

Website: linzerproducts.com.

PREMIER PAINT ROLLER

Premier Paint Roller Company,
LLC, of Richmond Hill, NY, is
one of the largest manufacturers

of premium paint rollers, paintbrushes
and related accessories in the world.
Premier manufactures products for
various markets. Three generations of
leadership have committed to setting
the highest standards of excellence for
paint accessories in the industry,
according to the company.

Richmond Hill is located in the
southwestern section of the New York
City borough of Queens, a melting pot
of cultures. 

“We have experienced significant
growth in our roller cover business
over the past 25 years, and even more
so since the pandemic began,” said
CEO Kevin Leichter. “We continue
to focus on quality and the pro -
fessional segment. We are happy to see
the growth of roller covers go hand-in-
hand with our professional, made in
USA, paint brush business.

“During COVID, our company was
well prepared from an inventory
perspective, and we did not favor one
or two customers. We were able to
supply multiple channels in the
industry, balancing supply chain
challenges and COVID restrictions. A
significant and immediate portion of
that growth was through the DIY (do it
yourself) market, and other segments.”

Premier’s paint roller offerings fall
under two basic categories —
professional and consumer (DIY).
Products on the professional side are
of a higher quality and designed to
undergo the rigors of the pro painter,
who uses them every day. On the
consumer side, the products are also
made with the high standards of
quality upon which the company
insists, but often at lower price points. 

“Often, DIY customers are not
looking to spend a lot of money on
applicators,” Leichter said. “While we

always hope the DIY consumer will
buy the premium products, we also
have less expensive products to fill
that demand.

“Professional painters want appli -
cators that are durable and perform. In
addition, painters tend to take good care
of paint rollers and paint brushes, as
they reuse them. In contrast, DIYers
often use a painting tool on one or two
projects, then toss it.”

As COVID quickly reached a crisis
level in mid-March 2020, the New York
City area was one of the first in the nation
to get hammered by the virus.

“We were in one of the most highly
effected zip codes in the country, if not
the world. It was very stressful,”
Leichter said. “We immediately asked
many of our team members to stay home
for two weeks, until we understood what
COVID meant, how contagious it was
and what the ramifications were for
those ill. 

“Within two weeks, everything started
to slowly calm down, and cooler heads
prevailed. As a result, we immediately
brought back the rest of our crew as
demand spiked for our products. 

“We also put in place safety
precautions to instill confidence in
filling up our factory again and
protecting everyone. While many
people worked from home for more
than a year, my partner, COO Sari
Nathan, and I came to the office every
day to ensure our team was safe, and
our business was working smoothly.”

As did many companies, Premier put in
place protocols such as mask wearing,
social distancing, enhanced cleaning and
disinfecting work stations.

“In addition, we put up plexiglass
at many stations to separate people.
We went above and beyond what was
required by local and federal laws to
ensure our safety,” Leichter said. “We
took all those precautions, because it
was the right thing to do.
Furthermore, not only were we under
federal/state guidelines, but also
those of New York City.”

Another ramification of COVID, for
the first couple of years, was com -
panies were forced to severely, or

Kevin Leichter
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eliminate  entirely, traveling to meet
with clients. As such, businesses,
including Premier, took advantage of
such online communication platforms
as Zoom to conduct virtual face-to-
face interactions.

Heading into the fourth year of
COVID, the virus is still out there, but
much of the country has backed off on
many of the overt protocols, such as
wearing masks, staying home and
avoiding public places, etc. Nonetheless,
it seems a focus on cleaning, sanitizing
and disinfecting, both at home and in the
workplace, will continue.

“We still supply masks and gloves
for voluntary use, but mandates are a
thing of the past,” Leichter said.

Also, during the pandemic, much of
the business world experienced major
issues related to supply chains.

“During COVID, we had problems
with lead times from suppliers, as they
increased significantly,” Leichter said.
“It just took a lot longer to get delivery
on both raw goods and finished
products. Now, the supply chain for
most of our raw goods is almost back
to pre-pandemic levels.”

In the production of its paint rollers,
Premier uses such raw materials as
polypropylene, resins, polyester, nylon,
and microfibers. Paint roller frames are
made of steel, plastic and nylon.

“Steel and plastic prices, like all raw
goods, were up significantly during the
pandemic,” Leichter said. “That
pricing has not come down much, but
increases have been kind of ‘steady
Eddie,’ as they haven’t increased sig -
nificantly the past several months. 

“What is important to us is being
extremely dedicated to growing our
manufacturing base in the U.S. We are

continuing to evaluate our offerings,
and how we can expand the families of
products that we already manufacture.

“Our company will strategically
continue to expand U.S. manu -
facturing during the next five to 10
years, no doubt about it.

“Our most recent initiative is a new
warehouse in Europe, where we have
experienced significant growth. Further -
more, we are extending our focus on
growing the premium side of our
business — that offers high quality, made
in the USA paintbrushes — to certain
parts of Europe where they still app -
reciate a higher level of quality.”

Premier has fared better than
many companies during COVID,
when it comes to being able to hire
quality employees. The company is
now more rigorous in the interview
process to find people who are the
right fit for the company. 

Some companies have ramped up
efforts to install more automation to
make up for the shortage of workers in
today’s labor pool.

“I view automation in a very
balanced way, because I won’t
sacrifice quality for the sake of
automating,” Leichter said. “So, on a
continuous basis, we are evaluating
automating certain parts of our

business to decrease costs going
forward. Some larger companies have
completely automated paint brush
departments. The difference in the per -
formance and quality of what Premier
offers over what they are currently
producing is clearly evident. I will not
sacrifice quality, especially for the pro
segment.  

“I also won’t automate just to
eliminate a person. If I don’t feel a
laser or robotic arm or whatever will
ensure the quality we are looking for, I
won’t automate that part of the
manufacturing process.”

Going forward, Leichter said, “The
biggest headwind now is how quickly
the Fed (Federal Reserve System) has
increased interest rates, which has
been a real ‘crush’ to the residential
housing market.”

The good news is, Leichter is
predicting that next spring (2023) the
demand cycle will normalize.

“I am cautiously optimistic about
the next year and beyond,” Leichter
said. “During the upcoming winter, I

think the overall paint business is
going to be somewhat quiet. Con -
sumers will continue to spend on
shopping, going out to dinner, travel -
ing, etc., and will be less focused on
improvement projects. Next spring,
when the sun comes out, we will
should see both the DIY and pro
business picking up once again.”

Contact: Premier Paint Roller
Company, LLC, 

131-11 Atlantic Ave., 
Richmond Hill, NY 11418.
Phone: 718-441-7700.

Email: info@premierpaintroller.com.
Website: premierpaintroller.com.

“Our company will strategically 
continue to expand U.S. 

manufacturing during the next five 
to 10 years, no doubt about it.”

- Kevin Leichter

“We continue to focus on quality 
and the professional segment. We are 

happy to see the growth of roller covers 
go hand-in-hand with our professional

paintbrush business.”

- Kevin Leichter
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During a recent American Brush Manufacturers
Association (ABMA) virtual educational seminar
titled, “Macro to Micro Sales Management Style,”

presenter John Kirkland geared his remarks toward
independent sales representatives.

“The macro to micro
sales management style
is something  that has
evolved during the past
five years, and not
necessarily during the
previous 30 years of my
career,” Kirkland said,
who is national sales
manager for The Mill-
Rose Company/Clean
Fit Products. “My focus,
in the past five years, had
been tied directly with
the successes of  inde -
pendent reps, and how I

can win their hearts and minds.
“Furthermore, I have taken a different approach to life in

general. In fact, many people think I am way too relaxed as a
sales manager.

“The perception is sales management is high intensity,
high velocity, with managers talking faster than people can
comprehend. During the first 25 years of my career, I was all
of that, and a whole lot more.”

Kirkland defines an independent sales representative
as one who works on a commission basis to sell for
multiple companies. 
“The macro to micro sales management style

is best described as the commander-in-chief

willingly heading to the front lines to join the
infantry in direct battle, earning the respect of
the troops,” Kirkland said. “I work with people at the
micro level where I win them over one by one. I am earning
their vote in each and every election.

“The macro to micro sales management style builds
synergistic relationships that win priority selling time and
guaranteed results.” 

Kirkland said what he learned from “front line” activities
with independent sales reps isn’t about the close, but rather
the connection he makes winning hearts and minds.

“The No. 1 priority, when I work with independent reps,
is to win them,” Kirkland said. “Yes, I want to get
sales and I want to close business, but winning
the rep is 90 percent of the battle.
“I win them first, then I win the customer.

Without winning the sales reps, the customer may
not sense the buy-in I’m delivering. It is all about
teaching and working together in the front lines. In my opinion,
it is the ‘boot camp’ I put them through. In the end, they must be
battle tested and prepared to be the face of our company.”

In speaking of what he calls the “boot camp component,”
Kirkland said he heard the following sentiment many years
ago — “most sales professionals can’t speak in a short,
concise way about the companies they represent.

“They really don’t know the company or the products they
sell. When I work with our reps, I use ‘power shot’ role
playing — ‘Give me your power shot on whatever company
or product you represent.’ I want everything short
and concise, because that is how customers
digest information.

“I am constantly working and developing. The boot camp
is a never-ending process. Not only am I fighting for an
independent sales rep’s time, I need to make them better at

By Rick Mullen |  Broom, Brush & Mop Associate Editor

John Kirkland
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selling my products than the other 19 or 20 companies’
products they represent. It is ‘game on.’ It is a full onslaught
attack at the rep level, where I am making them experts, and
an extension of the company where I work.”

Kirkland said an important piece of the sales picture is
“synergy.”

“The word ‘synergy’ was floating around in the world back
in the early 1990s,” Kirkland said. “Synergy, relating to a rep
agency, really comes down to this, it is a process in which
individuals or companies combine their resources and efforts
to achieve more productivity, efficacy and performance than
they could alone — 1 + 1 is greater than 2.”

Kirkland listed 20 attributes that win the hearts and
minds of independent representatives — pillars of the
synergetic relationship:

“Those 20 attributes may be the most important piece
of information I share with you today,” Kirkland said.

He commented specifically about several of the
attributes:

■ Good guy/likeability factor — “Can your
customers or your reps say you are a good person, and
your likeability factor is a 10?” Kirkland asked. “This
attribute takes no day off. It is there every second you
are engaged with customers or reps.”

■ Know your products — “This goes without saying,
but you would be stunned to know that only 10 percent
of the sales managers/reps who I work with just know
their products well enough to be in front of customers,”
Kirkland said.

■ You don’t train — you teach us how to sell — “I
have been through more worthless training meetings
than I can imagine,” Kirkland said. “Nobody in those
training meetings really spoke about how to put the bat
on the ball — put something in motion that lands
business or creates an order.

“If I can teach sales reps how to sell, they will ‘print
money.’ If I teach them how to create success, they will
chase success.”

■ You are not above us, or below us — you are one
of us —  “I don’t ever want the independent reps to feel
like I’m their boss,” Kirkland said. “Rather, we are
partners in business.”

■ We are comfortable in sharing recommendations
and ideas—  “Independent reps are not afraid to pick up
the phone and call me and share the good, the bad and
the ugly,” Kirkland said. “If you are going to win the
hearts and the minds of independent reps, you will need
to know the  20 attributes.”

EXCITED TO SHARE KNOWLEDGE

Kirkland shared a statement he heard from a sales rep,
“Sellers talk about what they know and are excited
to share.”

“I thought, isn’t that the truth when talking about
people who are marketing and selling our products and
telling our story,” Kirkland said. “If they don’t know the
product, they can’t be excited. Here are two summary
equations that may make it a little simpler from the
standpoint of what is driving numbers:

■ Strong product knowledge + excitement = growth.
■ Poor product knowledge + no excitement = no growth.”
Kirkland shared the following concerning what he called

the macro and micro level sensories.
■ Humans have five senses: the eyes to see, the tongue

to taste, the nose to smell, the ears to hear and the skin
to touch. By far the most important organs are the eyes.
People perceive up to 80 percent of all impressions by
means of sight.

n Good guy/likeability factor;

n Know your products;

n Know our market;

n Always positive;

n Trusting;

n You work with us and are always fair;

n Easy to communicate with;

n Timely responses to our needs —
explanation not a “No” response;

n Outstanding presenter —
great in front of customers;

n Customer meetings always 
advance the business;

n You don’t train — 
you teach us how to sell;

n We see you in person — 
you’re in the trenches with us (micro);

n It’s fun selling your products;

n Keep it simple, make it easy — 
we gravitate to those types ofcompanies;

n You are not above us, or below us —
you are one of us;

n You are respectful to us always;

n We are comfortable in sharing 
recommendations and ideas;

n When things aren’t going well, 
we are met with encouragement;

n Realistic expectations; and,

n Proud of our relationship.
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“I use the five senses when I put product in
customers’ hands and teach or walk them
through a typical sales presentation — the
most important of which is our eyes,”
Kirkland said. “I also spend a lot of time
listening — not just hearing — but listening
to what people are saying, what the angles
are, etc. It all adds up, and I have learned to
slow down and listen.
“Furthermore, body language and tone of

voice represent more than 90 percent of
communication. People don’t really hear
what you are saying. They see and really feel
what you are saying. It is not what people say, it is
how they say it. Are you seeing what they are seeing, or
are you hearing what they are saying?”

Kirkland shared a “mind mastery tip,” taught to him by
one of his mentors.

“I would be on the phone with a customer, and I would
simply close my eyes,” Kirkland said. “My boss would
always say, ‘Do you think you are getting the order?’ I
would say, ‘Yes, two truckloads.’ He would respond,
‘How do you figure? You don’t have the order.’ I  would
answer, ‘We will see it tomorrow,’ and the order would
come like clockwork. 

“When the customer said he/she was going to give me
an order, I knew it was coming because of the tone of
his/her voice.”

BIG ON TRAINING

Kirkland said he is “big” on training. He used the
example of a former employer’s training program that
did not work very well.

“A company, where I formerly worked,  had a template
on how to train. I wasn’t in agreement with it, but
knowing who signed my paycheck, I had to buy into it,”
Kirkland said. “Following training, I would see sales
numbers go in the wrong direction, and it was because I
didn’t understand the goal of the training.

“Training for most parties is all about imparting
knowledge. Getting people to our factory or getting people
to meet our customer service department is all well and
good. In the end though, if reps walk out with only
knowledge and not the ability to put the bat on the ball or
share the story that drives a sale in the field, the training was
all for naught.

“Everything I used to do, I’ve thrown out the window and
it is gone forever. This is how I train. Training is a process

of enhancing skills, capabilities, and knowledge for a
particular job. It has to be understood that we are not only a
knowledge imparter — we are teaching people how to sell.
Knowledge without deliverable sales execution will result
in poor results.”

Kirkland said an important technique in helping
salespeople “put the bat on the ball” is role playing.

“When I first started in sales, I spent 90 days in the
conference room, six hours a day, role playing with every
product and every widget,” Kirkland said. “I had to know
the gauge of every piece of metal we sold. I was a
walking encyclopedia, who could verbalize the delivery
of the stories about what we offered.

“We really carved out all the rough spots and the low
points in the conference room, and I hit the ground
running. I’m challenged by the commitment in the time
and investment in people. They don’t always work out.
You have to accept the good with the bad.”

Kirkland said he has hired and trained many new sales
reps, with plenty of failures along the way. However,
with the macro to micro sales management style, he is
now having success with new hires nearly 100 percent of
the time. He said it takes from 18 to 24 months to teach
new hires how to put “the bat on the ball.”

“During that 18 to 24 months, I’m talking about hand-
holding, coddling and role playing in developing the skill
set to professionally represent the company at hand,”
Kirkland said. “For example, the average major league
baseball player will take 1,800 at-bats in the minor
leagues, before he ever gets the opportunity to step on a
major league field.”

Kirkland said many people think sales professionals are
born with an innate ability for sales. Somehow, selling is in
their DNA.

“I wish that were the case, because year one for me, more
than 30 years ago, I didn’t think I was going to make it,”
Kirkland said, while mentioning there were people who
were instrumental in mentoring him as his career
progressed.

“Micro level training builds knowledge, confidence
and increased excitement. All the winning attributes are
cultivated from face-to-face engagement,” Kirkland said.
“In the trenches, we are building/demonstrating
deliverable knowledge, bundled with excitement.
Securing a ‘W’ together is the ultimate victory.”

In closing, Kirkland said, “The macro to micro sales
management style has added years to my life, and likely, my
career. The traditional sales management style never
allowed me to check all the boxes of winning sales manager
attributes.

“Today, I no longer need to close every sale, or be on-site
for every major customer function. The team we have in
place has us in their hearts and minds everyday.”
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Three tradeshow days, educational and networking
opportunities, panel discussions and guest speakers
highlighted the 2022 ISSA Show North America,

which took place in October at the McCormick Place
Convention Center, in Chicago.

Distributors, manufacturers, facility managers,
building service contractors and residential cleaners
came together face-to-face for information sharing,
relationship building and product innovation — all
designed to help attendees discover new solutions for
improving efficiencies, skills and profitability when it
comes to proper cleaning and disinfection.

A highlight at 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. 

During his address at the meeting, ISSA Executive
Director John Barrett discussed two main topics: 

■ The launch of ISSA’s Rethink What Clean Means
(rethinkclean.org) campaign; and, 

■ ISSA’s upcoming 100th anniversary in 2023. 
ISSA announced its partnership earlier this year with

comedian, actor, host — and known germophobe — Howie
Mandel, when launching its “Rethink What Clean Means”
campaign. The objective is to educate people about the
pivotal importance of cleaning, while also supporting
businesses as they elevate the standard of clean.

To help raise awareness on the importance of cleanliness,
Mandel is presenting an online video series, “Howie Clean
It,” taking viewers on a journey to discover the hidden grime
in seemingly clean spaces.

“There is so much about this campaign to love, but
primarily it’s the promise to increase demand for the
products and services that you (within the cleaning industry)
provide,” Barrett said. 

He added “tools” within the campaign’s “toolkit” can be
customized to fit each company’s needs. 

“The initial push (of the campaign) is directed at consumers,
but that is going to give way, over the next 12 months, to a
greater focus directed at facility managers,” Barrett said. 

As for the 100th anniversary of ISSA in 2023, Barrett
said the celebration will involve different events and
culminate during the 2023 ISSA Show, scheduled for
November 13-16, at the Mandalay Bay Convention
Center, in Las Vegas, NV.

“We want to give special focus during this celebration not
to ISSA, but to the people and companies (who/that) have
helped define our industry over the past 100 years,” he said.

vonachen introduced 
as issa president

One highlight during each General Business Meeting
is the introduction of new, and recognition of
outgoing, members of the ISSA board of directors.

The 2023 board includes new ISSA President Matt
Vonachen, of Vonachen Group. The president’s post is a
one-year term. Vonachen succeeds Harry Dochelli, of
Essendant, who now serves on the board as Immediate Past
President/International Director.

Vonachen became the first ISSA president to represent
Building Service Contractors (BSCs), and he spoke of that
significance during his address. 

The ISSA General Business Meeting includes the introduction of new, and recognition 
of outgoing, members of the ISSA board of directors. 



“I have had the opportunity, in my career, to work in a
family distribution business, work as a manufacturers’ rep,
and be involved as a BSC. That experience has allowed me
to see our industry from many different sides, and
understand what (ISSA) means to all of those segments,”
Vonachen said. “Looking ahead, in addition to the initiatives
that John (Barrett) highlighted, I am personally excited
about the investment that our association has made in CIMS
(Cleaning Industry Management Standard). ISSA also
remains committed to the Global BioRisk Advisory
Council. GBAC programs and GBAC STAR™
accreditation help to keep facilities, across the country,
clean, safe and healthy. That is done with the use of
scientific protocols and expert advice as it pertains to
cleaning, disinfection and infection prevention. 

“Finally, ISSA advocacy and governmental affairs initiatives
continue to make an meaningful impact for our members, and
the overall industry. ISSA was recently awarded a $160,000
grant from OSHA (Occupational Safety and Health
Administration) for workplace safety and health training,
related to infectious diseases. That includes COVID-19. We
hope the grant will be the first of many to come.”

Vonachen also encouraged participation in the ISSA Clean
Advocacy Summit, scheduled for March 30-31, 2023, in
Washington, D.C. He added the summit is a chance for
ISSA members to meet with their elected federal officials. 

“As industry leaders, it’s important to engage in advocacy,
and let our legislators know what we need, in order to
support and grow our businesses,” he said. 

Outgoing ISSA President Harry Dochelli also addressed
attendees during the General Business Meeting.

“As president, my goal has been to find ways for ISSA to
give back to its members. I’m therefore excited about the
Rethink What Clean Means campaign. I challenge anybody
to find another association running a virtual campaign that,
in a few weeks, has had 200 million impressions, and
features a celebrity like Howie Mandell,” Dochelli said.
“I’m confident that ISSA is in very good hands moving
forward. It’s an association that is constantly evolving,
finding out what is important to membership and working to
keep our world safer.” 

The following individuals were recently elected to serve
on the 2023 ISSA Board of Directors, led by incoming
ISSA President Matt Vonachen. They are: 
• Vice President/President-Elect: Matthew J. Schenk,

Midlab;
• Executive Officer: Tom Friedl, Hospeco Brands

Group;
• Manufacturer Director: Nicole Goulet, Diversey;
• Distributor Director: Laura Ann Craven, Imperial

Dade; and,
• Canada Director: Brock Tully, Bunzl Canada.
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In addition to Vonachen, returning from the 2022 board to
serve in the following positions on the 2023 board are: 
• Past President/International Director: Harry

Dochelli, Essendant;
• Secretary: Scott Stevenson, KleenMark;
• Treasurer: Mercer Stanfield, Brame Specialty

Company;
• Distributor Director: Michael Chiappe, California

Janitorial Supply;
• Manufacturer Reps’ Director: Jay Shearer, J.J.

Shearer Company;
• Manufacturer Director: Matthew Urmanski, Essity

Professional Hygiene, North America; and,
• BSC Director: Valerie Burd, ABM.
The following individuals completed their service on the

board in 2022: Steve Lewis, Golden Star, Inc.; Brendan
Cherry, Bobrick Washroom Equipment, Inc.; Amir Karim,
Polykar; and, Ailene Grego, SouthEast LINK.

2022 achievement award winners

Acknowledged during the General Business Meeting
were three ISSA Achievement Awards honorees for
2022. The annual awards recognize

cleaning-industry professionals who are
committed to driving the industry forward
through their positive contributions in
business and beyond.

The achievement awards, and their
recipients who spoke during the meeting, are:

■ The Manufacturer Representatives’
Distinguished Service Award, which
recognizes individuals who support manu -
facturer representatives, the industry and
ISSA, was presented to Myron Schultz,
president of Lambskin Specialties. 

Schultz continues to work hand-in-hand
with 17 manufacturer representative groups
that promote and support his company’s sales
and marketing efforts. 

“Lambskin has employed manufacturer
representatives for decades — since about 1970
when Mark Reimers and Irv Goldstein signed
on — and continues to seek their input through
rep meetings, and regular phone, email and
zoom contact, while also joining them in the
field supporting their efforts,” Schultz said. 

He thanked the many people who have
helped his company prosper, including his
business partner and the factory staff, as well
as the men and women who have represented
Lambskin over the years, most notably Reimers
& Goldstein, Walt & Tom Kolterman, PJ & Ted
Gilbert, Dick Friedman and Bob McClung. 

“Today, our representatives are more than just people who
work for us, they are partners, they are friends, and we rely
on them. One thing my father taught me years ago, ‘If you
have great sales representatives, you are equal to almost
anybody in the industry.’ There have been, and continues to
be, so many great reps who work for us,” Schultz said. “To
say I’m grateful is definitely an under statement. This
industry, at its roots, is about family, connections,
communication, tradition, integrity and commitment
to quality. It is as much about people as it is about
products. I hope we never lose sight of that, particularly
after all we have been through during the past couple of
years (with the pandemic).

“In honor of the legacy of my grandfather and my
parents,  and on behalf of my wife, my family, and our
company — with great humility — I am honored to
accept this award.”

During the presen tation of the award at the General Business
Meet ing, ISSA Manu facturer Representative Director Jay
Shearer mentioned that Schultz initiated, and helped develop,
the Mobile Analytic Rep Application (MARA) program his
company uses to provide its manufacturers’ repre sentatives
with detailed sales activity, on demand and in real time. The
goal of MARA is to increase the value of customer

ISSA Manufacturer Representative Director Jay Shearer, left, presents the
Manufacturer Representatives’ Distinguished Service Award to Myron Schultz, 

of Lambskin Specialties.



interactions, allowing the reps to work more efficiently
while generating greater sales volume. 

Schultz explained after the General Business
Meeting: “I was having trouble providing reps with
current data  related to their accounts. What we
were feeding them was totally insufficient to permit
them to do their jobs. I asked my friend John
Manzoian (of J&M Technologies) for advice and he
connected me with Mark de Jeu.  Mark worked with me
to develop and launch MARA. It’s based on software that
he developed for distributor sales representatives. As far
as I know, no such program had existed for independent
manufacturer representatives in our industry. 

“Today, (MARA) provides our reps with accurate
and immediate access to all the data associated with
their accounts. That includes what products have
been purchased, pricing, invoice numbers, shipping
dates, order frequency, most popular items, and
order tracking. And the best part — the rep doesn’t
have to enter any data. It all comes from our own
sales data. I am really proud that we have
empowered our reps with MARA.”

■ The Jack D. Ramaley Industry Distinguished Service
Award, reserved for individuals with at least 10 years of
outstanding service to the professional cleaning industry,
was presented to Meredith Reuben, retired CEO of EBP
Supply Solutions. 

For nearly four decades, Reuben led EBP Supply Solutions
with the philosophy of collaborating with customers to ensure
their business success. She also continues to be a strong
advocate of The Hygieia Network, which is part of ISSA
Charities, and provides education, mentoring, networking and
support programs to help women succeed and advance in the
workplace. Reuben is a past chairperson of The Hygieia
Network Council, and currently is on the Hygieia Executive
Advisory Board.

Along with her mother, Reuben took over the family
business, EBP Supply Solutions, in 1984 after the death of
her father. She was one of the first female CEOs in the
cleaning industry, and was instrumental in helping the
company grow over the ensuing decades into a leading
distributorship. Recently retired, EBP Supply Solutions is
now a division of Imperial Dade. 

Reuben spoke of the help she, and her mother, received in
running a company after the death of her father. 

“Don’t forget, we were the daughter and the wife of
the boss, but every manager and employee at our
company who had experience and expertise, was very
supportive of us, with a positive and open spirit. We
could not have made it without them,” Reuben said.
“During my tenure (at EBP Supply Solutions), that
culture of family spirit, entrepreneurship and con -
tinuous improvement continued.”

She noted it’s the same culture that has allowed ISSA to
approach its 100th anniversary. 

“I have come to realize how much of our industry’s
culture revolves around giving, and in particular,
nurturing the next generation. I also realize how lucky I
have been to be part of that culture — both as a recipient
and as a contributor. That includes seeing the
development of The Hygieia Network, which has been
inspiring, as has witnessing the incredible support for
its mission and work,” Reuben said. “It’s been a
wonderful journey, and many thanks to all of you for
this wonderful honor.”

■ The ISSA NextGen Rising Star Award in Honor of
Jimmy Core acknowledges emerging leaders who make
positive contributions to their organizations and the
industry. Tillman Keller, district sales manager at Kelsan
Inc., was honored with the award this year. His talents
include building new business relationships, which has
resulted in a promotion to Kelsan’s business development
department, where he has earned the “Rainmaker Award”
for three straight years.

“A lot of people ask me what I do for a living. To that, I
half-jokingly respond, ‘I sell toilet paper,’ or ‘Have you
heard of Michael Scott or seen The Office?’” Keller said.
“Although each response I give is out of fun, there is much
more to what we do, as an industry. Jimmy Core (a fellow
Kelsan employee who died in a swimming accident in 2016)
was not just a member of our industry, he was an advocate
for the homeless community. His heart and passion for
others is what this award represents.”

In response to Core’s past efforts, Keller detailed
ongoing work at Kelsan in support of the Nashville (TN)
Rescue Mission.

“Like Jimmy Core, this award, and our entire industry,
stands for much more than a case of toilet paper. I’m
extremely grateful and happy to be here,” Keller said. 
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Pictured, left to right, are representatives of Lambskin Specialties during
the 2022 ISSA Show: Elana Schultz, Myron Schultz and Faye Zbrog.



issa charities continues reach

ISSA Charities Board Co-Chairs Ted Stark and John
Riches highlighted at the General Business Meeting three
signature charitable programs of the association: ISSA

Scholars, TheHygieia Network, and Cleaning For A Reason.
“ISSA Scholars is our original charity, supporting students

with scholarships for higher education. Since 1988, we have
provided over $4 million in scholarship funds, to 1,515
students,” Stark said. 

Riches added that 55 high school graduates and continuing
education students collectively received $157,000 in funding for
2022, as part of the ISSA Scholars program. Online applications
will soon be open for 2023 scholarships. Applications will be
available at issacharities.org/issa-scholars/.

Also discussed was The ISSA Hygieia Network
(www.hygieianetwork.org/join), dedicated to the advance -
ment and retention of women in the global cleaning industry
by fostering diversity and inclusion.

“The ISSA Hygieia Network provides education,
mentoring, networking and support programs to help women
succeed and advance in the workplace,” Stark said. “Hygieia
has expanded its online presence with the recent launch of
the ISSA Hygieia Network Career Academy. It provides
access to virtual conferences and webinars in association
with ISSA’s online learning center platform. 

“Hygieia has also partnered with DePaul University to
participate in the online DePaul University Career Edge
Certificate program. It awards learners a certificate of
completion.”

Stark added The Hygieia Network has attracted over 900
conference and webinar attendees thus far in 2022. These
people have come from across the United States as well as
international countries. In September, Hygieia held its 10th
Networking and Leadership Conference, and earlier in 2022,
launched a new mentoring platform.

Stark and Riches also spoke highly of The Hygieia
Network’s eighth annual awards program, which took
place during the 2022 ISSA Show. This year’s award
winners were:

■ ISSA Hygieia Network Member of the Year, which
recognizes a woman’s involvement in activities that align
with Hygieia’s mission and vision. The winner was
Stephenie Henderson, of Berry Global, for her dedication
to Hygieia and efforts to grow its impact; 

■ ISSA Hygieia Network Rising Star of the Year, which
honors a woman age 45 or younger who has made
significant achievements, and demonstrated consistent
upward mobility, in her career within the industry. The
award was presented to Kenisha Middlebrooks, of TTI
Floor Care North America, for her career trajectory and
achievements within the cleaning industry; and, 
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Shown is one of many ISSA educational sessions conducted on the show floor. 



■ ISSA Hygieia Network Company of the Year, which
celebrates a company’s involvement in activities that align
with Hygieia’s mission and vision. It was awarded to
Sunbelt Rentals, for its contributions to advancing the role
of women in the cleaning industry, while increasing
diversity, equity and inclusion in the workplace.

In addition to revealing this year’s award winners, also
recognized was the 2022 Hygieia Network Scholarship
recipient, Madalynn Kennedy, who is pursuing a degree at
Otterbein University, in Westerville, OH. 

The Hygieia Network also hosted a panel discussion
during the 2022 ISSA Show, focusing on how to engage and
retain women professionals in the cleaning industry. The
panel was moderated by The Hygieia Network Program
Director Dr. Felicia Townsend, and included panelists
Rachel Brutosky, from Nilfisk; Lisa Gould, from Envoy
Solutions; and Katie Snider, from Network Distribution.

The third ISSA Charities signature program that Riches
and Stark spoke about is Cleaning For A Reason, which
provides free home cleaning for patients with cancer.
Founded in 2006 by residential cleaning contractor Debbie
Sardone, it became part of ISSA Charities in 2017.

“Despite earlier COVID-19 restrictions, and unprec edented
labor shortages, Cleaning For A Reason has continued to thrive.
Generous and compassionate cleaning companies continue to
volunteer to make a difference for cancer households by
cleaning their homes for free, remembering that some peopleThe 2022 ISSA Show took place in McCormick Place, Chicago, IL. 
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are facing even bigger challenges,” Riches said. “With the
support of founder Debbie Sardone, a challenge to raise
$100,000 in one year was presented, for the second year in a
row, to 400 cleaning partners. More than 200 of those partners
have risen to the challenge, and as of August, have already
raised over $40,000. 

“Cleaning For A Reason has also rolled out a corporate
franchise partnership, inviting franchise cleaning companies
to sponsor partnerships, with our non-profit, for all of their
franchisees. That has helped Cleaning For A Reason
maintain its base of 1,200 cleaning partners to serve cancer
patients — a very worthy cause.” 

innovation award 
winners

The following are recipients of the 2022 ISSA Show
Innovation Awards, which recognize the latest
advancements for the commercial, institutional and

residential cleaning industry.  
“In the last few years, the cleaning industry has faced

unprecedented challenges,” ISSA Show North America
Director Amie Gilmore said. “However, it has also been
presented with many opportunities to innovate. This year’s

awards recipients are dedicated to sustainability, elevating
the industry, and advancing cleaning for health.”
Gausium was honored with the Innovation of the Year

Award for its Phantas commercial floor cleaning robot. The
recipient of the new Environment & Sustainability
Award, for its dedication to environmental innovation, was
HyTech Seas Dispensers, by Sofidel Group, which are
manufactured with recovered ocean plastic waste.  
Honorees of the Environment & Sustainability

Award were:
• EasyDose™ Laundry Detergent, by Seventh

Generation Professional, a Unilever Brand, an ultra-
concentrated laundry detergent made with 60 percent less
plastic and 50 percent less water; and,
• Jet H2 Ultra, by Byoplanet/Clean Republic, a

hand-operated electrostatic sprayer for disinfecting and
sanitizing surfaces.

Recipients of the Innovation Industry Choice Awards,
chosen within specific categories, were:
• Facility Service Providers — Tork Clarity Hand

Washing Foam Soap, by Tork®, an Essity Brand, made with
99 percent ingredients from natural origin, with a biodegradable
formula that features a low impact on aquatic life;
• Distributors — ALLORGANIC® USDA Certified

Organic Hand Soap, by Charlotte Products, an
unscented, easy-rinsing, foaming hand soap; 
• Manufacturers’ Representatives —  Clorox

EcoClean™ Disinfecting Cleaner, by Clorox Pro, a ready-
to-use disinfectant cleaner made with plant-based active
ingredients that kill 99.9 percent of illness-causing germs in
two minutes or less; and, 
• Residential — 800 Ct Lysol® Surface Disinfecting

Wipes, Bucket and Refill Pack, by Lysol Pro Solutions,
empowering cleaning teams to deliver heightened expectations
around hygiene, and enable businesses to realize cost savings,
optimize resource use, and help reduce packaging waste.

The Innovation of the Year Award Honorees were:
• Unger Generation 2 nLITE® Waterfed Pole, by

Unger, a telescopic window cleaning pole designed with
refined details and precision; 
• DMx Warewash Chemical Dispenser, by Hydro

Systems, a smart, versatile warewash dispenser, designed to
accurately and reliably dispense solid or liquid detergents,
rinse aids or sanitizers in commercial kitchens; 
• The Cleani Automated Door Handle Disinfecting

Device, by Cleani, designed for proactive well-being in
public spaces;
• Cobi 18, by ICE Cobotics, an autonomous floor

scrubber that applies a constant flow of cleaning solutions
and leaves floors dry; and, 
• Rosie, by Tailos, a robot for commercial cleaning that

focuses on vacuuming public spaces and guest rooms in hotels.

— Broom, Brush & Mop Editor Harrell Kerkhoff
contributed to this article. 
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The panelists presented their views related to the state-
of-the-industry and public policy, among other issues.
Members of the panel were:

■ Ailene Grego, president/CEO of SouthEast LINK,
a janitorial supply and cleaning products distributor, and
president/CEO of American Formula, a manufacturer
of cleaning chemicals. Both companies are located in
Atlanta, GA;

■ Justin Clegg, founder/CEO of Allset, a software
company that focuses on helping businesses streamline
payments and simplify text messaging and comm -
unication experiences, located in Lehi, UT; and,

■ Royce Ard, owner of My Amazing Maid, a
residential cleaning company, located in Columbus, GA. 

The moderator for the panel presentation was John
Nothdurft, ISSA director of government affairs.

“Our panelists are from across the cleaning spectrum,”
Nothdurft said. “We wanted to cover all aspects of the
cleaning industry, and talk about the issues facing each group.”

Rapid change continues to
challenge the North American
cleaning industry, involving
professionals who work in

distribution, manufacturing,
building service contracting and
residential cleaning. Discussing
today’s changes, challenges and

opportunities were three
panelists who participated in an

industry leaders roundtable
presentation. The event was part

of the 2022 ISSA Show North
America, held in October at

McCormick Place, Chicago, IL. 
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QUESTION: There are so many challenges in
business today, such as the supply chain, labor
and inflation. What are the top issues either
currently, or you foresee, impacting the bottom
line of your companies?
Grego: “I’m not sure we have enough time to address all

of today’s challenges. Labor has been a big issue for us, but
that seems to be correcting itself. It’s now easier to find
people, but still difficult to find the right people. 
“Our biggest issues right now are price increases,

inflation and the supply chain. It seems like certain
supply chain problems that we had before, such as
with plastics and paper, are starting to become
rectified. However, we are still having really big issues
with anything that has a chip, such as equipment and
parts. It can take four to six months, if not more, to
get certain types of equipment. 

“Price increases are probably our No. 1 challenge. The main
problem is with locked-in customer contracts. Margins are
being decreased within those contracts due to rising prices. I
would recommend to all distributors that they re-evaluate their
new contracts with customers before signing.” 
Clegg: “(Allset) is a venture backed startup, which means

the success of our business is contingent on the capital that
is raised, so that we can grow at scale. We have had to shift
our focus this year from growth to profitability and cash
preservation. During a recession, or when there are rumors

of recession, investor concerns start to creep up. Our job (at
Allset) is to become extremely disciplined, capital efficient
and think of ways to become default-alive as a business, as
opposed to default-dead. 
“We are also always thinking about opportunities to

find talent, as we are in a very competitive landscape
when it comes to attracting talent. I think all of us (on
the panel) experience the challenges of finding talent.
Other challenges have to do with distribution, and how to get
products into the market fast enough and quickly scaled.
Those are the things that keep us up at night.”
Ard: “We are a service business, so everything rolls around

labor. We are about 18 to 24 months into a pretty tough labor
market. It has started to change for the better — going from not
being able to find anybody to hire, to receiving 50 to 60 replies.
The challenge now is to find quality people. 

“There are a couple of ways to approach a
recessionary-type environment when working in the
service business. Obviously, you have to retain clients.
Also, it’s hard to cut a lot out of costs, as 50 percent of
our revenue goes back into labor. Therefore, we must
find other ways to be more efficient. 
“We have tried to be very selective on the labor

front, which means we are not carrying a heavy load
of trainees. That has been a big win for us, and will be
huge going into any economic situation that may
come up in the near future.”

Shown, left to right, are Ailene Grego, Justin Clegg and Royce Ard.



QUESTION: Coming out of the pandemic, it
can be hard to figure out where future sales
are going to take place. Do you see any
changes with demand coming up regarding the
products and/or services your company pro -
vides within the cleaning industry? 
Ard: “Demand for residential cleaning took a big hit during

the pandemic. We lost 40 percent of our client base overnight.
We are not all the way back, yet. Some of that is by design, and
some of that is due to the current labor shortage. 
“Just as we have to look for a better quality

candidate to hire, we also have to look for a better
quality client. We have raised prices several times
while finding, and working with, new clients. Doing so
is a good screening tool.

“We did realize something interesting during the pandemic.
The 60 percent of clients who stayed with us did so because
they truly love what we do. That provides us with a very good
baseline to grow, as we seek new clients. 

“There are no ‘bad’ cl ients in some respects, as
revenue is revenue, but there are clients who take a lot of
work and clients who don’t — which is why we are trying
to be more selective.”
Clegg: “More people continue to work from home, and

therefore, there is an increased importance placed on home
cleaning. Because of that, I feel the residential cleaning
industry will continue to grow. 

“If there has been any ‘benefit’ to the pandemic, it’s
more people now view the cleaning service business
as necessary rather than a luxury. The focus now is
building and maintaining healthy and safe environments.
That is a positive.”
Grego: “I do feel the level of cleanliness changed with the

pandemic, as a heightened awareness was placed on
cleaning for health. One thing that is concerning is once
people start getting back to their regular routines,
they may go back to pre-pandemic cleaning
practices. That is a problem, as it means they will be
unprepared for the next (pandemic) — and there will
be a next pandemic. Look at monkeypox, it’s starting to
gain momentum.

“We have to get back to the understanding that it’s more
important to clean for health rather than aesthetics. I would
recommend taking a look at the new ISSA’s Rethink What
Clean Means (rethinkclean.org) campaign, which focuses
on the importance of cleanliness as it relates to health.”

QUESTION: With many companies downsizing
the amount of space they need at their facilities,
and with more employees working from home, do
you see the distribution and manufacturing
sectors growing or remaining flat?
Grego: “Right now, it’s flat. That is mainly due to the

impact of price increases, which leads to the inability to
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react efficiently and effectively when locked into current
customer contracts. 

“It also goes back to the different levels of cleanliness,
and helping customers understand why it’s important to
clean for health rather than just ‘looking pretty.’

“I represent a smaller distributorship, compared to some
of the bigger companies here (at the ISSA Show). We have
to compete against those companies. What helps make our
distributorship different is that we don’t worry as much
about a product’s price. Instead, we are looking for
innovation, technology and something a little different to
offer our customers. 

“We continue to look for ways to be unique and
sustainable. Innovation and technology are important,
helping our customers reduce their labor costs. If we can
help our customers reduce their labor, it doesn’t matter how
much they pay for a product.” 

QUESTION: The last week of March is
National Cleaning Week. One of events this
year is the ISSA Clean Advocacy Summit,
scheduled for March 30-31, 2023. The summit
provides cleaning industry professionals with an
opportunity to meet with their elected officials
in Washington, D.C., to discuss important issues.
All three panelists attended last year’s summit.
What was your experience with that event? 
Grego: “I would urge everybody to take advantage of that

opportunity. Royce (Ard) and I are both from Georgia, and
although we may have different issues to discuss, we both
had the opportunity to meet with our state’s elected officials
in Washington, D.C., and talk about what is important for
our companies.”
Clegg: “Kudos to ISSA with putting this summit together.

It’s good to be aligned with an organization that helps its
members focus on government initiatives. 

“One thing I can confirm, after taking part is last year’s
summit, is that we (cleaning industry participants) were
heard. We all have an innate sense of wanting to be heard,
especially when it comes to our unique challenges in
businesses. ISSA, and its government relations program,
really positioned summit participants — representing
distribution, manufacturing, residential cleaning,
commercial cleaning and even a software company — to
share and advocate for the industry.”
Ard: “I thought it was a great experience from a lot of

fronts. No. 1, (ISSA) did a great job bringing people in to
meet with us on the first day of the summit, before we
actually went to Capitol Hill. That gave us an idea of what
was ahead. When we finally went to our appointments, we
were prepared for what we wanted to say. It was excellent
from that standpoint.

“One thing I learned is that Washington, D.C. is really run
by a bunch of people whose average age is 28. That is the
staff (of elected officials). They come from all over the

United States, and represent the best part of our
government. They are there for the right reasons. When you
talk to them (on the side), they will let you know, ‘I just
want to come here to make a difference.’  

“When my group met with a staff member working for our
(U.S.) senator from Georgia, he said, ‘I need you to tell me your
stories. Tell me how you are affected by this and that. Your
stories give me context for the words in a possible bill.’ I thought
that was very insightful, because (staff members) look at bills
drafted by different committees all of the time, but don’t always
have the stories behind those bills. 

“One message we gave them was (with residential
cleaning), we really get to know our customers well. A lot of
what we do is help people, such as senior citizens, stay in
their homes. Most of our customers do not look at
residential cleaning as a luxury item. It was therefore
important to let (elected officials) know who the people
really are within our customer base.”

QUESTION: Do you have any predictions for
2023, related to your business and/or the
industry?
Clegg: “I feel more people are going to move toward eco-

friendly and green cleaning. That will continue to be an
initiative. I also see interesting trends taking place,
involving innovation and technology, that will help improve
employee retention and training. 

“I do hope people within the cleaning industry look
around at all of the on-demand delivery services now
available. For example, you can use an app to have your
groceries delivered within 30 minutes. That is where the
future is heading, and I feel the (cleaning) industry has some
catching up to do. It’s about 5 to 10 years behind.”
Ard: “I believe the house cleaner, as the industry becomes

more professionalized, will be seen as a key part of the
household. That involves not only maintaining the house, but
helping the occupant(s) remain in that house longer. One of the
things we see (in the residential cleaning industry), is an older
person in the home who does not have a family member close
by. Therefore, the house cleaner is sometimes the first person
who can recognize if there is a problem with the occupant.”
Grego: “I agree with all of the predictions (from Clegg

and Ard), and would add the importance of companies
(within the cleaning industry) providing more online
information. There used to be the thought, ‘Don’t give
away all of our secrets.’ I don’t think that applies
anymore within today’s information age. You can go
to YouTube and learn how to fix just about anything.
As a result, it’s important for companies to provide
more online training and educational videos.

“It’s also important to remember that there are many
younger people coming into our industry — and that is a
must. In order to attract those people, it’s important to make
information readily accessible to them, with the help of
today’s technology. That is how they want to communicate.”
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Leading companies involved in the world’s
janitorial/sanitary marketplace met in Chicago, IL, on
October 10-13, for the 2022 ISSA Show North America.

The year’s event again featured many exhibitors of
brooms, brushes, mops, squeegees and related cleaning
products, including those companies pictured in the

following photo gallery. 
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Haviland Corporation manufactures premium floor and window
squeegees; aftermarket replacement blades, gaskets and splash
guards for floor machines; paving and roofing tools; water -
brooms; serrated squeegees and more. Shown, left to right, are
Kevin Grellner, customer services; Alice Andrews, executive
vice president; and Joyce Dudenhoeffer, marketing director.

haviland corporation

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.

zephyr manufacturing co.

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. 

s.m. arnold, inc.

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 Dan Sullivan, sales specialist; Jeff Malish,
president & CEO; Chris Shaw, Eastern Regional director of sales;
Dan Kirtz, COO; Vanessa Reese, digital marketing specialist; Kevin
Young, vice president of sales & marketing; Adam Rosen, Western
Regional director of sales; and, Bill Imrie, national sales manager,
Malish Plastics.

malish corporation
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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 rep -
resentative; and Kim Johnstun, Gordon Brush director of
business development. 

milwaukee dustless brush

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.  

acs industries

Perfex Corporation is a manufacturer of professional grade
cleaning tools designed specifically for pharmaceutical and
food manufacturing environments. Products include brushes,
brooms and squeegees. Shown is Mike Kubick, president. 

perfex corporation

Norshel Industries, Inc., is a mop manufacturer, master wholesaler
and importer of janitorial supplies. Shown, left to right, are
company representatives Aaron Leibowitz and Rich Shapiro. 

norshel industries
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ABCO Products Corp., manufactures and markets cleaning
products as well as HACCP-compliant color-coded tools for the
professional cleaning, food service, industrial, QSR floor safety
and food processing market segments.

abco products
Filmop USA is a manufacturer and distributor of tools and
systems for the cleaning professional. Products include touch-
free microfiber mop systems, mop handles and mop frames. 

filmop usa

Lambskin Specialties welcomed the company’s representatives
to its booth during this year’s ISSA Show. The company
specializes in the duster category, featuring wool, feather,
synthetic, microfiber and disposable dusters. 

lambskin specialties
Globe Commercial Products provides commercial-grade items to
the North American janitorial, retail, food service, office and
industrial industries. Products include a variety of mops,
brooms, brushes and squeegees. Shown is Lance Hayward,
director of sales. 

globe commercial products
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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 David Suitor.

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 are company rep -
resentatives Mandy Morgen and Martin Mair. 

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. 

golden star inc.
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 company representatives
Mike Cody, Ethan Csoka, Jared Libman and Desi Csoka. 

the libman company
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Nexstep Commercial Products, the exclusive licensee of O-Cedar,
provides a complete line of commercial-grade sanitary
maintenance items. That includes wet and dust mops, mop
sticks, mop buckets and wringers, janitor carts, waste recept -
acles and dollies, floor sweeps, angle and corn brooms,
microfiber products and squeegees. 

nexstep commercial products
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; Amanda Brown, account manager; and Dustin
Milstead, director of national accounts. 

remco

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

unger enterprises
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INDUSTRY NEWS

“Our partner, ILLIG, expands its product portfolio of modern and
sustainable packaging solutions with the new HSU 650, a customizable and
modular packaging machine. 

“The machine was designed with a quick and ergonomic change-over in mind,
and the user-friendliness was improved with a new HMI,” according to Boucherie.

“A reduction of the energy consumption of 30 percent was achieved by
means of e.g., a new sealing station that is much more energy-efficient. The
output is high, because of the  generous forming and sealing area of 650 x 300
mm combined with a speed of 20 cycles per minute.”

For more information, email info@boucherie.be.

From Boucherie:
The New Benchmark For Ecological Packaging

Informa Markets Reports Increase In 2022 ISSA Show Attendance
Informa Markets announced that ISSA Show North America

2022 welcomed more than 11,000 cleaning industry professionals
to McCormick Place in Chicago, a 10 percent increase over last
year’s event in Las Vegas. According to the company, the event
offered numerous opportunities for networking, education, and
product discovery that helped industry professionals evolve their
businesses and change the way the world views cleaning.

“Learning and collaboration are essential to driving the industry
forward, and we’re extremely pleased with the increased
attendance and engagement at this year’s show,” said ISSA
Executive Director John Barrett. “There was tremendous buzz at
the event around our new industry campaign, Rethink Clean, and
as always, we’re grateful for all of our sponsors, exhibitors, and
attendees who made this year’s show such a huge success.”

The show hosted over 70 sessions, providing resources for
attendees to stay up to date on the latest trends and solutions for
cleaning, disinfection, and infection prevention. It also offered
numerous opportunities for accreditation, training, and certi -
fication. Like in past years, the 2022 sessions covered several
important topics, including hiring and retention in post-pandemic
times, budgeting and marketing for infection prevention, and the
future of sustainability in the cleaning industry.

“From product discovery to education and training to
networking, the event offered something for everyone in the
cleaning industry,” said Amie Gilmore, Informa markets director.
“The event was a huge success thanks to our sponsors, exhibitors,
speakers, and other leaders involved in bringing this important
event to the industry.”

ISSA Show North America 2023 will take place in Las Vegas
at the Mandalay Bay Convention Center, a GBAC STAR™
accredited facility, November 13-16. For more information,
visit www.issashow.com.
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Rankin Publishing received the following notice 
of the death of Golden Star’s Sonny Roach.

Sonny Roach passed away Saturday, October
29, 2022. He was an amazing father, husband and
friend. His wit and sense of humor will be missed
dearly around the Golden Star office, where he
has been a constant for the past 43 years, said
Golden Star.

A visitation was held Friday, November 4, at
Newcomers White Chapel Funeral Home, 6600
NE Antioch Rd, Gladstone, MO, 64119. It was
followed by a celebration of life. 

Contributions in his memory may be made to
the Joshua Keith Roach College Fund, c/o White
Chapel Funeral Home.

Features include:
 •Paper to paper blisters;
 •No glue required;
 •Side flap sealing;
 •Inlay as an option; and,
 •Automatic infeed is available.

Technical data
 •Forming/sealing area: 650 x 300 mm;
 •Speed: up to 20 cycles per minute;
 •Blister depth: up to 80 mm; and,
 •Sealing force: up to 6 tons.

ISSA Show 2022



A recent independent study concluded 
that ABMA Members, on average, experience 
a 6.75x return on their membership investment
that is directly related to their involvement in
the association & convention attendance.

Real dollar values were assigned to all the 
bene�ts ABMA Membership provides, and 

weighed against the cost of dues and 
convention attendance.

The conclusion speaks for itself.

www.abma.org

How’s that for ROI?

ABMA Membership is not only a smart
business decision. It’s a no brainer.

6.75x


