GOING THE

COMMERCIAL ROUTE
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t's no secret that most operators are in search of some

extra revenue, And when it comes to generating extra

revenue, one's thoughts often turm 1o exrra services,

Have you ever considered’ taking on commercial
accounts? It may sound overwhelming av fiest, but on
further consideration, this extra service may be ideal for
your self-service laundry.

Like anything else, there are pros and cons to taking
on commercial aceounts, Floweyer, operators are doing
them, and with some suceess, according to recent surveys
and inrerviews.

1 think it's always best to hear from the people who are
doing this type of work in order to get a better feel for
the challenpes and benefirs.

An expanding operation

Len Bazile operates Hollywood Laundry in Kenner, La.
His commercial linen division is called Dirry Laundry
L1LC: {He is also preparing to open a second laundry.)

Len Bazile (left) handles a variety of linen, from military to university orders,
at s 1,500-square-foot Louisiana store.

Bazile stareed our dealing with bar mops (rowels) and
aprons. That wasn't profitable enough, however, a new
source of revenue emerged: Bazile’s parmer had a catering
business and sent some work his way, He handled table
linen, and soon another caterer utilized his service.

“This didn't require any advernsing or marketng,”
Bazile recalls. “It was just word-of-mouth that led me to
picking up the work.”
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S.eek out businesses
looking for better value
By Paul Partyka

During the summer, Bazile ook in dorm bed linen
from Tulane University. Next was linen from a military
base. He even gor a call recently from the Department of
Homeland Security 1o handle post-emergency laundey
work: “Lasr year just exploded.”

Bazile, on average; handles abour 1,500 ro 2,000
pounds a week at his 1,500-square-foor store. His largest
equipment is one 60-pound washer, four 45-pound dry-
ers, plus a 75-pound dryer. He also rents a 500-square-
foot suite fght next to the laundry that he's dedicated to
linen processing — folding, packaging, erc.

He processes linens of different sizes — from 60 x 60
o ) = 156 inches. A normal workday may start ar 6
aamy, with the work concluding ar 10:30 or 11 a.m.
Larger orders may require some late-night work ar omes,
and cereain artendants will focos solely on the commer-
cial worl,

He says his schedule must be flexible since walk-in
costomers pet first prionity. *T will pull linen out of a
machine if need be for customers.™

Bazile works. ar soliciing new business, bur admits
that he doesn't urilize any “scientific” method for attract-
ing new customers. He has cards made with a price list,
He stops in-ar area party rentalicatering businesses and
ineroduces himself, He once even landed a new account
by calling a number that he saw on a delivery truck. =1
don'cuse phone books or the Internet. [just keep my eves
open looking for opparmnicy.”

Bazile has been doing commercial work for several years,
and is still learing about cleaning techniques — food oil
on linens is his toughest problem. He often tests new chem-
icals. “[Cleaning] is also about applying common sense, |
now do all colored linen/polyester linen using a medium
temperature, not hot. 1 also don’t overload dryers.”

With the thought of adding accounts, he wonders if he
should rent a 3,000=squarsfoor warehouse and use larger
machines, a flatwork ronen, erc. However, he's worried about
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“SELL YOURSELF AND WHAT

the downtime involved with a larger operation,

It you're thinking about commercial accounts,
dao some market research and make sure your competi-
tors aren’t doing the same work, he advises. “Most larg-
er commercial firms own their own linens, [ do costomer
owned goods, Tr's a small mche market. The last thing
you want 1o be is the fourth person in the market gerting
into the business, | almost left this sepment vears apo
because T conldn’t find more work.

“1 didn’t know all the different avenues: I now look for
caterers, party rentals, and universities in the nearby
arca: If no dne is doing the worls, give iva shotl”

Sell yourself
Joe Belling has been doing commercial work for 13 vears
ar his 2,500-square-foot store in Stoneham, Mass, Trwas
items from @ sports medicine/therapy business at first,
Customers would even bring the work in and pick it tup.
Bellino also deals with barbershops and salons, Maore
specifically, he handles plenty of towels.

“Some of the work just came in rghe off the street, and
same of it | gere myself,” Bellino says.

Whien logking for business, he enters a business, intro-
duces himself, and gives out business cards, By chatting
with store customers, he has learned of some work at

SETS YOUR LAUNDRY APART
FROM OTHERS.”

-JOE BELLINO

X// places thar are porential accounts, His store window and

business cards say “commercial accounts welcome.™
Bellina even lists his personal cell phone number in the
phone book for those interested in commercial service.

While business has slowed recently, one thing hasn’t
changed: he guarantees that he will bear the price of the
account’s current work provider,

He processes abour 1,000 pounds of commercial work
a week, althoogh this figure was larger in the past. His
largest washers are S0-pound capacity, and his largest
dryers are 75-pound capacity.

Bellino has urilized educational material to aid with
commercial cleaning, and is always looking for cleaning
tips. “Knowing a few drycleaners doesn't hurt,” he jokes.

He urges those interested in commercial work to-stay
away from the large accounts. “There are many con-
cerns, suchas OSHA The biggest challenge, however,
is balancing walk-in' customer and account concerns,
Currently, the attendants do the commercial work during
the day, but a night shife would be added if needed,

Merworking is also a key. “Get o know all the local
businesses,” he says. “I go to the businesses personally,
boast about what T can do, and rell them tharall my
machines are factory-ser, that | have weater filceation, etc,
Sell vourself and what sets vour laundry apart from oth-
¢rs. Don't go for the big account right away — thar's the
one that causes you o swearl”

What are vour fellow operators saying abour commercial

accounts? Based on a recent survey (Page 6] and chatting with

some operators who offer this service, several tips emierge regard-

ing this extra-profit affering:

= Current equipment trends favor commercial work. Today's larger
washers and dryers offer the capacity to aid in linen processing.

» Always Factor m delivery costs (gas, insurance, erc.).

» Deadlines are cruclal, Missing a deadhine can cost you an
ACCOUNL,

» First things first: Learn basic wash, dry, and fold service before
venturing out into the commercial world,

» Some commercial work may require special cleaning knowl-
edge. It docsn’t hurt to befriend a dryeleaner

= He prepared to deal with claims.

» In order to fully take advantage of this service, you need to
market the service on some level,

» Establish a pecking order, such as making sure your regular
customers come first when it comes to machine usage.

* The prafit margin tmay be small, but the work will keep your
attendants and machines oceupied during slow store perids.
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Small operations have an edge

Jim Fingerman can handle commercial accounts on two
levels — he operates Pilgrim Cleaners, a self-service laun-
dry/dryveleaner, in Richfield, Minn, The rwo-story busi-
ness 15 abour 9,000 square feet. On the laundry side, the
largest equipment is two S(-pound washers and five 75-
pound deyers:

Fingerman handlés 2’ pood number of towels and den-
fist’s coas (the coats are drycleaned). He admits having
some good fortune — some of his business just came to
him. He eredits the appearance of his large store with
attracting amenton. He also says that “sofmetimes it's
better to-be lucky than good.™

If you're investigating the commercial world, keep in
ming that the large commercial laundries have see things
up carefully, he says. “Is difficulr to ger hold of any of
the business geared roward them, People are locked into
contraces with commiercial laundries. To get out of those
contraces, people really have to he motivared.”

Recently, Fingermian launched a wehsite thar mentions
his business 15 seeking commercial accounts.

Designared workers handle the commerdial work. 1
have a person in charge of [the commeraial work] who
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1 JUST KEEP MY EVES
. OPEN LODKING FOR
OPPORTUNITY."
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~LEN BAZILE .

also  works the 5
counter. 1 don't juse

let anyone oversee this, although there are
aspects of the commercial work (such as folding
towels thar can be handled by anyone. This way, you
get better value for their time.™

Dieadlines exist, he says, but since he's been doing com-
mercial work for 12 years, deadlines are no longer
major concern, “However, anytime you take on a project,
you always werry about what you have got yourself into.
You can't know all the variables at once. Thine are ime
constraints thar have to be dealt with.”

Soliciting business can take different farms. “Ges
more out of your existng customer base. Talk with cus-
tomers, Many of them are my friends, Take an interest
in them, and you can stumble across business leas.

“A good friend came in about seven or eight years ago,
and saw me washing car mats. He asked, ‘Do you wash
car mats? And then he asked, ‘How would anyone know
this® An advertsing program was bom fron this.”

-

“THERE ARE TIME

If you believe commercial accounts are the
way to 20, ask for a sample or twe from a poten-
ial client to see if you can handle the work rather © Tl
than boasting that you can handle everything, he
advises, “We tumed down accounts because we
couldn’t handle some things. It can take a lorof
work to process some garments. Realize what
you are good at, and what your limitations are. And
ke sure that vour work is satisfactory with whar
the client wangs. Once we know whatwe can do, finding the
price-valug ratio that works is the nest step.

Fingerman is optimistic about the future of commer-
cial accounts. “My commercial customers are getting
smarter every day, They investigare alternatives in the
markerplace. The economy will force them o look
things over, and they may take a closer look at laun-
dries. They may want bener relationships and berter
value than they are gerting from large commercial firms.

“Small guys have the advantage of providing quality
and service that can’t be easily obrained on a large scale.”

BE DEALT WITH.”
~J1M FINGERMAN
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