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By Rick Mullen
Broom, Brush & Mop

Associate Editor

In tough economic times like these, people still brush their
teeth. Even though it may seem the toothbrush industry is
recession-proof in many ways, the latest economic downturn

has had an impact.
Broom, Brush & Mop recently spoke with executives from

three toothbrush companies — whose products run the gamut
from highly specialized toothbrushes to generics — who dis-
cussed how their respective companies have adjusted to remain
successful during these uncertain times.

David T. Carroll RDH BSM, president and founder of
Preventive Dental Specialties, located in Schofield, WI,
has been on a quest throughout his career to invent and

manufacture toothbrushes that meet the special needs of adults and
young children.

Although PDS offers “regular” toothbrushes, it is Carroll’s
invention of the Safety Toothbrush® (Step 1), designed for chil-
dren from birth to 3 months, that has anchored the company suc-
cessful line of specialty toothbrushes.

The Safety Toothbrush features an oblong shape with a looped
handle that prevents toddlers from over-inserting the brush into
their mouths, which could cause choking and injury to the throat
and/or soft palate.

“You can give a Safety Toothbrush to children 3 months old and
younger without fear of accident or injury, and that is what makes
it so exciting,” Carroll said.

Because the Safety Toothbrush can safely be left with a
young child during the day, the intended result is youngsters
will become comfortable with brushing at an early age, build-
ing lifelong habits. Toddlers can handle the Safety Toothbrush
and put it in their mouths, etc., which fosters familiarity and
helps make the “chore” of brushing a positive and even “fun”
experience.

“You can give the Safety Brush to a young child, work with him
or her, with supervision, and get the child interested in brushing,”
Carroll said. “If you can get a young child interested in brushing
at 3 months old, it quickly becomes a habit. I have received a lot

of feedback from moms and dads since we introduced the Safety
Toothbrush, and it has all been good.”

The Safety Toothbrush (Step 2) is designed to help toddlers
begin to make the transition from infant toothbrushes to tooth-
brushes designed for older children.

In 1996, the Safety Toothbrush received the Wisconsin Society
of Professional Engineers Governors Award. In 1998, Carroll was
appointed to the first of two consecutive four-year terms he would
serve on the state Dentistry Examining Board. His first appoint-
ment was by Gov. Tommy Thompson, a Republican. He was
appointed to a second term by Thompson’s successor, Gov. Jim
Doyle, a Democrat. Carroll also served on the Governor’s Task
Force to Improve Access to Oral Health Care during the Doyle
administration.

In addition to the Safety Toothbrush offerings, PDS manufac-
tures the Trainer Teething Ring and Tongue Cleaner, which has the
same safety-conscious design as the Safety Toothbrush (Step 1),
with a special tongue cleaner in place of the bristles. The teething
ring is made without gels or liquids to avoid leaks.

For those people who have limited dexterity as a result of
strokes, arthritis and other debilitating health issues, Carroll
invented the DexTBrush®.

Like the Safety Toothbrush, the DexTBrush has a unique shape
and a looped handle that allows a person to grasp it in various
ways. The brush’s bulb-shaped design will open a person’s mouth
and hold it open for brushing or oral inspection. This makes the
DexTBrush an effective toothbrush for caregivers who can brush
another person’s teeth without harming them or having to force a
person’s mouth open by other means.

Also, like the Safety Toothbrush, the DexTBrush does not have
any protrusions, which could poke the inside of a user’s mouth,
and the DexTBrush’s shape prevents over-insertion.

In addition to the Safety Toothbrush, PDS also makes several other
toothbrushes designed for older children including the KidDGrip™
G-Raff Child’s Toothbrush, the KidDGrip Dino Child’s Toothbrush,
the Big Grip Child’s Toothbrush, the HandDGrip Jr. Toothbrush,
Child’s Flex Brush, and others. All the children’s brushes feature
bristles that will not injure developing soft tissues.

Other brushes include the HandDGrip Orthodontic Toothbrush,
designed to make cleaning around braces easier. Many dental
professionals use the HandDGrip Ultra Soft Periodontal
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Toothbrush, which features ultra-soft bristles, in post surgery
care.

PDS also manufactures the Toothcare Training Kit™ as well as
toothbrush cases, covers and travel kits.

In addition to human oral health care products, PDS makes
a line of pet products including toothbrushes, dental gel and
kitten and puppy toothbrushes. The pet toothbrushes are simi-
lar in design to the human DexTBrush and are distributed to
major pet retail stores, pet professionals and veterinary profes-
sionals.

PDS’ products are
manufactured in the
United States in the com-
pany’s state-of-the art
facilities.

“We are proud that all
of our products are still
made in the United
States,” Carroll said.
“This is very important
to us, and I think it is
starting to be a little
more important to other
companies given today’s economy.”

Carroll said business at PDS has been good, but has slowed
somewhat because of the economy. On the plus side, PDS recent-
ly signed a licensing agreement with General Mills and Cheerios.
In addition, PDS has joined with the National Children’s Oral
Health Foundation’s (NCOHF) America’s Toothfairy™
Campaign. Both of these alliances are helping Carroll realize a
goal he has pursued throughout his career.

“It has been a lifelong dream to put the Safety Toothbrush into
the hands of every child born,” Carroll said. “The Surgeon
General has declared that early childhood dental disease is at epi-
demic proportions in the United States, and it is a disease that can
be prevented very easily with plaque removal.”

As PDS has traditionally catered to health care professionals
with its unique toothbrush products, the company’s licensing
agreement with General Mills and Cheerios will expose the Safety
Toothbrush (Steps 1 and 2) to the retail marketplace. The Safety
Toothbrushes will appear on retail shelves in familiar Cheerios
packaging.

The “official” launching of the Safety Toothbrush/Cheerios
products was at the 144th Chicago Dental Society Midwinter
Meeting, which took place February 26 through March 1 at
McCormick Place in Chicago, IL.

As a part of its relationship with the NCOHF, a portion of the
proceeds from any PDS purchase will be given to the NCOHF’s
America’s Toothfairy Campaign.

NCOHF’s mission, according to ncohf.com, is “To eliminate
pediatric oral disease and promote overall health and well being
for millions of economically disadvantaged children, by serving
as a comprehensive resource provider for not-for-profit pediatric
oral health facilities, which deliver critical preventive, education-
al, and treatment services.”  

Also, according to ncohf.com, the Toothfairy Campaign is the
result of a group of concerned dental professionals — dentists,
hygienists, assistants, manufactures and civic organizations, etc.
— that have joined to provide critical oral health care to under-

served children.
NCOHF, a network of dental professionals, industry leaders,

philanthropic individuals and concerned non-profit agencies, calls
Pediatric Dental Disease the No. 1 chronic childhood disease in
the United States. The organization says the disease is a “silent
epidemic” that impairs the ability of millions of children to eat,
sleep, learn and thrive.

“Because our company is small, by ourselves we do not have
the budget to tell the world about our products with a view toward
the goal of making a toothbrush available to every young child in

the world who needs
one,” Carroll said.
“However, by being
associated with the
National Children’s Oral
Health Foundation and
General Mills/Cheerios,
we now have expanded
educational sources, a
large marketing arm,
product brand recogni-
tion, etc., and, hopefully,
enhanced recognition by

consumers.”
In addition to entering the retail market in a big way, PDS’ line-

up of specialty products separates the company from the competi-
tion and is a hedge against the sagging economy.

“Making sure we have cutting-edge products that fill cer-
tain niches and needs separate us from the competition,”
Carroll said. “That is what keeps us in business. We manu-
facture and produce regular toothbrushes, but our primary
focus is our specialty products that fill certain niches in the
marketplace. Indeed, the most dynamic thing about PDS is
that we are a niche product company and we fill needs that
are not filled by other companies, and now we are able to
tell the world about it.”

Traditionally, PDS’ marketing efforts have centered on advertis-
ing in trade and dental journals; however, with the partnership
with General Mills/Cheerios, PDS is steering toward additional
advertising aimed at the consumer market.

“Our toothbrushes are not inside Cheerios cereal boxes. They
stand alone on the shelves in packaging that looks similar to the
familiar Cheerios cereal boxes with the Cheerios logo,” Carroll
said. “The Cheerios packaging greatly enhances brand recognition
and that has fostered a major change in how we market these prod-
ucts, and that is a good thing.”

Carroll is optimistic about the future of PDS as much light has
been shed in recent years on the importance of early childhood
dental care worldwide. Health professionals around the globe
have raised public awareness of the epidemic proportions of den-
tal disease among youngsters.

“We are producing a product that is especially built and
designed from the ground up to serve this age group, and our
Safety Toothbrush products are a major player in early childhood
care,” Carroll said. “Now, more than ever, people are realizing
that plaque and bacteria cause heart problems and many other ail-
ments.”

Carroll offers the following pledge on the company’s Web site:
“(PDS) will continue to produce and provide innovative dental

“We are proud that all of our products
are still made in the United States, This 
is very important to us, and I think it 

is starting to be a little more 
important to other companies 

given today’s economy.”

David T. Carroll, Preventive Dental Specialties



March 2009 BROOM, BRUSH & MOP PAGE  9

health products that promote positive dental awareness and atti-
tudes, instilling techniques that will last a lifetime.”
Contact: Preventive Dental Specialties, 2115 Edgewood Drive,

Schofield, WI, 54476. Phone: 800-352-9669; 
Fax: 715-359-9581.

Web site: www.prevdentspec.com.
E-mail: prevdentsp@aol.com.

On July 16, 2008, at about 10 p.m., Kutztown, PA, locat-
ed northwest of Philadelphia between Reading and
Allentown, was struck by a severe storm. Straight-line

winds of more than 100 mph toppled trees and ripped siding off
of buildings.

As fate would have it, some of the most severe damage was in
the area of the intersection of Railroad and Peach streets, home of
the headquarters and factory of the Radius Corporation, which
manufactures some of the most innovative toothbrushes in the
industry. The Radius facility suffered extensive structural damage.
Following the storm, the company has recovered “surprisingly
well,” said co-founder Kevin Foley.

He added, “We lost all of our molding equipment. We now have
a secondary manufacturing facility in Souderton (PA, about 50
miles southeast of Kutztown). We have moved our molding mac-
hines and all of our molds and equipment down there, because we
basically had no factory left here, and that has worked out very
well. Molding is more art than science and it has the ability to
absorb massive quantities of management time. We have a very
skilled person there running our molding operation.”

Radius’ Kutztown fac-
tory building that was
damaged by the storm was
built circa 1863 and was
the home of the Heffner-
Dietrich Mill. In 1988,
Foley, who is an architect,
restored what was at that
time a rundown building
that had not been used in
many years. The restored
facility became renowned for its beauty and was considered an
important historic site in the Kutztown area.

Radius’ history began a long way from eastern Pennsylvania on
the island of Tortola in the Caribbean Sea, which is the largest and
most populated of the British Virgin Islands. There, Foley and a
fellow architect, James O’Halloran, decided to invent a func-
tional toothbrush that would be an improvement over the typical
small head, hard-bristled toothbrushes of that time.

In the early 1980s, keying off  research that showed people do
not brush their teeth long enough and that they tend to keep their
toothbrushes too long, Foley and O’Halloran developed the
Radius Original Toothbrush, which was a radical departure from
typical toothbrush designs prevalent at the time. The Original fea-
tured a large handle, both right-handed and left-handed versions,
and was made with very fine filaments and a large, oval head.

The Original’s larger handle, oval head and the unique and
effective alignment of the bristles were revolutionary. The brush
became very popular, and, in 1984, the Radius brush received the
prestigious Accent on Design award.

In 1988, Radius again broke new ground in toothbrush design

when it introduced the SCUBA toothbrush, which featured a flex-
ible, rubber handle. When the SCUBA was first introduced, using
rubber in the manufacture of toothbrushes was a new concept.

The purpose of the non-slip, flexible rubber material in the
SCUBA handle is to let the user know when too much pressure is
being applied. The modern version of the SCUBA incorporates
updated bristle design and a thinner head.

Expanding even further on the theme of helping people brush
longer and to have them discard toothbrushes at the appropriate
time, Radius introduced the Intelligent Toothbrush. Because den-
tist recommend brushing for 2 minutes, 2 times a day, the
Intelligent Toothbrush is designed with an electronic timer that
beeps and blinks every 30 seconds for up to 2 minutes. 

The Intelligent Toothbrush is made with replaceable heads to
help reduce environmental impact. The brush is also equipped
with a “180-use wear meter” which lets the user know when a
replaceable brush head is needed. The brush head is designed to
last 3 months; the time span after which dentists say a brush loses
its efficiency. Studies show people use their toothbrushes for an
average of 10 months. Studies also indicate worn bristles lose
more than 80 percent of their cleaning ability.

The Intelligent Toothbrush’s head is made with radial bristling,
which makes brushing easier and more effective. According to the
company’s Web site, the Intelligent Toothbrush was the first
toothbrush in the world to incorporate radial bristling. The
Intelligent is available in soft or medium and sports a reversible
handle for right or left hand use. The batteries will last for 6 heads
worth of regular use. The handle and batteries may be returned to

Radius for recycling.
Radius also manufactures the Kidz Toothbrush for children,

which it calls a “pint-sized” version of the Original.
A standard part of Radius’ process in developing new products

is determining a product’s environmental ramifications.
According to the company’s Web site: “Before Radius embarks on
making a new product, we put the concept through an evaluation
to make sure that we are not just making some more landfill in the
name of progress.”

Radius’ criteria for a good design is:
n The design has to work well and enrich the lives of cus-

tomers;
n It has to last long enough to amortize the investment of

resources in its manufacture;
n And it has to be based on good science and research.
Radius’ toothbrushes are also designed to last two or three times

longer than regular toothbrushes. The company also reminds users
that when a toothbrush in no longer effective for brushing, it can
be used for other tasks in the kitchen or garage, giving a brush
another useful phase before recycling.

“We are taking it month to month. I can’t say what this
year is going to bring. As a company, we have 

instigated tremendous measures in terms of 
the economy. Whatever happens, 

we intend to survive.”

Kevin Foley, Radius Corporation
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Radius’ newest brush, the Source, further builds upon the com-
pany’s legacy of safeguarding the environment. The Source is
designed in keeping with the company’s quest to minimize the
amount of material used. Like the Intelligent Toothbrush, the
Source has replaceable heads. The Source’s replacement heads are
made from surgical grade nylon and are lightweight and unbreak-
able.

“We launched the Source about a year and a half ago,” Foley
said. “We divided the toothbrush into two parts. One part, the han-
dle, is recycled wood and recycled polypropylene mixed togeth-
er.”

Foley explained that 93 percent of a toothbrush is the handle and
the remaining 7 percent is a brush (the head).

“What we as consumers have been doing for years and years is
chucking the 93 percent as well as the 7 percent,” Foley said. “Our
idea with the Source is keep the 97 percent — the handle — and
replace the head.”

Foley went on to explain that the Source’s head is not a recycla-
ble product because it is made with staples. However, the head
weighs less than one-tenth of an ounce and can be simply thrown
away.

The materials used in the Source’s handle have also evolved
since the toothbrush was first introduced. The original Source han-
dle is made from post-consumer polypropylene and recycled
wood fiber. The handles of two new Source styles are made from
recycled dollar bills from the U.S. Mint and from recycled flax
used in linen production.

“We started out with recycled wood, and we have now expand-
ed that range into flax, which is the by-product of vegetable fiber
that we mix with polypropylene,” Foley said. “These handles look
incredibly good. They are very dark brown with orange flecks. We
also now use used recycled dollar bills from the U.S. Mint, mixed
with recycled polypropylene. These handles also look great. They
are dark green with light green flecks and people just love them.
Somehow or another, the idea of owning a handle made out of dol-
lar bills really catches peoples’ imaginations. We launched this
product at the Natural Products East Coast Show last October, and
we are having difficulty manufacturing the handles in big enough
quantities. Users can keep the handle forever.”

Radius plans to soon introduce yet another type of Source han-
dle made with hemp.

“For natural products people, hemp is a very ‘in’ material,”
Foley said. “These handles are about 50 percent vegetable fiber
mixed with plastic.”

Indeed, the company’s unique design elements, and its environ-
mental and ergonomic philosophies in brush making, make the
natural products industry a perfect fit for Radius’ products.

“Our biggest customer is Whole Foods Market, which is the No.
1 natural products store in the United States and the world,” Foley
said.

Another important aspect of product efficiency and reducing
waste has been the evolution of the kind of packaging Radius uses
for its products.

In 1983, Radius began packaging with a simple cardboard fold-
ing box. It was discovered that customers ripped open the box to
see the color and shape of the toothbrush inside. To keep people
from tearing open the boxes, Radius began using clear plastic
folding boxes. People quit opening the boxes, but after the prod-
uct was opened, the packaging became plastic trash.

“We did not particularly like that product because of the waste
factor,” Foley said.

To improve upon the clear plastic folding boxes, Radius began
manufacturing plastic boxes in 1992 that served not only as pack-
aging, but also as a container to carry toothbrushes on trips or to
protect them in the bathroom. These containers had a long and
useful life before being recycled. However, many customers who
purchased Radius toothbrushes over the years complained about
having collected multiple travel cases. Also, the plastic box,
although recyclable, was also heavy and consumed a lot of fuel in
shipping.

“We started manufacturing a travel case and for about five or six
years, every single Radius toothbrush came in its own travel case.
Because we sell in the natural products industry, eventually we
heard from many consumers who said, ‘OK, I got six travel cases,
what do I do with them?’” Foley said.

Efforts to improve packaging continued and, in 2005, the com-
pany began investigating in lighter packaging and the potential of
plant based plastics. The decision was made to change to a new
type of package, called a “mock clamshell.” The clear plastic front
is very light and the backing card can be made from recycled
materials.

“About a year and a half ago we switched all of our packaging
to a clamshell configuration,” Foley said. “The clamshell package
has a card back and the shell is made of a material called
SmartCycle™, which is made from recycled plastic bottles. It is a
lovely material. It is perfectly clear and sterile, etc. It looks great
and it is very strong.”

The clamshells are made by a local company and Radius uses a
100 percent recycled card for the back. 

“It terms of a package, it is very worthy because the key to pack-
aging today is weight,” Foley said. “You really try to cut the
weight out of packaging, because the heavier it is, the more it costs
to ship. We have been trying to reduce the weight of everything we
make.”

Foley said the introduction of new innovations for its tooth-
brushes and other products in recent times has been “really fun.”
Also adding new “fire and enthusiasm” to the company recently
has been its new executive vice president — Foley’s daughter,
Saskia.

“My daughter just graduated this past May from business
school. She got her MBA in entrepreneurship and she is now
effectively running the company, which is very cool,” Foley said.

Also adding to the “excitement” of running a company nowa-
days is the unpredictable state of the economy.

Foley described the ups and downs of doing business recently:
“October (2008) was miserable, just ghastly; but November and
December were staggeringly good months — up 100 percent from
last year,” Foley said. “We are taking it month to month. I can’t
say what this year is going to bring. As a company, we have insti-
gated tremendous measures in terms of the economy. Whatever
happens, we intend to survive.”

Foley said as of yet he sees no indication that any of the compa-
ny’s customers or suppliers are facing going out of business.

The flagging economy has had one positive effect for Radius,
and that is in the area of finding skilled mechanics. As of about a
year ago, Foley was deeply concerned about the lack of qualified
mechanics available to the toothbrush industry.

“It is very difficult to find skilled people,” he told Broom,



Brush & Mop in an interview conducted last year. “We are just
not educating mechanics, that is our problem. It is difficult, par-
ticularly if you are in a slightly different field, such as brush mak-
ing. There are a whole lot of skill issues.”

The dramatic downturn in American industry in the past year,
however, has resulted in an expanded pool of skilled mechanics
available to the toothbrush industry, Foley said. 

“We placed an ad recently, and within a week we hired three
highly-qualified mechanics,” Foley said. “One of the things that
happened during what I call a ‘violently heated up economy’ was
that a lot of talented people who likely would have otherwise
been working in American industry were working in other areas,
such as building houses, etc., and they were not available to us.
Now, that has changed dramatically.

“We are delighted to have great employees.”
Contact: Radius Corporation, 207 Railroad St., Kutztown, PA

19530. Phone: 800-626-6223; Fax: 610-683-9433.
Web site: www.radiustoothbrush.com.

E-mail: contact@radiustoothbrush.com.

Mellen Medical Products, Inc., of Canton, MA, offers
ADA (American Dental Association) approved tooth-
brushes in a variety of styles for many different types

of customers. This includes dental offices, consumers, technology
and those associated with manufacturing.

The company offers high-quality toothbrushes, both brand and
generic, and it has been its generic offerings that have become
more popular with many customers during this time of economic
upheaval, said owner Karen Mellen.

Mellen Medical Products was founded in 1991. The company’s
main focus is in the nutraceutical field, but the toothbrush side of
the business has turned out to be a lucrative venture. Mellen has
been offering toothbrushes for a little more than 10 years.

The company began selling toothbrushes after entering into an
informal agreement with a domestic toothbrush manufacturer.
Since that time, the vendor has moved offshore, and that has
helped Mellen Medical Products to remain competitive.

Not surprisingly, recent economic events have had an impact on
the toothbrush side of Mellen Medical’s business. While tooth-
brush sales remain good, adjustments have had to be made.

“With regard to toothbrushes, because we are priced so well,
we have seen an increase in business, but a decrease in our profit
margin,” Mellen said. “We have had to adjust some of our pricing.
Even though it costs us more to do business in this economy, we
didn’t feel we could raise our prices accordingly; therefore, our
profit margin was lower. However, a lot of businesses are looking
for a less expensive alternative to the toothbrushes they have been
buying, so our volume of sales has increased.”

In discussing the higher cost of doing business in today’s econ-
omy, Mellen alluded to the increase in shipping costs. As the cost
of oil spiked during the summer of 2008, freight charges went up
as well. As fuel prices have decreased dramatically since then,
shipping costs have not, and in some cases, have gone up even
more.

Mellen said her company is selling more to retail “dollar” stores
than in the past, and many customers in other market segments are
opting for generic toothbrushes over brand name brushes.

“We decreased our prices a little bit. We are willing to take a
lower margin given the times, but we have also retained most of

our businesses, so that strategy has worked for us. Our high-qual-
ity toothbrushes have always been a good value,” Mellen said.
“We have seen an increase in our dollar store sales. In addition,
most of our pharmacies have always offered generic versions of
toothbrushes in addition to brand brushes, and we have seen an
increase in generic toothbrush sales in that segment.’’

Sales of the company’s lower priced, but high quality, generic
toothbrushes have also increased somewhat among the company’s
dentist customers.

“Dentists want to save money, too,” Mellen said. “Some of
them have given up brand name brushes and they are purchasing
our less expensive brushes, because, even though they are gener-
ic, the quality is there.”

One thing that has fascinated Mellen over the years is the vari-

• Galvanized & tinned wire for 
brush - broom - mop production

 
• Processed Broom Corn & Yucca

• Wood Broom - Mop - Brush Handles
 

• Craft Broom Corn And Supplies
 

• Other Materials - Broom Twine, 
Broom Nails, Mop Hardware

Supplier of Raw Materials to 
Manufacture Brooms, 
Mops, and Brushes

P.O. Box 14634  •  Greensboro, NC 27415

336-273-3609  800-213-9224  
Fax: 336-378-6047 

E-mail: sales@recaddy.com

We ship by pup or truck load direct from Mexico, 
or LTL/ UPS from our Greensboro warehouse.
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“We decreased our prices a little
bit. We are willing to take a lower

margin given the times, but we
have also retained most of our

businesses, so that strategy 
has worked for us.”

Karen Mellen, Mellen Medical Products

Continued On Page 28



By Harrell Kerkhoff
Broom, Brush & Mop Editor

The desire to remodel and refresh
homes and other structures is often
a strong one for many people. Out

with the old and in with the new is often on
the minds of many, especially as spring-
time and warmer weather arrives. 

Painting is an important part of this
“refreshment” and the use of paintbrushes
remains an important tool to the painting
experience. Broom, Brush & Mop
Magazine recently talked with several
paintbrush company representatives to find
out not only what is new within each of their
organizations, but also how they are dealing
with various marketplace challenges.

Whether making products in-
house or supplying items made
by other companies, one very

important focus at Kiefer Brushes, of
Franklin, NJ, is that these products are
American-made. On the paint applicator
side, Kiefer Brushes acts as a distributor of
such tools as paintbrushes and paint rollers
— all of which are made by other U.S.
manufacturers. 

“There are a lot of companies that dis-
tribute  imported products because they are
less expensive. With American-made prod-
ucts, however, we know that they are made
properly and we don’t have a problem with
them coming back to us as rejects,”  Kiefer
Brushes owner Edward Boscia said. “We
want to stay with American-made prod-
ucts. If more people did this, I think we (as
a country) would have fewer problems.”

He added that being a domestic supplier
is important to many of his company’s cus-

tomers as well. 
“There is a pride issue involved with a

lot of people, but I still think it often comes
down to (price),” Boscia said. “People will
say they want to buy a better paintbrush.
However, they will spend $40 on a gallon
of paint but won’t want to spend $10 or
$20 on a good brush. The paintbrush
should last longer than the painting job, but
in our throw-away-society a lot of people
don’t think this way.

“It’s also not just that a brush should last

longer, but that it also should do a better
job to begin with. The problem is, many
end-users don’t know what makes a good
paintbrush.”

One advantage that Kiefer Brushes has is
that its paintbrushes and other products can
often be delivered to customers in a quick-
er time frame compared to imported items. 

“There are a lot of big box chain stores
carrying imports, but what many people
don’t realize is that my customers, such as
hardware stores and lumber yards, are also
carrying a variety of American-made prod-
ucts. In a way, it gives my customers some-
thing to compete with,” Boscia said. 

The paintbrushes that Kiefer Brushes
provides come in many varieties and
include both natural bristles and synthetic
filaments. Some of the brushes that the
company carries are not seen too often in
paint stores. Customers will specially order
them to meet different needs. 

“We carry a professional line of paint-
brushes that the big box chain stores are not
going to carry. For instance, we can satisfy
the customer who wants a 6-inch wide
brush with a 5-inch trim. All of our brushes

are high-end products,” Boscia said. “A lot
are sold to industrial distributors.”

He added that Kiefer Brushes also pro-
vides chip brushes, which look similar to
paintbrushes but are often used for differ-
ent projects. A chip brush is usually thinner
and has shorter bristles. 

“Some people will still paint with them,
but they may want to use a chip brush
instead to stain with or for some type of
cleaning project. These brushes are also
good for applying paint remover. Chip
brushes are used in a lot of places, such as
in machine shops,” Boscia said. 

Along with being a supplier of paint-

“There are a lot of companies that distribute
imported products because they are less
expensive. With American-made products, 

however, we know that they are made properly
and we don’t have a problem with them 

coming back to us as rejects. We want to 
stay with American-made products.”

Edward Boscia, Kiefer Brushes
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brushes and paint rollers, Kiefer Brushes is
also a manufacturer, producing such items
at its New Jersey facility as push and street
brooms, scrub brushes, hand brushes, pot
scrubs and car wash brushes. 

A sister company to Kiefer Brushes is
JB Ward, which is located at the same
New Jersey facility and makes specialty
and custom brushes. JB Ward’s brushes are
strictly made to a customer’s specifica-
tions. Primarily, work goes toward provid-
ing brushes for pieces of equipment, such
as a printing press or a packing machine.
Often, an end-user will not even realize
that a particular machine has a brush in it
until that brush wears out and the machine
is not running properly. This is where qual-
ity customer service comes in play. 

“We always try to give the best service
possible and work to get our products out as
quickly as we can,” Boscia said. “Some peo-
ple do order in advance and keep their own
inventory. At JB Ward, however, this is often
not the case. Some customers don’t know
they need a certain type of brush until one of
their machines breaks down. It’s not a type
of brush that people think about much.

“We are finding more often than not,
when it comes to specialized brushes, peo-
ple call in a panic. They need the brush
NOW. Many times a person will start tak-
ing a machine apart and find that there is a
brush in there, and that it’s a very impor-
tant piece of that equipment.

“Also, a brush in a machine may still be
working, but not as well as a new brush. It’s
important to ask, ‘Is this brush still getting
the same brushing action as if it was new?’”

One particular challenge that seems to
have eased up as of late regards raw mate-
rial pricing. These are materials used in the
production of many Kiefer Brushes and JB
Ward products. 

“Pricing seems to have stabilized across
the board. Last year, however, we didn’t
know from day-to-day what prices were
going to be on certain materials,” Boscia
said. 

Contact: Kiefer Brushes, 15 Park Dr.,
Franklin, NJ 07416

Phone: 1-800-526-2905; 
Fax: 1-888-239-1986

E-mail: support@kieferbrushes.com.
Web Site: www.kieferbrushes.com.

In business for over 100 years,
Torrington Brush Works has sur-
vived as a paintbrush manufacturer as

well as a supplier of other brush products

by adapting to changes in the U.S. and
world economies. Business remains good
at Torrington, which primarily provides its
various brush products to industrial and
commercial users, according to Sid
Fitzgerald, owner of the Sarasota, FL-
based company. 

Torrington Brush Works started in busi-
ness around 1907 in a small wood frame
building located in Torrington, CT, and
the company still maintains a facility in
this northeastern city. The first items man-
ufactured were scrub brushes and bench
dusters. Torrington is located at the upper
end of the Naugatuck Valley region of

Connecticut, and the company’s first
brushes were sold by a salesman who rode
horseback up and down the river valley. 

From a small product offering 100 years
ago, Torrington Brush Works’ lines have
now grown to 18 different product classes
that include a range of items from paint-
brushes to wheel brushes. Warehouses in
Connecticut and Florida have over 3 mil-
lion brushes in stock for shipment. The
company ships brushes to customers locat-
ed in regions throughout the world. 

“We do a lot of different things. At vari-
ous times, we made a lot of our own prod-
ucts. However, as the world and different
economies have changed over the past 20 to
30 years, we do have certain products made
in China, while we manufacture paint-
brushes in the United States,” Fitzgerald
said. “We probably feature one of the more
complete lines of brushes in (the United
States) for every industrial use.”

He added that Torrington Brush Works’
business approach has continued to work
well over the years.  

“For the most part, we don’t sell to the
consumer or retail outlets. Instead, we have
always tried to sell to industrial manufac-
turers, although it’s hard to call everybody
manufacturers these days. Many compa-

nies that used to be manufacturers are now
limited manufacturers and have some of
their products made in places like China,”
Fitzgerald said, who has been in the brush
business himself for 40 years. “However,
there seems to be a market for our products
because the typical (U.S. paintbrush) man-
ufacturer is mostly geared toward the retail
or professional markets. We haven’t tried
to get into the retail market or markets that
are pretty well taken by large companies.”

According to Fitzgerald, today’s reces-
sion is harder on some industries compared
to others. The hardest hit are probably the
home building and automotive industries.

“I would think those companies that have
geared their businesses toward supplying
the automotive industry would be having a
really tough go right now. However, there
are other industries that are still making
basic products and are going to have more
business available to them,” he said.

Paintbrushes that Torrington Brush
Works produce in the United States are of
a unique nature, Fitzgerald explained. 

“I can’t think of any other manufacturer
that does exactly what we do. Our brushes
are geared for industrial use. For the most
part they feature a plain wooden handle
that can accommodate any sort of finishing
or product capability. Plain wood is non-
reactive compared to any other material
that can be found. For example, a plastic
handle can melt in an extreme heating situ-
ation,” he said. “We also make a lot of our
brushes with grey bristle, which almost
nobody else uses today except in the indus-
trial part of the world.”

Fitzgerald explained that grey bristles
are simply a mixture of both white and
black bristles and were used more in the
past due to their cheaper price while still
maintaining a quality performance. Most
buyers of paintbrushes in the retail and pro-
fessional industries prefer the use of black

“We (at Torrington Brush Works) are easy to talk
to and share a philosophy that all customers are
important — whether big or small. I think larger

businesses may sometimes lose focus on who
their customers really are. We always have 
tried to be customer oriented and I think 

we are successful in this area.”

Sid Fitzgerald, Torrington Brush Works
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bristles due to cosmetic reasons. On the
other hand, many industrial customers
often do not care about the color of the
bristle, especially if it’s less costly. 

“In the past few years, however, the cost
of grey, white and black bristles have all
become roughly the same,” Fitzgerald said. 

Along with providing quality brush prod-
ucts, Torrington Brush Works also focuses
on customer service, an area that has helped
the company survive and prosper for over a
century. Fitzgerald said he feels it’s often
easier for a smaller company to provide a
higher level of customer service. 

“We (at Torrington Brush Works) are
easy to talk to and share a philosophy that
all customers are important — whether big
or small,” he said. “I think larger business-
es may sometimes lose focus on who their
customers really are. We always have tried
to be customer oriented and I think we are
successful in this area.” 

Along with today’s economic recession,
another challenge for many U.S. manufac-
turers, including those that make brushes,
is finding an adequate supply of domestic
raw material suppliers. Fitzgerald gave an
example of current difficulties in finding
providers of paintbrush handles. 

“At one time there were several compa-
nies in the United States that supplied han-
dles for paintbrushes. Now, there are very
few. This same trend has generally
occurred within many areas of raw materi-
als. You have to now go out of your way to
even find suppliers,” he said. “This makes
it difficult. Somehow in this country, we
have lost the foresight and thinking that
manufacturing is important. Even though
we hear about making our manufacturers
more competitive or wanting more manu-
facturing, I often wonder if this is really
true. It’s been made so difficult for many
manufacturers in this country to operate.
Imports right now have a huge impact on
the (brush) industry. It’s hard to say how
many brushes in the retail market are actu-
ally made in the United States.

“In many cases, the only sources for an
American manufacturer to purchase materi-
als are found in Asia. I think this is one of
our biggest challenges. We have to either
decide (in the United States) that manufac-
turing is important or that it isn’t important.
To me, it’s obvious that (the United States)
can’t just become an informational society.”

He added that foreign manufacturers,
such as those in China, have done well in
producing products that can satisfy very

large orders, such as quantities exceeding
100,000 items. Advanced automation and a
cheaper labor force help provide this
advantage. However, smaller companies
such as Torrington Brush Works, can suc-
ceed by specializing in adequately provid-
ing orders of a smaller nature. This
includes using what Fitzgerald referred to
as “semi-automation” for production runs
that near the 5,000 product range. 

“Hopefully, there will always be some
market for the products we make (in the
United States). It’s hard for me to think that
we can be a nation where nothing is made,”
Fitzgerald said. “Obviously, there are U.S.
companies still making products and ful-
filling important needs. For instance, we
have a customer who makes handmade
violins. Most of the violins today are made
(outside the United States), but our cus-
tomer makes just a few violins a year plus
does repair work. There are a lot of indus-
tries that, even though they are not consid-
ered impact industries, are still important
in fulfilling needs.”

Product specialization is essential for
many of today’s U.S. manufacturers,
including Torrington Brush Works. 

“This is why we can exist — we make a
whole line of paintbrushes that are basically
just for industrial use. We make some other
paintbrushes as well, but the ones for indus-
trial use feature plain wooden handles with
either grey or other types of bristles,”
Fitzgerald said. “For those people who want
something a little bit different, we can pro-
vide that brush. It’s almost impossible today
to find a similar product in the retail market. 

“We can make 1,000 or so brushes to sat-
isfy a particular customer’s needs. If any-
thing, this is the area where we succeed.”

Another area of success for Torrington
Brush Works is retaining employees over
the long haul. Simply put, the turnover rate
at the company is very low. 

“We have almost no turnover. This is
true even when the economy is good,”
Fitzgerald said. “We have many employees
who have been with us for a very long
time, but our best story is Frank Lauf,
who works at our Torrington facility. As far
as we can tell, he has been a full-time
employee of our company for approxi-
mately 76 years. He is now 89, and works
every workday from 7:30 a.m. to 4 p.m.  

“Frank may be the longest continuously
employed person in Connecticut and has
been our shipping manager for 60 or so
years. He is usually the first employee to

show up in the morning, even when there is
a big snowstorm. He doesn’t live too far
from our (Connecticut) facility and is like-
ly the only person in the building when I
call early in the morning.”

As Frank Lauf, Fitzgerald and the rest of
the Torrington Brush Works team look
toward the future, there is reason to believe
that the desire for such products as quality
paintbrushes will continue. According to
Fitzgerald, one of the good things about
paintbrushes is that even though paint
spray equipment, paint rollers and other
applicators have come along in the market-
place, there still is demand for “the original
paint applicator.”

“Sometimes our paintbrushes are not
even used for actual painting. Instead, they
are used to apply glue or some sort of spe-
cial coating or epoxy,” he said. 

Contact: Torrington Brush Works, Inc., 
4377 Independence Court, 

Sarasota, FL 34234 . 
Phone: 941-355-1499; 
Fax: 1-800-528-0109 

E-mail: mail@torringtonbrush.com. 
Web site: www.torringtonbrushes.com.

For the past several years, the
American Brush Manufacturers
Association has presented its

William Cordes Innovation Excellence
Award, which recognizes innovation of
manufactured products, components or
services in the broom, brush, mop and
roller industries. Shur-Line — a Newell
Rubbermaid Company, has been a past
winner of this award and regularly enters
products for future consideration.

Innovation has always been a key com-
ponent of the company’s success and this
focus continues today. According to Shur-
Line Vice President of Sales - Tools &
Hardware Chris Tesmer, the company is
a leader in the manufacturing of a complete
array of paintbrushes, paint rollers,
pad/trim tools and related items.

“Our roots go back to when the compa-
ny was known as EZ Paintr. The name was
changed following an acquisition in 2000,”
Tesmer said. “The company’s history, how-
ever, dates back to 1945 when it received
its first patent for the traditional slip on,
slip off roller sleeve that people are accus-
tomed to today. 

“Roller covers are definitely a core com-
ponent of our business, but we are also a
full line provider of all applicators such as
paintbrushes, pad and trim tools (aka con-
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venience tools) as well as surface prepara-
tion items, paint poles and other acces-
sories.”

Tesmer said Shur-Line focuses on offer-
ing its product lines to such places as hard-
ware stores and home center businesses
where paint is sold. 

“The attachment to applicators and other
sundries occurs the vast majority of time
when somebody initially goes to purchase
paint. This is where sundries are going to
be sold in large vol-
umes, which is our
focus,” Tesmer said. 

Although today’s
economic news is gen-
erally not very good
across most industries,
there is still a need to
paint. According to
Tesmer, the paint busi-
ness is showing re-
siliency during current lean times.

“While retailers are not seeing the
growth that they had seen in better eco-
nomic conditions due to the reduction of
building, remodeling, etc., the paint busi-
ness itself has been pretty stable.
Considering the current environment, this
is good news,” he said. “(Painting) is an
easy and quick fix for a lot of consumers in
lieu of more expensive alternatives such as
full scale renovations.”

The success of Shur-Line in recent years
has been helped, in part, to the company
entering an exclusive partnership with
DuPont. This concerns the use of Teflon®
on such products as paint trays, paint rollers
and now, for over a year, paintbrushes.

“We continue to see positive results from
the Teflon innovation regarding paint-
brushes. This has given us good sales
results and consumer experiences,” Tesmer
said. “Paintbrushes are one of the oldest
tools of mankind. It’s a very stable and
mature market. The use of Teflon, howev-
er, has brought some meaningful innova-
tion to a very mature, old-tool category.

“This is a similar process to what we
have provided for our roller covers. Shur-
Line has worked with DuPont and our
engineers. The Teflon Surface Protector is
infused into the extrusion process of our
paintbrush filaments and provides for our
mantra, ‘Paint sticks to the wall, not the
tool.’ The filament is of 100 percent chem-
ically tapered polyester and then coated
with the Teflon Surface Protector. It pro-
vides for a nice flow and laying off the

coating onto the surface being painted.” 
A major benefit of Shur-Line’s paint-

brushes with the Teflon Surface Protector
is that they clean easily, which Tesmer said
is a major plus in the painting experience. 

Placing a high emphasis on research and
development has led Shur-Line to such
successes as the use of Teflon on its vari-
ous products. Tesmer said one the most
important aspects of a new product intro-
duction is making sure its truly works. 

“It was important that we didn’t just slap
Teflon on something without making sure
it had benefits. This is why we used Teflon
on rollers first, brushes second and now we
will be forthcoming with future additions
to the Teflon family in other core cate-
gories,” Tesmer said. “This is probably the
single most exciting thing that we have
going on — a continual expansion of  (the
Teflon) platform and an invigoration of our
packaging and consumer messaging. This
all has reached our targeted consumer, the
inspired do-it-yourselfer.

“We are seeing the highest growth
opportunities with the premium Shur-Line
branded Teflon applicator programs. This
is where the rubber meets the road regard-
ing innovation, quality of our products and
the targeted messaging to the inspired con-
sumer.”

He added that product innovation
inspires Shur-Line officials to look beyond
the norm in order to reach the company’s
targeted end-users — those who want to
improve their homes and take pride in
doing a project well. 

“This also provides the retailer an oppor-
tunity to help consumers and ‘trade them
up’ to a better product. The end result is the
retailer is going to deliver results and see
customer loyalty and satisfaction,” Tesmer
said. 

Keeping retail customers happy in other
ways is also vital. According to Tesmer,
Shur-Line is viewed as one of the best cus-
tomer service organizations in the industry. 

“We consistently ship at a 99-plus per-

cent service rate. Today, being able to
properly service, forecast and react to sea-
sonality and demand changes are prerequi-
sites to doing business with large retail-
ers,” he said. “We work closely with our
logistic counterparts at retail operations to
ensure excellent communication and fore-
cast accuracy, etc. This is done to minimize
hiccups in the service pipeline. 

“(Shur-Line) also has a very strong inter-
nal sales and operations planning process

that our sales and
marketing people
are put through on a
monthly basis. They
look at all of our top
customers’ business
and service anom-
alies and new prod-
uct introductions to
ensure that we give
partners the best

possible customer service.”
Keeping current with advancements in

manufacturing automation has also been
important at Shur-Line. Tesmer said the
company’s focus is to make products in the
best-cost environment, such as with its
roller covers that call for a highly automat-
ed process that not only delivers efficient
production but exceptional quality control. 

“We have invested considerably in our
facilities, both in Milwaukee, WI, (where
Shur-Line produces over half of its items
including roller covers, trimmer pads and
trays) as well as our facilities located over-
seas where we make a lot of our pad and
brush products,” he said. “(Automation) is
a process of continuous improvement.” 

The work force at Shur-Line is also a dif-
ference maker. This includes those people
at the roller plant, who Tesmer calls “the
best in the business.” He also credits the
company’s engineers involved with
machinery and quality control issues, along
with financial and supply chain employees.

Meanwhile, challenges for paint applica-
tor manufacturers such as Shur-Line
include the continual consolidation of tar-
geted customers. Tesmer said there seems
to be more manufacturers and suppliers
today trying to deliver products, options
and alternatives to fewer retail partners. 

“The biggest concern is that as more
supplier entrants arrive into the market-
place, the delivery of high quality products
to the consumer is at risk. Price becomes

“We consistently ship at a 99-plus percent 
service rate. Today, being able to properly 

service, forecast and react to seasonality and
demand changes are prerequisites to doing 

business with large retailers.”

Chris Tesmer, Shur-Line — a Newell Rubbermaid Company

Continued On Page 20
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BROOM CAPS                       BRUSH and HANDLE FERRULES

MANUFACTURING INCORPORATED
P.O. Box 6505 Wolcott, CT 06716 Phone 203-879-1481

By Rick Mullen
Broom, Brush & Mop

Associate Editor

U.S. government trade figures for the first 11 months of 2008
indicate raw material imports were up in one of the three cate-
gories outlined in this issue of Broom, Brush & Mop, compared
to the first 11 months of 2007. For November 2008, raw material
imports were also up in one of the three categories outlined, com-
pared to November 2007.

Import totals for the first 11 months of 2008 were down in all
four of the finished goods categories outlined from the same time
period in 2007. However, in November 2008, two of the four cat-
egories outlined recorded increases, compared to November 2007.

In addition, imports of toothbrushes recorded an increase during
November 2008 over November 2007, but were down for the first
11 months of 2008, compared to the first 11 months of 2007.
Paintbrush imports were down for both November 2008 and the
first 11 months of 2008, compared to the same time periods in 2007.

RAW MATERIAL IMPORTS
Hog Bristle

The United States imported 56,875 kilograms of hog bristle in
November 2008, up about 139 percent from 23,842 kilograms
imported in November 2007. During the first 11 months of 2008,
378,690 kilograms of hog bristle were imported, about an 18 per-
cent decrease from 463,543 kilograms imported during the first 11
months of 2007.

China shipped 376,390 kilograms of hog bristle to the United
States during the first 11 months of 2008.

The average price per kilogram for November 2008 was $7.99,
down about 49 percent from the average price per kilogram for
November 2007 of $15.72. The average price per kilogram for the
first 11 months of 2008 was $14.86, up about 33 percent from the
average price per kilogram of $11.21 for the first 11 months of 2007.

Broom And Mop Handles
The import total of broom and mop handles during November

2008 was 2.4 million, down about 4 percent from 2.5 million

broom and mop handles imported in November 2007. During the
first 11 months of 2008, 28.2 million broom and mop handles
were imported, compared to 25.4 million for the first 11 months of
2007, an increase of about 11 percent.

During the first 11 months of 2008, Brazil shipped 13.1 million
broom and mop handles to the United States. Meanwhile,
Honduras exported 6.5 million; Indonesia, 4.7 million; and China
2.3 million.

The average price per handle for November 2008 was 85 cents,
up about 29 percent from 66 cents for November 2007. The aver-
age price for the first 11 months of 2008 was 69 cents, an increase
of about 10 percent over the average price recorded for the first 11
months of 2007 of 63 cents.

Brush Backs
November 2008 imports of brush backs totaled 220,025, down

about 57 percent from the November 2007 total of 516,471 brush
backs. During the first 11 months of 2008, 2.2 million brush backs
were imported, down about 63 percent from 5.9 million for the
first 11 months of 2007.

Canada shipped 1.1 million brush backs to the United States
during the first 11 months of 2008, compared to 1.9 million dur-
ing the same time period in 2007. Also, Sri Lanka shipped 296,037
during the first 11 months of 2008, compared to 2.9 million dur-
ing the first 11 months of 2007.

The average price per brush back was 55 cents during
November 2008, down about 8 percent from the average price for
November 2007 of 60 cents. For the first 11 months of 2008, the
average price per brush back was 66 cents, up about 16 percent
from the average price of 57 cents for the first 11 months of 2007.

FINISHED GOODS IMPORTS
Brooms Of Broom Corn

Valued At Less Than 96 Cents
Imports of brooms of broom corn valued at less than 96 cents

per broom during November 2008 totaled 29,040, a significant
increase over 7,836 brooms imported during November 2007.
During the first 11 months of 2008, 235,902 brooms were import-
ed, a decrease of about 70 percent from 781,811 brooms imported

Toothbrush, Paintbrush Imports Down, 
Exports Up During First 11 Months Of 2008
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during the first 11 months of 2007.
Mexico exported 164,184 brooms to the United States during

the first 11 months of 2008.
The average price per broom in November 2008 was 69 cents,

down about 17 percent from 83 cents for November 2007. The aver-
age price per broom for the first 11 months of 2008 was 72 cents,
down about 11 percent from 81 cents for the first 11 months of 2007.

Brooms Of Broom Corn
Valued At More Than 96 Cents

The United States imported 637,710 brooms of broom corn val-
ued at more than 96 cents per broom during November 2008,
compared to 752,757 in November 2007, a decrease of about 15
percent. During the first 11 months of 2008, 8.1 million brooms of
broom corn were imported, down about 11 percent from 9.1 mil-
lion imported during the first 11 months of 2007. 

Mexico shipped 7.2 million brooms to the United States during
the first 11 months of 2008.

The average price per broom for November 2008 was $2.22,
down about 5 percent from $2.34 for November 2007. The aver-
age price per broom for the first 11 months of 2008 was $2.29,
down slightly from $2.33 for the first 11 months of 2007.

Toothbrushes
The United States imported 67.2 million toothbrushes in

November 2008, up about 22 percent from 55.1 million imported
in November 2007. During the first 11 months of 2008, 737.3 mil-
lion toothbrushes were imported, a decrease of about 4 percent
from 770.2 million imported during the first 11 months of 2007.

China exported 492 million toothbrushes to the United States
during the first 11 months of 2008, while Germany shipped 73.8
million and Switzerland sent 60 million.

The average price per toothbrush for November 2008 was 21
cents, down about 30 percent from the average price for
November 2007 of 30 cents. The average price for the first 11
months of 2008 was 25 cents, up 2 cents from the average price
for the first 11 months of 2007.

Paintbrushes
U.S. companies imported 12.3 million paintbrushes during

November 2008, down about 32 percent from 18.2 million paint-
brushes imported during November 2007. Paintbrush imports for
the first 11 months of 2008 were 185.9 million, down about 22 per-
cent from 238.7 million recorded for the first 11 months of 2007.

The United States imported 137 million paintbrushes from
China during the first 11 months of 2008.

The average price per paintbrush for November 2008 was 36
cents, up about 16 percent from the November 2007 average price
of 31 cents. The average price for the first 11 months of 2008 was
31 cents, up about 15 percent from the average price of 27 cents
for the first 11 months of 2007.

EXPORTS
Exports of toothbrushes recorded an increase during November

2008 over November 2007, and were also up for the first 11
months of 2008, compared to the first 11 months of 2007.
Paintbrush exports were down during November 2008, but were
up for the first 11 months of 2008, compared to the same time
period in 2007.

Toothbrushes
During November 2008, the United States exported 13.9 mil-

lion toothbrushes, up about 6 percent from the total recorded in
November 2007 of 13.1 million. During the first 11 months of
2008, 165 million toothbrushes were exported, up about 3 percent
from 160.7 million exported during the first 11 months of 2007.

The United States exported 38.6 million toothbrushes to Canada
during the first 11 months of 2008, in addition to 37.4 million to
Mexico, 18.3 million to Germany and 17.2 million to France.

The average price per toothbrush for November 2008 was 41
cents, up about 21 percent from the November 2007 average price
of 34 cents. The average price per toothbrush for the first 11
months of 2008 was 36 cents, up 2 cents from the average price
for the first 11 months of 2007.

Paintbrushes
The export total of paintbrushes during November 2008 was

81,075, down about 43 percent from 142,855 paintbrush exports
recorded for November 2007. During the first 11 months of 2008,
1.8 million paintbrushes were exported, up about 13 percent from
1.6 million during the first 11 months of 2007.

During the first 11 months of 2008, the United States shipped
610,062 paintbrushes to Canada, 468,632 to The United Kingdom
and 216,088 to The Netherlands.

The average price per paintbrush for November 2008 was $15.18,
up about 4 percent from $14.55 for November 2007. The average
price for the first 11 months of 2008 was $12.08, down about 9 per-
cent from $13.30 recorded for the first 11 months of 2007.

Double Lip
Spur Drills
Drills For Plastics

Special Half-Round and
Spoon Drills

Often Copied
But NEVER Equalled

Standard Sizes Normally In Stock For Rapid Delivery
For Availability And Pricing Contact Our Parts Dept.

TEL: 630.232.2460 • FAX: 630.232.2016
EMAIL: parts@carlson-tool.com

Carlson Drills
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more important than quality,” he said. “It’s
vital to always give customers a product
that is priced well but is also of exception-
al value. Today, more entrants to the mar-
ket come in with a particular product that
may be priced right but does not deliver
true value and project success. Ultimately,
the negative is with customer satisfaction. 

“It’s important to realize that paint in the
can is not paint on the wall. Once a paint
can is opened and a person starts to paint,
the real determining factor of a quality
painting project is often the sundries being
used to apply that paint.

“We (at Shur-Line) have a lot of quality
control in place, whether it’s engineering,
rigid specification programs for the materi-
als we use and how products are processed
and finished. Some of the smaller organi-
zations that are just importing products are
buying more off-the-shelf type items that
often don’t have the same processes and
practices in place,” Tesmer said. 

Although challenges will always be a
part of business, Tesmer is confident that
the need to paint will remain strong in the
future and that Shur-Line will be involved
as a quality applicator manufacturer. 

“Paint is a stable business, and it certain-
ly can be a growth business. Shur-Line will
continue to do all of the things necessary to
grow. This includes controlling costs,
offering quality and innovative products
and continuing to bring the next generation
of tools to the forefront,” Tesmer said.
“Our company started doing this in 1945
and we have consistently continued
through the decades. Our latest foray has
been with the usage of Teflon Surface
Protectors. We are also working on the
next generation (of products). 

“Whatever we develop and innovate
ultimately will have end-users in mind to
help give them great painting and project
results.”

Contact: Shur-Line — A Newell
Rubbermaid Company, 

8935 NorthPointe Executive Dr.,
Huntersville, NC 28078. 
Phone: 704-987-6083; 

Fax: 704-987-4340. 
Web site: www.shurline.com.

Not all paintbrushes look the same.
In fact, there are those that don’t
even contain individual filaments.

However, it’s the end-result the counts the
most, according to Jen Manufacturing,
Inc., of Worcester, MA, the maker of
Poly-Brushes® and Poly-Rollers®.

Jen Manufacturing
evolved in the mid-1950s
thanks to its founder,
John J. Chisholm, who
laid claim to inventing
the disposable paintbrush
that included a poly-
urethane foam brush
head attached to a wood-
en dowel handle. Today,
Poly-Brushes and Poly-Rollers are
designed to work well for a multitude of
uses, according to Jen Manufacturing
President Gerald Gendron. 

“All of the machinery used to produce
our brushes has been designed and built by
Jen Manufacturing. By inventing the dis-
posable brush, the company also created a
market niche for these paintbrushes,”
Gendron said. “Foam brushes have been
around for over 50 years thanks to Jen’s
Poly-Brushes, as well as Poly-Rollers.
These products feature consistent quality
and performance.” 

Jen Manufacturing
offers a variety of
packaging options as
well, some of which
are relatively new.
The company’s line
consists of 1-, 2-, 3-
and 4-inch Poly-
Brushes and 3-, 4-
and 9-inch Poly-
Roller refills, present-
ed in a host of pack-
aging forms includ-
ing various poly bags
and blister packs.

Meanwhile, keep-

ing up with automation in the production
process has also remained an important
part of Jen Manufacturing’s success,
according to Gendron. 

“Originally, everything was done manu-
ally, which limited production capabilities
and required a larger work force,” he
explained. “Over 35 years ago, however,
we built machines which are approximate-
ly 95 percent automated. This has reduced
the size of our work force, increased pro-
duction 10-fold and has maintained our
consistent quality.”

He added that Jen’s 40 employees contin-
ue to play an important role in the success
of the company as they operate machinery
and are responsible for product inspections.
This helps ensure that quality brushes and
rollers are consistently shipped.

“Jen has maintained an incomparable
service record for decades, turning orders
around in three days or less,” Gendron
said. “Any and all issues are handled
instantly to our customers’ satisfaction.

“Jen’s success is a direct result of the
company’s consistent service, method of
product fabrication and the performance of
our products.”

Despite the company’s ongoing success,
there are challenges that must be addressed
in order for Jen Manufacturing to remain
prosperous. Gendron said business in the
past year has certainly been impacted by
“the worst economic conditions this coun-
try has faced in half a century. 

“Millions of people are in survival
mode, which has caused a substantial num-
ber of companies to go out of business,” he
said. “The biggest challenge we (as a com-
pany) face, however, is the influx of inferi-
or ‘knock-offs’ of our products from the
Far East and the lack of governmental con-
trol.” 

Contact: Jen Manufacturing, Inc.,
P.O.Box 20128, Worcester, MA 01602.

Phone: 508-753-1076; 
Fax: 508-797-5726.

Email: polybrushes@aol.com.
Web site: www.jenmfg.com.

Paintbrushes
Continued From Page 16

“Jen’s success is a direct result
of the company’s consistent 
service, method of product 

fabrication and the performance
of our products.”

Gerald Gendron, Jen Manufacturing, Inc.
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Domestic Merchandise
1404902000 Broomcorn (Sorghum Vulgare Var. Technicum)
Used Primarily In Brooms Or In Brushes, Whether or Not

In Hanks or Bundles
November Year To Date

Country Net Q/Ton Value Net Q/Ton Value
Canada 2 4,872
Mexico 2 8,000
Hondura 16 32,418 16 32,418
Fr Germ 8 31,500
Japan 1 6,022
TOTAL 16 32,418 29 82,812

9603100000 Brooms & Brushes, Consisting of Twigs or Other
Vegetable Materials Bound Together, With or Without Handles

November Year To Date
Country Net Q/Dozen Value Net Q/Dozen Value
Canada 1,085 58,786 25,815 1,138,220
Mexico 372 25,701 4,280 175,876
Guatmal 370 11,139
Salvadr 106 2,829
C Rica 670 12,297
Panama 455 8,927
Bermuda 103 7,698
Bahamas 4,292 241,738
Jamaica 239 5,516
Cayman 122 12,168
Dom Rep 848 49,848
Barbado 102 3,366
Trinid 26 2,625 26 2,625
Colomb 361 12,789
Venez 300 4,500 1,275 54,471
Ecuador 682 22,500
Peru 200 12,300
Chile 130 8,692
Brazil 1,917 30,879
Argent 1,228 40,486
Sweden 23 6,611
Finland 199 23,353
Denmark 240 4,800 596 19,668
U King 917 51,520 9,415 514,820
Ireland 1,000 14,850 3,219 141,210
Nethlds 1,292 207,271
Belgium 5 3,092
Fr Germ 199 24,684
Poland 166 6,920
Russia 2,942 97,003
Spain 182 14,629
Portugl 15 5,548
Italy 589 19,425 6,183 203,854
Israel 796 26,268
S Arab 48 26,151 3,896 215,267
Arab Em 221 16,658
Singapr 440 15,193
Phil R 497 17,050
China 333 3,160
Kor Rep 906 69,333
Hg Kong 8,279 182,395
Japan 2,907 68,068
Austral 41 3,432 263 20,028
Rep Saf 2 2,624
TOTAL 4,618 211,790 86,197 3,759,071

9603210000 Toothbrushes
November Year To Date

Country Net Q/No. Value Net Q/No. Value
Canada 2,123,641 1,558,348 38,644,405 21,296,593
Mexico 3,391,560 1,229,298 37,387,404 11,098,067
Guatmal 28,367 37,464
Belize 52,560 24,860 726,680 312,922
Salvadr 113,532 64,844 467,373 333,689
Hondura 15,592 20,175
C Rica 25,964 36,043
Panama 144,756 110,504 922,644 383,398
Bermuda 20,309 12,459
Bahamas 27,522 38,845
Jamaica 160,549 60,748
Cayman 7,980 11,462
Haiti 53,039 33,355
Dom Rep 48,560 21,115 307,279 140,014
Antigua 59,368 52,783
S Lucia 33,948 30,298
Grenada 4,320 3,516
Barbado 8,712 3,573 82,076 312,981
Trinid 17,280 9,197 594,708 286,216
N Antil 16,200 5,669 30,958 21,513
Aruba 15,779 37,386
Colomb 12,414 29,214 301,909 350,914
Venez 394,308 159,150
Guyana 5,940 5,062 25,020 22,329
Surinam 8,927 6,429 30,167 19,558
Ecuador 10,656 6,384 129,528 53,670
Peru 45,936 17,336 203,773 89,513
Chile 35,638 16,877 316,079 182,881
Brazil 254,736 93,228 3,132,930 1,244,828
Paragua 5,048 24,733
Uruguay 97,956 40,361
Argent 538,528 93,001 1,772,686 635,971
Finland 859 4,211
Denmark 2,839 13,910 21,481 64,000
U King 22,000 5,454 302,188 120,783
Ireland 249,696 449,440 5,920,616 5,312,992
Nethlds 307,716 71,040 4,791,479 938,865
Belgium 20,060 41,513
France 1,818,552 184,674 17,240,192 1,807,827
Fr Germ 1,627,748 210,204 18,349,969 2,105,702
Switzld 41,586 28,925
Lithuan 21,296 2,824
Poland 2,758 10,893
Spain 6,290,863 455,015
Italy 1,000 3,712 945,448 351,268
Greece 1,884 9,230
Romania 10,000 3,127
Israel 2,656 13,012 6,539 32,037
Kuwait 1,440 5,472
S Arab 6,120 4,769 27,500 93,932
Arab Em 21,899 87,141
India 211,200 440,999 1,252,848 2,095,108
Thailnd 396,453 167,020
Vietnam 200,000 31,200 2,102,500 166,532
Malaysa 14,492 16,009
Singapr 141,048 40,688 2,029,270 772,502
Phil R 12,224 7,577 67,542 55,464
China 1,290 6,320 471,454 149,160
Kor Rep 1,649,132 661,065 12,167,343 4,974,312
Hg Kong 134,088 45,387 1,084,936 419,050
Taiwan 44,400 18,082 533,917 291,498
Japan 248,415 66,563 2,371,189 948,194
Austral 376,897 175,491 2,331,087 1,172,612
N Zeal 10,224 3,684
Rep Saf 104,889 72,432
TOTAL 13,886,597 5,744,526 164,981,869 60,163,169

9603290000 Shaving Brushes, Hairbrushes, Nail Brushes,
Eyelash Brushes & Other Toilet Brushes For Use on the Person

November Year To Date
Country Net Q/No. Value Net Q./No. Value
Canada 113,688 300,430 1,733,389 2,982,734
Mexico 86,424 221,076 2,743,702 3,841,877

EXPORTS
November Exports By Country



Guatmal 578 14,404
Salvadr 726 28,459 1,065 31,559
C Rica 7,425 29,930
Panama 18,318 19,008 22,747 59,508
Bermuda 168 3,022
Bahamas 644 5,270
Cayman 82 7,160
Dom Rep 2,155 15,031
S Lucia 2,244 4,037
Barbado 30,722 32,742
Trinid 28,794 189,930
Martinq 320 2,922
Colomb 2,118 19,372 95,569 111,940
Venez 25,604 57,901 46,668 120,664
Ecuador 548 7,539
Peru 66 6,953 2,878 25,414
Chile 12,451 90,816
Brazil 1,680 15,364 13,311 54,327
Paragua 837 23,246
Sweden 1,497 13,691
Finland 5,040 14,363
Denmark 20,852 25,724
U King 7,546 49,686 51,442 355,779
Ireland 632 8,393 8,932 53,478
Nethlds 6,779 82,228
Belgium 9,887 90,417 39,469 333,347
France 1,650 4,381 98,505 590,826
Fr Germ 2,679 24,500 32,414 308,433
Czech 633 10,630
Hungary 872 4,980
Switzld 3,487 31,883
Latvia 1,784 34,149
Poland 154,000 430,624
Russia 5,110 44,115
Azerbjn 130 2,898
Spain 7,770 23,169
Italy 2,534 23,177 20,560 100,093
Turkey 16,745 153,123
Lebanon 542 4,960
Israel 14,454 109,300
Jordan 7,745 10,290
S Arab 6,734 61,917
Arab Em 1,417 12,960 23,054 485,717
India 993 10,300
Thailnd 29,731 292,670
Vietnam 5,084 46,500
Malaysa 14,939 22,865
Singapr 31,707 95,858
Indnsia 50 5,000
Phil R 9,129 112,418
China 10,323 173,541 99,419 966,836
Kor Rep 5,963 49,786
Hg Kong 26,463 285,568
Taiwan 28,128 59,111
Japan 1,050 5,208 658,518 522,814
Austral 2,487 18,882 21,333 134,201
N Zeal 70 7,538
Nigeria 1,880 6,828
Rep Saf 60 11,400
TOTAL 288,829 1,079,708 6,208,314 13,569,482

9603300000 Artists Brushes, Writing Brushes and Similar Brushes
for the Application of Cosmetics

November Year To Date
Country Net Q/No. Value Net Q/No. Value
Canada 413,343 985,242 4,529,713 13,986,493
Mexico 44,279 118,364 332,049 1,119,655
Guatmal 1,281 9,748
Salvadr 8,462 31,221
Hondura 13,653 34,428
C Rica 49,746 147,176
Panama 11,860 22,326
Dom Rep 1,063 10,357 80,084 346,933
Trinid 20,346 74,982

N Antil 240 4,800
Aruba 4,407 13,827
Guadlpe 1,581 5,264 1,581 5,264
Martinq 1,592 5,875
Colomb 28,288 106,683
Venez 16,445 44,657 51,725 109,899
Ecuador 2,649 12,437
Peru 1,393 25,897
Bolivia 12,182 44,950
Chile 11,224 31,575
Brazil 5,597 31,396 20,995 98,121
Paragua 36,410 134,342
Iceland 725 2,676
Sweden 6,509 15,478 46,679 195,176
Norway 11,682 32,056
Finland 2,034 6,876
U King 78,339 406,183 649,155 3,273,147
Ireland 3,819 8,232 114,163 403,843
Nethlds 88 2,905 56,060 419,057
Belgium 10,605 39,130 188,443 768,909
France 70,919 291,727 634,012 2,467,080
Fr Germ 6,424 31,978 55,726 218,358
Austria 6,137 22,645
Czech 5,421 20,000
Switzld 25,347 102,059
Estonia 1,432 3,180
Poland 34,951 135,339
Russia 1,320 12,814 19,521 115,450
Ukraine 26,014 21,178
Kazakhs 10,800 13,109
Spain 7,869 22,305
Malta 7,871 29,042
Italy 2,058 7,595 70,277 237,823
Slvenia 455 3,163
Greece 805 2,970
Romania 54 2,587
Turkey 14,814 54,657
Israel 2,963 6,555 9,931 32,369
Kuwait 9,327 34,413
Qatar 720 2,840
Arab Em 26,112 120,389
India 4,861 17,935 16,775 59,604
Thailnd 298 9,103 4,362 34,410
Malaysa 134 7,554
Singapr 68 20,748 21,179 101,713
Indnsia 2,324 29,378
Phil R 78 3,400 551 8,400
China 13,505 62,695 169,053 431,936
Kor Rep 63,681 248,862
Hg Kong 9,506 35,077 188,552 362,615
Taiwan 1,233 4,550 28,308 122,748
Japan 20,530 75,747 60,570 217,816
Austral 15,755 59,256 112,536 457,995
N Zeal 18,004 100,363
Moroc 4,695 15,547
Ghana 700 3,752
Gambia 2,000 9,000
Liberia 907 3,348
Rep Saf 10,000 10,981
TOTAL 731,186 2,306,388 7,960,748 27,355,350

9603402000 Paint Rollers
November Year To Date

Country Net Q/No. Value Net Q/No. Value
Canada 194,156 436,189 1,926,095 4,798,281
Mexico 554,852 1,017,604 1,749,609 3,554,831
Salvadr 3,138 6,863
Hondura 6,437 42,546
C Rica 34,008 93,585
Panama 3,030 7,808
Bermuda 1,630 3,136 13,741 36,274
Bahamas 8,425 26,207
Jamaica 2,016 3,600 2,016 3,600
Cayman 1,774 7,556
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Dom Rep 27,502 131,806
Anglla 326 4,939 326 4,939
Antigua 864 15,161
Barbado 267 4,683
Trinid 2,260 11,306
N Antil 4,744 6,237
Colomb 701 15,980
Guyana 329 6,048 329 6,048
Ecuador 2,102 36,890
Peru 766 13,440
Argent 10,000 8,700
Sweden 200 12,596
Finland 18,435 74,723
Denmark 546 9,578
U King 4,507 12,287
Ireland 793 27,377 6,685 39,994
Nethlds 514 6,850
France 167 2,926
Fr Germ 1,460 8,950 17,389 98,930
Hungary 13 2,519
Poland 160 6,652
Russia 558 14,031
Spain 10,043 176,256
Portugl 20 6,010
Italy 524 10,799
Croatia 9,014 152,015
Slvenia 1,857 103,932
Lebanon 2,621 50,366
Israel 10,492 28,839
S Arab 1,367 19,310
Qatar 190 3,241
Arab Em 877 9,093
India 10,032 10,032 60,867 109,966
Singapr 176 3,087
China 267 4,680 36,377 70,335
Hg Kong 64,860 50,980 144,259 231,606
Japan 10,676 52,717
Austral 2,500 7,095 127,805 799,095
N Zeal 88,285 199,829
Fiji 8,367 21,255
Egypt 3,600 7,347
Rep Saf 117,596 78,790
TOTAL 833,221 1,580,630 4,482,321 11,247,715

9603404020 Paint Pads
November Year To Date

Country Net Q/No. Value Net Q/No. Value
Mexico 42,011 117,901
Salvadr 420 4,956
C Rica 2,460 6,214
Bahamas 428 19,650
Dom Rep 860 6,163
B Virgn 72 7,117
Dominca 240 2,964
S Lucia 130 8,597
Colomb 21,267 136,478
Venez 1,879 13,341
Peru 3,437 12,230
Bolivia 2,295 16,284
Brazil 43,709 333,735
Uruguay 13,332 10,841
Argent 600 2,856 6,999 48,282
U King 2,863 20,319
Fr Germ 7,390 26,137
Austria 336 3,024 336 3,024
Switzld 2,385 31,542
Spain 202 5,791
Greece 464 19,142
Turkey 10,854 77,043
Israel 4,396 80,405
Arab Em 5,328 23,087
Thailnd 1,747 12,403
Vietnam 373 2,646
Malaysa 2,995 25,737

China 915 66,725
Kor Rep 836 5,934
Hg Kong 34,038 241,606
Taiwan 5,466 6,822 98,065 122,396
Japan 2,780 9,853
N Zeal 792 5,625 1,215 8,625
Rep Saf 16,409 116,480
TOTAL 7,194 18,327 333,130 1,643,648

9603404050 Paint, Distemper, Varnish or Similar Brushes
(Except Brushes of 9603.30)

November Year To Date
Country Net Q/No. Value Net Q/No. Value
Canada 31,395 351,093 610,062 6,492,528
Mexico 690 14,322 20,086 363,340
Guatmal 188 3,908 4,449 71,455
Salvadr 253 8,688
Hondura 16,689 165,010
Nicarag 200 4,680 445 9,755
C Rica 494 10,247
Panama 572 8,197 6,367 120,149
Bermuda 136 2,812 4,061 61,503
Bahamas 26,525 333,167
Cuba 180 4,502
Jamaica 41 7,011 2,359 52,588
Turk Is 2,126 33,739
Cayman 2,660 11,533 14,329 101,522
Haiti 233 6,008
Dom Rep 5,728 56,155
Anglla 1,119 28,458
B Virgn 2,764 57,308
St K N 402 8,346 669 17,746
Antigua 455 7,033
S Lucia 541 25,201
S Vn Gr 488 7,191 810 24,401
Grenada 1,500 11,390 2,422 38,830
Barbado 189 3,910 814 16,146
Trinid 151 3,132 3,811 60,005
N Antil 142 2,940 1,650 40,900
Aruba 2,066 30,177
Colomb 3,048 65,910
Venez 3,391 70,334 13,007 148,367
Surinam 97 2,521
Ecuador 3,942 81,792
Peru 2,222 41,431
Chile 216 13,374 16,671 113,628
Brazil 47,206 425,991
Argent 122 6,439 1,688 38,337
Sweden 2,080 31,200 8,998 150,826
Norway 5,280 107,866
Finland 8,442 170,551
Denmark 2,439 12,984 10,274 81,445
U King 3,317 84,511 468,632 2,815,453
Ireland 6,999 44,131
Nethlds 16,412 329,285 216,088 4,463,288
Belgium 26,494 553,464
France 2,194 40,074
Fr Germ 32 4,669 9,602 182,140
Austria 1,961 18,353
Switzld 711 14,764
Estonia 1,171 5,569
Poland 848 18,416 23,107 277,104
Russia 169 6,709
Ukraine 1,584 37,620
Kazakhs 200 3,728
Spain 4,585 80,328
Malta 248 7,628
Italy 4,205 121,005
Greece 278 9,435
Bulgar 36 7,126
Turkey 665 13,792
Lebanon 1,847 24,931
Iraq 173 3,583 173 3,583
Israel 1,638 33,979 17,820 377,184



Jordan 334 6,396
S Arab 1,640 34,015
Arab Em 559 11,604 2,158 48,428
Bahrain 18 2,562
Afghan 625 5,873
India 158 3,287
Pakistn 31 100,000
Thailnd 4,102 73,697
Vietnam 379 7,866
Malaysa 6,930 159,021
Singapr 11,213 193,244
Phil R 285 11,586
China 401 9,679 21,019 448,740
Kor Rep 1,928 40,000 9,159 175,939
Hg Kong 4,463 84,003 30,778 582,487
Taiwan 1,368 28,362
Japan 25,101 425,441
Austral 3,976 29,588 6,607 42,815
N Zeal 5,290 76,081
Fr Poly 326 6,772 1,881 42,506
Marshal 606 6,959
Egypt 7,472 154,977
Guinea 217 4,500
Ghana 2,404 72,128
Kenya 661 13,711
Rep Saf 770 19,166
Namibia 336 14,864
TOTAL 81,075 1,230,885 1,782,693 21,527,286

9603900000 Hand-Operated Mechanical Floor Sweepers,
Not Motorized, Mops & Feather Dusters; Prepared Knots & Tufts

for Broom or Brush Making, NESOI
November Year To Date

Country Net Q/No. Value Net Q/No. Value
Canada 197,593 1,952,430 2,804,884 27,180,271
Mexico 52,500 692,554 765,179 9,971,701
Guatmal 1,155 6,500 2,957 35,731
Salvadr 359 7,525
Hondura 16,342 400,688
C Rica 1,323 21,459 8,718 101,736
Panama 2,778 45,068 22,900 367,802
Bermuda 290 8,702 608 16,512
Jamaica 1,084 10,802
Turk Is 398 6,453
Cayman 1,514 24,550 1,807 29,298
Dom Rep 1,916 25,008
Barbado 1,764 8,497
Trinid 192 2,706 3,855 44,999
N Antil 1,421 6,851
Aruba 214 5,247
Colomb 60 3,209 7,382 83,091
Venez 5,055 85,024
Guyana 8,580 139,160
Ecuador 3,744 27,607
Peru 3,139 50,812
Chile 2,350 18,617 35,063 291,869
Brazil 881 11,636 10,954 149,459
Argent 270 9,537
Iceland 84 4,438
Sweden 1,616 35,361
Norway 960 17,429 960 17,429
Finland 1,118 21,355
Denmark 8,064 417,960
U King 6,470 67,834 100,590 1,496,086
Ireland 5,354 86,850
Nethlds 389 6,186 33,413 357,770
Belgium 516 9,892 4,211 123,753
Luxmbrg 20 2,574
France 2,276 36,914 13,119 264,219
Fr Germ 1,084 19,212 25,935 548,369
Czech 1,464 7,118
Hungary 100 3,927
Switzld 5,163 79,665
Lithuan 125 3,165 573 10,435

Poland 409 6,626 3,930 63,729
Russia 6,813 110,513
Belar 20 2,740
Spain 2,342 37,983
Italy 702 5,776 11,777 150,660
Slvenia 23 4,264
Turkey 4,241 72,855
Lebanon 250 4,050
Iraq 7,301 118,414
Israel 144 3,320 7,232 92,894
Kuwait 833 13,510
S Arab 16,362 122,266
Qatar 1,748 10,567
Arab Em 718 8,892 15,344 132,119
Oman 3,156 51,190
Bahrain 400 3,991 666 9,161
Afghan 740 12,000
India 2,006 35,239
Thailnd 2,422 74,147
Vietnam 1,278 13,600
Malaysa 1,476 43,008
Singapr 1,011 16,410 3,737 70,952
Indnsia 2,744 25,481
Phil R 2,280 25,948
Maldive 3,645 59,118 3,645 59,118
China 981 19,618 11,923 159,850
Kor Rep 1,209 9,794 21,232 205,932
Hg Kong 2,235 36,255 21,030 337,296
Taiwan 9,417 154,879
Japan 6,943 73,652 62,590 599,091
Austral 3,362 63,963 70,168 1,051,178
N Zeal 2,800 17,808 7,336 85,676
Tunisia 500 3,180
Egypt 1,454 23,590
Nigeria 5,762 27,259
Angola 1,048 16,822
Liberia 250 2,910
Rep Saf 13 2,575 4,697 59,313
TOTAL 297,028 3,275,861 4,230,150 46,616,373

0502100000 Pigs’, Hogs’ or Boars’ Bristles
and Hair and Waste Thereof

November Year To Date
Country Net Q/KG Value Net Q/KG Value
U King 700 20,084 2,300 69,591
China 56,175 434,082 376,390 5,559,202
TOTAL 56,875 454,166 378,690 5,628,793

0502900000 Badger Hair and Other
Brushmaking Hair and Waste Thereof

November Year To Date
Country Net Q/KG Value Net Q/KG Value
Mexico 1,165 16,167
U King 1,762 15,944 2,035 191,270
Fr Germ 167 126,872 26,039 737,176
Thailnd 7 5,220 562 20,757
China 243 9,480 137,058 1,131,211
Japan 7 14,817
TOTAL 2,179 157,516 166,866 2,111,398

0511993300 Horsehair and Horsehair Waste, Whether or Not
Put Up As A Layer With or Without Supporting Material

November Year To Date
Country Net Q/KG Value Net Q/KG Value
Paragua 26,803 248,903
Argent 51 5,895

IMPORTS
Broom and Brush

November Imports By Country
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Fr Germ 10,957 84,361
China 6,203 95,964 116,584 1,867,608
Austral 72 3,478
TOTAL 6,203 95,964 154,467 2,210,245

1404903000 Istle Used Primarily In Brooms or In Brushes,
Whether or Not In Hanks or Bundles

November Year To Date
Country Net Q/KG Value Net Q/KG Value
Mexico 48,005 247,054 427,479 2,037,981
TOTAL 48,005 247,054 427,479 2,037,981

4417002000 Broom and Mop Handles, 1.9 CM or More In
Diameter and 97 CM or More In Length, Of Wood

November Year To Date
Country Net Q/No. Value Net Q/No. Value
Canada 115,766 28,928
Mexico 247,310 48,410
Hondura 310,595 171,171 6,515,047 2,599,144
Dom Rep 19,440 19,469
Colomb 39,924 38,042 157,176 126,855
Brazil 1,755,559 1,545,065 13,089,465 10,726,983
Argent 42,300 24,590
Fr Germ 104,350 80,854
Lithuan 1,476 2,526
Sri Lka 233,953 208,709
Vietnam 163,862 126,545
Malaysa 148,339 100,060
Singapr 61,280 41,682
Indnsia 148,138 163,254 4,792,793 3,591,134
China 127,061 107,666 2,306,477 1,706,519
Taiwan 32,945 28,697
Egypt 15,600 5,148 144,600 46,033
TOTAL 2,396,877 2,030,346 28,176,579 19,507,138

4417004000 Paint Brush and Paint Roller Handles, Of Wood
November Year To Date

Country Net Q/Variable Value Net Q/Variable Value
Canada 2,406
Fr Germ 11,319 57,981
Czech 17,527 192,858
Poland 244,729
Italy 837,955 7,094,806
Thailnd 36,955
Indnsia 129,532 1,825,577
China 252,136 1,839,020
Hg Kong 3,112
Taiwan 70,125
Japan 2,995
TOTAL 1,248,469 11,370,564

4417006000 Brush Backs, Of Wood
November Year To Date

Country Net Q/No. Value Net Q/No. Value
Canada 161,489 56,283 1,139,764 530,240
Colomb 5,760 2,854
Brazil 3,600 2,954 513,200 565,355
Italy 169 8,483 35,809 26,264
Sri Lka 21,322 22,742 296,037 209,389
Vietnam 174,016 86,189
Indnsia 36,700 29,825
China 33,445 31,642 43,115 37,944
Taiwan 1,200 3,076
TOTAL 220,025 122,104 2,245,601 1,491,136

4417008010 Tool Handles of Wood
November Year To Date

Country Net Q/Variable Value Net Q/Variable Value
Canada 5,013 192,349
Mexico 40,575 97,381
C Rica 7,500 45,278
Colomb 7,733
Brazil 374,284 3,325,382
Paragua 34,513 61,848

Sweden 2,608 4,955
Nethlds 2,310
France 2,679
Poland 6,707
Spain 10,064
Italy 3,805
India 2,319 2,319
Indnsia 18,009
China 101,706 913,735
Taiwan 19,198 105,325
Japan 3,114
TOTAL 587,716 4,802,993

4417008090 Tools, Tool Bodies, Broom or Brush Bodies,
Shoe Lasts and Trees, of Wood

November Year To Date
Country Net Q/Variable Value Net Q/Variable Value
Canada 167,848 1,765,019
Mexico 2,500 140,036
Hondura 33,981
C Rica 3,148
Colomb 17,879
Chile 364,912 5,179,509
Brazil 4,880
U King 15,984 152,236
France 3,107 46,902
Fr Germ 2,569 87,468
Russia 5,651 8,014
Spain 70,370
Portugl 2,322
Italy 15,541 175,462
Slvenia 109,947
Israel 2,609 21,725
India 94,544 497,867
Sri Lka 156,187 1,007,361
Vietnam 28,560 157,463
Indnsia 24,282 526,167
Bhutan 2,435
China 356,185 4,676,502
Taiwan 245,420
Japan 214,542 3,310,490
Austral 4,700
Zmbabwe 2,363
TOTAL 1,455,021 18,249,666

9603100500 Wiskbrooms, of Broom Corn, LT=.96 EA. Prior to Entry
or Withdrawal for Consumption of 61,655 Dozen In Calendar Year

November Year To Date
Country Net Q/No. Value Net Q/No. Value
Mexico 16,776 14,423
Hondura 3,456 3,110
China 47,232 28,177
TOTAL 67,464 45,710

9603104000 Other Brooms, of Broomcorn, LT=.96 EA, Prior to Entry or
Withdrawal For Consumption of GT=121,478 Dozen in Calendar Year

November Year To Date
Mexico 19,104 14,302
China 15,666 14,596
TOTAL 34,770 28,898

9603105000 Other Brooms, of Broomcorn, LT=.96 EA, at Entry or
Withdrawal For Consumption of GT=121,478 Dozen in Calendar Year

November Year To Date
Country Net Q/No. Value Net Q/No. Value
Mexico 29,040 20,171 164,184 114,861
China 71,718 55,794
TOTAL 29,040 20,171 235,902 170,655

9603106000 Other Brooms, Of Broomcorn, Valued Over .96 Each
November Year To Date

Country Net Q/No. Value Net Q/No. Value
Mexico 602,982 1,355,762 7,228,920 16,642,597
Hondura 28,968 50,731 694,362 1,510,293
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China 5,760 8,085 127,014 251,969
TOTAL 637,710 1,414,578 8,050,296 18,404,859

9603109000 Brooms & Brushes, Consisting of Twigs
or Other Vegetable Materials Bound Together,

With or Without Handles, NESOI
November Year To Date

Country Net Q/No. Value Net Q/No. Value
Canada 10,960 20,109
Mexico 20,184 81,215 119,332 189,723
Dom Rep 5,613 8,134
Colomb 17,976 23,633 71,940 112,149
Brazil 29,540 45,171
U King 8,000 9,518
Fr Germ 3,064 14,486
Russia 3,961 3,170
Belar 7,620 5,861
Spain 20,256 24,287
Slvenia 4,200 6,603
Israel 1,296 2,305
India 85,500 12,850 90,400 20,057
Sri Lka 180,756 313,226 1,058,589 1,777,523
Thailnd 19,552 34,150 150,776 271,142
Vietnam 12,700 9,746 169,850 116,727
Phil R 6,000 8,074 12,000 17,776
China 10,870 60,866 189,924 302,912
Kor Rep 1 3,743
Taiwan 73 2,488 3,673 8,387
TOTAL 353,611 546,248 1,960,995 2,959,783

9603210000 Toothbrushes, Incl. Dental-Plate Brushes
November Year To Date

Country Net Q/No. Value Net Q/No. Value
Canada 149,711 118,183
Mexico 281,319 234,689 4,841,768 2,212,854
Brazil 1,821,106 528,027 15,791,706 4,713,468
Sweden 13,706 27,061 89,368 102,381
U King 633,217 299,712
Ireland 394,416 173,634 13,514,370 4,023,812
Nethlds 375,804 46,328
Belgium 238,608 116,360
France 71,712 87,326 72,504 94,871
Fr Germ 2,907,151 1,650,857 73,794,093 36,121,058
Switzld 7,452,854 2,798,975 59,926,252 31,111,692
Spain 4,824 5,023
Italy 3,713 12,381
Arab Em 1,532,736 354,940
India 3,090,480 392,335 30,283,308 4,263,022
Thailnd 403,200 42,111 8,979,952 1,184,045
Vietnam 292,140 143,153 10,095,116 1,995,766
Malaysa 400,000 30,585 12,039,108 1,323,198
Indnsia 36,300 8,606 1,009,470 70,544
Macao 36,240 56,166
China 48,488,294 7,525,864 492,022,694 89,360,955
Kor Rep 30,540 14,936 1,443,544 279,204
Hg Kong 3,480 16,242 710,542 251,865
Taiwan 177,354 107,808 5,624,167 2,088,119
Japan 994,700 65,130 3,343,904 305,288
Austral 351,000 22,087
Moroc 8,000 7,733
Rep Saf 368,064 101,218 368,064 101,218
TOTAL 67,226,816 13,948,557 737,283,783 180,642,273

9603294010 Hairbrushes, Valued Not Over .40 Each
November Year To Date

Country Net Q/No. Value Net Q/No. Value
India 5,040 2,281
Thailnd 90,800 13,529
Vietnam 15,600 5,012 99,648 28,550
China 3,941,399 957,977 53,935,043 13,937,428
Kor Rep 79,498 18,836
Hg Kong 155,520 26,679 1,407,552 178,086
Taiwan 728,553 285,976
TOTAL 4,112,519 989,668 56,346,134 14,464,686

9603294090 Shaving Brushes, Nail Brushes,
Eyelash Brushes & Other Toilet Brushes For Use On The Person,

Valued Not Over .40 Each
November Year To Date

Country Net Q/No. Value Net Q/No. Value
Mexico 4,051,745 371,136 53,213,948 5,093,834
Brazil 192,000 13,933
Nethlds 690,000 37,971 2,890,399 193,655
France 102,640 21,036 2,302,950 495,815
Fr Germ 4,622,360 782,328 38,105,590 6,153,711
Italy 1,093,856 210,983 3,533,694 729,378
Turkey 50,000 8,150
Arab Em 19,680 4,796
India 59,400 5,327 8,196,484 267,127
Bngldsh 183,600 8,829
Sri Lka 16,200 6,155
Indnsia 135 2,388
China 2,768,276 552,924 39,641,421 7,597,310
Kor Rep 216,700 23,909 6,542,700 297,546
Hg Kong 768,000 60,789 4,409,496 355,495
Taiwan 1,388,539 327,423
Japan 348 6,180 80,882 25,257
TOTAL 14,373,325 2,072,583 160,767,718 21,580,802

9603302000 Artists Brushes, Writing Brushes & Similar Brushes For
Application Of Cosmetics, Valued Not Over .05 Each

November Year To Date
Country Net Q/No. Value Net Q/No. Value
Canada 200,000 6,578 385,000 12,149
Mexico 4,030,680 54,990
France 8,860,000 311,408
Fr Germ 910,000 24,604 6,550,710 179,976
Italy 3,843,000 48,556 30,893,800 408,410
India 1,100,000 14,470 7,265,000 68,947
China 11,634,836 232,109 96,305,016 2,828,814
Kor Rep 2,557,000 74,334 21,164,200 601,393
Hg Kong 1,948,400 43,743
Taiwan 1,574,000 47,175
TOTAL 20,244,836 400,651 178,976,806 4,557,005

9603304000 Artists Brushes, Writing Brushes & Similar Brushes For
Application of Cosmetics, Valued Over .05 But not Over .10 Each

November Year To Date
Country Net Q/No. Value Net Q/No. Value
Mexico 5,248,488 405,844 67,471,859 5,297,890
Brazil 96,000 6,692 480,000 34,252
U King 503,730 44,469
Fr Germ 756,150 52,635
Malta 296,650 27,746
Italy 99,830 10,212 99,830 10,212
India 644,460 53,521
China 8,610,617 664,809 83,171,361 6,290,628
Kor Rep 707,500 48,016 5,770,480 369,398
Hg Kong 1,921,130 144,833
Taiwan 273,008 24,286 1,668,924 150,952
TOTAL 15,035,443 1,159,859 162,784,574 12,476,536

9603306000 Artists Brushes, Writing Brushes & Similar Brushes For
Application Of Cosmetics, Valued Over .10 Each

November Year To Date
Country Net Q/No. Value Net Q/No. Value
Canada 1 3,828 9,135 253,963
Mexico 11,319,825 1,800,096 142,200,357 23,514,853
Dom Rep 128,649 137,615 1,547,730 1,529,141
Colomb 4,542 2,299
Brazil 120 6,079
Denmark 1,464 4,999
U King 182,932 225,271 1,470,275 2,644,301
Belgium 5,316 2,228
Monaco 2,347 11,576
France 67,548 254,918 872,956 2,958,091
Fr Germ 307,188 148,436 2,106,625 2,276,610
Czech 288 5,942
Switzld 631 13,355 3,948 83,212
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Spain 3,588 5,039 93,806 422,476
Italy 7,489 17,258 1,467,405 402,617
Greece 27,635 210,829
Turkey 35,532 10,955
Israel 1,671 4,228 32,153 71,092
Arab Em 17,934 12,662
India 124,794 78,213 5,313,875 2,342,196
Sri Lka 119,712 47,934 2,903,247 1,710,375
Thailnd 380,879 236,501 3,775,629 3,090,165
Vietnam 30,000 65,701
Malaysa 11,477 31,871
Singapr 197,664 28,661
Indnsia 27,168 5,636
China 20,699,010 11,682,291 215,218,027 147,661,203
Kor Rep 249,945 190,935 4,763,653 5,601,728
Hg Kong 220,372 173,182 4,969,768 3,121,770
Taiwan 47,428 11,596 2,703,582 723,278
Japan 232,806 634,809 3,915,384 9,858,718
Austral 10,842 68,153
Maurit 8,323 29,749 29,202 97,140
TOTAL 34,102,791 15,695,254 393,769,086 208,830,520

9603402000 Paint Rollers
November Year To Date

Country Net Q/No. Value Net Q/No. Value
Canada 45,704 41,100 664,779 634,638
Mexico 812,819 507,845 10,836,968 6,323,396
Brazil 30,094 9,994
Sweden 292 13,533
Norway 5,000 9,667
U King 2,000 4,535 15,000 15,312
Nethlds 7,678 17,389
Fr Germ 212,823 38,699 2,964,419 874,899
Italy 20,860 24,693
Greece 3,846 54,857
Indnsia 138,084 71,080
China 3,060,789 1,039,291 41,151,787 14,618,866
Hg Kong 1,190 5,830
Taiwan 112,796 46,160
Japan 81,025 59,247
Camroon 374,559 60,119
TOTAL 4,134,135 1,631,470 56,408,377 22,839,680

9603404020 Paint Pads (Other Than Of Subheading 9603.30)
November Year To Date

Country Net Q/No. Value Net Q/No. Value
Canada 295 10,624
Mexico 801,844 119,804
U King 67,240 23,820
Fr Germ 41,967 62,876
Israel 1,200 2,520
Pakistn 56,000 5,543
China 1,321,716 421,883 8,656,789 3,921,085
Taiwan 9,584 83,762 578,140 803,202
Japan 21 2,125
TOTAL 1,331,300 505,645 10,203,496 4,951,599

9603404040 Natural Bristle Brushes, Other Than Brushes Of
Subheading 9603.30

November Year To Date
Country Net Q/No. Value Net Q/No. Value
Canada 5,550 11,643
Sweden 100 4,542 100 4,542
U King 7,180 8,994 71,698 94,544
Nethlds 324 2,958
Belgium 560 8,160
France 5,660 17,990
Fr Germ 10,176 26,658 29,620 87,264
Italy 30,634 133,911
Turkey 42,580 137,345
India 35,112 36,898
Indnsia 1,884,472 325,533 50,417,669 8,092,314
China 145,662 96,380 2,283,265 747,380
Hg Kong 462 2,577

Taiwan 25,344 6,038 2,913,264 626,581
Japan 1,680 13,410
TOTAL 2,072,934 468,145 55,838,178 10,017,517

9603404060 Paint, Distemper, Varnish/Similr Brushes Exc Brushes of
Subheading 9603.30 NESOI

November Year To Date
Country Net Q/No. Value Net Q/No. Value
Canada 11,014 17,066 923,397 599,663
Guatmal 83,536 70,359
Dom Rep 13,099 19,457
Brazil 32,448 9,508
Sweden 40,497 12,097 184,404 102,407
U King 10,044 33,815 177,299 166,779
Nethlds 3 3,264 9,537 10,010
Belgium 192 3,989
Fr Germ 3,534 27,104 64,940 169,518
Czech 4,800 3,109 24,000 15,213
Spain 8,822 17,284
Italy 8,516 40,254 23,915 111,841
India 593,576 71,420
Thailnd 922,368 821,873
Vietnam 850 2,109 100,053 76,625
Indnsia 1,923,200 367,340 40,776,921 7,058,700
China 10,274,794 3,893,923 136,969,971 47,011,910
Kor Rep 1,280,000 74,914
Hg Kong 18,416 41,785
Taiwan 44,600 12,830 3,641,948 997,377
Japan 2,880 3,674 14,124 24,800
Cocos I 572 2,665
TOTAL 12,324,732 4,416,585 185,863,538 57,478,097

9603908010 Wiskbrooms
November Year To Date

Country Net Q/No. Value Net Q/No. Value
Mexico 17,476 50,370
Brazil 5,318 100,017
Italy 4,056 14,726 6,759 41,446
Israel 7,460 8,391
China 14,664 25,564 312,048 439,787
Taiwan 10,191 10,308
TOTAL 18,720 40,290 359,252 650,319

9603908020 Upright Brooms
November Year To Date

Country Net Q/No. Value Net Q/No. Value
Canada 212 5,764 864 19,870
Mexico 28,060 26,462 542,143 628,076
Guatmal 60,666 103,362
Salvadr 38,364 21,148 104,628 87,149
Colomb 68,996 55,067
Brazil 6,652 91,727 306,988 701,740
Nethlds 4,296 14,114
Spain 20,172 23,334 47,770 50,971
Italy 7,124 20,630 572,012 1,073,412
Vietnam 1,100 3,233
Phil R 3,250 3,106
China 435,919 577,148 4,628,958 6,275,629
Kor Rep 10 2,521
Hg Kong 58,984 107,536
Taiwan 1,560 3,777 18,196 99,725
Egypt 30,360 25,861 71,844 65,592
TOTAL 568,423 795,851 6,490,705 9,291,103

9603908030 Push Brooms, 41 CM or Less in Width
November Year To Date

Country Net Q/No. Value Net Q/No. Value
Mexico 2,280 2,429
Argent 12,828 14,641
Sri Lka 4,446 20,081
Thailnd 6,853 27,379
China 28,672 52,800 110,254 189,641
Taiwan 96,216 138,550
TOTAL 28,672 52,800 232,877 392,721
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9603908040 Other Brooms, NESOI
November Year To Date

Country Net Q/No. Value Net Q/No. Value
Canada 202,330 404,837 1,963,514 2,936,247
Mexico 219,817 480,232 3,554,904 7,328,662
Guatmal 20,400 19,777 81,600 73,059
Salvadr 71,452 105,495
Colomb 76,872 65,383 424,570 410,690
Venez 2,277 19,298 29,993 243,875
Brazil 3,041 58,485 339,669 971,705
Argent 7,260 8,306
Sweden 750 4,827
U King 763 10,160
Fr Germ 540 2,743 540 2,743
Czech 107,280 100,241 437,624 398,640
Russia 2,545 5,849
Spain 22,548 22,665 154,248 147,555
Italy 69,620 91,950 491,899 606,271
Israel 960 2,226
India 4,375 2,731 20,975 18,471
Sri Lka 33,854 93,767 383,648 1,008,173
Thailnd 29,000 46,926
Vietnam 8,110 7,596 19,310 14,294
Malaysa 1,903,964 1,109,347
Indnsia 240,900 243,318
China 644,340 723,506 9,815,909 11,387,165
Hg Kong 6,754 21,250
Taiwan 10,992 40,331
Egypt 16,584 13,493
TOTAL 1,415,404 2,093,211 20,010,327 27,159,078

9603908050 Brooms, Brushes, Sqeegees, Etc., NESOI
November Year To Date

Country Net Q/No. Value Net Q/No. Value
Canada 2,247,032 20,902,268
Mexico 3,452,076 40,745,846
Salvadr 20,820 140,049
Hondura 1,351,351 15,736,472
Panama 69,501
Dom Rep 33,664 248,293
B Virgn 14,638
Colomb 168,978 1,256,271
Venez 10,029

Chile 6,793
Brazil 27,030 474,234
Argent 87,783
Sweden 38,772 898,114
Finland 6,653 67,166
Denmark 236,575 1,461,204
U King 165,949 1,362,096
Ireland 35,234
Nethlds 6,282 191,231
Belgium 139,039 2,342,084
France 23,608 324,259
Fr Germ 224,472 2,702,811
Austria 2,691 41,923
Czech 39,044 364,834
Hungary 2,087 7,230
Lichten 41,806
Switzld 27,979 293,895
Estonia 2,396
Poland 4,802 41,873
Spain 3,811 756,890
Italy 821,450 9,252,447
Serbia 123,587
Romania 6,409 13,472
Israel 69,591 1,166,480
India 86,868 746,617
Pakistn 457,936 6,156,231
Sri Lka 414,870 3,245,554
Thailnd 1,353,154 5,582,791
Vietnam 11,280 367,225
Malaysa 16,482 203,983
Singapr 112,538
Indnsia 614,547
Phil R 112,699
China 24,263,560 268,249,630
Kor Rep 95,093 4,383,737
Hg Kong 292,033 2,848,100
Taiwan 1,038,271 14,099,450
Japan 30,032 813,209
Austral 1,836,233
N Caldn 59,849
Tunisia 62,136
Egypt 10,486 80,374
TOTAL 37,190,230 410,758,112

ous ways customers use the toothbrushes they purchase.
Technology companies, for example, use the brushes to clean sen-
sitive equipment.

“We recently made an annual shipment of toothbrushes to a
company that refurbishes phones and phone systems for business-
es,” Mellen said. “This company has used our brushes for the past
five years.”

Mellen Medical Products distributes toothbrushes to pharma-
cies, state health programs and schools nationwide, as well. The
company also carries children’s toothbrushes.

“We sell to public health programs. We also ship toothbrushes
to organizations that work in third world countries,” Mellen said.
“We recently shipped toothbrushes to Namibia, Africa, for the
Peace Corps, which has a dental program in place.”

As for the future, Mellen said, “I expect our company to remain
viable because as more consumers are shopping for a better value,
we have seen an increase in our toothbrush business.

“However, the recession has hurt all industries. We have tried to
adjust accordingly and have cut costs where possible.” 
Contact: Mellen Medical Products, Inc., 15 Pecunit St., Canton,

MA 02021. Phone: 781-821- 4009; Fax: 781-821-6350.
E-mail: mellenmed4@yahoo.com.

Toothbrushes
Continued From Page 11

Nexstep Commercial Offers
New Ecofriendly Product

Nexstep Commercial Products (exclusive
licensee of O-Cedar) has announced its new
Quick Change™ Mopstick with BamWood™
Handle.  It provides an “ecofriendly” experi-
ence and features:

n “No Touch Mop Release” to quickly dis-
card soiled mop without touching the mop;

n “Heavy-Duty Sanitary Frame,” which is
durable, lightweight, corrosion resistant, non-
scratching, sanitizes easily and accommo-
dates all sizes of wet mops with either a 1-inch or 5-inch head band;

n and “BamWood,™” which grows one third faster than the
fastest growing tree, capable of regeneration without replanting
and can be harvested every 3 to 5 years in comparison to 8 to 10
years for Rattan and 10 to 20 years for traditional soft woods.

The Quick Change™ Mopstick with BamWood™ Handle is
available in today’s most popular size — 60-inches long x 1-inch
in diameter. 

For more information on Nexstep Commercial Products’
“ecofriendly” solutions, visit www.ocedarcommercial.com.
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U.S. Imports 17 Short Tons
Of Broom Corn In December

By Harrell Kerkhoff
Broom, Brush & Mop Editor

The U.S. Department of Commerce reported that 17 short tons
of broom corn were imported into the United States during
December 2008. Total value of this import was $37,520, with a
cost per ton of $2,207 ($1.10 per pound). 

According to the government, two countries provided broom
corn for the month. Mexico was the leading importer at 12 short
tons, with a total value of $33,626. The cost per ton of this import
was $2,802 ($1.40 per pound). The other country to send broom
corn was Chile at 5 tons. Total value of this import was $3,894,
with a cost per ton of $779 (39 cents per pound). 

Final 2008 broom corn import figures for the United States
show that 978 short tons arrived into the country. Total value of
this import was $2,538,972, with a cost per ton of $2,596 ($1.30
per pound). In comparison, final numbers for 2007 showed 1,216
short tons were imported, with a total value of $2,756,215. The
cost per ton of this broom corn was $2,267 ($1.13 per pound). 

The final short ton breakdown by country for the past six years,
as reported by the U.S. government, is as follows: 

n 2008 — Mexico, 924 tons; India, 48 tons; Chile, 5 tons; and
Sweden, 1 ton;

n 2007 — Mexico, 1,081 tons; Paraguay, 50 tons; India, 42
tons; Ethiopia, 35 tons; and China, 8 tons;

n 2006 — Mexico, 1,138 tons; Hungary, 233 tons; India, 53
tons; Ethiopia, 28 tons; Germany, 18 tons; China, 18 tons; and
Indonesia, 9 tons;

n 2005 — Mexico, 1,192 tons; India, 94 tons; Ethiopia, 85 tons;
and Hungary, 18 tons;

n 2004 — Mexico, 1,653 tons; Ethiopia, 224 tons; India, 41
tons; Hungary, 38 tons; and China, 18 tons;

n 2003 — Mexico, 1,270 tons; Hungary, 388 tons; Ethiopia,
166 tons; Paraguay, 44 tons; India, 43 tons; and Germany, 18 tons.

Ray LeBlanc of PelRay International, LLC, in San Antonio,
TX, reported on February 20 about new developments with the
recent broom corn fumigation issue and also current problems
with U.S. government import statistics. 

The fumigation issue began in October, when the United States
Department of Agriculture (USDA) required that all incoming
broom corn from Mexico be fumigated at the border in an effort
to protect against corn bores, although corn bores have been in the
United States for decades. The fumigation requirement caused
concerns from U.S. broom corn dealers and users over what influ-
ence the requirement would have on supply and costs. Since the
initial USDA requirement, there was a compromise met where
hurl no longer was required to be fumigated as long as insides
were not present in the same container load. 

“Insides coming across right now (as of February 20) still need
to be fumigated. We have had to sort trailers — bringing in loads
of hurl and loads of insides — because hurl no longer must be
fumigated,” LeBlanc said.

Change may be coming again, however, as LeBlanc has been
working with U.S. government officials on a new broom corn permit.

“Effective February 3, new verbiage in the (USDA inspector
handbook) to allow broom corn to come into the United States
(from Mexico) un-fumigated was announced, but the verbiage
was not quite right. It’s been a back-and-forth situation since then,
but I think we will have it all worked out,” LeBlanc said.

He added there has
also been an issue with
the latest verbiage
regarding PelRay In-
ternational’s newest
broom corn import
permit.

“I think we (PelRay
International) will
have a corrected per-
mit today or Monday.
As soon as we get a
permit that is right, I
will put out word to
those people in the
industry stating that if
they have an import
permit, they need to
reapply in a certain

Broom Corn Imports
2004 2005 2006 2007 2008 Total Cost

Total Tons Total Tons Total Tons Total Tons Total Tons Value Per Ton

January 174 125 61 116 89 $227,793 $2,559 ($1.28)

February 113 44 215 90 91 $230,815 $2,536 ($1.27)

March 168 77 65 83 41 $96,805 $2,361 ($1.18) 

April 122 120 56 48 150 $342,301 $2,282 ($1.14)

May 167 36 135 172 98 $219,491 $2,240 ($1.12)

June 147 65 81 63 65 $165,291 $2,543 ($1.27)

July 162 124 160 80 66 $169,279 $2,565 ($1.28)

August 183 177 216 80 76 $218,028 $2,869 ($1.43)

September 215 124 152 131 133 $399,121 $3,001 ($1.50)

October 202 133 184 92 123 $354,798 $2,885 ($1.44)

November 194 200 96 160 29 $77,730 $2,680 ($1.34)

December 127 164 76 101 17 $37,520 $2,207 ($1.10)

1,974 1,389 1,497 1,216 978 $2,538,972 $2,596 ($1.30)



manner,” LeBlanc said. 
It’s been indicated to LeBlanc that these new broom corn import

permits will be distributed in a timely manner to importers. 
LeBlanc also said there are problems with recent U.S. govern-

ment statistics that are currently being worked out. 
“Any broom straw that has been (imported) during the last sever-

al months has been counted as ‘other’ instead of ‘broom corn,’” he
explained. “The 12 imported tons figure reported (from Mexico) in
December is probably not that far off of the actual number. I don’t
think (the recent issue with broom straw) has substantially influ-
enced the reported import numbers as of yet because business and
importing broom corn have both been slow. However, this should be
corrected so to have accurate import numbers in the future.” 

Regarding the future state of Mexican broom corn production,
LeBlanc has received word from processors that Mexican farmers
plan to plant more broom corn in 2009. There is a problem, how-
ever, that is causing concern. 

“Violence in the Torreon area has not gone away. A lot of people
we depend on to get these crops in are planning to use local contrac-
tors. This has never been done before, so it will be interesting to see
how it all affects the amount of broom corn that actually comes
across (to the United States) as well as the level of quality,” he said.

As of February 20, LeBlanc added that despite low demand,
Mexican broom corn prices are starting to move higher. 

“My guess is that they will continue to move up until additional
broom corn becomes available — if there is any kind of demand at
all,” he said.

Richard Caddy of R.E. Caddy & Co., Inc., in Greensboro,
NC, said he suspects that the broom corn which reportedly came
from Chile in December was probably some other material. If this
is the case, then only 12 actual short tons of broom corn were
imported during the 12th month of 2008. 

Caddy said it’s disappointing to see such a low import number.
He added that his company was fairly busy regarding business
activity in February. 

“However, we (R.E. Caddy) are not bringing in the same amount
of broom corn inventory compared to one or two years ago,” Caddy
said. “The demand for broom corn is just not as large as in the past.”

He added that 2008 was the first year he has seen where the final
yearly figure fell below the 1,000 short ton mark.

“One thousand tons were once a good monthly figure not that
many years ago,” Caddy said. “The annual figure for 2008 (at 978
short tons) is pretty weak.” 

There is hope, however, that more broom corn will be planted in
the Torreon region of Mexico for 2009 compared to the previous year.
Caddy said this hope is due to two main issues. One is that current
broom corn pricing in Mexico has remained high. The second issue
is that the price for other cash crops, such as corn used for ethanol pro-
duction, has dropped in recent months. Mexican farmers, therefore,
may be more willing to grow additional acres of broom corn.

Another piece of welcoming news is that as of February 18,

Caddy has experienced some Mexican broom corn price relief.
“We have seen minor concessions, allowing for a small price

drop. There are those selling broom corn in Mexico who are real-
izing that business is slow on a worldwide scale. Like a lot of peo-
ple, they need money and have come down a few cents a pound
for their (broom corn),” Caddy said.

Caddy also addressed the current state of the yucca fiber market,
explaining that pricing remains stable and lead times near two weeks.

Tim Monahan of The Thomas Monahan Co., in Arcola, IL,
said he expected U.S. broom corn import figures for November
and December to be low, but not to the point where only 46 short
tons came across the border during the two-month period. He feels
the slow U.S. economy is a major culprit for these low figures. 

“The biggest surprise to me is that usually during a recession, we
(in the broom industry) don’t suffer as much. However, these low
tonnage figures indicate a lot of pain with the economy,” Monahan
said. “Nobody really seems to know what to do. I would say these
low import figures reflect a poor economy and poor business. 

“There are not a lot of broom orders taking place right now. This
can be expected during the months of November and December,
but it’s even lower than what we ordinarily see.”

When interviewed on February 17, Monahan reported that it
will be a couple of weeks before farmers in the Torreon region of
Mexico begin to plant broom corn again. He added there is an
assumption taking place that since prices for other crops have
come down, this will lead Mexican growers to plant more fields of
broom corn in the spring. 

“However, we won’t know for sure how much broom corn to
expect until planting actually takes place,” Monahan explained.
“The weather can also always change things.

“If the new crop comes in larger, and at a lower price, then I
think this will help lower future broom corn prices.”

As of the middle of February, Monahan added that Mexican
prices have come down a few cents per pound. It’s his feeling that
broom corn demand will stay low for awhile. He suspects there is
currently more supply available than demand. 
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For Sale: Small brush wire manufacturing facility, materials
stainless, brass, bronze, nickel, silver, low and high carbon steel,
straight and crimped.  Dimensions .0025 to .010.  Call 203-313-
8379 or 203-364-1908.
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