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CARLSON TOOL AND MACHINE COMPANY
70 Years of Building Reliable Brush Machines.

TWO HEADS ARE BETTER THEN ONE. The Model BFx5
with Two Opposite Size Tufting Heads is Attracting Attention.

THE NEW MODEL BFx5 ULTRA FLEXIBLE STAPLE SET MACHINE Designed for
Custom Brush Makers to Develop Prototypes and Quick Run Products. Vertical Tufting,
Flare Tufting, Round Rotary Patterns and Cylinder Brushes all on the Same Machine.
Simple and easy to fixture up most any brush and to adapt to your own tooling. Hole
ranges from .060 to over 3/8" diameter, filament picking from 1.25 to 14" long bundles.
Center drill-only cycle or drill and auto shift to a tufting head. Some pattern generation

and teach-mode pattern development. Variable speed drive up to 300 holes a minute
depending on pattern. Industrial custom PC with multi-axis motion card,

Lenze personality chip Servo Drives, touch screen, Windows 2000 and
Carlson operating software. Contact Carlson Tool and Machine Co., 

the only American Brush Machine Builder, for more details.

Custom 
Brushes 

Made Quick 
and Easy!

Balanced by
Performance and 

Reliability.

A Proud Member of the ABMA and CBMA

2300 Gary Lane — Geneva, I l l inios 60134 USA
630.232.2460 — F: 630.232.2016 — E-MAIL: sales@carlson-tool.com

CarlsonCarlson
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Pictured above is the Glendale, NY, staff of FM Brush Company, Inc.

By Rick Mullen
Broom, Brush & Mop

Associate Editor

Celebrating its 80th year in business, FM Brush Company,
Inc., of Glendale, NY, located in the borough of Queens
in New York City, is a leading manufacturer of artist, cos-

metic, surgical, ceramic, craft and custom made brushes distrib-
uted in the global marketplace.

The closely held, family-owned corpora-
tion was founded in 1929 by Frederick
Mink Sr. When it opened in 1929, in
Brooklyn, NY, the company employed 3
people. Today, FM Brush has about 400
employees, including those at the compa-
ny’s facility in Thailand.

“My grandfather started the company
and my father spent his life in it,” said cur-
rent President/CEO Frederick Mink dur-
ing a recent interview with Broom, Brush
& Mop. “I have been here for 40 years.

“My brother (Vice President Jeff Mink)
is my partner and my son (Vice President
of Sales Gregory Mink) and daughter
(Director of Retail Sales Jacqueline Mink Cooper) represent
the fourth generation.

“We started out as a private label artist brush manufacturer to
make brushes for other brush companies. In those days, paint-
brush companies were the prime targets because they had the sales
staff but they didn’t have the wherewithal to make artist brushes,

and we did.
“We still do a significant amount of private label custom manu-

facturing. I emphasize ‘custom,’ because private label means I
have a standard brush line, I take my name off, I put your name on
— that’s private label. But, for FM Brush, we have a standard
brush line with our name and we very seldom take our name off
and put on someone else’s name. Most of the time we custom
design brushes for the customer, so the customer will have his or

her own brush line.” 
Today, FM Brush services the cosmetic,

artist, theatrical, medical, school and craft
industries. Under the company’s corporate
umbrella, are two divisions and an over-
seas subsidiary in Thailand. They are:
nn Dynasty® Brush, Inc. — The

Dynasty Division includes artist, surgical,
ceramic, craft, and hobby brushes targeting
the individual artist, educational and retail
markets globally. The Dynasty brand offers
a wide variety of brushes to fit every budg-
et, from red sable kolinsky, quills,
Symmetry, and Black Gold® brushes to
special value priced Eye of Tiger, Dynasty
Canister and Faux Squirrel brushes;
nn Beauty Strokes®, Inc. — The

Beauty Strokes Division provides consumers and retailers with a
complete line of cosmetic brushes. Beauty Strokes state-of-the-art
lineup includes the following brushes: Face Powder, Powder
Foundation & Bronzer, Cheek Blusher, Wet/Dry & Concealer,
Lash & Brow, Line & Define, Crease Definer, Hi-Lite Blender,

2009 is the 80th Anniversary of FM Brush
Co., founded in 1929 by Frederick Mink Sr.
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Basic Shadow, Shadow Smudger,
Foundation Liquid/Cream and Lip.

The Beauty Strokes Division also offers
Mineral Optics®, a unique brush program
designed for, but not limited to, mineral
makeup. Six cosmetic brushes are offered
in the product line, of which three are optic
brushes, two are finishing eye brushes and
one is a brow groomer. Mineral makeup is
typically a loose powder that does not
include talc; and,
nn FM Brush Thailand Co., Ltd. — FM

Brush Thailand is a wholly owned sub-
sidiary of FM Brush established in 1987 in
Chiang Mai, about 900 kilometers north of
Bangkok. 

Onshore/Offshore — A Global Strategy

The expansion of manufacturing
capabilities to Asia has afforded
FM Brush the ability to expand its product lines and be

competitive in the marketplace while maintaining its U.S. manu-
facturing standards.

“Basically, all the major manufacturers of artist brushes have
gone offshore,” Frederick Mink said. “I can’t fault them. We just
did it a little differently. Instead of turning our U.S. factory into a
warehouse and becoming a distributor for an offshore company,

we built our own offshore company and
kept our domestic company. We can still
say a number of our brushes are made in
the USA, and this is important, particular-
ly with the local people.”

By establishing an offshore presence in
addition to its U.S. facility, FM Brush has
successfully managed to continue to be
able to offer brushes at several price points
and still maintain a high level of quality
and innovation.

“We built the Thailand facility 25 years
ago to give us the ability to match the pric-
ing that Asia was creating,” Mink said.
“Because our artist brushes are handmade,
we are very labor intensive.”

By operating both an onshore and an off-
shore facility, FM Brush is able to glean
benefits unique to the two locations. For
example, FM Brush’s substantial inventory
and stateside presence gives it an edge in

terms of being able to deliver to companies that cannot or are
unwilling to wait for product to arrive from overseas. 

“Many companies that are importing from Asia are waiting a
significant period of time to get their brushes,” Mink said. “Some
companies will use us as a ‘fill-in.’ While on the surface, being a
fill-in is not necessarily conducive to building long-term relation-
ships, getting our foot in the door gives us the opportunity to
expand that position.”

After using FM Brush as a ‘fill-in,’ some customers continue the
relationship after being exposed to the company’s high quality

product lines and services.
“We don’t sell on price, but at the same token, we don’t gouge,”

Mink said. “For example, if someone who is purchasing brushes
from Asia expresses an interest in doing business with us, we will
sit down and develop a program together. He will get the product
he needs. It will likely be a little more expensive than what he is
paying, but he will have no rejects, no problems with delivery,
and, if he needs help, he can pick up the phone and we are there.”

Mink went on to explain that many times in the areas of quality
and delivery, FM Brush comes out on top of the competition in the
artist brush marketplace.

“The competition is mostly foreign and with the quality issue
and the delivery issue, we win,” he said. “When it comes to pric-
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Phenomenal output: up to 1,500 picks per
minute—zero index time

Reduced injection mold cycle times

Boucherie patented anchorless technology

Product Features
Dramatic reduction in costs of materials

Innovative designs possible using two
component technology

Ecologically friendly; less plastic,
less energy required

Product is recyclable, no metal component
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Award ‘08OF
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Cali, Colombia � Telephone 57-2-333-6873
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““IInnsstteeaadd ooff ttuurrnniinngg oouurr UU..SS.. ffaaccttoorryy iinnttoo aa
wwaarreehhoouussee aanndd bbeeccoommiinngg aa ddiissttrriibbuuttoorr ffoorr
aann ooffffsshhoorree ccoommppaannyy,, wwee bbuuiilltt oouurr oowwnn

ooffffsshhoorree ccoommppaannyy aanndd kkeepptt oouurr ddoommeessttiicc
ccoommppaannyy.. WWee ccaann ssttiillll ssaayy aa nnuummbbeerr ooff
oouurr bbrruusshheess aarree mmaaddee iinn tthhee UUSSAA,, aanndd
tthhiiss iiss iimmppoorrttaanntt,, ppaarrttiiccuullaarrllyy wwiitthh tthhee

llooccaall ppeeooppllee..””

President/CEO Frederick Mink

Pictured above with his bride is founder of the
company, Frederick Mink, Sr.
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ing, they win. If somebody is interested in
price only, there is not much we can do for
him.

“I have always said the most expensive
brush you will ever buy is a cheap brush,
because you keep buying it over and over

again. We believe quality and reasonable
pricing go hand-in-hand. We believe in
being able to provide a quality domestic
product to the domestic market.”

On the other side of the coin, or ocean, in
this case, FM Brush Thailand has its own

unique functions and advantages that com-
plete the overall corporate global mission.
The Thailand facility serves about 27
countries around the world.

“FM Brush Thailand is similar to our
New York operation, except there is less
emphasis on the custom side of the busi-
ness and more emphasis on the name brand
and true private label side,” Mink said. “It
is vertically integrated. FM Brush Thailand
produces its own ferrules and handles. It
processes its own natural and synthetic
fibers.

“My charter for the corporate future is to
replace natural hair with synthetics. In
Thailand, we custom blend and process the
synthetics that we need to take the pressure
off animal hair.”

FM Brush works closely with the U.S.
Consumer Product Safety Commission to
ensure its products are safe and meet the
highest standards.

Good Citizens Of Mother Earth

Alarge part of FM Brush’s longevity
has to do with its reputation as a
company that produces some of

Pictured are back row left President/CEO Frederick Mink, Vice President Jeff Mink; front row
Director of Retail Sales Jacqueline Mink Cooper, and Vice President of Sales Gregory Mink.
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the highest quality artist brushes in the
world. With its onshore location in New
York City, the company has gained first-
hand knowledge from professionals in the
artist, theatrical and cosmetic communi-
ties, all of which have a huge presence in
the Big Apple.

It is also fitting that a company that
makes “artist” brushes also considers the
brush making process an art form. The
company maintains its tradition of making
brushes by hand. Although making brushes
by hand may sound old-fashioned, FM
Brush’s operation is anything but, as the
company aggressively embraces the latest
in technology and innovation, such as the
development of techno-synthetics.

The company’s drive to innovate is moti-
vated by the need to keep up with techno-
logical advances in cosmetics and paint
and the desire to be as ecologically friend-
ly as possible.

FM Brush’s more than 18 patents on
brush styles created by the company’s
design team is testimony to its dedication
and ability to be in the forefront of innova-
tion. The company has two basic product
programs called “Elite Designs” and
“Moderate Selections.”

The Elite Designs program features the
company’s high-end brushes made with the
finest materials available and designed for
highly skilled end-users.

The Moderate Selections program fea-
tures quality brushes made with more com-
monly available natural hairs and with cost
considerations in mind.

Although it is FM Brush’s goal to con-
tinue to replace natural hair with synthet-
ics, the company still uses hair from such
animals as goats, squirrels, ponies, sables
and others to make its wide array of brush-
es.

“Because the world’s population contin-

ues to grow, the world’s animal population
is under pressure,” Mink said. “We are eco-
logically friendly because no animal is
killed or tortured for an artist brush.”

FM Brush’s colorfully named lineup of
brushes includes the Black Gold® Whale’s
Tail brush, with its V-shaped bristles. This
versatile brush is used by artists and craft
people to paint pine and palm trees, flow-
ers, leaves, plaids, ribbon candy and cre-
ative borders, among others. The Black
Gold Butterfly brush helps in creating
unique textures and designs. The Mastodon
brush is made from a superior synthetic for
long-lasting endurance. The Golden Stag®
brush is designed for heavy bodied paint.
These and many other brushes under the
Dynasty and Beauty Stroke divisions give
FM Brush’s customers different products
designed for the many specific functions
for which artist brushes are used.

“We have patented brushes with unique

““II hhaavvee aallwwaayyss ssaaiidd tthhee mmoosstt eexxppeennssiivvee bbrruusshh yyoouu wwiillll eevveerr bbuuyy iiss aa cchheeaapp bbrruusshh,, bbeeccaauussee yyoouu
kkeeeepp bbuuyyiinngg iitt oovveerr aanndd oovveerr aaggaaiinn.. WWee bbeelliieevvee qquuaalliittyy aanndd rreeaassoonnaabbllee pprriicciinngg ggoo hhaanndd--iinn--hhaanndd..

WWee bbeelliieevvee iinn bbeeiinngg aabbllee ttoo pprroovviiddee aa qquuaalliittyy ddoommeessttiicc pprroodduucctt ttoo tthhee ddoommeessttiicc mmaarrkkeett..””

President/CEO Frederick Mink
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shapes for unique applications,” Mink said. “We are constantly
looking at different ways of applying cosmetics or paint or any-
thing that requires a brush as the applicator to move the product.”

One of the reasons that FM Brush’s expertise in innovation
gives it an edge in the marketplaces it serves is the ever-changing
and technological advancements in paint and cosmetic formula-

tions. Because technology continues to advance in these areas, the
need to continue to develop synthetics is critical to remain in the
forefront when it comes to developing new and innovative prod-
ucts.

“If you really want to maximize your applicator to the product
you are using, you have to go into synthetics,” he said. “Natural
hair does not change. With synthetics, we can control taper ratios,
diameters and other factors, which will result in better types of
materials to match a particular paint, for example. We can control
the waviness of the synthetic. We can also add micro-biological
preventatives to synthetics.”

All of FM Brush’s raw materials come from renewable sources.
The company partners with suppliers whose handles come from
managed wood reforestation programs.

“We are looking at different handle materials to become more
green and put down less of a carbon footprint,” Mink said. “I am
not so convinced that bamboo handles will replace hardwood or

that acrylics that dissolve in time will be the
total answer, but we are definitely looking in
all directions. I have a background in physics
and my brother (Jeff Mink) has a background
in chemistry. We have a tendency to add a lit-
tle more ‘flavor’ to the brush segment of our
industry.

“We offer what we think is the top of the
line in terms of artist brush production in the
world, as well as the most innovative. I have
traveled to brush companies all over the world

and I am still looking for new ideas.”
FM Brush supports programs such as Art in Education, Free

Arts New York City, Friends of the Asian Elephants (FAE) and
Save the Gorillas.

Free Arts New York City provides under-served children and
families with a combination of educational arts and mentoring
programs that help them foster the self-confidence and resiliency
needed to realize their fullest potential.

Friends of the Asian Elephant is dedicated to promoting conser-
vation of elephants and providing treatments, rehabilitation, and
rescue for sick, injured and maltreated elephants. At the FAE hos-
pital in Thailand, elephants receive professional treatment. 

FM Brush has also been involved in raising money for the Dian
Fossey Mountain Gorilla Fund. Fossey was an American zoologist
who studied gorilla groups over an 18-year period in the mountain
forests of Rwanda, Africa. She was murdered in the bedroom of
her cabin in Rwanda on Dec. 26, 1985. Her murder has never been
solved. She was the author of Gorillas In The Mist. She was

played by actress Sigourney Weaver in the 1988 movie, Gorillas
in the Mist: The Story of Dian Fossey.   

Mink praised his daughter, Director of Retail Sales Jacqueline
Mink Cooper, for her efforts involving FAE, and the development
of synthetics to save such animals as squirrels and sable, among
other projects.

“She is the one who set up programs to save squirrels and to
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““BBeeccaauussee tthhee wwoorrlldd’’ss ppooppuullaattiioonn ccoonnttiinnuueess ttoo ggrrooww,,
tthhee wwoorrlldd’’ss aanniimmaall ppooppuullaattiioonn iiss uunnddeerr pprreessssuurree.. WWee
aarree eeccoollooggiiccaallllyy ffrriieennddllyy bbeeccaauussee nnoo aanniimmaall iiss kkiilllleedd oorr

ttoorrttuurreedd ffoorr aann aarrttiisstt bbrruusshh..””

President/CEO Frederick Mink

““IInn oouurr ccuussttoommeerr sseerrvviiccee aanndd ssaalleess 
ooppeerraattiioonnss,, wwee pprraaccttiiccee tthhee oonnllyy pprriinncciippllee

tthhaatt wwoorrkkss:: ppeeooppllee--ttoo--ppeeooppllee ccoonnttaacctt..
WWhheenn ssoommeebbooddyy ccaallllss uuss,, wwee aannsswweerr rriigghhtt

aawwaayy.. WWhheenn ssoommeebbooddyy ee--mmaaiillss uuss,, wwee
aannsswweerr rriigghhtt aawwaayy.. IItt iiss tthhaatt ffaasstt 

ppeerrssoonn--ttoo--ppeerrssoonn rreessppoonnssee tthhaatt aalllloowwss
ppeeooppllee ttoo bbeeccoommee ccoonnffiiddeenntt tthhaatt tthheeiirr

ssuupppplliieerr iiss iinntteerreesstteedd iinn tthheeiirr pprroobblleemmss..””

President/CEO Frederick Mink
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contribute to the elephant hos-
pital in Thailand. She is also the
one who came up with imitation
sable hair to save the sables,”
Mink said. “She is my helper
who absolutely leads the way in
our efforts to develop synthetics
to save animals.”

Family, Personalized Service,
Not Clichés At FM Brush

Many companies talk
about establishing a
“family” corporate

atmosphere or culture, as well
as insisting on personalized
customer service. At FM Brush,
such ideas are serious business.
In other words, FM Brush
walks the talk.

Indeed, as the company celebrates its 80th anniversary this year,
Mink reflected on how much times have changed since the com-
pany was founded and how much its employees and customer
service have meant to the success of the company.

“In 1929 (the year FM Brush was founded), the typewriter, the
telephone and the pencil sharpener were the technological marvels
of the day,” Mink said. “Today, of course, with computers and e-

mail, fax machines, electronic
invoicing and electronic
billing, business is significantly
different and quicker. We live
in a much faster-paced world.”

In recognition of FM Brush’s
eight decades of doing business
in New York City, the New York
Times ran a story about the
company in its May 19 edition.

“To celebrate our 80th
anniversary, we have been
offering special deals on our
products, and will continue to
do so throughout the year,”
Cooper said.

When it comes to customer
service, the company has stuck

to its core principle of person-
alized service.

“In our customer service
and sales operations, we practice the only principle that works:
people-to-people contact,” Mink said. “When somebody calls us,
we answer right away. When somebody e-mails us, we answer
right away. It is that fast person-to-person response that allows
people to become confident that their supplier, FM Brush, is inter-
ested in their problems and is taking care of their business for
them.

Judy Camus, who has been an employee of FM Brush for 34 years,
manages the packaging department.
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“The company’s success is built on the 80 years of experience
that we have. It is built on our commitment to quality, personal-
ized service, innovation, maintaining pricing and being in a com-
petitive position in the marketplace.”

FM Brush’s “family” of loyal, skillful
and dedicated employees have also been
instrumental in the company’s ongoing
success.

“I look around my office and I see my
family members and the people who are
my ‘adopted’ family members,” Mink said.
“We have wonderful staff members here,
including Director of Marketing
Veronica Towey, Director of Cosmetic
Sales Maryanne Gulitti and Director of
Brush Manufacturing and Finishing
Norman Martin.

“Our Thailand operation is run by
(Managing Director) Abe Grossman,
who has spent 50 years of his life in the
artist brush business. Between (Grossman)
and I, we are approaching 100 years of
brush technology experience.”

As a testimony to the company’s “fami-
ly-style” corporate culture and the dedica-
tion of its staff, many employees have been
with the company for 20 years or longer.

“The employees that we have, both in
New York and Thailand, are wonderful,
dedicated people. Many of them have been
with us for 20, 25 and 30 years,” Mink said.
“We opened the Thailand factory 25 years
ago and we have more than 50 people who
have celebrated 20th anniversaries with us.
We have virtually no turnover. Once a per-
son has found a home with FM Brush and
the Mink family, he or she is here to stay.
We really treat our employees as family
and rely on them to help us grow and stay
the course.

“There are no private offices here in
Glendale. Everybody works together. As
the president of the company, I sit behind a
desk and I look over at my son, my daugh-
ter, my marketing people, my accounting
people — they are all right here with me
and we are very informal. It is a lot of no
ties, no jackets, roll up your sleeves and
have some fun.”

Cooper added: “From the person who answers the phone to the
person who ships the product, everyone is important within the
company. Anytime there is a question, everyone is so willing to
help. People smile and are friendly to one another. I can’t imagine

P.O. Box 330065
Fort Worth, Texas 76133 USA

Brand Handles and Dowels
Honduran and Domestic Pine 

Hardwoods

Phone: 817-361-8180      Fax: 817-361-8658
E-mail: amerwood@sbcglobal.net

800-442-6353
(800-4-HANDLE)

““TThheerree aarree nnoo pprriivvaattee ooffffiicceess hheerree iinn GGlleennddaallee.. EEvveerryybbooddyy wwoorrkkss ttooggeetthheerr.. AAss tthhee
pprreessiiddeenntt ooff tthhee ccoommppaannyy,, II ssiitt bbeehhiinndd aa ddeesskk aanndd II llooookk oovveerr aatt mmyy ssoonn,, 

mmyy ddaauugghhtteerr,, mmyy mmaarrkkeettiinngg ppeeooppllee,, mmyy aaccccoouunnttiinngg ppeeooppllee —— tthheeyy aarree aallll 
rriigghhtt hheerree wwiitthh mmee aanndd wwee aarree vveerryy iinnffoorrmmaall.. IItt iiss aa lloott ooff nnoo ttiieess,, 

nnoo jjaacckkeettss,, rroollll uupp yyoouurr sslleeeevveess aanndd hhaavvee ssoommee ffuunn..””

President/CEO Frederick Mink
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what it would be like without the employees that we have.”
As FM Brush embarks on its next 80 years in business, the future

looks bright.`
“There will always be schools, so there will always be a need for art

materials. There will always be artists and people who love crafts.
Ladies like to look beautiful, so cosmetics will always be there as well.
Everything is very positive from our standpoint,” Mink said.

Contact: FM Brush Company, Inc., 70-02 72nd Place, Glendale, NY
11385. Phone: 718-821-5939; Fax: 718-821-2385. Web sites:

www.fmbrush.com., www.fmtbrush.com., www.dynastybrush.com.
www.beautystrokes.com., E-mail: info@fmbrush.com.

Pictured above is the 80th Anniversary logo for the Dynasty® Division 
of FM Brush Company which features artist, surgical, ceramic,

craft and hobby brushes.
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Get The Right Connection

MOP & BROOM TIPS, EXTENSIONS
AND ADAPTORS BY... DECO

Deco Standard Tips
Juno Tips

5399
(Patented)

Available With Your Company Logo

Customized

For: Wood, Fiberglass& Metal Handles
  We Offer:
• Die Casting
• Powder Coating
• Plating
• Engineering Services

Call Us Today:

1-800-327-9751
1-563-382-4264

Fax: 1-563-382-9845
Deco Products Company

506 Sanford Street
Decorah, Iowa 52101

Visit Our Web Site At: www.decoprod.com
email / jraptes@decoprod.com

Our Facility is
9001 : 2000

Registered Keeping
Deco A Leader In

The Field

WHEN YOUR 
BROOMS & MOPS 
NEED TO BE 
STREET TOUGH

As they say "The Market 
Is Tough" and so are 
Deco's Mop & Broom 
Tips, Extensions & 
Adaptors.

With Deco you have the 
right connection on the 
street with which to 
attach your handles.

Deco's quality tips, 
extensions and adaptors 
are die cast from certified 
zinc alloy, one of nature's 
most impact resistant 
metals. You can order 
standard ACME or your 
own custom threading in 
a wide range of tapers, 
shapes and styles.

So when you need a 
tough connection on the 
end of your handle get in 
the ring with Deco. 
Custom or standard tips 
for brooms and mops. 
Deco gives you clout.

With Modified
3/4 - 5 Standard
ACME Thread
OD .937 - ID .812
Length 2.562

80245252
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By Harrell Kerkhoff
Broom, Brush & Mop Editor

Although challenges with supply and price 
continue to be a concern, demand remains 

reasonably good for many types of natural and
synthetic fibers/filaments that are used in the 

production of brushes, brooms, mops and 
related cleaning items. 

BBrroooomm,, BBrruusshh && MMoopp MMaaggaazziinnee recently 
interviewed several well-known suppliers/

manufacturers of fibers/filaments to find out
more about their successes and challenges in
today’s competitive worldwide marketplace.

Celebrating its 30th anniversary in 2009, Brush Fibers,
Inc., of Arcola, IL, continues to focus on providing qual-
ity customer service and being able to ship a wide variety

of natural and synthetic fiber/filament materials in a timely fash-
ion.  

Natural fibers provided by the
company include various types of
tampico, palmyra, sherbro, coco,
arenga, bassine, rice root and
horsehair. Synthetic filaments
include polypropylene, poly-
styrene, PVC, PET, nylon and
wire. The company also supplies
foam and solid plastic brush
blocks. 

Brush Fibers President Chris Monahan noted that natural
fibers and PET filament are in higher demand at the current time
due to their environmentally friendly attributes. This is because
natural fibers are considered a renewable resource, while PET is
made from recycled plastic soda and water bottles.

“‘Recycling’ and ‘green’ are becoming important buzz words.

Filling this need is a growing area for us,” Monahan said. 
Brush Fibers’various offerings are used to make brush and broom

products found in different markets, such as retail, household, jani-
torial/sanitary and industrial segments. These products include
angle and push brooms as well as car wash and industrial brushes.

Carrying a complete line of fibers/filaments for customers has
helped Brush Fibers maintain business in 2009. The company has
multiple warehousing facilities in North America and a centralized
headquarters in Arcola, which is located in Central Illinois. In
addition, Brush Fibers has its own fleet of trucks and can combine
orders with The Thomas Monahan Company, Monahan Filaments
and Handles USA to reduce shipping costs for customers. 

Monahan said his business remains committed to customer
service.

“A consistent policy of efficiently shipping products within 24
hours and keeping a large stock of inventory at competitive prices
continues to provide opportunities for our company,” he
explained. “Customers appreciate this effort, which includes our
ability at Brush Fibers to place quite a few different orders in one
shipment to save on freight costs.

“Brush Fibers will continue to concentrate on natural fibers and
polypropylene and polystyrene
from Arcola, which will allow
Monahan Filaments to invest
more heavily in highly engi-
neered filaments.”

Monahan added that he is
optimistic about the future of the
various customers his company
services despite current econom-
ic problems being experienced in
many regions of the world. 

“I feel the outlook is going to be OK for U.S. brush manufactur-
ers. It is a difficult time but they have done a good job of adapting
to changing market conditions and foreign competition,” he said.
“Business has been slower due to the economy, but we have start-
ed to see increases the last month or two.”

As a domestic supplier, Monahan said his company has been

“A consistent policy of efficiently 
shipping products within 24 hours and
keeping a large stock of inventory at

competitive prices continues to provide
opportunities for our company.”

Chris Monahan, Brush Fibers
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• 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.

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

aided by the fact that some U.S. manufacturers who have tradi-
tionally imported many of their raw material items from sources
located overseas have turned to Brush Fibers instead.

“It’s very difficult right now for these companies to forecast and
manage their inventories given such long lead times overseas and
uncertain sales domestically. This has helped us as we can ship
much quicker and help alleviate some of the inventory and financ-
ing burdens,” he explained. “Hopefully in the coming months a
better economy is going to be the main driver for a lot of business.
It’s important to get consumer spending back on track as well as
domestic manufacturing. Even the stimulus package could help
with more highway projects and construction taking place.”

Contact: Brush Fibers, Inc., 202 N. Oak St., Arcola, IL 61910.
Phone: 217-268-3012; Fax: 217-268-3245. 

E-mail: chris@brushfibers.com.

Several recent changes have taken place at Monahan
Filaments that are designed to better position the company
heading into the second decade of the 21st century. 

Monahan Filaments produces such items as nylon 6, 6.6, 6.10,
6.12; polyester, PBT and PET (including post-consumer PET fila-
ment primarily made from soda and water bottle waste),
polypropylene and polyethylene.

These products are sought after for the production of a wide
variety of brushes including oral care and cosmetic products,
using primarily 6.12 nylon filament; industrial brushes, which
contain various types of polyesters and nylons; and paintbrushes
that also use polyester and nylon filament.

Along with Monahan Filaments’ existing location in
Middlebury, VT, a plant is now in operation in Arcola, IL. This
48,000-square-foot facility has begun operations with the produc-
tion of filament for customers in the oral care marketplace as well
as nylons and polyesters for industrial accounts. 

By opening its Arcola facility, Monahan Filaments Director of
Sales & Marketing Brian Crawford said the company is able to
expand its oral care product offering, become closer to key cus-
tomers and to better provide just-in-time service. 

A new joint venture has also been announced. Tai Hing Nylon
Filament Products Co., Ltd., of Hong Kong and Monahan
Filaments have reached an agreement to cross-market products in

their respective markets where it makes sense to those markets and
customers. Tai Hing, known for its Lasson brand of nylon prod-
ucts, operates an ISO 9001-certified facility in Zhanjiang, China,
and is planning to move into a new and larger facility in Shenzhen
later this year. This will allow for a doubling of capacity.  

In addition to nylon 6, 6.6, and 6.12, Tai Hing produces poly-
ester and has the capability of chemical tipping or tapering these

“...there is definitely more demand for
recycled polyester due to more 

customers seeking environmentally
friendly products.”

Brian Crawford, Monahan Filaments
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Royal Paint Roller

Royal Paint Roller — a name known in the industry for over
35 years for top quality products, fine service and competitive prices.

Manufacturer of paint rollers in ALL SIZES—from Slim Jim to Jumbo 21⁄4”
I.D. in VARIETY OF FABRICS—including lambskin, kodel, lambswool,
synthetic blends & “Lint Free” woven line.

Also a complete line of frames, trays, paint brushes & painting accessories for
the professional and Do-It-Yourself markets.

Specializing in private labeling at competitive prices.

ROYAL PAINT ROLLER
248 Wyandanch Avenue 

West Babylon, N.Y. 11704
Tel: (631) 643-8012  •   Fax: (631) 253-9428

filaments for paint and industrial markets.  
“The range of products produced by Tai Hing fits nicely into our

product assortment for all markets in North America and together,
the offering of both companies complements each other,”
Crawford said. “We feel that with this association, (Monahan
Filaments) will be bringing not only value, but value with the
highest quality, to our customers here.”   

When interviewed in mid-July, Crawford said that overall,
demand for synthetic filaments seems to be increasing as have the
amount of inquiries and quotations being presented. 

“Orders have been on the light side during parts of 2009, but
demand is still there for polyester and nylon filament. It’s just not
as strong as in past
years. However, there
is definitely more
demand for recycled
polyester due to more
customers seeking
e n v i r o n m e n t a l l y
friendly products,” he
said. 

Monahan Filaments also continues to heavily focus on provid-
ing solid customer service. Crawford said customers can depend
on working with company representatives who know products and
end-applications.

“I think a lot of people in the (brush) industry are cautiously
optimistic. There are bright spots. You just have to keep pushing.
Customers are wanting lower prices and shorter lead times. Many

of these customers don’t have materials in stock, nor do their cus-
tomers,” Crawford said. 

Contact: Monahan Filaments, 3046 Case St., Middlebury, VT
05753. Phone: 800-451-3448; Fax: 802-388-3522.

Web site: www.monahanfilaments.com.

Reporting on a good year thus far in 2009 are officials from
Proveedora Mexicana de Monofilamentos (PMM). The
company, based in Mexico City, Mexico, specializes in

the production of quality engineered synthetic monofilaments.
This includes nylon 6, 6-plus, 6.6, 6.10 and 6.12; polyester PBT,
polypropylene and polyethylene filaments. 

“The filaments we
offer are used for dif-
ferent applications
such as the production
of toothbrushes, inter-
dental brushes, cos-
metic brushes and a
wide variety of indus-
trial brushes meeting

different industrial applications,” PMM Sales Executive Sr.
Cynthia Sauza said. 

Other applications for PMM materials include the production of
hair, household and car washing brushes. 

Sauza noted that the synthetic filament in most demand at the
current time is nylon 

“For the markets we serve, nylon 6.12 is the most demanded

“We live by the rule that customer inquiries should be
solved within 24 hours...we offer a lead time of two

weeks after receiving a confirmed order...”

Cynthia Sauza, PMM
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material, which is mainly used for toothbrushes; although recent-
ly polyester PBT filaments are getting stronger for this and other
applications,” she said. 

Despite worldwide recessionary times, officials at PMM feel
fortunate in having customers who have remained faithful in their
business relationships with the company. 

“We are committed to our customers and will keep working in
order to collaborate with them during this difficult time,” Sauza
said. “There is no doubt that providing a combination of high
quality materials plus outstanding service is the general rule in any
market we serve. PMM has worked for more than 30 years, mak-
ing these two features its main objective in order to achieve a
competitive advantage. 

“In addition, our strengths include flexibility, innovation,
usage of high technology, employing multi-skilled employees
and providing personalized service. All of these values are pos-
sible thanks to the organization PMM has built as well as the
strength of our raw material and logistic suppliers. We have
built a very strong value chain and work everyday on these val-
ues.”

According to Sauza, officials at PMM are convinced that the
customer is the boss. Therefore, the company aligns its activities
and operation to better serve the customer base.

“For PMM, personalized service means all our customers,
no matter if they are big or small, are very important. We live
by the rule that customer inquiries should be solved within 24
hours. To make this possible, we have a very well integrated
team of sales executives who are happy to assist customers
with any requirement,” Sauza said. “We offer a lead time of
two weeks after receiving a confirmed order — without
delay.”

She added that PMM can accommodate small orders. This
means these customers can order just 50-pounds per material,
caliper and/or color. This helps customers reduce inventory levels
and support efficiency processes. 

“Finally, we have really good relationships with our suppliers.
Our activities are supported by these service oriented suppliers
who are well-known companies with many years of experience,”
Sauza said.

Innovation is also part of PMMs philosophy, she said. Company
officials know that there are many ways to innovate while supply-
ing different markets, investing in new equipment to improve
processes and hiring experts and consultants to better support the

company and its operation.
Currently, product innovation involves working on developing

a new line of colors for all materials PMM supplies, especially as
this pertains to nylon 6.12 filaments. In addition, the company has
recently developed high-tech materials and new profiles for tooth-
brushes and other applications. 

PMM was founded in 1976 as a privately-owned company. It
now has more than 30 years of experience in the production of
quality engineered synthetic monofilaments for different applica-
tions. The company achieved ISO 9001 certification in 1995 and
ISO 14001 certification in 2003. 

“Hard work and over 30 years of experience have allowed
PMM to become an important supplier to the brush industry,”
Sauza said. “Today’s global economic situation is affecting the
way companies are doing business. We know this clearly, and we
are determined to keep working on our company’s strengths to
face this phase.”

Concerning the future, she added that as joint ventures,
alliances and business integration have been key parts of the
recent business landscape, it’s the company’s belief that these
trends will continue in the following years. 

“Markets are changing, there are more competitors and cus-
tomers are innovating. Based on this, we are improving our serv-
ice. There is always something to improve,” Sauza said.
“However, we feel confident that PMM will keep growing and
developing new markets, similar to what has already taken
place.”

BROOM CAPS                       BRUSH and HANDLE FERRULES

MANUFACTURING INCORPORATED
P.O. Box 6505 Wolcott, CT 06716 Phone 203-879-1481
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Contact: Proveedora Mexicana de Monofilamentos (PMM) 
at the company’s toll free line for the 

United States and Canada: 1-877-202-9320 .
E-mail: pmm@pmm-mex.com.

Web site: www.pmmbrightline.com.

Specializing in the extrusion of polypropylene filament for
use in the brush and broom industries continues to be the
main focus for Keystone Plastics, located in South

Plainfield, NJ. This includes brushes and brooms used for indus-
trial applications as well as the home industry. 

“Keystone produces a full gamut of filaments that come in a
variety of diameters, crimps and colors,” Keystone Plastics Vice
President Michael Naftal said. “We manufacture heavy filament
for the street sweeping industry, while our finer diameter filaments
are used for industrial and household market brush applications.

“Pricing (for resin) fortunately came down, which has allowed
us to become more competitive. I also think some domestic busi-
ness has come back,” Naftal

said. “We have been able to become more competitive with prices
and now offer shorter lead times. Compared to suppliers from
overseas, our customers can receive their orders in a shorter time
frame. (Keystone) is also able to run smaller lots for people and
better cater to their needs. 

“The main challenge is keeping costs under control so we can
maintain the business we have. Hopefully resin costs will stay
under control. That is the biggest factor. We can control our labor
and most other costs, but we can’t control the cost of resin. It’s our
biggest burden.”

Providing specialized customer service has long been a strong
attribute for Keystone Plastics.  

“If a customer calls me to say that his company
absolutely must have something, I’m in the position
to make necessary changes in the factory to meet
that need. I can do this for both the street sweeping
as well as the fine filament side of our business,”
Naftal said. 

The company is also helped in this area by
Keystone Plastics Sales Manager Jack Moran,
who has over 20 years of experience in the brush
industry. Moran works closely with customers and
his efforts are focused on saving them money —
either on the transportation side or with fiber specifications.

Founded in 1945, company president Marvin Naftal has main-
tained Keystone Plastics as a family business with his two sons
also involved. Michael Naftal serves as vice president and has
been with Keystone since 1990. Brian Naftal works in operations
as well as sales and has been with the company since 1993. 

“We continue to work on producing filaments based on our cus-
tomers’ needs,” Michael Naftal said. “It’s important that we also

align ourselves with strong companies in order to achieve a bright
future.”

Contact: Keystone Plastics Inc., 
3451 South Clinton Ave., South Plainfield, NJ 07080. 

Phone: 800-635-5238; Fax: 908-561-3404. 
Web Site: www.keystonesweeperbrushes.com. 

Satisfying today’s customers who are looking for environ-
mentally friendly products continues to help fiber/filament
supplier Distribuidora Perfect, S.A. de C.V., of Mexico. 

The company supplies such materials as tampico, union fibers,
zacaton (rice root), PET, polypropylene and various types of mix-
tures. It can also provide bristle and horse hair that comes from
Mexico and China. 

Distribuidora Perfect’s Rodrigo Ripstein explained that
many of these fibers/filaments are used in brushes that are
designed for polishing, washing, waterproofing and other chores. 

He added a key characteristic of several types of natural fibers
is their resistance to high temperatures. Natural fibers/filaments

are also meeting today’s growing environmental
demands. As Ripstein explains: “What is more
eco-friendly than a brush containing a wood
block and natural filament?”

He noted that these types of products will nat-
urally decompose over a period of time once
their productive lives are finished. In other
words, they will not take up space in a landfill
for an extended period of time. 

“Products that meet ecological demands continue to grow in
popularity and provides a good opportunity for our company,”
Ripstein said. 

One of Distribuidora Perfect’s more popular items continues to
be tampico, which the company supplies in natural color or can
dye to various other colors. Ripstein added that tampico is a natu-
ral fiber that comes from Mexico. 

“Along with dyeing tampico, we can mix it with other materials
such as palmyra, union fiber, bassine, rice root, wire, nylon or
polypropylene,” he said.

It’s Ripstein’s opinion that there is no good substitute for tampi-
co fiber, as it possesses several essential qualities. These qualities

include a good memory, meaning the fiber will bounce back to its
original shape after being bent. Other benefits include a long life,
good absorption and abrasive qualities and it can withstand high
temperatures. 

“There are so many qualities in the same fiber,” Ripstein said.
“Tampico can be used in a wide variety of products, such as clean-
ing, toilet, dish, power and personal brushes, along with brooms.”

While offering various types of fibers/filaments, Distribuidora

“If a customer calls me to say that his company
absolutely must have something, I’m in the position

to make necessary changes in the factory to 
meet that need.”

Michael Naftal, Keystone Plastics

“We can advise on the proper usages of fiber —
which type of fiber should be chosen for the money

a customer wants to spend. We try to guide the 
customer to the right product for his or her 

particular operation, and can also give advice 
on what machinery works best with what fiber.”

Rodrigo Ripstein, Distribuidora Perfect
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Perfect officials also work hard to provide good lead times and
service. 

“We can advise on the proper usages of fiber — which type of
fiber should be chosen for the money a customer wants to spend.
We try to guide the customer to the right product for his or her par-
ticular operation, and can also give advice on what machinery
works best with what fiber,” Ripstein said. “We
strive to build long-term relationships and expand
to other markets.”

Representatives of Distribuidora Perfect also
attend various industry-related trade shows to meet
with both current as well as potential customers.
Ripstein said it’s important that his company con-
tinues to provide quality products and customer
service in an effort to give its customers true value
for their money. 

Distribuidora Perfect was founded in 1946 as a
brush maker for the Mexican market. It remains a specialist in pro-
ducing such products as paintbrushes, paint rollers, power brushes
and scrub brushes. It began processing tampico fiber approximate-
ly 27 years ago and started selling it to other companies 8 years
ago. 

Whether selling a finished product or fiber, Ripstein said it’s a
company objective to look for ways to lower costs while using
new production technologies. To better serve the U.S. market,
Distribuidora Perfect now has a warehouse in New Jersey that fea-
tures a large inventory. The company has also updated its tampico
processing machinery and added new products such as zacaton
(rice root). 

Although today’s economic challenges continue within many
sectors of business, Ripstein said he remains optimistic about the
brush and broom industry, as well as the future of his own compa-
ny. 

“It’s important to return to the basics and be creative within the
marketplace,” he explained. “Our company continues to grow and
provide good service.” 
Contact: Distribuidora Perfect, S.A. de C.V., Calle 4 # 32, Fracc.

Ind. Naucalpan, Edo. De Mexico, Mexico, C.P. 53370. Phone:
011 52 55 53 87 04 23  AL 30; 
Fax: 011 52 55 53 58  89 29.

E-Mail: rrk@brochasperfect.com.mx.
Web site:www.brochasperfect.com.mx.

PelRay International, LLC, supplies a wide variety of fiber
for various types of brushes, brooms and mops. 

“Last October, PelRay International was formed and bought the
assets and accounts of Amex International,” PelRay
International CFO Bart Pelton explained. “PelRay has a much
stronger capital structure which I feel allows us to keep better
inventories and make improvements in customer service.”

Natural fiber provided by PelRay International includes broom
corn and yucca fiber used for corn broom production as well as
palmyra and tampico fiber that can be found in various types of
brooms and/or brushes. Palmyra is imported from India, while
tampico is grown in Mexico. 

“There are some new factories in northern Mexico that we have
set up over the past couple years that have helped us maintain a
stable supply of tampico fiber. This is used for many types of

brushes,” Pelton said. “Meanwhile, most of the palmyra fiber is
used to produce push and street brooms. Some 18-inch palmyra
fiber also goes into making corn brooms.”

PelRay International also imports plastic fiber (PVC and
polypropylene) from Mexico and Italy to be used in many types of
cleaning-related products. 

Pelton reported that due largely to today’s weakness in the over-
all economy, customer orders for fiber have been slower than nor-
mal. 

“Tampico was in tight supply a little over a year ago and lead
times were fairly long. Right now, however, demand is weak and
orders can be filled quicker, usually in four weeks or less. We have
been working hard to improve the quality of the tampico fiber
being supplied with some pretty good results. This will help us
retain customers and find new ones,” he said. “Due to transit
times, it still takes probably 60 to 90 days to receive an order of
palmyra fiber from India. It helps that we carry stock in our ware-
house.” 

With today’s tougher economic times, Pelton said the need to
work harder is very apparent. 

“We are knocking on more doors and providing more quotes.
It’s important to let people know that our company is still around
and to search for new opportunities within the marketplace, since
many customers are ordering less frequently and in smaller
amounts than in past years,” Pelton said. 

Despite these challenges, officials at PelRay International feel
confident about the future of their own company as well as the
industries they service. 

“PelRay International is in a very good position to serve the
market, and this should only get better with time,” Pelton said. “As
for business in general, I feel the level of U.S. manufacturing leav-
ing the country has subsided. There is also going to be a continu-
al need for floor cleaning products. People will always clean their
homes and businesses. Therefore, demand for brushes, brooms
and  mops will remain. Recession or not, this is not going to
change. Customers may purchase fewer cleaning items than
before, but the need for these products will continue.”

Contact: PelRay International, LLC, 
610 Lanark Drive No. 202, San Antonio, TX 78218. 

Phone: 210-757-4640; Fax: 210-650-8103. 
Web site: www.pelray.com. 

Carrying a full line of broom corn, yucca and palmyra fiber
as well as other materials such as wire has been the central
focus of R.E. Caddy & Co., of Greensboro, NC, for 51

years. The company’s customers include various manufacturers of
brooms, mops and brushes, as well as a growing contingent of
craft broom makers. 

“We are knocking on more doors and providing
more quotes. It’s important to let people know that
our company is still around and to search for new
opportunities within the marketplace, since many

customers are ordering less frequently and in 
smaller amounts than in past years.”

Bart Pelton, PelRay International
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Concerning natural broom production materials, R.E. Caddy
supplies both broom corn hurl and insides as well as yucca (also
referred to as grass) and palmyra fibers. The vast majority of these
natural fibers are grown and imported from Mexico.

“Broom corn and yucca fiber can be used together for making
brooms. This is called a blended broom as opposed to an all-
broom corn broom,” R.E. Caddy & Co. President Richard
Caddy said. “Palmyra stalks, meanwhile, can be used in the pro-
duction of certain types of brooms. Some people use these stalks
as stiffeners that are placed in the inside of roofing brooms and
certain industrial brooms. More than likely, you wouldn’t find
(palmyra) in a broom bought in a store unless it was a specialized
type of store for contractors.

“There are several different ways a manufacturer can blend in
yucca or palmyra fiber
with broom corn. All of
these items (broom corn,
yucca and palmyra
fibers) can be used in
some type of sweeping
broom, otherwise known
as an upright broom.”

R.E. Caddy & Com-
pany was incorporated
in 1958 by the late
Richard “Earl” Caddy Sr., who entered the broom corn business
in 1946. The company has been at its current location since 1948,
first as John L. Denning & Co., and then, 10 years later, as R.E.
Caddy & Co. Today, Earl’s son, Richard, runs the operation.

Caddy said from a tonnage standpoint, the majority of his
business centers around the selling of broom corn. Yucca fiber,
meanwhile, is still being sold, although U.S. manufacturers
seem to be making fewer “grass” or blended brooms than in the
past.

“There are still plenty of blended brooms available on the mar-
ket, but they seem to be made mostly in Mexico or some other
country right now,” Caddy said.

R.E. Caddy & Co. also provides a wide variety of other supplies
to help its customers produce various types of brushes, brooms
and mops. This includes steel wire, which is used to either wind
brooms and mops, or under special applications, to staple set
brushes. The company also supplies nails, either for nail machines
or to be used when making brooms by hand; polyethylene sewing
twine for stitching brooms; broom knives and a variety of tools
used in the craft broom industry. 

“Those in the craft trade like a variety of knives, hand sewing
needles and all kinds of threads and twines. It’s quite a variety of
supplies,” Caddy said. “The bulk of our sales comes from com-
mercial factories, however, so for that it’s confined to broom corn,
yucca fiber, wood handles, steel wire, nails — these are the main
components that we supply.”

Although today’s recessionary times have made an impact on
many businesses and industries, Caddy reported that the first half
of 2009 was stronger than the first half of the previous year. 

“Since the recession was worse overall this year, I’m happy our
sales and profits still were up,” he said. 

He attributes part of this growth to R.E. Caddy’s long experi-
ence in the industry and being able to provide solid customer serv-
ice. Caddy said his business can respond quickly to the special

needs of customers. 
“We have access to a good supply of broom corn, even in a tight

market. Therefore, when a customer experiences a solid demand
to make brooms, we can supply that company very quickly,”
Caddy said. “The same is true with other supplies such as steel
wire, whether it’s for winding brooms and mops or staple setting
brushes. We are able to help customers stay competitive with their
finished goods.”

He emphasized the importance of also staying in touch with
customers to find out if they anticipate any type of sales promo-
tions they are participating in such as a “spring cleaning” or “get
ready for school” event. This helps R.E. Caddy stay ahead of
future raw material needs.

“We are seeing some customers not carrying the same size of
inventory compared to
the past. One advantage
(R.E. Caddy) has is the
level of inventory that
we can carry in-house.
Many customers don’t
want to commit to
truckloads of merchan-
dise and have it set 60
days in their own ware-
house. They would

rather draw inventory several times a month from us. This is a
service we can provide,” Caddy said. “Not only do we have ware-
house space, but many of our suppliers, such as with wire, can
produce product very quickly as well. This helps us supply our
customers on time.”

Caddy added that his company is expanding its wire sales with
a future supply of “hard flat wire” which can be used for the pro-
duction of industrial brushes and other items. 

“We are working with some people who make giant rotary
brushes found in street sweeping machines. A lot of these brushes
are made with high carbon, high strength steel flat wire. This is a
different application from anything we have ever done before,”
Caddy said. “We are trying to work with a different set of cus-
tomers in the brush industry that we otherwise wouldn’t serve. 

“It’s difficult to find new customers. However, one area that we
continuously expand on centers around the craft side. This
includes people who make handmade brooms.”

Caddy explained that many crafters who are looking to do
something different and more artistic have turned to making
brooms by hand. For some, this has turned into a hobby, while oth-
ers actually make a living by producing these brooms.

“There is quite a bit of hand crafting involved. Many of these
brooms are functional, and a lot of people at flea markets and craft
fairs will pay extra money for a very nice handmade broom to
use,” Caddy said. “There are also those who will buy these brooms
for decoration, such as hanging them on a wall.” 

Caddy has found that people from various walks of life enjoy
doing things with their hands and will learn the trade of making
brooms over the Internet or by attending a class at a community
college.

“There are several schools in the mountains of North Carolina
that specialize in teaching such crafts as glass blowing, jewelry
making, basket weaving and broom making. People from all over
the country will take such classes,” Caddy said. “(R.E. Caddy) is

“We have access to a good supply of broom corn,
even in a tight market. Therefore, when a customer
experiences a solid demand to make brooms, we can
supply that company very quickly. The same is true

with other supplies such as steel wire.”

Richard Caddy, R.E. Caddy & Co.
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available to provide the broom corn and other supplies if these
people want to pursue broom making beyond just taking a class.”

As with any business or industry, there are challenges to con-
tend with in order to grow. Caddy said one of his main concerns
as a broom corn supplier regards the availability of broom corn
from Mexico. 

“I’m always concerned if there will be a good crop coming
(from Mexico). I do feel there will be a good crop this year from
the country, but I don’t have any specific information right now,”
Caddy said.

He noted that broom corn programs in other countries have
struggled over the years to provide large enough and cost efficient
tonnage for U.S. broom manufacturers.

The slowness of today’s national and international economies is
also a concern for Caddy and others in the brush, mop and broom
industries. 

“In the last couple of months several of our accounts have been
able to stay intact, but there is always a concern about having a
good set of customers,” he said. “Pricing is also always an issue.
Broom corn prices had drifted down for awhile, but as of the mid-
dle of July they have increased again. It seems price trends for this
import go up a little bit every year. This is also true with steel and
wood products. It makes it harder for all of us to be competitive.”

Despite these challenges, Caddy remains optimistic about the
future. He said there are customers who are increasing their busi-
ness, which is always good. 

Contact: R.E. Caddy & Company, Inc., 
P.O. Box 14634, Greensboro, NC 27415. 

Phone: 336-273-3609; Fax: 336-378-6047. 
E-mail: sales@recaddy.com.
Web site: www.recaddy.com.

Formed over 70 years ago to develop consumer products
from the newly invented nylon polymer, today DuPont
Filaments offers a wide range of monofilaments for premi-

um quality brushes and unique industrial applica-
tions. 

As a global company, DuPont Filaments’ main
product line includes nylon 6.12 and 6.10 as well as
polyester. This includes: nylon 6.12 filaments under
the Tynex® brand, polyester filaments under the
Orel® brand, mineral grit-filled nylon 6.12 fila-
ments under the Tynex® A brand, TEEE coextruded
filaments under the Dymetrol® brand and nylon
6.10 filaments under the Herox® brand.

Tynex® branded filaments are manufactured in
level diameters for toothbrush, industrial and cosmetic applica-
tions; tapered diameters for paintbrush applications; and mineral
grit-filled filaments used for industrial machining and cleaning
applications. 

Meanwhile, Orel® tapered filaments are used in paintbrush
applications, Dymetrol® coextruded filaments are used in seating
fabrics and Herox® filaments can be found in toothbrush applica-
tions.

Tom Vichich, marketing & sales director for the Americas
and European regions of DuPont Filaments, said regional
demand differences and successful commercialization of several
brush applications have helped offset the effects of today’s slow
economy, but not enough to classify any particular market as

being in high demand.
“Right now, it looks like the Asian-Pacific market has held up a

little better as compared to the European and Americas markets,”
Vichich said. “Each segment has been influenced differently by
the economy and we have positioned ourselves accordingly. Given
the current economic conditions, DuPont Filaments is meeting its
expectations for the first half of the year. 

“I would say the toothbrush and fine filament/cosmetic seg-
ments have been the least effected by today’s economic condi-
tions, followed by the paintbrush segment. Meanwhile, the abra-
sive segment has been the most effected by the recession.”

He added that DuPont Filaments’ management and communica-
tion processes have allowed the company to remain competitive
during today’s current economic conditions. 

“We are very global with manufacturing taking place in China,
India, Europe and the United States. With these strong managing
processes, DuPont Filaments has been able to maintain inventory
levels while not contributing to a lot of waste. The company has
been able to balance its inventory, accounts receivable and other
areas that go along with suddenly having a down economy,”
Vichich said.

To help focus on supporting a strong customer network, he
explained that DuPont Filaments maintains customer service and
sales teams that are positioned globally. These representatives
speak the local language, know the local markets and can react
quickly to the needs of customers. 

“Even though we do not manufacture all products in every
region, the presence of local manufacturing allows us to perform
some level of technical assistance for all products in all regions,”
Vichich said. 

It’s the company’s belief that in the coming months, DuPont
Filaments will be challenged with unpredictable demand patterns
and understanding the long-term effects of the current recession as
it relates to the auto and housing industries, consumer buying pat-
terns and how to best position products accordingly. 

“There are a lot of abrasive filaments that go into various mar-
kets for the production of automobile engines, transmissions, etc.
It’s important to understand whether or not this segment will ever
come back to earlier levels, and then figure out how to adjust,”
Vichich said. “Overall, customers and competitors alike have
probably done a lot of work in balancing their inventories and get-
ting these inventories as low as possible.

“I have been encouraged by the U.S. market, but we still have
to be aware of the stressful situation many companies are facing.” 

Despite today’s challenges, Vichich said company officials are
optimistic about the future. 

"Each industry we are involved in is different but, in general, we
feel there is the potential for growth in each of them,” he

“Right now, it looks like the Asian-Pacific market
has held up a little better as compared to the

European and Americas markets. Each segment has
been influenced differently by the economy and we

have positioned ourselves accordingly.”

Tom Vichich, DuPont Filaments
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explained. “We are part of a strong parent company (E.I. duPont
and Company) that has a long history of innovation, growth and
financial strength. It’s important we, at DuPont Filaments, contin-
ue to understand all of our markets and learn what our customers
are doing in order to grow. We want to be right there along with
them.”

Helping this growth requires the introduction of new innova-
tions. For example, Vichich mentioned a line of paintbrushes that
has been introduced using 100 percent recycled Tynex® filament.
This filament was developed in response to the increasing demand
from various markets for products that are based on recycled feed-
stocks from renewable resources.

“I am encouraged by the fact that our customer base seems to be
very stable despite the economy. I feel we are well
positioned to grow with them,” Vichich said. 

Contact: DuPont Filaments - Americas, LLC,
Washington Works Plant, 8480 DuPont Rd., 

Building 158, Washington, WV 26161. 
Phone: 304-863-4908 or 800-635-9695. 

E-mail: dupont.filaments@usa.dupont.com.
Web site: www.filaments.dupont.com.

Restarting its regular filament production in
the United States has been a main objective as of late for
Hahl Inc., of Lexington, SC. The company had shut

down its nylon, polyester and polypropylene manufacturing at the
end of August 2008 to focus more on expanding the company’s
production of grit abrasives. 

“We completed this process in the fourth quarter of 2008 and
have now been working to produce regular filaments again,”
Terry Hogan, Hahl’s sales manager for North America, said.
“We had been selling from German production and bringing in
containers of material on a monthly basis. However, the restart of
our South Carolina manufacturing capacity is going to move us
forward and make the company more competitive.”

Hahl’s South Carolina facility now produces nylon 6, 6.6, 6.10,
6.12; polyester PBT and PET; polypropylene; and silicone carbide
or aluminum oxcide grit filament with either 6, 6.6 or 6.12 resin.

Hahl Inc., also sells a full line of Pedex GmbH personal care
brush filaments. These include for toothbrushes nylon 6.12, poly-
ester PBT and many “innovative” filaments. Among these innova-
tive filaments are Indicator filaments, co-extruded filaments,

shaped filaments and textured filaments. Customers are urged to
contact Hahl about inquiries related to Pedex GmbH products.

Hahl was founded in 1923 by the Hahl family and began life as
a supplier of natural raw materials such as animal hair and veg-
etable fiber. The company began manufacturing synthetic fila-
ments in the 1960s. Lenzing Plastics acquired Hahl in 2007.

Products produced by Hahl are used to help make a variety of
brushes, predominantly for technical brush applications where
these filaments can provide solutions for specific needs. 

“A lot of what we supply is for niche markets; however, since
we have restarted our polypropylene production in South
Carolina, some additional markets will open for us,” Hogan said. 

He added that despite current economic problems being experi-

enced in many business segments, Hahl’s marketshare has
remained stable and is growing. 

“We do sell a lot of material from stock, and that seems to be
something customers are looking for right now,” Hogan
explained. “Customer service remains very important. I think
this is what sets various companies apart. We aim to be respon-
sive and knowledgeable. A big part of our customer service
concept is to have material on the shelf and ready for cus-
tomers.”

Hogan said officials at Hahl remain upbeat about the future of
the filament market, and feel that the bottom cycle of the current
economic doldrums has ended. 

“Hahl’s parent company, Lenzing Plastics, is a publically trad-
ed Austrian company that remains committed to the growth of our
plastics platform,” he explained. 
Contact: Hahl Inc, 126 Glassmaster Rd., Lexington, SC 29071.

Phone:1-803-359-0706; Fax: 1-803-359-0074. 
E-Mail: hahl.us@lenzing.com.

Web Site: www.lenzing.com/plastics.

“We had been selling from German production and
bringing in containers of material on a monthly

basis. However, the restart of our South Carolina
manufacturing capacity is going to move us forward

and make the company more competitive.”

Terry Hogan, Hahl Inc.

DuPont has announced products from its Building Innovations
portfolio have received the Green Approved Product Seal for National
Green Building Certification by the National Association of Home
Builders (NAHB) Research Center.

The third-party endorsement means that DuPont “Green Approved”
products can now be used by builders to earn points toward certifica-
tion to the National Green Building Standard™.

Ten products from the DuPont™ Tyvek® weatherization portfolio
received the Green Award mark due to their ability to help seal the build-
ing envelope and help create a more comfortable, energy-efficient home
or building. According to DuPont data, the use of Tyvek® weatheriza-
tion barriers can help reduce annual energy costs up to 20 percent.

DuPont Weatherization Systems products (and potential points
earned) include: DuPont™ Tyvek® HomeWrap® (up to 2 points);

DuPont™Tyvek® StuccoWrap® (up to 2 points); DuPont™ Tyvek®

DrainWrap™ (up to 2 points); DuPont™ Tyvek® ThermaWrap™ (up to
2 points); DuPont™ Tyvek® CommercialWrap® (up to 2 points);
DuPont™ FlexWrap™, FlexWrap™ RW, StraightFlash™, StraightFlash™

VF and DuPont™ Flashing Tape (up to 6 points).
The DuPont™ Zodiaq® quartz surfaces Terra Collection received

the Green Award due to its post-consumer recycled content. In addi-
tion, all colors of DuPont™ Corian® solid surface and Zodiaq®

quartz surfaces received approval for their ability to be used in ver-
tical cladding applications. Products (and potential points earned)
include:

n The DuPont™ Zodiaq® Terra Collection, a collection of quartz
surfaces that contain 25 percent post-consumer recycled content (up
to 2 points);

n DuPont™ Corian® Solid Surfaces and DuPont™ Zodiaq® Quartz
Surfaces in wall cladding applications, all colors qualify (up to 4
points).

DuPont Awarded “Green Approved” 
Product Seal From NAHB Research 
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ISSA has chosen the keynote and featured
speakers for ISSA/INTERCLEAN® North
America 2009, which takes place at McCormick
Place South, Chicago, IL, on October 6-9.

Advertising and television personality Donny
Deutsch will deliver the keynote address on
Thursday, October 8,  from 8:30  to 10 a.m., while
former professional football coach and player
Mike Ditka will speak at one of the show’s fea-
tured sessions on Wednesday, October 7, from 9 to
9:45 a.m.

“ISSA is excited to offer our attendees two
impactful speakers at this year’s show in
Chicago,” said ISSA President Bob Stahurski.
“These leaders from the business and sports
worlds will deliver top-quality presentations to
help ISSA/INTERCLEAN attendees formulate
their own bright ideas in these challenging eco-
nomic times when they are needed the most.”

Deutsch has hosted some of America’s most
influential entrepreneurs and business titans dur-
ing the past four years on his CNBC talk show,
The Big Idea With Donny Deutsch. Deutsch has

uncovered their secrets to success and turned his
own big ideas into winning campaigns for his
clients as chairman of Deutsch, Inc., one of the
top-10 advertising agencies in the United States. 

In his keynote address, Deutsch will share his
most important findings with ISSA/INTER-
CLEAN attendees and explain why now is the
best time to unleash their best ideas on the clean-
ing industry. 

Ditka’s speech, sponsored by Activeion
Cleaning Solutions, LLC, will center on The
Leadership A.C.E. — Attitude, Character, and
Enthusiasm. The renowned coach’s presentation
will highlight the key characteristics that individ-
uals need to achieve their personal and profession-
al goals. Ditka will offer tips that attendees can
immediately implement to make a difference in
their daily lives.

More details about speakers, ISSA’s educational
conference, and other aspects of ISSA/INTER-
CLEAN North America 2009 can be found in the
event-registration book at: 

www.issa.com/brochure.

ISSA
Picks Keynote & Featured Speakers 

For ISSA/INTERCLEAN North America 2009

Donny Deutsch Mike Ditka
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By Rick Mullen
Broom, Brush & Mop

Associate Editor

The current economic rough patch
has presented some challenges
for industrial brush maker

Schaefer Brush Manufacturing, of
Waukesha, WI. Fortunately, CEO/
President Harold Schaefer saw some of
the challenges coming and made changes
to help protect the company’s most valu-
able resource — its employees.

“A lot of people in our industry are
suffering. We are down compared to last
year, but our profitability is staying
healthy,” Schaefer said. “I saw this
(recession) coming and we went to a 32-
hour work week, starting last December.
We are open five days a week, but some
of our employees are off on Friday and
some are off on Monday. We have staff
available to service our customers five
days a week. 

“We decided to do that rather than lose
any of our good people. We have an
excellent, well-trained staff and we
couldn’t afford to lose anybody. The
employees really appreciate that and
understand what is going on with our
economy. They are happy to have their
jobs. They are the backbone of our busi-
ness.”

For more than a century, family-owned
Schaefer Brush has developed, engi-
neered and manufactured industrial
brush products for several industries.

“I am the fourth generation of the fam-
ily involved in the business,” Schaefer
said. “I purchased the company from
other family members about 20 years
ago. We are involved in the plumbing,
heating and refrigeration and HVAC
industries. We are a twisted-in-wire
house and we also manufacture staple
goods and perform hand-drawn work.

We are very diversified. We can do small
and specialized orders as well as large
contracts for large distribution to the
industry.”

“We have some niche markets that we have been involved in for a
long time and fortunately they are staying relatively healthy. We

have laid the groundwork and have picked up a large national 
distribution company account.”

EExecutives from three industrial brush manufacturing companies who spoke with
BBrroooomm,, BBrruusshh && MMoopp MMaaggaazziinnee recently did not pull any punches in assessing 

the impact of the current economic downturn on their respective 
companies and the industry as a whole.

However, these executives remain optimistic that growth opportunities remain and
the future will be even brighter. That is not to say they are not watching closely how
the U.S. government is dealing with the economic crisis and how the business land-

scape might be altered, for better or for worse, when the economy rebounds.

Harold Schaefer, CEO/President, Schaefer Brush Mfg.
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Schaefer Brush also makes products
for the automotive, building mainte-
nance, foundry, glass plate, hardware,
metal stamp, plastic molding, foodser-
vice, ventilation, woodworking and min-
ing industries.

“We have some niche markets that we
have been involved in for a long time and

fortunately they are staying relatively
healthy,” Schaefer said. “We have laid
the groundwork and have picked up a
large national distribution company
account. The future looks bright with
healthy expectations for some consider-
able growth, especially with this new
customer base.

“Some of the industries in which we
are involved, such as plumbing, heat-
ing and refrigeration, are tied to resi-
dential and commercial buildings.
With this economy, this can be an up
and down thing. Long-term, however,
I think these segments will be
healthy.”

Schaefer has also seen some of the
business lost to offshore companies com-
ing back to domestic manufacturers.

“We have gotten some of the base back
that went overseas. When it comes to
service, availability and consistent quali-
ty, we are able to provide that,” Schaefer
said. “I think the future is healthy. There
is a lot of potential out
there. People are not
going to cease to need
brushes in producing
product.”

One of the compa-
ny’s traditional long
suits has been in designing, engineering
and manufacturing specialized brushes.

“If someone has a problem and
they think they can solve it with a
brush, we can engineer a solution,”
Schaefer said. “There is a lot of new
technology being developed and fre-
quently we get involved in designing

and utilizing brushes along with that
new technology. It is really a fasci-
nating business.

“Many times when you tell people you
are a brush manufacturer, they just don’t
realize the scope of what that can entail.
When you look around a room and see
the wood paneling, the wallpaper, the

ceiling tiles, the carpeting, etc., brushes
are used in the manufacturing of all those
products.”

In addition to designing specialty
brushes, Schaefer Brush has also devel-
oped and designed its own machines to
do such specialty work.

Working with and developing high-
tech products requires a highly trained
work force and an ongoing employee
education program. Schaefer Brush has
both.

“Technology is developing at a very
rapid pace and just to keep up with it is a
challenge,” Schaefer said. “We continue
to educate our people. We have a pro-
gram where we pay for people to attend
our local junior college and tech school.
We encourage all of our employees to
participate.

“Much of the equipment we have is
computerized and people need knowl-
edge to be able to understand and fully
comprehend what these machines are

capable of and how to best operate
them.”

Modern technology has also radically
changed the way Schaefer Brush
approaches sales.

“We have very few sales representa-
tives on the road now,” Schaefer said.
“We have mostly inside sales people who

travel occasionally.”
With modern-day communication

capabilities, especially via computers,
much of what would traditionally have
been handled face-to-face with cus-
tomers is now done online.

“The engineering staff is able han-
dle things through the computer and
CAD. We are able to handle 99 per-
cent of our business right here in the
office.”

Although 98 percent of Schaefer
Brush’s business is located onshore,
the company’s Web site has generated
sales from locations all over the

world.
“Many of the products we make

end up overseas through distribu-
tors,” Schaefer said.

As the country and world struggle to
emerge from the current recession,
Schaefer remains concerned about the
high cost of health care and other issues
and is watching closely how the U.S.
government is reacting to the economic
crisis.

“It is an exciting time. It is scary, but,
at the same time, it is exciting,”
Schaefer said. “I think in some ways
there is a lot of good that will come out
of this economic downturn. It will teach
younger people that nothing is guaran-
teed. 

“I think a lot of younger people
assumed an awful lot and have never
had to go through tough times like
these. It is going to give many people a
whole new insight into what they have
to do to keep competitive and keep the
freedom and prosperity that we have
and enjoy.”

What has been the key to Schaefer
Brush’s success? Schaefer explains:

“Our success has been
based on having a plan
and the desire to be
better and to give the

people who work
for us the incen-
tives to be part of

our growth and the opportunity to pros-
per.”

Contact: Schaefer Brush
Manufacturing, 1101 S. Prairie Ave.,
PO Box 148, Waukesha, WI 53186. 

Phone: 800-347-3501; 
Fax: 262-547-3927.

Web site: www.schaeferbrush.com.

“We have very few sales representatives on the road now.
We have mostly inside sales people who travel occasionally.”

“Technology is developing at a very rapid pace and just to keep up
with it is a challenge. We continue to educate our people. We 
have a program where we pay for people to attend our local 

junior college and tech school. We encourage all of 
our employees to participate.”

Harold Schaefer, CEO/President, Schaefer Brush Mfg.

Harold Schaefer, CEO/President, Schaefer Brush Mfg.
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For 135 years Braun Brush Co., of
Albertson, NY, has been a manu-
facturer of custom brush products

to fill a wide variety of industrial and
household needs in categories such as
scrub, car wash, artist, cosmetic, foodser-
vice, paint and janitorial.

Braun focuses on brushes for the
food, dairy and pharmaceutical indus-
tries, but also sells to many other indus-
tries, according to owner Lance
Cheney. The company manufactures
staple-set, twisted-in-wire, wire wound
cylinder, epoxy set and high tempera-
ture fused brushes, and is a leading
source for strand set brushes, where

each individual strand or brush fiber is
set in a block.

As the United States and much of the
world deals with the faltering economy,
Cheney reported that although sales are
off a few percentage points from a year
ago, Braun Brush’s broad customer base
has helped the company keep the situa-
tion well in hand.

“I’m not too unhappy, given the cur-
rent economic climate,” Cheney said.
“Some markets are up, some are flat
and a couple are down. We are very
diversified, so there is enough to
cover.”

Cheney said it was his observation
that when the full impact of the
recession began to be realized, emo-
tions such as fear and anxiety took
over and a lot of business grounded
to a halt.

“What happened initially was very
emotional. Everyone just kind of
stopped,” Cheney said. “Then they
realized there are some things you just
need to do. You have to have some
things to keep going. That’s where we
are now. People are buying only what
they need. They are not investing in new
projects. I think that will start to flow
again, but not for at least another six
months.”

Cheney explained that the foodservice
and pharmaceutical industries, which

make up the core of Braun’s business,
typically do not suffer as much during a
recession as some other market seg-
ments. For Braun Brush, these market
segments were up a percent or two from
last year, while sales in products
designed for the industrial building and
construction markets were down. 

“We have increased our marketing
efforts. We are reaching out and pushing
harder. Like other companies, we have
held back on any major capital expendi-
tures,” Cheney said.

Perhaps surprisingly, a couple of mar-
ket segments that Braun Brush services
that are doing quite well despite the

economy are sales of its high-end floor
brooms and products for the candy
industry.

“We make some very high end floor
brooms that are still selling very well,”
Cheney said. “In this market, it is not
really that big a deal for a customer to
spend $60 for a broom.”

It would seem that what is taking place
among Braun's customers in the candy
industry backs up Cheney’s observation
that emotions have played a role in how
people and businesses have reacted to the
economic situation — think comfort
food. 

“We manufacture for the candy indus-

try and that industry is doing very well
during the recession,” Cheney said.
“Some of the plants we deal with have
actually increased shifts. It is one of
those immediate gratification type
things.”

Cheney said he has also observed that
the current economy has motivated many
people to shop around more. Braun’s

Web site has been a plus in that area by
making the company known to those
who are shopping. Indeed, Cheney
reported that more than half the compa-
ny’s new business is generated by its
Web site.

Cheney’s great-grandfather, Emanuel
Braun, founded Braun Brush in 1875,
making it one of the oldest family-
owned manufacturers of industrial
brushes in the United States.
Throughout the company’s history, it
has relied on a technique used by
Emanuel Braun of cross-training
employees in the different brush making
skills required to manufacture a diversi-
fied line of brush products.

In keeping with that tradition, Cheney
has developed a training system that
harkens back to when apprentices were
mentored by master craftsmen who

brought them along in stages.
Because nearly 50 percent of the
company’s business is custom

made brushes, employees are trained in
hand-made brush making techniques as
well as the operation of automated
machinery.

“Fortunately, we haven’t had to lay
off anyone during this economic down-
turn,” Cheney said. “Our employees’
skill sets are constantly improving,
which is great. Our turnover has been
very low.”

Cheney said the challenges his and
other companies face as a result of the
current economic situation are not much
different than what they might face at
any other time.

“Making sure we offer customers good

quality at a fair price is the key,” Cheney
said. “I don’t see any different challenges
as a result of the recession than we would
face in better times. A company must do
the basics and do them well.

“I am optimistic about the future. We
constantly come up with new products
and our visibility is very high. People
come to us for a solution that they can’t
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“We have increased our marketing efforts. We are reaching out and
pushing harder. Like other companies, we have held back on any

major capital expenditures.”

“Making sure we offer customers good quality at a fair price is the
key. I don’t see any different challenges as a result of the recession

than we would face in better times. A company must do the 
basics and do them well.”

Lance Cheney, Owner Braun Brush Co.

Lance Cheney, Owner Braun Brush Co.
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find off the shelf somewhere else. That
will always be a need in the marketplace.
I don’t see offshore as a threat to that.”

One of Cheney’s goals for the future is
to expand by acquisition.

“Our success is based on a commit-
ment to quality and to the customer,” he
said.

Contact: Braun Brush Company, 43
Albertson Ave., NY 11507. Phone: 800-

645-4111; Fax: 516-741-6299.
Web site: www.brush.com.

Regal Manufacturing Co., Inc.,
of Fond du Lac, WI, was estab-
lished in 1934, primarily serving

the agriculture industry. Today, the com-
pany makes brushes for several indus-
tries, including industrial brushes.
Regal’s current owner and president,
Gregory J. Fuhrman, purchased the
company in 1985.

“We manufacture staple set, twisted-
in-wire, wire wound and strip brushes
for industrial, foodservice and labora-
tory uses, among others,” Fuhrman
said.

Regal makes several types of industri-
al brushes including floor, strip, stain-
less steel and brass and wire wound.
Regal also manufactures custom design
and OEM brushes as well as street

brooms.
As could be expected in today’s econ-

omy, business has been slow in the
industrial brush segment, but the compa-
ny has been able to maintain adequate
work time. Sales in other areas of the
company have somewhat made up for
the slowdown in the industrial brush por-
tion.

“While there hasn’t been a reduction
in the number of orders in other areas,
they certainly have been smaller,”
Fuhrman said. “I think industrial brush
sales will remain flat for now. My cus-
tomers in the industrial area say they
don’t see much change coming down the
road.”

One product area that has been work-
ing well for Regal is its twisted-in-wire

brushes. Regal makes custom designed
and OEM twisted-in-wire brushes as
well as twisted-in-wire sanitation and
dairy brushes.

“We have had more inquiries and
opportunities to get business in the
twisted-in-wire area recently, but not
relative to a specific industry. It has been
all over the board,” Fuhrman said. “I
wish I could say I have seen a trend in a
specific market area for twisted-in-wire
brushes, but I
haven’t seen a
picture develop
there at all.”

Another area
that has been of
great benefit to
the company’s
sales is its Web
site, www.regalmanufacturing.com.

“With our Web site, we have been
able to reach potential customers who
would have never looked at us
before,” Fuhrman said. “Probably 90
percent of our inquiries come through
our Web site, and the people who are
on it are those who are typically look-
ing to buy.”

Automation has also played a signif-
icant role in Regal’s ability to remain
competitive in a stormy economic cli-

mate. The com-
pany has added
CNC equipment
and has an ongo-
ing program in

place to con-
tinue to stay
in the fore-

front of automation technology. In
order to keep abreast of the rapid pace
of technological advancements, the
ongoing education of Regal’s work
force has been key.

“Our employees are very important to
us and we have established a continual
training process,” Fuhrman said. “I am
very pleased. I don’t know if there is
anyone here who has been here less than
five years. They have been a good main-
stay for us. We encourage our employees
to be involved in making changes to
improve our processes and they enjoy
doing that.”

While Fuhrman has concerns about
the current economic and political
climate in the country, including
health care expenses and government

spending, he is optimistic that
Regal’s ability to adapt and change
will ensure the company’s continued
success.

“I see businesses in our area, specifi-
cally those related to manufacturing, that
are doing quite poorly. Nonetheless, I
believe there is business out there and it
has been proven by what we have seen in
the past year,” Fuhrman said. “Maybe
there will be changes in some areas and

changes in our customer base, but we
feel that one of our strong suits is we can
change very easily.

“Our ability to change, not only from a
corporate standpoint, but also from an
employee standpoint, has been crucial.
Those who couldn’t change are not here
anymore. 

“Also, our ability to respond quickly
has been important. We have obtained a
lot of business because we are able to
respond quickly to meet a customer’s
needs.”

In addition to being able to change and
be flexible, being able to service the
brush industry as a whole has been
another way Regal has maintained its
competitive edge.

“We are part of the industrial brush
industry, but our pulse is on the brush
industry, as a whole. I don’t believe we
can pigeonhole ourselves. We must have
a broader outlook. 

“Our customer base is becoming
more demanding when it comes to
quality and I am optimistic we will con-
tinue to meet that challenge.  I am also
optimistic in relation to the brush
industry as a whole. I don’t see that
there is not going to be business out
there. I am very optimistic about the
future.”

Contact: Regal Mfg. Co., Inc., 
301 Fremont St., P.O. Box 1425, 
Fond du Lac, WI 54936-1425. 

Phone: 920-922-0520; 
Fax: 920-922-7430.

Web site: www.regalmanufacturing.com.
E-mail: sales@regalmanufacturing.com.

“Our ability to change, not only from a corporate
standpoint, but also from an employee standpoint,

has been crucial. Those who couldn’t change are

not here anymore.”

“Our customer base is becoming more demanding
when it comes to quality and I am optimistic we

will continue to meet that challenge. ”

Gregory J. Fuhrman, Owner/President Regal Mfg. Co.

Gregory J. Fuhrman, Owner/President Regal Mfg. Co.
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First Quarter Imports Decline In Most Categories 
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By Rick Mullen
Broom, Brush & Mop

Associate Editor

U.S. government trade figures for the first four months of 2009
indicate raw material imports were down in the three categories
outlined in this issue, other than metal handles, compared to the
first four months of 2008. Figures for metal handles prior to
March 2009 are not available for comparison. For April 2009, raw
material imports were also down in the three categories outlined,
other than metal handles, compared to April 2008.

Import totals for the first four months of 2009 were up in two of
the five finished goods categories outlined from the same time
period in 2008. Also, in April 2009, two of the five categories out-
lined recorded increases, compared to April 2008.

RAW MATERIAL IMPORTS
Hog Bristle

The United States imported 2,250 kilograms of hog bristle in
April 2009, down about 91 percent from 26,029 kilograms import-
ed in April 2008. During the first four months of 2009, 90,084
kilograms of hog bristle were imported, about a 40 percent
decrease from 149,923 kilograms imported during the first four
months of 2008.

China sent 87,872 kilograms of hog bristle to the United States
during the first four months of 2009, compared to 149,523 kilo-
grams during the same time period in 2008.

The average price per kilogram for April 2009 was $35.97, up
about 91 percent from the average price per kilogram for April
2008 of $18.83. The average price per kilogram for the first four
months of 2009 was $12.58, down about 23 percent from the aver-
age price per kilogram of $16.29 for the first four months of 2008.

Broom And Mop Handles
The import total of broom and mop handles during April 2009

was 1.6 million, down about 33 percent from 2.4 million broom
and mop handles imported in April 2008. During the first four
months of 2009, 6.9 million broom and mop handles were import-
ed, compared to 10.1 million for the first four months of 2008, a
decrease of about 32 percent.

During the first four months of 2009, the United States import-
ed 2.5 million handles from Brazil, 1.8 million from Honduras and
1.1 million each from Indonesia and China.

The average price per handle for April 2009 was 70 cents, up
about 8 percent from 65 cents for April 2008. The average price
for the first four months of 2009 was 73 cents, an increase of about
9 percent over the average price recorded for the first four months
of 2008 of 67 cents.

Brush Backs
April 2009 imports of brush backs totaled 241,331, down about 21

percent from the April 2008 total of 306,745 brush backs. During the
first four months of 2009, 845,559 brush backs were imported, down
about 11 percent from 951,045 for the first four months of 2008.

The United States received 571,754 brush backs from Canada
during the first four months of 2009, while importing 112,432

from Honduras and 103,649 from Sri Lanka.
The average price per brush back was 48 cents during April

2009, down about 28 percent from the average price for April
2008 of 67 cents. For the first four months of 2009, the average
price per brush back was 43 cents, down about 43 percent from the
average price of 76 cents for the first four months of 2008.

Metal Handles
The import total of metal handles during April 2009 was 2.1

million, up from March 2009’s total of 1.9 million. During the first
four months of 2009, 8.6 million metal handles were imported.

The United States imported 3.5 million metal handles from
China during the first four months of 2009.

The average price per handle for April 2009 was 62 cents, down
from the previous month’s total of 67 cents. The average price for
the first four months of 2009 was also 62 cents.

FINISHED GOODS IMPORTS
Brooms Of Broom Corn

Valued At More Than 96 Cents
The United States imported 687,664 brooms of broom corn val-

ued at more than 96 cents per broom during April 2009, compared
to 824,091 in April 2008, a decrease of about 17 percent. During
the first four months of 2009, 2.7 million brooms of broom corn
were imported, down about 10 percent from 3 million imported
during the first four months of 2008. 

Mexico shipped 2.5 million brooms of broom corn to the United
States during the first four months of 2009.

The average price per broom for April 2009 was $2.47, up about
12 percent from $2.20 for April 2008. The average price per
broom for the first four months of 2009 was $2.46, up about 10
percent from $2.24 for the first four months of 2008.

Brooms & Brushes Of Vegetable Material
The import total of brooms and brushes of vegetable material

during April 2009 was 214,644, up about 17 percent from 182,848
brooms and brushes imported during April 2008. During the first
four months of 2009, 512,204 brooms and brushes were imported,
down about 15 percent from 599,764 imported during the first
four months of 2008.

During the first four months of 2009, the United States imported
286,076 brooms and brushes from Sri Lanka and 83,346 from China.

The average price per unit for April 2009 was $2.10, up about
74 percent from $1.21 for April 2008. The average price for the
first four months of 2009 was $1.93, an increase of about 33 per-
cent from the average price recorded for the first four months of
2008 of $1.45.

Toothbrushes
The United States imported 70.3 million toothbrushes in April

2009, down about 6 percent from 74.6 million imported in April
2008. During the first four months of 2009, 261.9 million tooth-
brushes were imported, an increase of about 3 percent from 254.9
million imported during the first four months of 2008.

During the first four months of 2009, the United States received
173.8 million toothbrushes from China, 37 million from
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Switzerland, 15 million from Germany and 12 million from India.
The average price per toothbrush for April 2009 was 19 cents,

down about 27 percent from the average price for April 2008 of 26
cents. The average price for the first four months of 2009 was 21
cents, down about 16 percent from the average price of 25 cents
for the first four months of 2008.

Shaving Brushes
April 2009 imports of shaving brushes totaled 12.2 million,

down about 23 percent from 15.8 million imported during April
2008. During the first four months of 2009, 46.5 million shaving
brushes were imported, down about 18 percent from 56.4 million
for the first four months of 2008.

Countries sending more than 1 million shaving brushes to the
United States during the first four months of 2009 were Germany,
12.1 million; China, 11.6 million; and South Korea, 1.7 million.

The average price per brush was 15 cents during April 2009, the
same as the average price in April 2008. During the first four
months of 2009, the average price per brush was 14 cents, also the
same as the average price for the first four months of 2008.

Paintbrushes
U.S. companies imported 17.3 million paintbrushes during

April 2009, up about 41 percent from 12.3 million brushes import-
ed during April 2008. Paintbrush imports for the first four months
of 2009 were 65 million, up about 8 percent from 60.3 million
recorded for the first four months of 2008.

During the first four months of 2009, the United States import-
ed 50.8 million paintbrushes from China, 12.6 million from
Indonesia and 1.1 million from Taiwan.

The average price per paintbrush for April 2009 was 29 cents,
down about 12 percent from the April 2008 average price of 33
cents. The average price for the first four months of 2009 was 35
cents, up about 13 percent from the average price of 31 cents for
the first four months of 2008.

EXPORTS
Export totals for the first four months of 2009 were up in two of

the five categories outlined, compared to the first four months of
2008. In April 2009, two of the five categories also reported
increases in exports, compared to April 2008.

Brooms & Brushes Of Vegetable Materials
The United States exported 6,821 dozen brooms and brushes of

vegetable materials during April 2009, down about 17 percent
from the April 2008 total of 8,228 dozen. Exports of brooms and
brushes of vegetable materials during the first four months of 2009
were 22,268 dozen, down about 26 percent from 30,041 dozen for
the first four months of 2008.

During the first four months of 2009, the United States shipped
5,648 dozen brooms and brushes to Canada, while sending 3,293
dozen to The United Kingdom, 2,316 dozen to Japan, 1,991 dozen
to Italy and 1,047 dozen to France.

The average price per dozen brooms and brushes was $44.23 in
April 2009, compared to $52.39 for April 2008, a decrease of
about 16 percent. The average price per dozen brooms and brush-
es for the first four months of 2009 was $43.71, a decrease of
about 7 percent from the average price per dozen for the first four
months of 2008 of $47.15.

Shaving Brushes
The export total of shaving brushes during April 2009 was

886,336, up about 22 percent from 725,501 recorded for April
2008. During the first four months of 2009, 2.8 million shaving
brushes were exported, compared to 2 million during the first four
months of 2008, an increase of about 40 percent.

Mexico imported 1.4 million shaving brushes from the United
States during the first four months of 2009, while Canada received
709,784. 

The average price per shaving brush for April 2009 was $1.32,
down about 24 percent from $1.73 for April 2008. The average
price for the first four months of 2009 was $1.79, down about 16
percent from average price recorded for the first four months of
2008 of $2.13.

Artist Brushes
The United States exported 700,808 artist brushes in April 2009,

down about 28 percent from the total of 972,029 exported in April
2008. During the first four months of 2009, 2.4 million artist
brushes were exported, about a 25 percent decrease from 3.2 mil-
lion exported during the first four months of 2008.

Canada imported 1.2 million artist brushes from the United
States during the first four months of 2009. Meanwhile, Mexico
received 172,657, The United Kingdom imported 119,971 and
France received 111,947.

The average price per artist brush for April 2009 was $3.15, down
about 9 percent from the average price for April 2008 of $3.46. The
average price for the first four months of 2009 was $3.24, down
about 6 percent from $3.43 for the first four months of 2008.

Paint Rollers
U.S. companies exported 588,811 paint rollers during April

2009, up about 55 percent from 379,060 exported during April
2008. Paint roller exports for the first four months of 2009 were 2
million, nearly double the 990,534 recorded for the first four
months of 2008.

The United States shipped 868,376 rollers to Canada and
751,011 to Mexico during the first four months of 2009.

The average price per paint roller for April 2009 was $2.10, up
about 19 percent from the April 2008 average price of $1.76. The
average price for the first four months of 2009 was $2.42, up about 5
percent from the average price of $2.30 for the first four months of
2008.

Paintbrushes
The export total of paintbrushes during April 2009 was 100,997,

down about 31 percent from 146,762 paintbrush exports recorded
for April 2008. During the first four months of 2009, 314,697
paintbrushes were exported, down about 59 percent from 761,576
during the first four months of 2008.

Canada imported 106,211 paintbrushes from the United States
during the first four months of 2009, compared to 287,666 during
the same time period in 2008. Also, The United Kingdom received
37,608 paintbrushes during the first four months of 2009, com-
pared to 226,018 during the first four months of 2008.

The average price per paintbrush for April 2009 was $15.83, up
about 20 percent from $13.21 for April 2008. The average price
for the first four months of 2009 was $16.57, up about 63 percent
from $10.19 recorded for the first four months of 2008.
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Foreign Merchandise
1404902000 Broomcorn (Sorghum Vulgare Var. Technicum)
Used Primarily In Brooms Or In Brushes, Whether or Not

In Hanks or Bundles
April Year To Date

Country Net Q/Ton Value Net Q/Ton Value
Canada 8 17,322
U King 5 19,673
TOTAL 13 36,995

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

April Year To Date
Country Net Q/Dozen Value Net Q/No. Value
Canada 40 4,813 3,061 163,566
Mexico 25 8,290 25 8,290
Norway 218 7,191
TOTAL 65 13,103 3,304 179,047

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

Country Net Q/No. Value Net Q/No. Value
Canada 255,838 1,321,045 3,632,874 4,107,780
Mexico 8,987 91,947 175,451 138,825
Hondura 3,456 2,848
Jamaica 2,085 21,327 17,121 47,386
Dom Rep 9,792 3,860
Finland 9,456 4,001
Nethlds 41,581 203,745
France 670 3,283
Fr Germ 100,728 62,068
Switzld 4,320 3,500
Malaysa 2,845 29,107 2,845 29,107
Singapr 25,390 60,536 149,538 131,913
Kor Rep 18,360 7,987
Taiwan 44,664 18,133
Japan 610 2,988
Austral 101,688 51,917
TOTAL 295,145 1,523,962 4,313,154 4,819,341

9603290000 Shaving Brushes, Hairbrushes, Nail Brushes,
Eyelash Brushes & Other Toilet Brushes For Use On The Person

April Year To Date
Country Net Q/No. Value Net Q/No. Value
Canada 160,404 211,878 404,940 518,101
Mexico 42,228 21,935 213,362 338,280
Chile 900 5,160 900 5,160
U King 4,189 38,312 8,324 76,123
Belgium 500 2,917
France 444,620 141,968 632,074 433,582
Fr Germ 75,619 43,171 202,640 185,941
Switzld 3,108 4,105 5,021 10,219
Italy 1,421 12,995
Croatia 3,682 3,070
Arab Em 21,018 23,707
Phil R 985 9,011
China 1,514 13,849
Taiwan 720 26,145
Japan 1,510 13,800 11,781 72,992
Austral 5,622 18,935
TOTAL 732,578 480,329 1,514,504 1,751,027

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

April Year To Date

Country Net Q/No. Value Net Q/No. Value
Canada 283,326 1,005,647 835,188 2,519,879
Mexico 73,740 163,756 120,836 248,848
Brazil 27,997 61,349
Argent 1,584 3,584 21,128 57,758
Sweden 17,510 55,358 43,639 107,420
Norway 2,030 15,624 3,631 30,445
Finland 1,040 3,837
U King 87,721 180,776 164,980 470,469
Ireland 1,450 5,351
Nethlds 1,095 7,579
Belgium 13,114 48,390 85,308 314,758
France 6,550 24,167 17,659 58,744
Fr Germ 3,945 12,845 6,787 23,044
Czech 630 5,400
Switzld 6,796 25,073 9,703 35,799
Poland 691 2,550 2,191 7,058
Russia 63,266 178,405 95,135 312,945
Ukraine 13,142 35,666 31,622 96,227
Kazakhs 480 2,707 6,600 11,394
Spain 1,260 2,908 2,520 7,188
Italy 3,200 9,315 14,454 40,586
Arab Em 2,007 7,403
Thailnd 252 3,977 3,694 16,677
Singapr 3,390 13,272 9,269 34,964
Indnsia 1,464 5,402 1,464 5,402
China 229,641 298,320 345,526 476,768
Kor Rep 2,827 12,479 19,984 73,293
Hg Kong 5,443 20,082
Taiwan 1,821 12,768 8,660 38,001
Japan 1,497 12,014 23,379 111,793
Austral 2,984 12,178 24,198 90,451
Senegal 3,828 23,534
TOTAL 822,231 2,137,181 1,941,045 5,324,446

9603402000 Paint Rollers
April Year To Date

Country Net Q/No. Value Net Q/No. Value
Canada 14,892 25,180 15,321 31,297
Mexico 5,611 30,304 75,702 156,353
Ireland 354 6,206 354 6,206
Nethlds 146 2,564
Austral 396 6,944
TOTAL 20,857 61,690 91,919 203,364

9603404020 Paint Pads
April Year To Date

Country Net Q/No. Value Net Q/No. Value
Mexico 1,360 9,405 84,580 205,367
TOTAL 1,360 9,405 84,580 205,367

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

April Year To Date
Country Net Q/No. Value Net Q/No. Value
Canada 1,143 23,701 4,261 83,927
Mexico 2,097 43,481
Sweden 153 3,176 153 3,176
Nethlds 256 5,301
Fr Germ 570 11,822 722 14,972
Greece 504 10,452
Austral 806 16,716 806 16,716
TOTAL 2,672 55,415 8,799 178,025

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

For Broom or Brush Making, NESOI
April Year To Date

Country Net Q/No. Value Net Q/No. Value
Canada 54,408 494,190 148,928 1,543,417
Mexico 15,918 230,957 47,155 682,320
C Rica 826 13,392 5,969 96,800
Panama 2,430 39,416 8,538 138,484
Chile 589 9,545 1,544 25,027

EXPORTS
April Exports By Country
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Iceland 49 2,680 98 5,360
Norway 685 11,108 1,324 21,473
Finland 475 7,696
Denmark 5,505 51,777 42,082 743,185
U King 6,726 32,487 10,641 176,509
Nethlds 876 30,843
Belgium 150 8,757
France 15,000 65,870 17,810 161,897
Fr Germ 6,849 81,354 8,516 139,366
Czech 203 3,288
Estonia 374 3,300
Poland 166 2,687
Russia 400 2,880
Spain 157 2,553
Italy 362 5,867 403 8,373
Iraq 604 9,794
Israel 50 2,580
Arab Em 1,025 16,628 1,025 16,628
Phil R 257 4,165
Kor Rep 256 4,148
Japan 177 2,870
Austral 6,120 34,178 7,156 39,264
TOTAL 116,492 1,089,449 305,334 3,883,664

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

In Hanks or Bundles
April Year To Date

Country Net Q/Ton Value Net Q/Ton Value
Mexico 2 5,705
Ireland 3 11,862
TOTAL 5 17,567

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

April Year To Date
Country Net Q/Dozen Value Net Q/Dozen Value
Canada 1,520 88,544 5,648 253,340
Mexico 109 3,583 1,539 71,714
Belize 252 8,309
Panama 807 26,571 807 26,571
Bermuda 632 20,470 632 20,470
Bahamas 280 47,103 826 100,062
Trinid 692 8,837
N Antil 12 3,550
Denmark 240 5,151
U King 64 7,829 3,293 128,279
Ireland 291 17,700 299 24,900
France 340 6,528 1,047 29,844
Fr Germ 127 3,820
Poland 419 17,300
Italy 1,217 40,134 1,991 65,654
Croatia 24 12,229
Turkey 57 4,130
Iraq 25 14,400
Israel 41 3,840
S Arab 327 13,262 337 19,660
Afghan 12 5,762
Phil R 52 4,816
China 983 12,800 983 12,800
Kor Rep 268 15,252
Hg Kong 297 34,950
Japan 247 7,645 2,316 60,216
Nigeria 4 9,500 4 9,500
Rep Saf 28 8,023
TOTAL 6,821 301,669 22,268 973,379

9603210000 Toothbrushes
April Year To Date

Country Net Q/No. Value Net Q/No. Value
Canada 305,005 1,802,925 8,325,631 8,158,888

Mexico 5,776 49,366 6,561,446 2,562,751
Guatmal 2,087 3,402
Salvadr 15,000 9,825
Hondura 3,456 2,848
Nicarag 5,184 4,272
C Rica 23,352 14,477
Panama 69,752 45,582
Jamaica 6,912 5,695
Cayman 474 3,207 666 6,085
Dom Rep 4,779 48,901 201,015 124,529
Antigua 26,821 78,064
Barbado 296 3,033 3,752 5,881
Trinid 2,031 20,775 134,811 195,888
N Antil 1,403 9,615 16,043 18,275
Aruba 311 3,182 7,415 6,537
Colomb 56,143 47,548
Venez 20,880 8,261
Guyana 10,440 9,180
Surinam 529 6,115 529 6,115
Ecuador 327 3,341 42,087 19,953
Peru 45,936 19,001
Chile 2,115 21,643 135,747 71,542
Brazil 585,684 243,041
Uruguay 2,334 19,548 6,245 38,710
Argent 4,997 51,130 472,085 263,766
Iceland 705 3,456
Denmark 4,608 2,918
U King 1,912 16,896 19,387 33,776
Ireland 523,488 901,645
Nethlds 72,333 699,329 2,387,254 1,473,694
Belgium 6,931 6,971
France 10,529 107,726 1,415,900 445,518
Fr Germ 16,835 170,224 982,761 658,971
Switzld 22,658 10,368
Spain 2,001 20,474 392,289 51,264
Italy 46,140 28,628
Bulgar 908 4,449
Israel 1,174 5,753
S Arab 12,600 9,817
Qatar 2,000 12,500 2,000 12,500
Arab Em 16,256 79,655
India 17,184 35,950 476,928 997,765
Thailnd 71,544 27,360
Vietnam 200,000 31,200
Malaysa 409 5,616
Singapr 460,636 189,498
Phil R 363 3,718 363 3,718
China 199,317 474,764 297,338 751,337
Kor Rep 3,500 28,049 3,320,323 1,314,252
Hg Kong 1,200 11,568 534,373 222,819
Taiwan 2,672 22,886 304,068 93,829
Japan 25,668 194,422 519,933 410,516
Austral 14,668 33,879 893,429 470,867
N Zeal 1,158 5,675
Rep Saf 10,368 3,648
TOTAL 700,559 3,875,166 29,705,048 20,227,599

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

April Year To Date
Country Net Q/No. Value Net Q./No. Value
Canada 232,686 242,200 709,784 912,264
Mexico 439,536 427,507 1,414,276 1,797,206
C Rica 1,632 2,576 1,632 2,576
Panama 4,608 4,528 4,608 4,528
Bermuda 155 3,071 155 3,071
Trinid 1,844 18,000
Colomb 1,200 40,800 6,450 201,264
Venez 90 3,830
Peru 552 9,840 982 17,478
Chile 2,016 13,888
Brazil 818 7,482 5,492 50,229
Argent 774 7,078 1,374 21,838
Norway 596 5,450 1,098 10,040
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U King 2,211 20,217 28,067 166,533
Ireland 357 3,262
Nethlds 4,330 34,906 5,586 45,846
Belgium 12,056 97,070
France 3,056 27,948 21,529 155,259
Fr Germ 1,703 26,624 25,801 134,948
Switzld 1,017 9,300
Spain 576 8,905 9,394 88,393
Italy 1,925 17,602 6,316 43,862
Cyprus 2,638 24,128 2,638 24,128
Iraq 847 7,750
S Arab 696 6,464 696 6,464
Arab Em 1,430 24,033
India 705 6,450
Thailnd 2,467 22,563
Singapr 290 2,650 580 5,300
Indnsia 1,703 11,140
Phil R 84,000 45,200 85,075 55,030
China 17,108 156,464 151,457 710,132
Kor Rep 1,173 16,242
Hg Kong 3,003 27,464
Japan 84,943 43,421 262,935 231,388
Austral 303 2,770 1,563 21,043
N Zeal 224 3,696
Rep Saf 329 3,005
TOTAL 886,336 1,167,831 2,776,749 4,976,513

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

April Year To Date
Country Net Q/No. Value Net Q/No. Value
Canada 301,130 699,778 1,225,076 3,116,318
Mexico 41,605 153,204 172,657 721,166
Hondura 3,516 6,945
Panama 3,602 13,289 17,654 67,747
Jamaica 1,255 4,629
Cayman 1,192 4,399 3,184 17,846
Dom Rep 26,430 22,422
Aruba 1,920 3,010 1,920 3,010
Colomb 2,981 11,000 2,981 11,000
Venez 9,996 18,700 15,196 24,450
Ecuador 789 10,797
Peru 1,871 9,232
Chile 2,500 8,551
Brazil 7,818 34,850
Sweden 1,421 5,244
Norway 650 3,768
Finland 5,509 23,501
U King 53,660 217,628 119,971 594,983
Ireland 834 5,622 9,731 22,824
Nethlds 21,654 82,523 98,275 365,230
Belgium 25,142 92,765
France 5,033 18,569 111,947 473,631
Fr Germ 12,977 47,883 40,815 172,296
Austria 3,627 13,382
Czech 1,355 5,000
Slovak 1,599 5,900 1,599 5,900
Switzld 6,241 23,028 7,778 28,698
Poland 4,315 15,921 6,284 23,186
Russia 17,801 67,532
Italy 5,691 20,997 7,543 27,831
Turkey 1,016 3,750
Lebanon 658 7,853 909 12,631
Israel 3,028 11,149
Arab Em 5,352 5,166 9,852 14,318
India 11,637 42,935 20,878 77,031
Thailnd 18,310 40,687 23,287 71,701
Vietnam 1,561 5,760
Malaysa 799 2,949 799 2,949
Singapr 1,291 23,220 6,627 42,909
Indnsia 1,781 6,570
Phil R 5,464 20,160 6,168 22,757
China 57,640 212,671 85,996 322,977
Kor Rep 5,595 60,459 8,344 84,653

Hg Kong 7,805 28,800 13,693 59,601
Taiwan 2,453 12,696
Japan 20,686 88,223 81,840 342,637
Austral 69,211 255,370 89,893 336,347
N Zeal 1,464 5,400
Moroc 10,597 39,100
Algeria 17,630 68,717
Ghana 1,200 4,115
Nigeria 21,930 80,914 21,930 80,914
TOTAL 700,808 2,210,858 2,353,241 7,613,416

9603402000 Paint Rollers
April Year To Date

Country Net Q/No. Value Net Q/No. Value
Canada 351,075 775,523 868,376 2,349,747
Mexico 152,911 207,638 751,011 1,610,957
Salvadr 100 8,995
C Rica 2,009 53,012 2,009 53,012
Bermuda 3,041 9,660 7,009 18,622
Bahamas 1,812 4,058
Jamaica 1,168 20,503
Dom Rep 1,500 39,652
B Virgn 3,804 4,720
Trinid 638 11,195 638 11,195
Aruba 175 3,067
Colomb 481 8,450
Venez 96,696 99,966
Ecuador 3,180 6,724 3,180 6,724
Peru 7,660 8,009
Brazil 6,198 20,007
Finland 8,334 19,200
U King 1,051 5,328
Nethlds 560 2,808
Fr Germ 11,348 14,389 20,934 36,801
Austria 177 3,100
Italy 50 2,573
Slvenia 3,560 8,414 3,560 8,414
Israel 2,132 7,152 3,152 17,506
Jordan 190 3,562
S Arab 1,215 21,333
Arab Em 4,288 6,666 5,715 19,321
China 804 2,820 4,454 20,686
Kor Rep 203 7,999 203 7,999
Hg Kong 36,111 33,759 67,862 86,737
Austral 6,462 79,597 15,311 141,571
N Zeal 3,300 17,419
Fiji 11,049 14,626 12,501 22,212
Rep Saf 58,798 40,571
TOTAL 588,811 1,239,174 1,959,184 4,744,825

9603404020 Paint Pads
April Year To Date

Country Net Q/No. Value Net Q/No. Value
Mexico 5,411 10,335
Hondura 20 3,400
Panama 336 2,768
Grenada 3,083 21,882
Aruba 121 8,260 121 8,260
Colomb 1,042 7,400 2,684 19,056
Chile 87 2,981
France 35 4,500
Israel 1,226 11,360
China 6,983 49,572
Kor Rep 649 4,608
Hg Kong 3,945 28,000
Taiwan 13,624 17,711
Japan 720 2,721 5,880 6,490
Austral 553 7,065
TOTAL 1,883 18,381 44,637 197,988
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9603404050 Paint, Distemper, Varnish or Similar Brushes
(Except Brushes of 9603.30)

April Year To Date
Country Net Q/No. Value Net Q/No. Value
Canada 42,360 516,413 106,211 1,465,918
Mexico 204 4,230 603 12,506
Guatmal 1,319 27,367 5,395 75,449
Hondura 360 6,012
Nicarag 317 6,574
C Rica 1,288 25,224
Panama 3,708 21,739
Bermuda 1,936 24,168 4,624 40,771
Bahamas 1,359 27,407 4,238 92,295
Jamaica 237 4,911 1,015 21,038
Turk Is 78 7,820
Cayman 182 3,768 1,421 25,249
Dom Rep 145 3,000
B Virgn 64 2,752
Monsrat 254 12,849
Barbado 33 2,834 59 5,784
Trinid 3,848 32,375
N Antil 413 8,120
Colomb 1,582 20,513
Venez 1,709 19,390
Surinam 151 2,661
Ecuador 530 14,575 1,122 30,794
Peru 120 3,084
Brazil 13,296 516,809
Argent 128 8,154
Sweden 1,040 15,600 4,225 65,575
Norway 300 5,098
Denmark 938 3,247 7,227 31,005
U King 10,732 225,010 37,608 465,725
Ireland 1,008 4,244 2,493 30,822
Nethlds 30,682 603,062 75,180 1,526,039
Belgium 5,490 113,859
France 2,921 39,924
Fr Germ 1,063 22,035 3,761 78,004
Czech 489 11,215
Poland 425 11,554 2,355 44,508
Spain 1,320 7,426
Italy 555 11,506 555 11,506
Israel 1,931 51,534
Kuwait 2,437 17,278
S Arab 711 14,742
Thailnd 792 16,424 937 19,441
Vietnam 934 19,380
Singapr 2,986 15,510 3,939 27,556
Phil R 28 6,581
China 751 14,035 1,587 45,255
Kor Rep 439 9,104
Hg Kong 195 4,485 195 4,485
Japan 100 6,000 100 6,000
Austral 864 4,865 1,999 29,142
N Zeal 608 12,624 1,570 37,826
Eq Guin 98 2,780 98 2,780
Ivy Cst 969 20,104
Nigeria 750 6,525
TOTAL 100,997 1,598,654 314,697 5,215,319

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

for Broom or Brush Making, NESOI
April Year To Date

Country Net Q/No. Value Net Q/No. Value
Canada 215,090 2,139,575 891,002 8,787,005
Mexico 68,768 823,656 263,612 3,206,076
Hondura 420 6,808
Panama 2,228 36,134 5,693 92,336
Bahamas 500 3,355
Dom Rep 73 4,813 4,320 18,996
B Virgn 152 3,314
S Vn Gr 83 2,877
Barbado 240 6,500

Trinid 2,854 19,429 3,565 30,450
N Antil 138 5,030 3,896 45,009
Colomb 1,424 23,094 9,038 89,764
Venez 2,910 7,698 7,021 74,382
Ecuador 799 12,957 799 12,957
Peru 7,376 128,902
Bolivia 215 3,480
Chile 1,849 27,351 9,804 126,342
Brazil 643 9,132 8,668 96,895
Argent 2,760 28,730
Sweden 669 9,846
Finland 1,026 16,643 1,026 16,643
Denmark 1,910 8,832
U King 9,918 151,092 43,547 376,419
Ireland 2,110 37,594
Nethlds 2,978 17,398 12,835 66,212
Belgium 4,404 55,246 4,893 67,990
France 1,200 19,460 7,139 115,792
Fr Germ 5,175 85,342 18,945 295,646
Switzld 2,038 30,036
Estonia 369 5,988
Lithuan 880 9,050
Poland 637 10,325
Russia 159 2,584 3,055 49,299
Ukraine 203 3,140 203 3,140
Georgia 189 3,061 189 3,061
Spain 262 4,247
Italy 171 2,777 3,368 32,767
Greece 163 2,642
Lebanon 161 2,609
Israel 370 6,000 1,173 19,036
S Arab 3,047 30,874
Qatar 280 4,547 471 7,647
Arab Em 1,078 22,577 6,140 81,539
Pakistn 356 5,782
Thailnd 62 4,755 872 16,323
Singapr 499 21,196
Indnsia 707 14,468 2,789 39,992
China 352 5,714 8,945 244,831
Kor Rep 5,700 56,708 9,862 97,694
Hg Kong 304 3,064 1,753 42,725
Taiwan 4,469 75,474
Japan 4,860 28,312 13,856 169,053
Austral 4,738 71,350 26,733 298,068
N Zeal 354 5,742 2,566 21,201
Angola 1,339 21,720 1,339 21,720
Rep Saf 763 10,307
TOTAL 342,343 3,710,569 1,409,196 15,115,778

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

April Year To Date
Country Net Q/KG Value Net Q/KG Value
China 2,250 80,924 87,872 1,109,625
Hg Kong 2,212 24,071
TOTAL 2,250 80,924 90,084 1,133,696

0502900000 Badger Hair and Other
Brushmaking Hair and Waste Thereof

September Year To Date
Country Net Q/KG Value Net Q/KG Value
Paragua 12,987 141,848
U King 18 39,610 18 39,610
Thailnd 131 7,932 209 11,837
China 285 20,218 6,808 122,406
TOTAL 434 67,760 20,022 315,701

IMPORTS
Broom and Brush

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

April Year To Date
Country Net Q/KG Value Net Q/KG Value
China 7,460 132,809 49,356 600,226
TOTAL 7,460 132,809 49,356 600,226

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

April Year To Date
Country Net Q/KG Value Net Q/KG Value
Mexico 41,824 208,375 157,231 790,072
TOTAL 41,824 208,375 157,231 790,072

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

April Year To Date
Country Net Q/No. Value Net Q/No. Value
Mexico 16,050 8,386 35,050 16,391
Hondura 469,026 198,443 1,849,634 925,625
Colomb 29,976 12,444 40,290 27,504
Brazil 265,762 299,152 2,518,238 2,178,308
Spain 32,064 14,758
India 10,896 3,704 10,896 3,704
Sri Lka 27,600 30,322 63,600 69,342
Vietnam 100,644 92,051
Malaysa 20,900 16,672
Indnsia 328,750 299,540 1,055,157 902,744
China 471,092 296,350 1,099,502 702,806
Taiwan 33,000 36,190
Egypt 20,000 5,000 20,000 5,000
TOTAL 1,639,152 1,153,341 6,878,975 4,991,095

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

Country Net Q/Variable Value Net Q/Variable Value
Fr Germ 3,185 11,287
Czech 28,190
Poland 71,396 118,233
Italy 56,552 1,334,009
Indnsia 284,623
China 284,909 1,886,567
Taiwan 8,364
TOTAL 416,042 3,671,273

4417006000 Brush Backs, Of Wood
April Year To Date

Country Net Q/No. Value Net Q/No. Value
Canada 107,167 49,224 571,754 201,191
Hondura 54,432 20,996 112,432 46,677
Sri Lka 47,008 24,668 103,649 80,768
Indnsia 32,724 20,192 32,724 20,192
Hg Kong 25,000 16,944
TOTAL 241,331 115,080 845,559 365,772

4417008010 Tool Handles of Wood
April Year To Date

Country Net Q/Variable Value Net Q/Variable Value
Canada 10,141 27,612
Mexico 19,264 50,070
Salvadr 3,050
C Rica 2,409 13,119
Colomb 3,088
Brazil 178,825 1,134,512
Nethlds 5,533
Poland 30,568
Indnsia 24,899
China 11,204 208,852
Taiwan 14,953
TOTAL 221,843 1,516,256

4417008090 Tools, Tool Bodies, Broom or Brush Bodies,
Shoe Lasts and Trees, of Wood
April Year To Date

Country Net Q/Variable Value Net Q/Variable Value
Canada 53,236 225,091
Mexico 2,600 10,987
Hondura 4,266 7,345
Nicarag 2,542
Colomb 4,957
Chile 476,147 2,081,174
U King 2,201 23,741
Fr Germ 37,223 49,504
Austria 5,143 5,143
Spain 4,923
Italy 2,678 8,350
India 91,020 396,708
Sri Lka 86,190 374,077
Vietnam 8,781 27,280
Indnsia 73,720
China 225,549 772,177
Taiwan 44,795
Japan 249,486 1,157,352
TOTAL 1,244,520 5,269,866

7326908576 Metal Handles For Brooms, Mops, Paint Applicators
April Year To Date

Country Net Q/No. Value Net Q/No. Value
Canada 6 5,126 306 9,096
Mexico 19,608 7,240
C Rica 4 2,929
Brazil 1,800 10,309 3,646 20,270
Denmark 480 4,400
Fr Germ 47,000 9,258
Spain 69,120 37,283 633,984 271,906
Italy 756,641 377,660 4,289,184 2,131,968
Malaysa 605 7,608
China 1,300,085 883,898 3,533,782 2,819,600
Hg Kong 74,500 53,098
Taiwan 15,000 2,297 23,148 34,273
Japan 400 2,482 400 2,482
TOTAL 2,143,052 1,319,055 8,626,647 5,374,128

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

April Year To Date
Country Net Q/No. Value Net Q/No. Value
Mexico 3,108 3,010
TOTAL 3,108 3,010

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

April Year To Date
Mexico 54,456 40,808
China 2,520 2,456
TOTAL 56,976 43,264

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

September Year To Date
Country Net Q/No. Value Net Q/No. Value
Mexico 9,468 7,758
China 7,200 5,020
TOTAL 16,668 12,778

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

Country Net Q/No. Value Net Q/No. Value
Mexico 654,340 1,626,235 2,496,457 6,205,193
Hondura 33,324 72,463 152,520 322,902
China 15,840 32,432
TOTAL 687,664 1,698,698 2,664,817 6,560,527

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

With or Without Handles, NESOI
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April Year To Date
Country Net Q/No. Value Net Q/No. Value
Mexico 30,840 58,648 44,440 66,466
Colomb 17,544 22,689
Turkey 1,100 4,640
India 244 11,692 244 11,692
Sri Lka 93,748 198,702 286,076 593,342
Thailnd 12,594 39,036 33,604 78,825
Vietnam 12,500 15,679 44,850 42,284
Phil R 1,000 2,504
China 64,718 127,315 83,346 164,955
TOTAL 214,644 451,072 512,204 987,397

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

Country Net Q/No. Value Net Q/No. Value
Canada 3,229 3,982 44,567 69,723
Mexico 1,114,544 175,546 2,609,153 670,336
Chile 38,016 9,216
Brazil 1,454,256 350,448 5,099,832 1,430,361
Sweden 31,864 31,680
Denmark 2,220 2,478 2,220 2,478
U King 17,629 33,222
Ireland 448,344 165,679 2,060,388 883,578
Nethlds 83,700 10,570 139,645 21,702
France 447 4,287
Fr Germ 2,684,989 1,357,908 15,041,257 8,953,593
Hungary 1,464 2,919
Switzld 6,044,952 2,632,175 37,037,564 11,159,775
Italy 198,720 89,812 717,336 355,269
Turkey 5,040 3,611
Israel 113,576 74,249
India 3,521,064 404,158 12,019,513 1,859,589
Thailnd 475,560 65,769 2,819,380 327,176
Vietnam 1,482,888 245,210 2,658,888 563,347
Malaysa 1,355,272 139,370 2,302,360 179,557
Indnsia 294,000 17,148
China 50,211,202 7,533,988 173,769,369 28,668,287
Kor Rep 471,240 40,392
Hg Kong 115,224 68,629 115,224 68,629
Taiwan 143,528 66,540 2,210,435 409,101
Japan 993,840 118,883 2,110,680 323,188
Austral 75,000 37,631
N Caldn 93,456 24,162
Kenya 3,264 4,176
TOTAL 70,333,532 13,431,145 261,902,807 56,228,382

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

Country Net Q/No. Value Net Q/No. Value
Poland 13,824 4,460
Thailnd 23,040 6,859
Vietnam 21,600 10,611
China 3,145,492 850,426 14,501,013 3,408,259
Kor Rep 35,856 9,191
Hg Kong 86,400 14,715 246,912 45,484
Taiwan 10,080 2,866 10,080 2,866
TOTAL 3,241,972 868,007 14,852,325 3,487,730

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

Valued Not Over .40 Each
April Year To Date

Country Net Q/No. Value Net Q/No. Value
Mexico 5,287,411 496,880 17,204,628 1,603,491
Nethlds 180,000 7,220 270,000 10,030
France 232,000 69,016 447,911 117,211
Fr Germ 4,249,160 664,918 12,082,955 2,039,970
Italy 273,669 65,930 2,383,311 487,975
India 205,894 8,741
China 1,832,757 456,384 11,588,998 2,264,371
Kor Rep 25,056 5,708 1,745,656 70,604
Hg Kong 85,000 27,597 469,000 56,993
Taiwan 62,400 12,507 107,400 26,477
TOTAL 12,227,453 1,806,160 46,505,753 6,685,863

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

April Year To Date
Country Net Q/No. Value Net Q/No. Value
Mexico 403,200 4,179 1,595,600 18,937
Fr Germ 1,893,500 51,064 6,921,500 142,756
Italy 5,051,000 56,343 13,350,900 152,398
India 1,500,000 13,200
China 8,416,600 243,008 27,115,746 741,199
Kor Rep 3,800,000 100,020 6,603,000 180,682
Hg Kong 844,000 29,777
TOTAL 19,564,300 454,614 57,930,746 1,278,949

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

April Year To Date
Country Net Q/No. Value Net Q/No. Value
Mexico 6,572,859 519,917 23,692,708 1,916,659
Brazil 96,000 6,677
Fr Germ 645,000 43,240 832,500 55,150
India 142,656 10,865
Indnsia 31,104 3,429 261,504 27,476
China 8,946,412 720,443 30,971,796 2,480,897
Kor Rep 301,000 18,259 1,977,200 129,698
Hg Kong 60,000 3,689 290,000 24,926
Taiwan 40,320 3,771 1,121,056 69,754
TOTAL 16,596,695 1,312,748 59,385,420 4,722,102

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

April Year To Date
Country Net Q/No. Value Net Q/No. Value
Canada 1,777 54,226 2,536 98,589
Mexico 10,070,969 1,666,510 36,020,626 5,817,663
Dom Rep 95,970 84,426 487,870 497,641
Denmark 220 3,020
U King 90,146 239,503 520,191 975,876
Nethlds 2,500 9,667 2,500 9,667
Belgium 13,976 3,673
France 112,544 324,364 281,718 990,454
Fr Germ 124,318 210,971 1,635,403 949,698
Czech 120 2,267
Switzld 314 11,483
Spain 7,805 33,852 37,565 171,383
Italy 1,038 2,233 125,896 50,863
India 246,432 132,824 1,201,336 585,820
Sri Lka 94,680 60,984 565,644 324,571
Thailnd 322,048 175,314 991,953 663,010
Vietnam 70,200 26,700 70,200 26,700
China 11,356,047 7,543,743 51,981,183 32,417,438
Kor Rep 168,772 132,940 783,531 711,015
Hg Kong 458,907 167,037 1,598,444 810,700
Taiwan 31,640 18,980 240,912 103,053
Japan 269,061 813,123 1,119,503 3,183,167
Austral 888 2,558 888 2,558
Maurit 2,807 12,335 13,042 44,308
TOTAL 23,528,549 11,712,290 97,695,571 48,454,617

9603402000 Paint Rollers
April Year To Date

Country Net Q/No. Value Net Q/No. Value
Canada 27,352 21,364 200,765 187,731
Mexico 1,125,410 648,716 3,702,581 2,319,927
Nethlds 770 3,440 770 3,440
Fr Germ 215,298 62,133 1,235,628 324,854
Singapr 48,321 9,186
China 4,186,311 2,078,457 10,642,423 5,730,672
Taiwan 15,000 15,525
Japan 40,000 28,476
TOTAL 5,555,141 2,814,110 15,885,488 8,619,811

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

Country Net Q/No. Value Net Q/No. Value
Canada 7,000 3,110 7,000 3,110
U King 4,800 6,677
Fr Germ 1,000 2,364 1,000 2,364
Italy 44 7,438
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China 610,475 430,079 3,499,713 1,727,055
Taiwan 27,260 219,179 83,644 678,541
TOTAL 645,735 654,732 3,596,201 2,425,185

9603404040 Natural Bristle Brushes, Other Than Brushes Of
Subheading 9603.30

April Year To Date
Country Net Q/No. Value Net Q/No. Value
Sweden 100 4,542
U King 13,963 12,614 31,787 34,911
Nethlds 336 2,805
France 1,340 3,475
Fr Germ 1,828 9,370
Italy 60,800 84,596
Turkey 23,112 69,943
Israel 12,000 9,423
Thailnd 371,664 52,720
Vietnam 487,512 59,613
Indnsia 4,049,240 511,084 10,537,414 1,590,530
China 151,080 14,199 502,636 88,019
Taiwan 37,200 10,769 190,516 56,981
Japan 300 2,702 3,480 31,245
TOTAL 4,251,783 551,368 12,224,525 2,098,173

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

April Year To Date
Country Net Q/No. Value Net Q/No. Value
Canada 7,886 10,952 65,328 77,708
Mexico 72 3,098
Guatmal 26,475 32,973 26,475 32,973
Brazil 52,588 27,539
Sweden 1 4,542
U King 40,523 24,338 45,566 36,703
Fr Germ 3,604 12,984 21,006 80,100
Czech 4,800 3,119 14,400 9,133
Switzld 517 2,358
Italy 1,018 8,839 1,151 15,655
Vietnam 1,000 2,355 54,706 87,361
Singapr 10,750 4,309
Indnsia 2,391,012 351,531 12,594,613 2,378,164
China 14,273,739 4,475,257 50,830,387 19,511,923
Kor Rep 5,000 9,001 5,000 9,001
Taiwan 455,697 89,669 1,052,432 279,622
Japan 137,777 39,765 248,060 79,432
TOTAL 17,348,531 5,060,783 65,023,052 22,639,621

9603908010 Wiskbrooms
April Year To Date

Country Net Q/No. Value Net Q/No. Value
Mexico 1,520 2,893
Brazil 2,429 30,033
China 76,449 69,018 176,167 154,588
Taiwan 1,938 6,446 1,938 6,446
Rep Saf 768 2,467
TOTAL 78,387 75,464 182,822 196,427

9603908020 Upright Brooms
April Year To Date

Country Net Q/No. Value Net Q/No. Value
Canada 284 7,249
Mexico 65,528 54,394 196,254 192,811
Guatmal 18,636 22,982 36,576 45,215
Salvadr 21,012 20,849
Colomb 4,548 2,943 23,340 20,256
Brazil 46,950 79,223
Italy 27,954 37,765 50,448 61,967
China 507,186 574,089 1,946,650 2,128,826
Taiwan 43,380 30,850 43,380 30,850
Egypt 14,544 8,716
TOTAL 667,232 723,023 2,379,438 2,595,962

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

Country Net Q/No. Value Net Q/No. Value
Argent 4,350 12,643 4,350 12,643
Sri Lka 1,656 7,717 2,376 10,930
China 8,922 34,571 18,762 55,942

TOTAL 14,928 54,931 25,488 79,515

9603908040 Other Brooms, NESOI
April Year To Date

Country Net Q/No. Value Net Q/No. Value
Canada 28,152 35,855 250,521 412,381
Mexico 360,963 708,559 1,380,500 2,806,165
Guatmal 40,800 40,272
Salvadr 21,156 21,190 47,214 83,384
Dom Rep 1,577 27,278
Colomb 48,156 87,228 117,075 156,282
Venez 720,252 41,437
Brazil 3,840 75,422 88,273 251,465
U King 1,476 10,981 1,476 10,981
Czech 21,850 22,564
Hungary 27,900 8,777
Spain 47,616 48,509
Italy 5,599 23,852
Israel 3,986 3,257
India 844 2,194
Sri Lka 10,887 20,644 113,223 282,039
Thailnd 6,500 9,034
Vietnam 5,000 3,677 17,160 14,918
Indnsia 38,150 38,974
China 429,101 430,482 2,284,495 2,585,139
Taiwan 2,175 38,389 11,395 84,479
Egypt 3,600 2,904
TOTAL 910,906 1,432,427 5,230,006 6,956,285

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

Country Net Q/No. Value Net Q/No. Value
Canada 2,532,949 8,671,196
Mexico 3,498,926 14,432,818
Salvadr 21,177 39,755
Hondura 1,118,187 4,456,545
Panama 9,716
Dom Rep 45,429 214,831
Colomb 149,217 410,628
Brazil 72,819 235,684
Argent 72,182 143,088
Sweden 2,522 107,632
Finland 10,595 10,595
Denmark 108,743 351,163
U King 108,345 280,125
Nethlds 259,913 573,265
Belgium 146,474 787,984
France 18,568 47,559
Fr Germ 86,823 576,018
Austria 199,439
Czech 11,500 19,593
Switzld 14,703
Poland 8,487
Spain 103,045 184,658
Italy 859,621 2,554,415
Romania 3,835
Turkey 2,374 2,374
Syria 3,299
Israel 33,770 202,146
India 167,517 547,472
Pakistn 570,755 2,073,018
Sri Lka 448,691 1,269,751
Thailnd 404,092 2,962,449
Vietnam 50,696 186,716
Malaysa 23,217 117,366
Singapr 18,615
Indnsia 90,396 245,691
China 27,495,466 97,924,555
Kor Rep 286,630 1,087,872
Hg Kong 378,509 1,340,314
Taiwan 1,291,885 3,715,142
Japan 29,554 155,996
Austral 145,972 355,229
W Samoa 83,464
Egypt 10,462 67,365
TOTAL 40,657,021 146,692,566
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By Harrell Kerkhoff
Broom, Brush & Mop Editor

The U.S. Department of Commerce reported that 24 short tons
of broom corn entered the United States during May 2009. Total
value of this import was $62,849, with a cost per ton of $2,619
($1.31 per pound). 

According to the U.S. government two countries imported
broom corn during the fifth month of 2009, led by Mexico at 13
short tons. Value of this import was $42,202, with a cost per ton
of $3,246 ($1.62 per pound). The other country to send broom
corn was India at 11 short tons. Total value of this import was
$20,647, with a cost per ton of $1,877 (94 cents per pound). 

May’s broom corn import mark was quite a bit lower compared
to one year ago, when the government reported that 98 short tons
of broom corn entered the United States during May 2008. 

After the first five months of 2009, a total of 120 short tons of
broom corn was imported into the United States. Total value of
this import was $309,741, with a cost per ton of $2,581 ($1.29 per
pound). In comparison, 469 short tons of broom corn were import-
ed into the United States by the end of May 2008. Total value of
this imported broom corn was $1,117,205, with a cost per ton of
$2,382 ($1.19 per pound). 

The 2009 import breakdown in short tons by country after five
months is as follows: Mexico, 93 tons; India, 11 tons; Chile, 9
tons; and the Dominican Republic, 7 tons. 

Richard Caddy of R.E. Caddy & Co., Inc., in Greensboro,
NC, said May’s broom corn import figures look suspect to him.
He doesn’t feel India’s import is actually broom corn, and he

thinks there should be a little more broom corn arriving from
Mexico than just 13 short tons. 

“Business has not been overwhelming, but it’s difficult to
believe that the entire (U.S.) broom industry only brought in what
is the equivalent to one pup load. Maybe it’s true or maybe some
(reporting) data is getting lost,” Caddy said. 

He does expect import figures for June and July of this year to
remain very low as the industry is waiting for the arrival of fresh-
ly harvested broom corn from the Torreon region of Mexico. 

“I’m optimistically looking to receive some of this broom corn
in another week to week and a half. But it’s hard to say,” Caddy
said when interviewed on July 13. “It’s really hard to get good
information out of Torreon about the size of this crop. I’ve
received conflicting information from three different people. I
don’t think anybody is trying to be deceptive. Nobody really
seems to know how much Torreon broom corn to expect.”

According to Caddy, the occurrence of violence continues to be
a negative factor in parts of Mexico, including Torreon. 

“Not too many people want to travel to Torreon to check on
broom corn. This includes processors. However, the processors I
work with do expect material to be arriving soon. They are trying
to run some orders for us,” Caddy said. 

R.E. Caddy & Co., did recently receive Apatzingan broom corn
along with some carry-over that was grown last year. He said the
quality of this broom corn was good. 

“We are very fortunate that the broom corn we have received
this year has mostly been of good quality,” Caddy said. “Pricing,
meanwhile, has increased as of late, and it’s hard to say if this
trend will continue. Prices may hold steady if there is enough
broom corn coming in from Torreon.  

“A lot of times
there are large broom
factories in Mexico
that are either produc-
ing their own broom
corn or buying from
local processors. If
they start scrambling
for broom corn with
the dealers, this can
put pressure on prices.
We all end up bidding
against each other.”

It’s the hope of
Caddy and many oth-
ers in the broom
industry that the price
of broom corn does
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U.S. Imports 24 Short Tons
Of Broom Corn In May

Broom Corn Imports
2004 2005 2006 2007 2008 2009 Total Cost
Tons Tons Tons Tons Tons Tons Value Per Ton

January 174 125 61 116 89 14 $47,077 $3,363 ($1.68)

February 113 44 215 90 91 21 $63,921 $3,044 ($1.52)

March 168 77 65 83 41 50 $108,699 $2,174 ($1.09)

April 122 120 56 48 150 11 $27,195 $2,472 ($1.24)

May 167 36 135 172 98 24 $62,849 $2,619($1.31)

June 147 65 81 63 65

July 162 124 160 80 66

August 183 177 216 80 76

September 215 124 152 131 133

October 202 133 184 92 123

November 194 200 96 160 29

December 127 164 76 101 17

1,974 1,389 1,497 1,216 978 120 $309,741 $2,581 ($1.29)
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not get out of hand, particularly since a major economic recession
is still taking place. 

Regarding yucca fiber, Caddy added that plenty of product is
still available and quality remains good. Lead times are at one to
three weeks. 

“If there is a little extra demand in Mexico for yucca fiber then
it’s possible there could be a similar situation taking place as
found with broom corn. However, I think we have enough supply
of yucca fiber at the current time,” Caddy said. 

Bart Pelton of PelRay International, LLC, in San Antonio,
TX, agreed with Caddy that May’s import figure from India was
probably misclassified and could very well be palmyra, while
Mexico’s figure looks to be a little too low. 

“The 13 tons from Mexico seems to be skimpy. I do know, how-
ever, that there was not a lot of broom corn available to purchase
in May and June. The problem is the lack of carry-over from last
year’s crop,” Pelton said. “People were also probably holding off
from purchasing broom corn in May while waiting until the new
crop from Torreon arrives.” 

Pelton and other broom corn dealers are waiting as well to see
what happens with this year’s first crop from Torreon. This wait is
not being helped by the lack of accurate information about the
crop. What reports that are being attained indicate that this year’s
first crop will be smaller compared to 2008. 

“It all depends on which processors and broom manufacturers
we talk to for this information. They are telling us the first Torreon
crop will be 20 to 50 percent smaller compared to last year. I tend

to believe that it’s actually closer to the 20 percent range,” Pelton
said. “It’s hard to get good information because people are scared
to travel to the Torreon area due to a rash of kidnappings and drug
cartel-related violence. I know there are processors who would
have liked to contracted for more broom corn but didn’t just
because of the threat of violence. 

“I feel this fear of traveling to the area has cut down on the
availability of broom corn. If you look at other conditions they are
favorable. For example, the price for broom corn is high enough
to satisfy farmers and there is plenty of water available in the
Torreon region.”

The lack of an ample supply of carry-over broom corn in
Mexico remains a negative issue. Pelton estimated that there may
be 50 to 60 tons of carry-over to choose from. This is primarily of
insides. Meanwhile, there is very little baled processed hurl carry-
over broom corn to purchase.  

“As a result, the processors have not been able to keep up with
demand and orders. There is almost no broom corn available for
sale right now,” Pelton said on July 13. “With processed broom
corn, almost everything is sold before it’s processed or soon after
it’s processed to the local (Mexican) broom factories. 

“In this kind of environment, prices are headed up, and worse
yet, it’s hard to get broom corn at any price right now. I’m hoping
this will all change for the better in the next couple of weeks
thanks to the Torreon harvest.”

One area of good news remains yucca fiber. Pelton said prices
have remained remarkably stable.
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To meet the growing demand to be as
environmentally friendly as possible,
Hamburg Industries, Hamburg, PA, is in
the process of making all aspects of its
wet mop line “green.” This includes the
use of recycled corrugated packaging and
recycled plastic mop sleeves. The compa-
ny’s green wet mop line is being manu-
factured carrying the Hamburg Industries’
name.

“Mop yarn has always been made from
waste and considered a recycled product.
Corrugated as well as plastic bag manufac-
turers have also been very open to manu-
facturing products using recycled materi-
al,” Hamburg Industries President Richard
Stiller explained, adding that in addition to
its wet mop line, his company will be
offering other products that meet greater
environmental demands in the near future.

“We do work with some specialty mar-
kets as well as retail, but the distribution

side is the largest
part of our busi-
ness,” Stiller said.

Officials at Ham-
burg Industries have

always taken great pride in the company’s
ability to expand from a small corn broom
manufacturer to a modern, vibrant compa-
ny; and one of a growing few that contin-
ues to produce its basic products in the
United States.

“We are one of few companies today
that actually has a live person answering
the telephone. Our company also employs
experienced customer service people who
help separate us from our competitors,”
Stiller said.

Providing quick turnaround times on
orders and bending over backward to meet
a customer’s expectations are also impor-
tant functions for the company, which is
located in Pennsylvania Dutch country.

“Our ability to be flexible and give our
customers what they need has helped us
prosper. For instance, if they want private
label products, we can provide private
label products. If they need something spe-
cial, we do our best to accommodate,”
Stiller said. “We jump through hoops, basi-
cally, to keep our customers happy.”

Web site: www.hamburgindustries.com.
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Tim Monahan of The Thomas
Monahan Co., in Arcola, IL, said today’s
low broom corn import numbers are a
reflection, in part, of a tough economy.
Even so, he feels corn broom sales should
be doing better. 

“The economy is not very good, and for
some reason the broom corn broom busi-
ness is doing even worse. That is a little bit
of a surprise. Usually this business is not
doing so poorly in recessionary times,”
Monahan said. 

Slow corn broom sales also means a low
demand for broom corn which helps explain
the low import numbers as of late. 

According  to Monahan when inter-
viewed on July 14, the first broom corn crop
of 2009 from Torreon should be available
soon to U.S. broom producers. Mexican
prices, meanwhile, are increasing despite
low imports. 

Monahan added that yucca fiber remains
available but does expect production to be
cut back due to low demand. 

Hamburg Industries Offers “Green” Wet Mop Line
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