
When you’re hot you’re hot,

when you’re not you’re not.

—Jerry Reed

It will be difficult to follow last month’s editor-

ial by Gary with its “stick deodorant analogy,” 

but here goes. From the all-things-to-all-people

department:

Cleaner Times is either hero or zero, depending

upon which page of the magazine you happen to

be turned to. At least, that’s the perception that I sometimes get! 

If you are a distributor or supplier, we are heroes when you are on

a page that addresses your business and offers suggestions or solutions

to your business problems. We are zeroes when you turn to an appli-

cation article that is not useful to your business.

A pressure washer manufacturer thinks we are “hot” when reading

about the state of the market and coming trends, but cools down

when they turn to a high-pressure application.

Our friends, the contract cleaners, want to learn new procedures and

ways to earn money with the equipment most advertisers are selling

through the magazine. They look for the application and service arti-

cles. But, when we include a distributor profile, watch out!

And high-pressure? That’s another story altogether. 

Of course, all this is presented in good-natured fun, but the fact is

we do try to be, if not “all things to all people,”most things to as many

as possible. Our editorial calendar is a mass of different colored

marks indicating probable interest levels from each of the segments

of the market we try to serve. Many overlap, which is good. Some stand

alone with a single color. Those will cause the hero-zero mood swings.

Cleaner Times is about the industry, not just about the equipment 

or methods of the industry. That includes people and places and hap-

penings, as well as equipment, procedures, and service. From what I

see in the vast market of industrial publications, we are a bit more in-

formal and personal in our presentation. That’s just the way we are. 

And that seems to be the way most of our readers are, also.

We are grateful to all of our readers, regardless of how much and 

which sections of the magazine you find useful. If we seem to be a bit

heavy one month in articles that seem to be aimed at a different target

in the industry, be patient—we’ll try to even it up in the next issue.

And call or email with your comments!

Jim McMurry
jim@adpub.com

800-525-7038
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Industry Calendar 2005

Aug. 2–4 sme Summit, Olympia Resort
and Conference Center, Oconomo-
woc, WI for more information visit
www.sme.org and click on events, or
call 313-425-3112.

Aug. 21–23 WJTA Convention, Hou-
ston, TX, Marriott Houston Westchase
Hotel (formerly Adam’s Mark Hotel),
314-241-1445, www.wjta.org.

Sep. 7–9 Clean Asia Show Shanghai
2005 for more information visit
www.cleanasia.com or contact Loone 
Yeo at 65-6481-3880 or email: loone
yeo@ cleanasia.com.

Oct. 4–5 Rapid Prototyping & Man-
ufacturing Certificate Program—
Associate & Professional, Atlanta, GA
for more information visit www.sme.org
or email training@sme.org. 

Oct. 9–11 CETA PowerClean 2005
Myrtle Beach, SC www.ceta.org.

Oct. 18–21 ISSA INTERCLEAN Las
Vegas, NV, www.issa.com.

Oct. 19–22 International Kitchen
Exhaust Cleaning Association IKECA
Fall Technical Education Seminar,
Chicago, IL, for more information,
visit www.ikeca.org or call IKECA
Headquarters at 301-230-0099.

Nov. 13–16 FABTECH® International
& the AWS Welding Show, McCormick
Place South, Chicago, IL. For infor-
mation visit www.wme.org.

2006

Jan. 29–Feb. 1 PACE Paint and Coat-
ing Expo, Tampa Convention Center
Tampa, FL, for information, visit
www.sspc.org/events/ or call 877-
281-7772.

Jan. 30–Feb. 1 Gulf Cleantech 2006,
Dubai World Trade Center, United
Arab Emirates for information visit
www.gulf-cleantech.com.

Feb. 6–9 ARA—The Rental Show,
Orlando, FL. For information, visit
www.ararental.org.


