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sePteMBeR/OCtOBeR, 2018
VOluMe 17, nO. 5seFA Makes education  

top Priority
The SeFa Board haS made edu-
caTion and Training a prioriTy 
in 2019, and are currenTly de-
veloping Their 2019 educaTion 
Schedule.   

“Education is one of the most important bene-
fits we can provide”, stated Peter Blake, SEFA 
Executive Director.  “We are looking ahead 
and formulating a schedule to reach out to all 
parts of our region and will have at least one 
program in every state.  This is your chance 

to request programming in your area.  We want to hear from the membership.  Contact me 
with any programs, speakers, or topics you want us to explore.  Your voice is needed to 
schedule the most effective program.”

SEFA is looking to hold technical training programs for Spotting, Pressing, and Wetclean-
ing.  We will also be focussing on Management topics with another Management Boot-
Camp program and a Route Development Program.

“We are also focussing on some new workshops,” offered Blake,” on marketing and driv-
ing revenue.  The Board is developing a list of speakers and topics for the potential future 
programs, but are still open to suggestions from the membership.”

sChOlARshIPs
The SEFA Board realizes it can be hard to find the local training when you need it, so they 
have developed an extremely generous Scholarship Program affording members the op-
portunity to go to the DLI Resident Courses or even have instructors into your plant for 
individual training.

SEFA has set aside up to $9000 a year in funds for Members to attend DLI Schools.  The 
funds are available in increments of $1,000/week of training and is capped at $3,000/plant 
over a course of 3 years.

At the recent SDLS show, SEFA announced a grant program that would allow for members 
to apply for a reimbursement for having private, in-plant training done at member plants.  
The grant allows for a reimbursement of $300/day -- up to a $600 cap over a three year 
period.   The Board set aside up to $10,000 per year to fund the effort.

For more information, or to apply, visit www.sefa.org



EXPERIENCE THE SPEED OF TOUCH
The Fabricare Manager touchscreen terminal speeds 
up order intake with a touch of the screen.

fabricaremanager.com

(888) 299-9493

Fabricare Manager knows dry cleaning. That’s why 
we designed a point of sale solution to improve 
every aspect of your dry cleaning business.

The touchscreen terminal allows you to speed up 
order intake by logging garments, care instructions 
and more–right at your fingertips.

Feel the difference Fabricare Manager POS 
system makes in your daily work-flow.

POS FEATURES:
User-Friendly Touch Screen
Ultra-Secure Card Processing
Customizable Pricing Controls
Industry Leading 24/7 Support
Targeted Text & Email Notifications
Third-Party Integration Options
Robust Route Management
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Change of seasons
greeTingS To all in SeFa land!  aS 
The warm weaTher haS leFT moST 
oF uS, cleanerS ThroughouT The 
counTry are welcoming The cool-
er, Fall weaTher in hopeS oF high-
er piece counTS.  SummerTime For 
a loT oF uS uSually meanS vaca-
TionS, Being ShorT-STaFFed, equip-
menT malFuncTioning and Fewer 
pieceS.  

The fewer pieces in our stores are a common trait 
amongst most cleaners I communicate with on a 
regular basis.  Cleaners in South Carolina, Flori-
da and even here in Tennessee have all asked the 
same question, “Are you down compared to last 
year?”  I don’t mind sharing that my business is 
not down, but the pieces have basically remained flat from a year ago.  Sure my sales 
are up, but I’ve had two basic price increases from a year ago so I don’t really try to 
compare sales from year to year.  Now piece counts, that’s something I keep an eye on.

Aside from piece counts, we should all be looking toward 2019 and what it may bring.  
Are fashions and fabrics continuing to limit “dry clean only” garments?  As a cleaner 
are you looking at fluff and fold to add to your business?  Did you try something new 
and it didn’t work?  There are always capital expenditures to think about.  

Are you waiting till the Clean Show in New Orleans to shop for something?  Speaking 
of New Orleans, I actually made my hotel reservations last week for the Hotel Mon-
teleone in New Orleans which is the host hotel for DLI for the upcoming Clean Show 
in June of 2019.  

Funny as it may sound, I would not wait terribly long to make hotel reservations for 
the Clean Show as the host hotel for each organization that puts the show on usually 
sell out their block of rooms well in advance.

InsPIRAtIOn
On a different note, I want to ask that everybody keep the Gulf Coast in their thoughts 
and prayers because of the recent hurricane, the families of the recent synagogue mas-
sacre and lastly, one of our own, Lou D’Autorio, whose daughter is battling cancer.  
Lou wouldn’t mind a nice note or call to lift his spirits.  

That fight is being chronicled on facebook under the blog Trinity Tough.  I know the 
entire Board and membership of SEFA joins me in keeping her and their entire family 
in our thoughts and prayers.  

When you think things are not going well with you, take five minutes and read what 
an inspiration his daughter and family is.

Don Holecek, 
SEFA President

Don Holecek
Crown Cleaners

(865) 584-7464  /  Don@crowncleaners.com

preSidenT’S meSSage.. .
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upcoming evenTS.. .

The 2019 dli and nca 
annual Five STar 
B r a i n S T o r m i n g 
conFerence will Be 
held January 17 - 20, 
2019 in ST. maarTen 
aT The SoneSTa 
oceanpoinT reSorT. 
memBerS oF BoTh 
organizaTionS are 

inviTed To aTTend For a long weekend oF ad-
venTuring, relaxing, and enTrepreneurShip.

With only 129 rooms on the property, the Sonesta Ocean Point 
resort is a smaller property than the associations have used in pre-
vious years. The resort is a Five-Star adults-only property that in-
cludes food, liquor, room service, mini bar, WIFI, taxes, gratuities, 
and other amenities. 

DLI and NCA carefully select speakers to inspire and invigorate 
your desire to succeed. Check out this year’s lineup:

hOw tO AttRACt AnD RetAIn MIllennIAl  
eMPlOyees AnD ClIents
John DiJulius will share his insights and answers to the key ques-
tions you have about attracting and retaining millennial employees 
and clients. This generation is your future, and you need their sup-
port in the workplace, at the counter and on line.  John has been 
studying this challenge and is looking forward to sharing his take 
on what you need to do to with you.

PeRsuAsIVe COMMunICAtIOn Is the Only 
suPeRPOweR yOu neeD
Jeff Tippett presents with dual purposes: to uplift and encourage 
while also providing actionable content that creates change.  When 
talking with others about what he does, Jeff finds they often re-
spond: ‘So, you’re a motivational speaker.’ “Well, not really. But 
sorta,” he said. “I’m really more of a motivational teacher. I think 
we all appreciate and need motivation. Life can beat us down; so I 
want to lift people. To accomplish this as I present, I bring lots of 
energy, humor, and heartfelt connection.”

Attendees need more than just motivation because motivation 
fades, he said. “I mix in actionable content that can create lasting 
change in lives. I began my career teaching at a university; I guess 
once a teacher always a teacher.” With 500+ presentations under 
his belt, Jeff knows how to successfully weave these two styles 
together.

the seCRet OF ChICk FIl A’s suCCess
From Attracting & Training the Best Minimum Wage Employees 
to Attracting and Optimizing Media, Chick Fil A is the highest 
ranked fast food restaurant in customer service and the fourth 
most-inspiring company, according to Forbes. These accolades are 
the expected norm among higher paying luxury service brands.  
However, attaining these service and culture heights, when relying 
primarily on minimum wage employees, makes these Chick Fil A 
achievements all the more remarkable.

Arthur Greeno, long time Chick Fil A employee turned owner and 
author of two best selling books, will share the secret of the fastest 
growing fast food brand’s success with you on Sunday morning. 
His appearances and message have been described by audiences as 
relevant, adaptable, lighthearted, irreverent, real, hilarious, engag-
ing and remarkable. His goal is to show you how you can make 
others believe in your business and help make it remarkable too.

Visit www.dlionline.org/DLIonline.org/Five-Star-Conference 
for more information

2019 DlI/nCA Five star Brainstorming Conference 
set for st. Maarten
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POSEIDON
®T E X T I L E  C A R E  S Y S T E M S

IS HERE… True WetCleaning!
A NEW KING OF THE SEA 

DISTRIBUTED BY:

3920 Holden Road
Lakeland, FL 33811

(800) 232-5736 (863) 701-7714

Engineered to exceed the professional
fabricare industry’s highest standards,
the Poseidon Textile Care System
delivers unrivaled programmability for
undisputed and superior wetcleaning
results. 
Poseidon harnesses high-performance
Soft-Mount Wetcleaning Machines and
Intelligent - Fully Programable Moisture
Control Dryers for results and
efficiencies that outshine traditional
Dry Cleaning.
 

Visit ...  poseidonwetcleaning.com  ~ laundryproofflorida.com 

EH030 - 30lb (4.4 cu ft),
EH040 - 40lb (6.1 cu ft),
EH060 - 60lb (8.4 cu ft ,
EH090 - 90lb (13.9 cu ft)

ED260-(30lb)
ED340-(40lb)
ED460-(60lb)
ED660-(85lb)

Washers:   

Available Sizes:
Dryers:      

Call for a
Demonstration

Location Near You

99 Fully
Programable Cycles
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Are you Passionate About your Business, and Do 
you share that Passion with your Customers?

BuSineSS developmenT inFormaTion.. .

i have come To know 
many cleanerS who are 
paSSionaTe aBouT The 
work They do. unFor-
TunaTely, There are noT 
enough oF uS ouT There 
ThaT will Take The Time 
To Share ThiS paSSion 
wiTh our cuSTomerS. iF 
we Take The Time To op-
eraTe under The BeST 

pracTiceS ruleS, Then leTS Show our cuSTom-
erS whaT ThaT meanS.

From the beginning of taking over the responsibility of caring for 
our customers’ garments, to the end, when we give them back to 
the customer and take their payments, we should show them what 
we do that is worth the money they have given us.

If we are fortunate enough to have a location that allows your cus-
tomers to view the work that is being done in the plant and give 
them a bird’s eye view of the work performed, this will help. If 
not, we should consider having a computer with a monitor on the 
counter or on the wall that shows and explains how your staff is 
working diligently tagging, spotting, cleaning, pressing, and ship-
ping the garments. 

As well, if possible, take the time to invite your customers to take 
a tour of your plant and discuss each process that garments go 
through.

Doing this will give your customer more confidence in you and 
your operation in handling their garments and insure that they will 
remain with you for a very long time. It will also reinforce that the 
fee you charge is well deserved because of the care you take with 
their clothes.

the IMPORtAnCe OF CustOMeR suRVeys
Performance reviews are a widely-used tool for running successful 
businesses of any size. It will allow the most effective managers to 
recognize areas of success and identify, discuss and plan for oppor-
tunities to improve. It also al-lows both the manager and employee 
to track performance trends over time. These reviews can promote 
continuous improvement and help protect those customer relation-
ships against competitive threats.

Asking clients to rate the company’s performance on its most im-
portant promises shows a commitment to fulfilling those promises 
to the clients’ satisfaction. We’ve learned from experience that 

asking clients to write comments for each rating is too great an 
imposition and results in a lower response rate. Instead, there is 
a single comment field where we ask client to share feedback to 
provide context for their scores.

It is important to follow up with everyone who responded to dis-
cuss how much you value their feedback and the changes you are 
making as a result.

Identify at-risk business - One of the most important benefits of 
surveying clients is identifying concerns that are more serious 
than you might have realized and could put the relationship at risk. 
When you get a lower-than-expected score, you immediately set 
up a client meeting to learn more about the source of the dissatis-
faction and dis-cuss the improvements the client would like to see. 
You should put together a specific action plan that you share with 
the client and schedule follow-up conversations to gauge your 
progress. You might find out that the customer is not happy with 
the counter person’s attitude or competence, or you might find out 
that the depot location is not easily accessible due to traffic prob-
lems, or some other reason you may not have realized.

Identify and leverage potential evangelists - Invariably, the survey 
responses you receive each year include glowing reviews from de-
lighted clients. From a marketing perspective, those are pure gold. 
You should immediately ask for written permission to publish the 
comments on your website or in your store, in new business pitch-
es, etc. Nine times out of 10, the answer is yes. Those comments, 
as well as survey responses with high ratings across the board, also 
help identify others who are potential sources for references and 
referrals.

The key to a successful client satisfaction program understands 
that the survey is not an end in itself, but rather a catalyst for a con-
tinuous cycle of feedback, analysis, action and evaluation. Having 
the courage to ask the right questions, take the answers seriously, 
and commit to taking action to build on successes and address ar-
eas for improvement can strengthen client relationships and pay 
big dividends.

DOn’t IGnORe the CustOMeR:
Focus on Task over Mood - If you sense your customers are rushed 
or frustrated, don’t ask them how they are. That question just re-
minds them that they’re not having a good experience. Instead, 
ask, “What can I do to make your day go a little better?” It helps 
keep the conversation positive while indicating you’re aware that 
they have other things they’d rather be doing.

Speaking of better word choices, avoid asking reluctant customers 
what they want or what they’d like. Frankly they don’t want

written by Sid chelsky, executive director of canadian Fabricare association

Continued on page 12
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800.542.7769 // www.arrowcare.com

L E AT H E RCA R E  S E RV I C E S

   •  Leather & Suede Cleaning   
       & Refinishing
   •  Leather & Suede Handbags
   •  Leather & Suede Repairs
    • Designer Leathers
   •  Shearlings
   •  UGGs
   •  Fur Trim Cloth & Leather
    • Fur Lined Leathers
   •  Professional Fur Cleaning
    • Wedding Gown Cleaning &  
       Presevation
    • Reweaving & More

America’s Most Recommended Specialty Cleaner

where will you Find success?
BuSineSS developmenT.. .

in The paST Three monThS 
i have had The privilege 
oF aTTending and par-
TicipaTing in drycleaning 
convenTionS and work-
ShopS in caliFornia, weST 
virginia, kanSaS ciTy, and 
maSSachuSeTTS.  

It has afforded me the opportunity to 
connect with drycleaners through-
out the country from all types of 
business models, all types of clean-

ers, and all types of employees.  I got to meet owners, managers, 
route drivers, and customer service representatives.  It is always 
surprising to me how they all share in common.  Doesn’t matter 
the region or the type of business -- everyone is sharing the same 
frustrations and the same challenges.  

One of my favorite questions to pose to people I meet is -- what 
are your greatest challenges?  Without fail, the biggest challenge 
remains diminishing volume. When looking at new programs and 
services, these are two areas I try to keep focus on.

DRIVInG ReVenue
There is no question, piece counts from traditional drycleaning 
pieces has fallen and we need to look at ways to combat that trend.    
When faced with the dilemma of a shrinking market, you only 
have two options you can either get a bigger piece of the pie -- or 
make a bigger pie.  We are trying to help members do both.

When looking at increasing market share, you need to invest in 
marketing. I am not necessarily talking about a huge monetary in-
vestment, much of what needs to be done can be done by most 
cleaners, but you need to invest time.  

DLI has posted a 5-part video series on Marketing featuring recent 
SDLS speaker Brian Rashid.  If you haven’t taken advantage of 
it yet -- do it soon.  It is a great program that breaks down social 
media marketing into very understandable, and usable segments.

I think we are in a great spot right now to really do some great 
organic marketing.  The window may be closing within the next 5 
years, so you need to take advantage of these opportunities while 
you can.

In addition to the marketing videos, DLI also has a great Effortless 
Social media program and a very good e-mail marketing program, 
“Great Impressions”.  If you need help with email marketing, or 
social media:  Call me.  I would love to help.  When piece counts 
are dropping, or business is slowing, that is not the time to cut 
back on marketing, but to increase it, and maybe to invest in new 
avenues or promotion.  You need to keep working on your brand 
and your identity.

A BIGGeR PIe
Diversification is the key to creating new revenue sources and re-
capturing volume in your plant.  There has been a lot written about 
wash-dry-fold in the past, but it is still the one segment of Fabric 
Care Services that continues to grow and members are capitalizing 
on the trend.

You should also look at the services you offer, and make sure to 
promote those little used but high profit services.  Do you process 
a lot of comforters?  Households?  Do you take in shoes?  Leath-
ers?  Handbags?

These can be great sources of revenues, but many consumers never 
think of using professional services for these items.  I recently had 
my golf shoes cleaned at my drycleaner and they came  our great.  I 
can’t tell you how many other golfers in my league asked how they 
could get theirs done too.  Sometimes the key to growth is thinking 
and looking outside the box.

The best way to increase these sales is through educating your cur-
rent customers of what you do.  Facebook, Instagram, Twitter, E-
mail marketing, signage... they all play a key role in growth.  Need 
help?  Let me know!

written by peter Blake, SeFa executive director
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the next south eastern Fabricare Association Board Meeting

SEFA Winter Board Meeting 
Saturday, January 12, 2018 

San Destin Resort, Destin, FL

Going for Gold
allied Trade updaTe.. .

when zach herickS walked ouT onTo The pool 
deck, he waSn’T nervouS. he waS ready. The 
crowd Buzzed, The voice over The loud Speak-
er clamored ouT, calling The SwimmerS To 
Their SpoTS, and zach’S Family waTched anx-
iouSly, cheering From The STandS. 

For Zach, even though the day represented one of the highest lev-
els of swimming competition in the nation, his cool, calm excite-
ment was evident as he and his fellow competitors approached 
their starting blocks. On your marks. Get set. And he was off and 
into the water.

Zach Hericks was one of only 12 swimmers from Texas selected 
for the National Special Olympics Games in July at the Univer-
sity of Washington. He participated in four swimming events, and 
through hard work, consistent practice, and an always-optimistic 
attitude, he took home two gold medals and a silver medal as priz-
es for his incredible efforts.

The son of Shelly and Jim Hericks, owners of FabriClean Supply 
in Dallas, Texas, Zach has been a part of his local swim team of 
Special Olympians since he graduated high school. The Mac Ga-
tors, as the team is called, gather together for an eight week swim 

season, during which time Zach, in addition to his full-time job at 
FabriClean Supply, puts in the work to get better at his sport.

“At practice we work on our strokes. We work on our times. We 
work on getting better and better, and we have a lot of fun,” Zach 
says. And though he’s working hard to become a better swimmer, 
his team is truly about having a great time together.“His team-
mates are some of his best friends. They all graduated high school 
together, and they’ve been together ever since, almost 16 years 
now,” says Shelly. 

As Shelly and Jim reflect back on Nationals, their pride is evident 
in every word they share about Zach’s success. “It was the expe-
rience of a lifetime,” says Shelly, “and it was exciting to say the 
least! It was so special to see him win those medals. We knew he’d 
do well, but to get two gold medals and a silver medal, we were 
absolutely thrilled for him and so very proud.”

In October, Zach will travel to College Station, Texas, for the State 
Games at Texas A&M University. He’ll practice hard. He’ll pre-
pare. He’ll aim for more medals. But truthfully, Zach says the best 
part about these events is the people he gets to spend time with and 
the lifelong friends he makes through the sport.

“I really do love swimming,” he says. “and I love getting to know 
people. That’s really the fun part.”

Dallas, Texas  September 10, 2018:  Provided by M&B Hangers
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Cleaner & launderer Celebrates 58th Anniversary
allied Trade updaTe.. .

randy and alBane wenTe puBliSherS oF clean-
er & launderer, Trade puBlicaTion For The 
drycleaning and laundering induSTry are 
happy To announce The 58Th anniverSary oF 
The puBlicaTion.  

The publication was started in October of 1960 by Wally Urquhart 
under the name of California Cleaner & Launderer covering 13 
states  and expanding, warranting the first change in the publi-
cation’s title to Western Cleaner & Launderer and as boundaries 
continued to expand, in 2007 was renamed Cleaner & Launderer.  

In  the early 80’s Wally hired Joan Reid, Randy Wente’s aunt and 

worked for him several years.  When Wally retired due to ill health 
he sold the publication to Joan  and in turn she partnered with her 
sister Dorothy Ballard (Randy Wente’s mother).

Together, the dynamic duo ran the business on their own until Joan 
decided to retire in 1990 and sold her share to Albane Wente.  In 
1992 Dorothy also retired, selling her share to Randy Wente, who 
left Hughes Aircraft Co. after 20 years.

“We really commend the Wente’s and congratulate Cleaner and 
Launderer on their anniversary,” offered Peter Blake, SEFA Ex-
ecutive Director.  “They have been a tremendous resource for the 
industry through the years, and have provided a great service.  I do 
hope all our members subscribe to their publication and visit their 
web page.  In this day and age we really must be using all the tools 
in our toolbox to build a brighter future.  They are a valuable asset 
to the entire industry.

Over the years readership and boundaries continued to expand.  
Today, Cleaner & Launderer is mailed nationwide to all 50 states.  
Over the next several years Cleaner & Launderer  grew its large 
reader base even more not only through print, but online, mobile 
and social media.

Surviving all of the hurdles throughout the years, Cleaner & Laun-
derer is still going strong and look forward to many more decades.

Text Label Printer
Permanent Clothing 
Label Cartridges 
Eliminate paper tags 

Scanner/barcode
Pre-printed sequentially numbered 
heat seal barcode labels in one 
day, Four sizes with or without 
a side stripe

Heat Seal Presses
You Deserve the Best! 
The Ultimate Heat Seal Machine
  Choose from 3 models, 7 interchangeable   
   lower platens, single or dual heat
        115V or 230V    2 Year Warranty
           Proudly Made in the USA • Built to OSHA Standards

Save Time, Labor and Money 
with EzProducts

Stop Shaking Out Shirts 
Genuine MBH Rope-Ties 
& Zip-Ties
Five Colors available for special handling, finishing or routes

Molly the 
HangerDolly 
Easily store 
and transport 
500 hangers

EzLabelOff 
Removes heat 
sealed labels from 
most fabrics

Toll Free

877.906.1818
www.ezpi.us



12  /  SouTh eaSTern FaBricare aSSociaTion

BuSineSS developmenT.. .

 to be there at all. Instead, phrase your questions along the lines 
of, “Would it be useful…?” “Would it make sense…?” “Would it 
be helpful…?” In general, we get better results with task oriented 
questions that focus on resolving the customer’s problem, than 
with questions that encourage customers to think about their mood.

A person waiting for a garment to be pressed or stain removed may 
not mind waiting if they understand that a professional job requires 
time. On the other hand, a person kept waiting due to an appoint-
ment they have to be at needs an explanation. The counter person 
shouldn’t just ignore the delay. She should start with, “Thanks for 
your patience to-day. A previous customer had a serious problem 
with her garment. I needed to spend a little more time with her. 
Rest assured we’ll take all the time we need to take care of you. 
Before I do, how’s your time – are we OK?” When customers 
agree to proceed they feel less taken for granted, more like they’ve 
regained control, and become more receptive to your service.  

shARe yOuR stRAteGIC Intent
Let begrudging customers know that you understand what they re-
ally want. An employee at a license plate registry office would do 

well to tell a customer who’s obviously running errands during 
lunchtime, “Let’s take care of this quickly so you can hopefully 
get a chance to eat.” A plumber replacing a hot water tank men-
tions, “At least now when you leave the house you’ll know that 
you won’t come home to a flood.” Customers may be focused on 
the immediate painful purchase. You need to remind them of the 
more positive strategic out-come.

OFFeR PRICInG PeRsPeCtIVe
By definition, people don’t enjoy spending money on grudge pur-
chases. So with big ticket purchases it’s helpful to break the price 
down into something that sounds less daunting. So, rather than 
saying to a customer, “The cost of cleaning this dress will be fifty 
dollars,” Instead say, “The beautiful dress will be $50”. Then com-
pare that figure with their overall investment. “Keep in mind the 
cleaning of the dress is protecting your hundreds of dollars invest-
ed in the dress. Whatever you invest in cleaning the dress is likely 
to prolong the length of life and beauty by at least that amount. 
Plus, of course you don’t have to worry about deterioration caused 
by staining and hid-den problems such as invisible liquid spills and 
underarm buildup of chemicals from deodorants.

Continued from page 7

sharing your Passion for Industry with Customers 

 

For all your dry cleaning, laundry and janitorial supplies 

Now is the time to switch 
to paperless! 

GO GREEN  
GO PAPERLESS 

Stay in Control, Connected and Informed digitally 

with all of the tools available now 
you can easily manage your account in one place   

you do not need paper anymore! 
 

stay Connected 
Get up to date 

technical guidance, 
download safety 
Data sheets, get 
easy access to 
events, helpful 

links and useful 
documents.  

Thank you for supporting our initiative to 
 

Go Green , Go Paperless 
 

    Contact us at info@fabricleansupply.com to enroll 
 

 

stay in Control 
Access your 

accounts payable, 
review invoices and 
monthly statements 

and pay 
electronically from 
virtually anywhere, 

anytime! 

stay Informed  
have everything 

you need, all in one 
place, for easy 

reference, tracking 
and budgeting. stay 

on top of your 
orders and 

payments by 
having an e-mail 
notification when 

they happen. 

By enrolling in FabriClean Paperless e-Communications, I agree to receive my statements and other 
documents electronically. I will receive an email when my statement or notice is available to view online. 

 



What does your business need to do  
to become EMV® compliant?

Avoid Liability.
Starting October 2015, if your business does not use EMV equipment and a data breach  

or a counterfeit transaction occurs, you may be held financially liable if you have not upgraded. 

Increase Security.
New credit and debit cards will use a chip that generates unique data for each transaction, 

making it much harder for criminals to duplicate card information and steal data.

Save Money.
Using EMV-compatible equipment may help lower your processing expenses  

by potentially reducing compliance fees.

Upgrade your equipment. Call 800.613.0148  
or email DLIStatements@TransFirst.com today! 

*$199 terminal purchase offer valid for new TransFirst customers only. Terminal offer expires May 31, 2015. All accounts subject to credit approval; 
some restrictions or exclusions apply. EMV is a registered trademark in the U.S. and other countries, and an unregistered trademark in other countries, 
owned by EMVCo. TransFirst is a registered ISO/MSP of: Wells Fargo Bank, N.A., Walnut Creek, CA, and Synovus Bank, Columbus, GA, for Visa® and 
MasterCard® transactions only. TF3893a_DLI0315AD

nail down your
emv STATUS TODAY
WITH A $199 TERMINAL OFFER.*

Let TransFirst® help you

($495 Value) 
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A-1 PRODuCts, InC
Birmingham, AL
(205) 787-1403

www.a-1products.com

A.M. CheVy equIPMent
Pompano Beach, FL

(844) 802-3247
drdrycleaning.com

APeX InsuRAnCe
Delray Beach, FL
(561) 272-9683

www.fortheinsured.com

ARROw leAtheRCARe 
Kansas City, MO

800-542-7769 

CentRAl equIPMent COMPAny, InC
Columbia, SC

(803) 779-2390
centralequip.com

CleAneRs suPPly
Conklin, NY

(800) 568-7768
cleanersupply.com

COMPAssMAX
Falmouth, ME
(207) 781-5590

www.compassmax.com

enVIRO FORenICs
Indianapolis, IN
(317) 972-7870

www.enviroforensics.com

ePsIlOn PlAstICs
Marietta, GA

(770) 578-4228
www.sigmaplastics.com

ezPRODuCts InteRnAtIOnAl, InC
Wauchula, FL

(863) 735-0813
www.ezproductsinc.com

FABRICARe MAnAGeMent
Acworth, GA

(888) 299-9493
www.fabricaremanager.com

FABRICleAn suPPly
Decatur, GA   770-981-2800 

Columbia, SC   803-776-7988 

Tampa, FL  813-623-3553 
Jacksonville, FL   904-696-7688 
Nashville, TN   615-254-5192 
Knoxville, TN  865-689-1221 

Birmingham, AL  205-251-7272

FABRIteC InteRnAtIOnAl, InC
Lutz, FL

(813) 990-7401
www.fabritec.com

Fh BOnn COMPAny
Lawrenceville, GA

(678) 472-6202
www.fhbonn.com

GulF stAtes lAunDRy MAChIneRy
Alpharetta, GA
(770) 343-8455

www.gslaundry.com

heARtlAnD PAyMent systeMs
Clarksville, MD
(352) 246-4600

www.heartlandpaymentsystems.com

InDustRIAl equIPMent & suPPlIes
Miami, FL

(800) 969-4766

InteRstAte CheMICAl
Lakeland, FL

(863) 607-6700
www.interstatechem.com

JCz COnsultInG
Mt. Gretna, PA
(717) 507-4607

www.janezellers.com

kReussleR, InC
Tampa, FL

(813) 884-1499
www.kreussler.com

lAunDRy PRO OF FlORIDA
Lakeland, FL

(813) 300-7148

M&B hAnGeRs
Leeds, AL

(205) 699-2171
www.mbhangers.com

nIe InsuRAnCe 
St. Louis, MO 

(800) 325-9522 

www.nie.biz

n.s. FARRInGtOn & CO.
Winston-Salem, NC

(336) 788-7705
www.nsfarrington.com

R.R. stReet & CO., InC
Naperville, IL

(630) 416-4244
www.4streets.com

sMIth BROtheRs
Chapel Hill, NC
(252) 793-2579

the ROute PRO 
1-877-DR-ROUTE 

www.theroutepro.com

seItz, InC.
Tampa, FL

(813) 886-2700
www.seitz24.com

steIneR-AtlAntIC CORP
Miami, FL

(800) 333-8883
www.steineratlantic.com

unI CleAn DIReCt, llC
Cleremont, FL
(321) 297-4286

www.unicleandirect.com

unIOn DRyCleAnInG MAChInes
McDonough, GA
(404) 361-7775

www.uniondc.com

w.A.G. equIPMent llC
Mount Juliet, TN
(615) 830-5959

www.wagnashville.com

whIte COnVeyORs, InC
Cary, NC

(800) 524-0273
www.white-conveyors.com\

wIllCO FORMs
Mike Fleming

(800) 375-3676
Golden City, MO

2018 SeFa’S allied TradeS.. .

These suppliers support the work of SeFa as allied Trades 
members. when you need supplies, equipment or other goods 
or services, contact a SEFA Member first. 



It can be alarming to learn that your dry cleaning 
business might be responsible for unintentional 
environmental contamination. This news doesn’t 
have to ruin your reputation or your savings. Let us 
defend your business, clean up the contamination, 
and restore your property value at little to no cost 
to you. We take care of all of this, so you can stay 
open and run your business.

WE FIND FUNDS. 
WE CLEAN UP. 

YOU STAY OPEN.®

866-888-7911
enviroforensics.com/

stay-open

®


