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SEFA Management BootCamp a 
Big Success

SEFA HELD ITS FIRST EVER, 
MANAGEMENT BOOTCAMP 
TO RAVE REVIEWS.  THE PRO-
GRAM WAS HELD ON  JULY 15 & 
16 IN ORLANDO FLORIDA, AND 
WAS ATTENDED BY 10 MAN-
AGERS FROM THROUGHOUT 
THE REGION.

The program, “How to Run a 
Drycleaning Plant Easily, Ef! ciently, 
and Pro! tably” was a ! rst of its kind, 

and was presented by Management Expert Don Desrosiers of Tailwind Systems.  Plans are 
underway to bring this program to different regions of the country.

“This was a great program,” observed Nancy Hatchett, Manager of Mango Cleaners and 
Laundry in Tampa, FL, “it reinforced many of the thoughts and ideas I had, but gave me 
some solutions to many problems I have when implementing them.  It was great to have 
two people there, myself and the owner, so we could be on the same page moving forward 
and really understand where we need to go.”

The course explored the necessity of monitoring labor and production.  Attendees learned 
the basics of why you need to track information, and then they explored how to put that 
information to use.  Included in the discussion was methodology for calculating cost per 
piece, boosting productivity, managing labor costs, and interpreting information.

“Management training is one of the most requested topics we receive,” offered Pater Blake, 
SEFA Executive Director, “and this was a great opportunity.  I wish more people had been 
able to take advantage of it. People need training like this, and need to prioritize it when it 
is available.  Unfortunately, there is never a guarantee the program will be repeated in an 
area.”

Due to the feedback of the attendees, SEFA will be planning a second program this Fall in 
Georgia.  For more information on all upcoming events, www.sefa.org where you will ! nd 
the most up-to-date information on SEFA Activities. Please call the SEFA Of! ce at 877-
707-7332 or e-mail us at peter@sefa.org if you would like to request a class or educational 
program in your area.
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CONNECT WITH
YOUR CUSTOMERS

SYSTEM SOLUTIONS 
FOR DRY CLEANERS
Fabricare Manager POS provides all the capabilities 
required, to manage your dry cleaning business.
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FEATURES:

User-Friendly Touch Screen

Ultra-Secure Card Processing

Customizable Pricing Controls

Industry Leading 24/7 Support
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Third-Party Integration Options

Robust Route Management

CALL US FOR MORE INFORMATION:    (888) 299-9493
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SEFA Board Report: Education 
is a Priority 
HELLO TO ALL MY FRIENDS AND COM-
PATRIOTS IN THE CLEANING WORLD.  
IT IS AN OVERCAST DAY HERE IN 
KNOXVILLE, TN WHICH MEANS IT’S 
NOT AS HOT AS IT COULD BE WHICH 
IS A GOOD THING.  

In my previous message I started out by 
describing me being in the “hot and sticky 
setting of a dry-cleaning plant” and I was 
correct.  We seemed to have dodged a bullet 
with a good portion of the summer here in 
Knoxville being rainy and overcast.

On Saturday morning, August 12, SEFA held 
its board meeting in Chattanooga, TN along 
with two educational seminars in the afternoon.  The ! rst seminar was put on by Mr. 
Charles Rowan, Program Manager from the Tennessee Department of Environment 
and Conservation.  His presentation was on the state of the cleanup program here in 
TN.  While his program was supposed to be for an hour, we had to extend it because 
of the topic and the engaging questions and answers that were given.  Mr. Rowan 
discussed several topics including but not limited to the inception of the cleanup pro-
gram, the declining revenue that the program is receiving, offering best management 
practices for cleaners, and what the future may hold for cleaners in TN.  Mr. Rowan 
was in an unenviable position given that he was the messenger and had to deliver a 
message that was not all that rosy.  

All in all, if you were in attendance, you at least have an idea of the coming challenges 
that we face in TN.  If you missed it, this is another example of why every cleaner 
should be a part of SEFA and what the board members do in SEFA.

Our second seminar was presented by Jim Groshans whose company, FabriCoach, 
LLC is now a contractor with DLI.  His topic focused on customer service and had the 
unique angle of discussing how all parts of the cleaner, from front to back, all impact 
the role of customer service.  Jim has over 35 years in our industry starting as a young 
boy in the family business to working for a major chemical company for over 20 years.  
His experience in all aspects of our industry will be a major asset to someone who 
needs Jim to come and visit their business.

For most of us, our focus will now shift to college and professional football in the 
upcoming months along with bigger piece counts.  With bigger piece counts, we as 
cleaners need to refocus on what we do, how we do it and ! nd a way to do it better.  
Given what SEFA has done and what SEFA can do, it’s time to reach out to us and get 
involved.  As always, my email is don@crowncleaners.com and my phone number is 
865-584-7464.  Call or contact me any time.

Don Holecek, SEFA President

Don Holecek
Crown Cleaners

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

PRESIDENT’S MESSAGE.. .
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INCREASING MEMBERSHIP ROI. . .

ARE YOU PUTTING YOUR 
MEMBERSHIP TO GOOD 
USE?  ARE YOU MAXIMIZING 
YOUR RETURN ON INVEST-
MENT FOR YOUR MEMBER-
SHIP DOLLAR?

I sincerely hope you are, but if you 
are like many members you get too 
busy and things seem to slip through 
the cracks and before you know it 
a year has passed and you haven’t 
used your membership as much as 

you intended.  This new series of articles are designed to make 
sure you get the most from your membership.  Six times a year we 
will highlight one member service for you to use this month.

ENHANCE YOUR CUSTOMER SERVICE 
Phone Evaluation: Premier, 12 Free; Gold, 6 Free; Silver, 1 Free
On Site Evaluation: Premier, 2 Free; Gold 1 free

The Secret Shopper Service helps you objectively evaluate your 
Customer Service Representatives (CSR) on the phone.  Cus-
tomer service is one of the critical criteria customers look for 
when choosing a plant and it occurs on the phone as well as in 
person.  You want to be sure your CSR is not chasing people away 
instead of inviting them into your store.  This program evaluates 
the strengths and weakness of the CSR and point out areas where 
additional training may be needed.

TELEPHONE EVALUATION
The evaluation contains four elements to evaluate and score the 
CSR.  The four scored elements include:

1. The Greeting

2. The Experience 

3. Employee Knowledge

4. Focus Areas

The greeting re! ects the impact of the initial contact and sets the 
tone for the conversation.  The experience element is indicative 
of the customers’ overall experience throughout the entire con-
versation.  For instance, was the customer given the feeling that 
their business was genuinely appreciated?  Employee knowledge 
evaluates what the CSR brought to the conversation.  Did the CRS 
mention any additional services or ask follow up questions?  And 
" nally, the focus area evaluates a particular aspect as part of your 
business.  

Current focus areas include: new to the neighbourhood, Wedding 
Gowns, Household Items such as curtains and drapes, and other 
services such as alterations, shoe repair, restoration, smoke dam-
age, leather.  We will also help evaluate the knowledge of promo-
tions. 

The evaluation also includes evaluator observations, which are 
identi" ed, but not scored.  For instance, was the customer asked 
permission before being placed on hold?  Finally, each evaluation 
will include a brief summary highlighting the overall experience.

Scoring is based on a point system, with 100 points being the 
highest score.  Each question is evaluated with a yes or no and 
rated from 1-5 indicating how strongly the evaluator believed the 
CSR performed in a given area.  For example: Did the CSR really 
listen to what the customer had to say?  Depending upon the re-
sponse, the evaluator might have given the CSR a 3 indicating a 
neutral response.  In some cases the question is less subjective and 
a yes answer will give the highest (5) rating while a no would give 
a (0) rating.  Scores will be tracked monthly and submitted for 
your review.  Some questions may be not applicable, in which case 
an automatic (5) points is assigned to the question.

IN-STORE EVALUATIONS
In order to eliminate this uncertainty and help cleaners " nd and " x 
weaknesses in their services, DLI expanded its Mystery Shopper 
program to include in-store visits. Visits will be handled by Mar-
ketWise Consulting Group, Inc., a professional mystery shopping 
service provider.

“Customer service is the number one most important aspect of 
your business,” said DLI CEO Mary Scalco. “By partnering with 
an expert " rm in that " eld we are able to offer services above and 
beyond what our original Mystery Shopper program could ever do. 
By offering in-store visits we’re able to give you a better services.”

MarketWise was established in 1993 and provides market research 
and competitive analysis. Industry-wide Peer Group Data Com-
parisons are published twice a year and are considered the bench-
mark for service standards. Nankervis is a columnist for American 
Drycleaner magazine and a frequent speaker on industry issues.

MarketWise Consulting is a member of the Mystery Shopping 
Providers Association (MSPA) and follows a code of ethics set 
forth by the association to ensure professionalism when gathering 
information about businesses.

DO IT NOW-- HERE’S HOW!
In order to access the Phone Evaluation Program, call DLI directly 
at 800-638-2627.  

To use the Mystery Shop In-Store Evaluation, you may call DLI 
directly, or go to the main “Member’s Only” page on DLIOnline.
org.  Select “Mystery Shop - In-Store Evaluation” from the main 
listing, and you will be taken to MarketWise where you can " ll out 
a brief questionnaire and begin the process. If you have any ques-
tions -- or need assistance call DLI at 1-800-638-2627.

Take Full Advantage of your Membership -- do it now!

Make the Most of Membership: Mystery Shopper
Written by Peter Blake, SEFA Executive Director
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THE SEFA BOARD RECENTLY TRAV-
ELLED TO CHATTANOOGA, TN FOR 
ITS SUMMER BOARD MEETING. AS IS 
THE SEFA TRADITION, THE ASSOCI-
ATION COUPLED A STRONG EDUCA-
TIONAL PROGRAM WITH THE MEET-
ING TO ENTICE PARTICIPATION.

At the Board meeting, discussion focussed 
on Membership, Education, Communica-
tions, and planning for the SDLS.  The Board 
is looking for ways we can make a difference 
for the members.

Two big discussion topics were marketing 
assistance and education.  The Board is look-
ing into ways we can help members more 
effectively market their businesses and ways 
we can help impact their efforts.  SEFA will 
be interviewing social media marketing com-
panies and reviewing potential member be-
ne• t proposals for the next meeting.

The other area of discussion revolved around 
Education.  SEFA is looking to strengthen its 
Scholarship Program to allow for more local 
education opportunities.

“We are committed to education,” stated 
Rhonda Eysel, SEFA Education Chair, “and 
we are always interested in doing all we can to make education 
accessible and affordable.  Every program we offer is largely sub-
sidized by SEFA so we can keep the costs extremely low.  In fact, 
the programs we held over the weekend were free for all mem-
bers.  We are looking to provide more in-• eld education, and will 
be working closely with Jim Groshans of FabriCoach to develop 
technical training programs throughout the Southeast.”

“It was great to see a number of Tennessee drycleaners attend the 
weekend,” concluded Don Holecek, “and it was great to have a 
couple come for the Board meeting.  We are looking for more TN 
representation on the Board, so hopefully some of the attendees 
will remain involved and help guide our future.”

DCERP “STATE OF THE FUND” REPORT
SEFA invited Charles Rowan of DCERP to come and update the 
industry on the status of the fund.  Unfortunately, the news wasn’t 
all good.  The fund is facing the same fate as many funds across 
the country:  dwindling revenues and an increased demand.  After 
much discussion on the status of the fund, it was clear that those in 
attendance were given a glimpse of the future, and also heard the 

perils of dropping out of the program.  The second portion of the 
presentation was a recap of industry best practices.  Rowan was 
able to show many of the concerns he has seen during his inspec-
tion programs.

ACHIEVING CUSTOMER SERVICE EXCELLENCE
Jim Groshans, Head Coach at FabriCoach, was the featured 
speaker.  He drew on his wealth of industry experience -- both in 
front of the counter and behind it-- to highlight ways to enhance 
your customer experience.

Groshans focussed on the key components of customer service, 
but did it with a fresh perspective. He was able to relate the staff as 
a complete team with every aspect of the business playing a role in 
customer service.  Too often managers and owners incorrectly as-
sume the front counter bears all the customer service responsibilit-
ies, when in fact, the production employees all play a pivotal role.

“This was a GREAT program,” offered attendee Julia Campbell 
of Savannah, GA.  “it was great to see how much we actually do 
right, and it reinforced the the need to be diligent in our handling 
of garments -- and the customers.  I can’t wait for the program to 
come to Georgia, I want to take my staff.”

SEFA Tennessee Workshops Highlight Weekend 
Activities

SEFA BOARD UPDATE.. .

FabriCoach’s Jim Groshans “in the round”, Groshans 
teaching attendees the value of team training, DCERP 
Program manager Charles Rowan, and the SEFA 
Board joining Tennessee members for a “Dutch treat” 
dinner at Public house in Chattanooga.
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THE PAPPAS FAM-
ILY, OWNERS OF 
BELL LAUNDRY 
AND CLEANERS 
IN SPARTANS-
BURG, SC RE-
CENTLY HOS-
TED A 5K ROAD 
RACE IN HONOR 
OF THEIR SON, 
CAMERON PAP-
PAS.  PROCEEDS 

FROM THE RUN GO TO HELP RAISE AWARENESS OF 
SUICIDE PREVENTION.  

The information for this article was reprinted from GoUpstate.
com.

Cameron Pappas’ family and friends remember his warm smile, 
kind heart and ability to make others laugh.

Pappas committed suicide on June 18, 2015, and his mother, Lisa 
Pappas of Pauline, said the years since his death have been dif• -
cult ones. To help others who have experienced suicide and raise 
awareness of suicide prevention, Pappas’ friends and family or-
ganized CamRun, an annual 5K race held at Duncan Park.

The third annual race was held on Saturday, August 5 at Duncan 
Park at 1000 Duncan Park Drive.  All money raised was sent to the 
American Foundation for Suicide Prevention under the name of 
Projects for Life.

Pappas was a rising senior at Wofford College when he died at 
age 20. He studied government and politics and enjoyed playing 
baseball.

“He was just full of laughter and happy, I thought,” Lisa Pappas 
said. “This came out of left • eld. We had no idea. He struggled 
with some depression issues. It was hard as a parent.”

Lisa said she cherishes the time she spent with her son at Dave 
Matthews Band concerts. They would travel around the country to 
see them play. Cameron also worked at his mother’s business, Bell 
Laundry and Cleaners on Marion Avenue.

CamRun’s organizers hope the event will make a difference in 
people’s lives and provide encouragement to those who may have 
lost a loved one to suicide.

“I would tell them to grieve the way they need to grieve,” Lisa 
Pappas said. “I would tell them to cry when they need to cry, and 
if they are having a bad day, to have a bad day, because there are 
good days to come.”

Nick Caggiano of Spartanburg, one of Cameron’s childhood 
friends, is excited about being part of CamRun again this year. He 
said he still misses his best friend, who graduated with him from 
Spartanburg High School.

“We played ball together when we were younger,” Caggiano said. 
“He was a great guy. We all had the same friends and worked here 
for years. He loved to talk to girls and make jokes.”

Caggiano recalled how his friend helped him adjust to working at 
the cleaners, leaving him encouraging notes at the start of his shift. 
Caggiano still works at Bell Laundry, which he said has enabled 
both him and Pappas’ parents to support one another during dif• -
cult times.

“I go to work every day with his parents and have been able to con-
sole them,” Caggiano said. “We have powered through. It’s been 
a different experience, and I think working here has helped me.”

If you would like to make a donation to help support their cause, 
you may contact the American Foundation for Suicide Prevention 
at 1-888-333-AFSP or by e-mail at development@afsp.org.

SEFA Member Hosts 3rd Annual CamRun to Raise 
Awareness of Suicide Prevention

SEFA MEMBERS IN THE NEWS...
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Come See Our website?  
www.fabricleansupply.com  

¨ Effortlessly place orders, manage, pay 
& view your account online 

¨ Get Technical Assistance 

¨ View Our Resource Center 

¨ Safety Data Sheets (SDS)  

¨ Helpful Regulatory Links  

¨ Training & Education  

¨ Upcoming Seminars & Events  

¨ Other Helpful Documents  

With our VAST   line of products  

We will meet your Dry Cleaning,  

Laundry, Vending & Janitorial needs 
 

We have over 117 years of industry     
experience with a staff dedicated to 

providing first-class customer service. 

800-442-7021  

U.S. CITIZENSHIP 
AND IMMIGRATION 
SERVICES HAS UP-
DATED THE FORM I-9 
FOR EMPLOYMENT 
ELIGIBILITY VERIFIC-
ATION WHICH IS THE 
SECOND REVISION IN 
THE LAST YEAR.

 SOME OF THE CHANGES INCLUDE:
Renumbering of List C items with the exception of the Social Se-
curity Card.

Consular Report of Birth Abroad (Form FS-240) has been added 
to List C.

All the certi• cations of report of birth issued by the Department 
of State including the Forms FS-545, DS-1350, and FS-240 have 
been combined into selection #2 under List C.

Revision of the I-9 instructions to re• ect an agency name change 

which is now The Immigrant and Employee Rights Section (IER).

Employers may chose to complete all or parts of the information 
electronically or print the blank form and enter information by 
hand.

Link to the new Form I-9 and Instructions:  https://www.uscis.
gov/i-9

The previous Form I-9 which contains the revision date of 
11/14/16N can continue to be utilized for employment veri• cation 
purposes through September 17, 2017. After that date all earlier 
versions of the Form I-9 should not be used for veri• cation.

THE SEAY MANAGEMENT CONSULTANTS TEAM
Please contact your Seay Management Consultant if you have any 
questions about the completion of the Form I-9, or if you have any 
other employment issue or challenges.  Seay Management Con-
sultants are under retainer by DLI to assist DLI/SEFA members 
in HR and Management issues.  Members are invited to call 888-
245-6272, and the cost of initial conversations are included as part 
of your membership!

USCIS Releases Additional I-9 Form Update
HUMAN RESOURCE UPDATE.. .





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 hel d ®nancially liable if you have not upgraded. 

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

making it much harder for criminals to duplicate ca rd 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 TransFi rst customers only. Terminal offer expires May 31, 2015. All accounts subject to credit approval; 
some restrictions or exclusions apply. EMV is a reg istered 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 S ynovus Bank, Columbus, GA, for Visa !  and 
MasterCard !  transactions only. TF3893a_DLI0315AD
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Heat Seal Presses, Heat Seal Labels 
and Genuine Rope-Ties

You Deserve the Best!
The Ultimate Heat Seal Machine
Proudly made in the U.S.A. · Built to OSHA standards

2 YEAR 
WARRANTY

Choose from 3 models, 7 different interchangeable 
lower platens and single or dual heated platens

Toll Free

877.906.1818
www.ezpi.us 

Genuine MBH Rope-Ties
Stop Shaking Out Shirts.

Save time. Save money.
Don't be fooled by cheap inferior ones!

· Eliminate paper tags
 with text and barcode 
 labeling solutions 

·  Automatic fabric thickness 
adjustment

· Small footprint

·  Operator Error Detections

·  Only weighs 15 lbs 

·  Ideal for retail countertops

·  Lifetime Free Technical  
Support

These Products are 

Recommended by the 

Consultants You Trust!

PLANS ARE 
WELL UNDER-
WAY FOR SEFA’S 
2018 SOUTHERN 
D R Y C L E A N E R S 
AND LAUNDERERS 
SHOW.  FOR THE 
FIRST TIME EVER, 
SEFA WILL HOLD 
THE SHOW IN 
BIRMINGHAM, AL.

“We are really excited 
about the change,” ob-
served Mark Watkins, 
SDLS Co-Chair. “I 
think Birmingham has 
a lot to offer, and I 

think everyone that comes is really going to enjoy an up and com-
ing city.  Great nightlife, great food, and a very friendly city.”

“We feel it is a tremendous bene• t for the member to be able to 
attend events like this,” continued Watkins.  “I think it was time 
to move the venue to another part of the SEFA territory.  We had 

been in Florida for the past 8 years, and in Savannah for the dec-
ade prior.  This change will give vendors a greater exposure to 
drycleaners who haven’t attended a show in the past.”

CONVENTION AND EXHIBIT PLANNING
The SEFA Board has approved the booth pricing for 2018, and 
have arranged for a very special “booth package price” this year 
which includes: carpeting, a 6-foot table, chairs, and material 
handling.  In the long run, this will be easier for the exhibitors, will 
streamline the process and in most cases save the vendor money.

Floorplans, and the complete vendor sales prospectus will be on 
www.sefa.org by the end of the month.  Since this is a new venue, 
and with a large increase of • rst time attendees expected, SEFA is 
con• dent the show will be even bigger than the recent past events.

“We have a lot of work to do,” offered Don Holecek.  “One of the 
key areas we are already looking at is the conference program-
ming.  We really want to build a strong educational component 
into the event.  If there are any subjects our membership want to 
have us focus on, or any speakers you would like to see on the pro-
gram -- now is the time to let us know.  Call the SEFA Of• ce with 
suggestions:  1-877-707-7332.

Save the Date for SEFA’s SDLS: June 8 - 10
SDLS CONVENTION UPDATE.. .
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THE UNITED STATES 
ENVIRONMENTAL PRO-
TECTION AGENCY 
(EPA) HAS ANNOUNCED 
A PROPOSAL THAT 
WOULD BRING ABOUT 
SWEEPING CHANGES 
TO THE DRYCLEANING 
INDUSTRY. THE MEAS-
URE IS A BAN ON THE 
CHLORINATED SOLVENT 
TRICHLOROETHYLENE 

(TCE) BEING USED AS AN AEROSOL DEGREASER AND 
AS A SPOTTING AGENT IN THE DRYCLEANING PRO-
CESS. 

This major announcement was the • rst of its kind following this 
year’s revisions to the Toxic Substances Control Act (TSCA). 
Only two weeks ago, the EPA released their list of the • rst ten 
chemicals to be assessed under TSCA reform. Not only did the list 
include TCE, but also tetrachloroethylene (PCE), which is another 
one of the most commonly used drycleaning chemical.

While TCE is used mainly as a pretreatment spot removing chem-
ical in small volumes, PCE is used as a primary solvent in which 
textiles are completely immersed during drycleaning. Those in 
the fabric care industry commonly refer to PCE as Perc. Not all 
drycleaners use Perc as their primary solvent, but many at least 
still use TCE for spot removal. If the EPA follows suit and pro-
poses a nationwide ban on the use of PCE, many Perc dryclean-
ers could be in serious jeopardy of losing their business, not just 
scrambling for a replacement spot remover. The cost to convert a 
Perc drycleaning operation to one of the other available solvents 
can be cost-prohibitive for small business owners.

USE OF PERC ON THE DECLINE
The use of Perc has been losing favor slowly over time, especially 
on the West Coast, as new toxicological data continue to show that 
exposure to PCE is probably linked to an increase in risk of cancer. 
California enacted law in 2007 that requires all Perc drycleaning to 
be phased out by 2023. Historical (usually pre-EPA) drycleaning 
practices have also resulted in an overabundance of environmental 
releases to soil and groundwater, which are very costly to clean up, 
result in a great deal of legal risk to the responsible parties, and 
cause exposure concerns. The fallout for drycleaners has included 

diminishing clientele, dif• culties getting funding for upgrades to 
operations, loss of rental leases, and depressed property values.

COMPLETE LIST OF TOP 10
The amended TSCA required EPA to publish the entire list of ten 
chemicals in the Federal Register by the end of 2016. At that time, 
it triggered a statutory deadline to be established to complete risk 
evaluations for these chemicals within three years. If it is determ-
ined that one of the chemicals presents an unreasonable risk to hu-
man health or the environment, EPA has only two years to address 
the risk. Scoping docu-
ments for each chemical 
will be released by the 
EPA within six months, 
which should provide 
more details.

In essence, the EPA may 
have just brought the 
balance of the nation 
up to speed with Cali-
fornia’s Perc phase-out date of 2023. That gives Perc drycleaners 
precious little time to devise an action plan on how to continue 
operating their businesses beyond the • rst quarter of the 21st Cen-
tury, or alternatively, to get their business exit strategy • nalized.

ABOUT ENVIROFORENSICS
Enviroforensics has been a long time SEFA supporter and has 
worked on numerous sites throughout the region and the country.  
They are experts in remediation and in Insurance archeology. 

Recently, they held a workshop at SEFA’s Southern Drycleaners 
and Launderers Show for all Georgia drycleaners.  Their approach 
has worked very well in the state -- and they outlined key strategies 
for working in the state.  

For more information, contact Nancy Shields at 866-888-7911 or 
via e-mail: info@enviroforensics.com.

NEED COMPLIANCE ASSISTANCE?
SEFA has extensive resources for assisting you with all your com-
pliance needs.  Checklists are available for Federal EPA regula-
tions as well as OSHA requirements.

If you have questions or need assistant, you are invited to call Peter 
Blake at the SEFA Of• ce: 877-707-7332 or via e-mail: peter@
sefa.org.

Did the EPA Take Steps to End the Perc 
Drycleaning Era?
Submitted By Steve Henshaw, President & CEO, EnviroForensics

REGULATORY ASSISTANCE.. .

“In essence, the EPA 

may have just brought 

the balance of the nation 

up to speed with Cali-

fornia’s Perc Phase-out 

date of 2023.”
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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   
���������������	���5�H�À�Q�L�V�K�L�Q�J
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   •  Fur Trim Cloth & Leather
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    • Wedding Gown Cleaning &  
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BUSINESS ENHANCEMENT.. .

COMPANIES THAT ARE SEE-
ING RESULTS WITH SOCIAL 
MEDIA HAVE SOMETHING 
IN COMMON—THEY HAVE A 
STRATEGIC PLAN FOR THEIR 
ONLINE MARKETING. 

If your business is just getting star-
ted with social media or hasn’t yet 
taken the social media plunge, now 
is the perfect time to create your 
social media strategy. If you’re 
already up and running on so-

cial media platforms, now is a good time to take a step back and 
re-evaluate your online marketing strategy. 

Before you put any effort into creating posts or setting up a zil-
lion social media pro• les, it’s important to de• ne your objectives 
for social media marketing. What is the most important result you 
hope to achieve?  What are the other results you hope to achieve? 
Here are some common goals:

• Find new customers

• Get more repeat business from existing customers

• Increase sales of {product/service}

• Get more people in the shop

• Build brand awareness & loyalty

The type of content you will ultimately create and post on social 
media is determined • rst by your objectives.  Your content will 
also be in• uenced by your intended target audience and the social 
media platforms you’ve chosen.  Hold off on choosing platforms 
for a bit, and let’s dig into your target audience. Based on the ob-
jectives you de• ned, what are the demographics of your target 
audience?  

EXAMPLE #1:
The main objective of our • ctional cleaner, Lilly’s Cleaners, is to 
increase the amount of sales from their existing customers.  We’d 
look at their customer database and sales records and try to re-
• ne that objective even further with demographics.  Their more 
speci• c objective might be “to increase the amount of sales from 
existing customers in the 25-45 age range who live in these three 
towns...”

EXAMPLE #2:
The main objective of our • ctional cleaner, Zebra Cleaners, is • nd 
new customers in a new territory, Nearbytown. Based on the demo-
graphics of their current, most pro• table, most desirable custom-
ers, we’d come up with a look-alike audience in the new territory. 
Their speci• c objective might be “to get 100 new customers from 
Nearbytown in the next six months.”  Their target demographics 
might be “people aged 22-65 who live in Nearbytown.”

EXAMPLE #3:
The main objective of our • ctional cleaner, Toby’s Cleaners, is to 
build brand awareness and loyalty, because they have a stiff com-
petitor nearby. Their target audience is the same as their current 
customer base, so it might be very broad, such as “people aged 
22-80 who live in Onetown, Twotown, and Threetown.

During advanced strategic planning, you would likely want to get 
even more speci• c with the demographics. You could drill down 
to the gender, interests, hobbies, job titles, education, income, and 
more.  Are the majority of your customers business-people who 
travel, soccer moms, or young professionals? Rest assured, having 
a target age range and geographic location is enough to begin your 
social media marketing campaign.

Now that you have a good idea of WHO you’re trying to reach, 
you need to choose the best social media platforms to reach them.  
We’ll cover which platforms are best for which demographics in 
the next issue.  If you need answers sooner, please contact me 
for a complimentary discussion today.  For more information on 
Social media packages available for drycleaners, contact Jen-
nifer O’Keefe at Glikstorm: (603) 943-6480 or by email: info@
glikstorm.com.

Start Creating Your Social Media Strategy
Written by Jennifer O’Keefe, Glikstorm LLC
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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

CONSULTING BY LINDA
Nashville, TN

(615) 739-4765

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

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

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

PHENIX SUPPLY COMPANY
Decatur, GA

(770) 981-2800
www.phenixsupply.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

2017 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 ! rst. Show them you value 
their support of the association and the industry.



We’ve got a lot in common. You clean up after spills in people’s lives. We do the same. We use state-of-the- 
science technology to clean up environmental contamination from spills of dry cleaning solvents. And because   

you are a business owner with plans for the future, the best solution for addressing contamination has to be  
one that makes good business sense. That’s why we use your old insurance policies as an asset to fund  

your site remediation, clean up costs and legal fees. 

We work for you, to represent your best interests with attorneys, insurance carriers and  regulatory agencies. We take 
care of the environmental side of your dry cleaning business, so you can stay open for the business that really counts.

Please fill out our 1-minute contact form online. We will call you right away to let you know how we can help! 
enviroforensics.com/helping-drycleaners

At EnviroForensics, we turn environmental liabilities into assets�í

enviroforensics.com | 866–888–7911


