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Volume 17, no. 4new seFA scholarship Program 

Provides unique opportunities
At the recent SDLS in Birming-
hAm, SeFA UnveiLeD itS LAteSt 
eDUcAtionAL ProgrAm:  SchoL-
ArShiPS For in-PLAnt eDUcA-
tion.  thiS iS A FirSt in the in-
DUStry, AnD the ProgrAm iS 
DeSigneD to ASSiSt memBerS 
in Bringing eDUcAtorS into 
their PLAnt For PerSonALizeD 
trAining.

This addition to the SEFA Educational Pro-
gram provides scholarships for up to $300/
day or $600/event to help defray the cost 

of in-plant training.  In order to be eligible for the program, applicants must be a member 
in good standing in DLI/SEFA and preference will be given to those applicants who have 
been members for longer than one year.  

The scholarships can be used to bring in any of the approved educators listed on the SEFA 
Website. The initial list or participating trainers includes:  Jane Zellers, Jim Groshans, 
Wash Respess, Don Desrosiers, and James Peuster.  SEFA will be looking to add to the list 
of participating educators in the future.

“This is a great initiative,” offered Rhonda Eysel, SEFA Education Chairperson. “and we 
are really excited about it.  We recognize the challenges of sending people out for training, 
and also understand the benefits of having someone come into your own plant and train on 
your own equipment.  This is really an incredible opportunity for all of us.”

SEFA has provided $10,000 in funding to the program for the first year.  The Board will re-
evaluate the program after the first year to determine its success and member benefit before 
committing to continuing the scholarship program.

Once an application is approved, SEFA will reimburse the member upon completion of 
training, and pending a completion of an article submission for The Reclaimer.  All appli-
cations must be submitted and approved prior to the training event.

“It’s exciting to be part of this new program,” offered Jane Zellers, “and I am really looking 
forward to working with SEFA Members.  I think this is an outstanding opportunity and 
I think SEFA has taken another tremendous step in their commitment to their members.”

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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surviving summer
iS it ALmoSt over?  the BLiSter-
ing heAt i meAn.  For Some oF US, 
ownerS, oPerAtorS AnD everyone 
in Between the SUmmer SeASon 
BringS US extremeLy wArm oPer-
Ating PLAntS AnD cALL oFFiceS.  

For me, things changed back in May of this year 
when I had to assume the duties of drycleaning 
the clothes on a daily basis.  Couple that with a 
machine that has not played nice all summer and 
you have the ingredients for a long, hot summer.  
I do believe that the heat is waning a bit and the 
cooler weather should be around the corner soon 
and so should more clothes.

In addition to the summer heat, change has come 
again to our industry on two fronts that caught most of us by surprise.  On one front the 
large operator, MW Cleaners in Texas, has decided to rebrand itself as Tide Dryclean-
ing.  There’s more to it than that with the management group that ran MW Cleaners 
and the parent company of MW, Tailored Brands, agreeing to part ways.  Tailored 
Brands owns the clothing stores Jos. A. Bank and Men’s Wearhouse and decided that 
cleaning didn’t fit into their portfolio anymore and the management group of MW was 
wanting to become sole owners of the cleaning operation.  If you know anything about 
MW Cleaners, they do things top notch and I expect that to continue going forward.  

On the second front, more consolidation has occurred and this time it has come from 
a different angle.  Compassmax, one of the largest POS systems for cleaners was ac-
quired recently by Clearent, who earlier this year acquired SPOT Business Systems 
(SPOT).  Clearent is known more as a credit card processing company so it remains 
to be seen how exactly this is going to impact cleaners.  Clearent already announced 
that over time Compassmax customers will be transitioned to the SPOT platform so 
Clearent only has to write code for one program.  

lookIng AheAD
Finally, be prepared for SEFA to ramp up educational seminars in each of the member 
states.  Education is a high priority for SEFA and at the board meeting held at the SDLS 
show in Birmingham this past June, a slew of ideas and programs were discussed.  

What would you like to see?  What topics or speakers would you like SEFA to bring to 
your area?  Now is the perfect time to make a request.  We always want to hear from 
the members, and rest assured, if you are looking for a specific topic -- I know a bunch 
of other members probably are too.  Your input and suggestions would help take out 
some of the guesswork in developing programs.  So share your insight with us, and we 
will do our best to answer your challenges!

At print time, the schedule was not made available but will soon be and will also be 
available on our website.  Hope to see you there and bring someone with you.  That 
way, everybody benefits!

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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Achieving customer service excellence
BUSineSS DeveLoPment workShoP.. .

i  grew UP in the Dry-
cLeAning inDUStry. when 
i wAS A teenAger, i StArt-
eD working in my PAr-
entS’ BUSineSS, AnD my 
FAther groomeD me in 
ALL ASPectS oF the BUSi-
neSS. By oBServing how 
my mother treAteD the 
cUStomerS, i LeArneD A 
greAt DeAL ABoUt how to 
DeLiver exceLLent cUS-

tomer Service.

Those experiences paid off, and I continued to build my knowledge 
while working for R. R. Street. For over 25 years, I was fortunate 
to learn from experts in the industry, and I became proficient in 
stain removal, wetcleaning, drycleaning chemistry, sales, manage-
ment and a host of other skills. I am now taking those lessons and 
sharing them through my own consulting business: FabriCoach, 
LLC. In this article, I want to share what I have learned about 
customer service.  

DeFInIng customer serVIce 
What is customer service? Is it a job? Is it a skill? Should it be part 
of a business philosophy and strategy? I believe the answers to 
those questions are: “Yes!”

Let’s start with why customer service should be part of your busi-
ness philosophy. A simple definition of business philosophy is “the 
fundamental principles that underlie business operations and de-
fine the nature and purpose of your business.” Your philosophy 
is exhibited in the products and services you deliver. Customer 
service should be a part of your business philosophy and should 
identify what level of service you want to deliver. Some sources 
describe levels of service as basic, good, and world class, while 
others cite basic, expected, and unbelievable.

Whatever label you use, I believe there are levels where the cus-
tomer expects certain services, quality, and treatment, and there 
is a level where you anticipate and fulfill unexpressed needs of a 
customer. Phrases like “above and beyond,” “the extra mile,” and 
“exceed expectations” apply. The idea is that you give the cus-
tomer what they expect and more!

As a business owner or operator, what level of service does your 
business deliver? How does that level of service tie to your philos-
ophy? More importantly, what is the level of service expected by 
your customers? Do you strive to exceed their expectations? And,

How does your service compare with your competition?  Those are 
questions you must answer for yourself.

If you decide that your business philosophy or your market only 
require you to meet customer expectations, you must still strive 
to do that every single time. However, if you decide you want to 
exceed those expectations, again, you must strive to do so consis-
tently. From the time customers walk in the door to drop off their 
order until the time they walk out the door after picking it up, their 
experience must be consistent. 

How do you consistently deliver your target level of customer ser-
vice? You build a business strategy with tactics to support your 
business philosophy. Aren’t strategy and tactics the same thing? 
No, strategy is “what” and tactics are “how and who.” It’s just that 
simple: what do I need to do in my business in order to achieve 
the target level of service consistently, how will I do it, and who 
will do it? 

Here are some ideas, but you may need to modify them to fit your 
business philosophy.  Set your service standards related to the 
quality of the product and the customer experience. One impor-
tant part of your standards is how your team will handle service 
recovery.  Let’s face it, even the best operations miss their targets 
from time to time.  How we handle those “misses” will impact 
the customer’s perception of the company and their willingness to 
repeat business.  You need to hire and train your employees to con-
sistently deliver your target level of customer service, give them 
the tools and resources they need to do the job, and empower them.

the VAlue oF teAmwork
Another key to achieving your customer service target is team-
work.  From the front of the house to the back of the house, your 
employees must work together and communicate as a team. Most 
teams need a coach, and that is where FabriCoach can help you. I 
use a team-based approach to training. 

For more InFormAtIon
Jim Groshans, FabriCoach.com, is an expert in the drycleaning in-
dustry.  He will be submitting periodic articles in The Reclaimer, 
and is already working on the follow-up on this article.

The FabriCoach approach is team-based using personal hands-on 
training to help clients and their teams achieve maximum efficien-
cy and productivity without sacrificing quality.

To learn more about coaching opportunities, visit www.fabricoach.
com, or reach out to Jim directly at (954) 850-3618.  He can also 
be reached via email: jim@fabricaoch.com.

written by Jim groshans, Fabricoach, LLc
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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

your success is our goal
BUSineSS DeveLoPment workShoP.. .

Are yoU getting the 
moSt oF yoUr memBer-
ShiP?  hAve yoU LookeD 
At the BeneFitS yoU hAve 
incLUDeD with yoUr mem-
BerShiP?  

I want you to use your membership 
to the fullest.  I want SEFA/DLI to 
be one of your hardest working em-
ployees.  We are a resource for you 
to use, and I want you to use us as 
much as possible.  I recently was in-

vited to speak at the Mid West Drycleaners and Launderers Annual 
Convention, and my topic was using all the tools in your business 
toolbox.

I used DLI membership as the basic framework and then added 
other resources that are available to all drycleaners to explore ways 
you ensure your success.  In making my presentation I was struck 
by how many attendees were not using the services available to 
them.

In this day and age, we all need to learn how to do more with less.  
That is the perfect spot for us!  We help you do more.  Over the 
course of the past year, I have written how-to articles on some of 
the best programs DLI members have available to them including:

• DLI Apps:  Stain Removal, Encyclopedia, and Garment  
Analysis

• Effortless Social Media

• Cleaning Performance Test/Laundry Performance Test

• Mystery Shopper Service

• Certification Programs

If you are a Silver or above member, all of these programs are 
included as a part of your membership -- but yet many cleaners are 
not taking advantage of them.  All of these articles can be found in 
the archive section of: www.sefa.org.

If you haven’t used these services, make it a priority.  These are 
some of the best programs DLI/SEFA has available to you, and 
you need to utilize them.

reVIew your beneFIts
If I can have you do one thing for me today -- it would be to review 
your membership benefits booklet you received when you joined 
or renewed your membership.  If you don’t have it anymore, call 
me and I will get another one sent out to you right away.  You re-
ally need to refresh your memory with all you have available to 
you.  We all get busy, and we all have intentions of doing it all, but 

I am sure you are a lot like me and it keeps getting pushed to the 
bottom of the pile.

So make a point to review the programs.  Have your key leadership 
or managers review them.  Task them with using those services.  I 
know you will be glad you did.  These programs are important and 
they will help you grow your business and run more efficiently.

When I recently asked members to send me their greatest chal-
lenges, many of them revolved around needing more business.  
These programs can all have a positive effect on your business.  
From marketing your services -- to ensuring you are delivering the 
highest quality service possible.

The title of the article is one of my core beliefs:  I am here to help 
you succeed.  Anything we can do to make your job easier, to make 
you more successful, or to help you  better serve your customers 
-- we want to know!  We want to help.  

When you have questions, or need to discuss ideas -- I really hope 
I am one of your first calls.  I may not know all the answers, but 
I can certainly find answers and point you in the right direction.

written by Peter Blake, SeFA executive Director
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seeing yourself as you Are
Written By Raleigh F. “Sandy” Seay, Jr., PHD, Chairman of The Seay Management Consulting Firm

i’ve Been thinking 
recentLy oF Some 
oF the eArLieSt LeS-
SonS i LeArneD AS A 
yoUng mAn entering 
the BUSineSS worLD.  

These lessons had very little 
to do with P&L statements 
and balance sheets, as im-
portant as those things are; 
instead, they had to do with 
core principles like attitude 

and perseverance and dependability and vision.

My early instructors didn’t have names like Pamplin or Darden or 
Crummer or Warrington or Wharton.  They had different names 
like Napoleon Hill, Clement Stone, Earl Nightingale, Dale Carn-
egie and Zig Ziglar.  When I applied for admission to the Rollins 
College Master of Liberal Studies program, back in the 1990’s, 
we were asked to select a book that had a significance influence 
on our lives and write an essay describing the impact.  Later, upon 
graduation, Dr. Ed Cohen, English professor extraordinaire, com-
mented that I was the only candidate ever to write an essay on Dale 
Carnegie’s How to Win Friends and Influence People.

Napoleon Hill was the first person to write and comment about 
what we now call “positive thinking.”  He identified a passage 
from the Hebrew Scriptures, Proverbs 23:7, which reads, “As a 
person thinks in his heart, so is he,” and argued that the way we see 
ourselves will, in large measure, determine our destiny.  If we see 
ourselves as successful, we will ultimately be successful.  Look 
out ahead for five to ten years and see yourself as having already 
achieved the success you desire.  In this way, you are much more 
likely to become successful.  The reverse is also true, if you see 
yourself as unworthy or lacking the skills and advantages others 
may have, then the ultimate result will be failure or mediocrity.  

Earl Nightingale followed in Napoleon Hill’s footsteps and one 
of his most profound insights was, “You become what you think 
about.”  In other words, the things a person thinks about all day 
long will at some point become priorities.  Thus, a person who 
thinks positive, successful thoughts all day is more likely to be-
come positive and successful.  To the contrary, a mind full of nega-
tive thoughts is more likely to produce negative results.  

One of my favorite proponents of positive thinking was Zig Ziglar.  
I recall in a meeting of some kind Zig told the story of his golf 
game, where one day he stood on the tee with a big lake over on 
the right hand side.  The previous day, he had hit the ball hard but 
had sliced right over into the middle of the lake.  As he came to the 
tee the next day he thought, “I sure hope I don’t slice that ball over 
into the lake like I did yesterday.”  So he took his stance, swung 

at the ball, and sure enough, where do you think the ball went  . 
. . right in the middle of the lake.  It would have been better, Zig 
said, if he had thought, “I’m going to hit this ball straight down the 
middle of the fairway.”    

All of which causes me to think, once again, about what my early 
teachers had to say, which is that we become what we think we 
are, we become what we think about all day.  In 1994, I attended 
a conference in Honolulu (it was tough work but someone had to 
do it . . .) where I was one of the presenters but where I also had 
the privilege of hearing the Vice President of Human Resources 
for FedEx, Frank McGuire, speak on this very same subject.  At 
the conclusion of his presentation, he read this poem, which he at-
tributed to a friend, someone named “Charlie.”

The Eagle and the Chicken 
A man once found an eagle’s egg 

And put it in the nest 
Of a barnyard’s hen.  The eagle hatched 

And grew up with the rest, 
Of a brood of chicks and thought that 

He didn’t at all look the same. 
He scratched the earth for worms and bugs 

And he played the chickens’ game. 
The eagle clucked and cackled and 

He made a chicken sound, 
He thrashed his wings but only flew 

Some two feet off the ground. 
That is high, as chickens fly, 

The eagle had been told, 
And years passed by and then one day, 

When the eagle was quite old, 
He saw something beautiful 

Flying very high, 
Making great majestic circles 

Up there in the sky. 
He’d never seen the likes of it, 

“What’s that?,” he asked in awe, 
As he watched in grace and wonder 

At the power that he saw. 
“Why, that’s an eagle,” someone said, 

“He belongs up there, it’s clear, 
Just as we, since we are chickens, 

Belong earthward, way down here” 
The old eagle just accepted that, 

Most everybody does, 
And he lived and died a chicken, 

Cause that’s what he thought he was.

So, if my early teachers are right, and if they have anything to 
teach us today, it might sound something like this, “See yourself 
as you really are, as a person of success and achievement, because 
you are very likely to become what you think you are.”

the SeAy mAnAgement rePort.. .
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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

new SchoLArShiP ProgrAm in Action.. .

southside cleaners and launderers First  
scholarship recipient

the FoLLowing rePort 
iS SUBmitteD the FirSt 
SchoLArShiP reciPient 
For SeFA’S new in-PLAnt 
trAining ProgrAm. 

Probably the most important mem-
ber benefit an association like SEFA 
can provide is educational opportu-
nity. This typically means going to 
the DLI school, or attending SE-
FA’s regional workshops. Each has 
its benefits and drawbacks. SEFA 
is pioneering a new way to offer 

members educational benefits by offering in-plant “scholarships”, 
and when we learned of it at the SEFA Show in Birmingham, we 
couldn’t wait to sign-up.

Our company applied for the program, and then contacted re-
nowned consultant Jane Zellers to work with us for three days. 
Under the new SEFA program, we paid Jane’s fees and expenses 
and are now eligible for up to a $600 reimbursement from SEFA.

Jane not only worked with our employees, in our plant, during our 
working hours, with our customer’s garments, but also helped us 
determine if our finishing equipment array was proper for the num-
ber of pieces and pounds coming out of the dry cleaning room.

You can’t get a better educational “bang-for-the-buck” than that, 
and because we’re SEFA/DLI members, the association is helping 
us with the expense.

We have folks working here who have attended DLI’s resident 
school and numerous SEFA seminars, and each were outstanding 
educational investments. The resident school is expensive (not be-
cause of tuition, but because of room and board for several weeks), 
and doing without a key employee for that period of time is often a 
strain. Seminars are great, but typically, occur in the evening or on 
week-ends. The new program really fit our needs and our schedule.

Obviously all three educational offerings are important, and SEFA 
has just added another that every member should consider.

Just one more reason to value SEFA/DLI membership. Spread the 
word!
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Personal branding 101:  
get noticed.  be remembered
Written By Krista Clive-Smith, Featured Speaker at SEFA’s recent SDLS

yoUr PerSonAL imAge, 
the one yoU greet 
the worLD with every 
DAy, SPeAkS voLUmeS 
ABoUt yoU. 

Your clothes, your hairstyle, 
even the color of your home’s 
walls and the pictures you 
hang in your office may seem 
insignificant, but are in fact 

quite the opposite. Each contributes to, or contaminates your per-
sonal brand. Together they reflect your personality and shape oth-
ers’ perceptions of you. 

Oprah Winfrey. Bono. Ellen DeGeneres. Madonna. Mahatma Gan-
dhi. Taylor Swift. Princess Diana. Mother Teresa. Lady Gaga. For 
better or worse, these people are distinctly individual and easily 
recognized. They celebrate their uniqueness and understand both 
their strengths and their weaknesses. Highly self-aware, they’ve 
designed and cultivated a personal image that consciously magni-
fies their most admirable and idiosyncratic qualities. They don’t 
attempt to hide their weaknesses, and the result is their true selves 
shining through, without fear of exposure. No wonder we call 
these people stars: they sparkle and shine with inner radiance and 
confidence.

“Regardless of age, regardless of position, regardless of the 
business we happen to be in, all of us need to understand 

the importance of branding.  We are CEOs of our own 
companies: Me, Inc.  To be in business today, our most important 

job is to be head marketer for the brand called You.”

- Tom Peters, in Fast Company

whAt Is brAnDIng?
In a traditional sense, branding refers to ranchers searing a unique 
symbol (specific to their ranch) onto the hides of their cattle. The 
stamp is an identifier; it establishes ownership and marks the 
rancher’s territory to the outside world. 

When the rancher’s cattle are shown to prospective buyers or judg-
es, the ‘brand’ suddenly represents more than just someone’s prop-
erty: it symbolizes all of the quality control standards and ranching 
philosophies of the owner.  Over time, the ranch builds a reputa-
tion based on the level of quality and value it consistently delivers.

In more recent times, marketers have co-opted the term to describe 
the process of “searing” an image into the minds of consumers 
through the consistent use of a company’s logo, slogan or tagline, 
marketing materials, and advertising copy. 

But it’s more than just that. Branding is not strictly a function of 

the marketing department of a business. Think of your own dry 
cleaning business. The brand must be infused into every fiber of 
the organization’s being and must be championed by everyone in-
volved, regardless of the level they work at within the company.  
The person answering the phone is as responsible for the way the 
brand is perceived in the marketplace as are the glossy ads promot-
ing the product.

Thus, branding is truly achieved through the consistent experience 
consumers have with a company, or its products or services. 

The definition of a brand varies from marketer to marketer, but I 
define it as:  

The entire set of perceptions, whether true or untrue, that a person 
holds about an individual, company, product or service.

Notice “whether true or untrue.” Let’s face it: we’re human beings. 
While the old adage about not judging a book by its cover might 
sound good in theory, in reality it’s rarely applied. 

When you’re browsing through books, how do you decide which 
one to buy? You may be looking for a book on branding, for ex-
ample and find several on the subject. You pick them up, one by 
one, and read the back cover. But you don’t pick up every single 
book in the section, do you? Chances are you only picked up the 
books that appealed to you when you looked at the front cover. 

PersonAl brAnDIng
Personal branding is like designing the jacket for the Book of You. 
The goal is to design a cover that accurately depicts the content of 
the text, so that readers know what type of book they’re buying. 
Authentic personal branding works the same way, by externally 
reflecting your true inner essence.

While a brand is the entire set of perceptions that a person holds, 
the act of branding is about proactively shaping those perceptions. 

Personal branding, then, is not just the sum of the perceptions peo-
ple hold about you; it’s the art of influencing how others perceive 
you. 

By creating a powerful personal and professional identity that au-
thentically highlights your natural talents, skills and outstanding 
features, you can instantly communicate your values and personal-
ity to prospective clients, employers, potential new friends or even 
a soul mate.

When you find yourself judging someone based on his or her ap-
pearance, you need to recognize that others are doing the same 
thing – forming instant opinions and assumptions about you based 
on your physical appearance, whether true or untrue. 

Ask yourself: is your first impression leaving people with the

regULAtory ALert.. .

Continued on page 14



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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Kleerwrite Clean Coat 

Kleerwrite Enlighten 
AL Wilson Rite-Go 

Seitz Viva Top 20ltr 

Seitz Viva Geniox 20ltr 

Seitz Viva Care 60ltr 

PREM-90GS 
32 ½” X 19 ½” X 10 ¼”  

PREM-80GS 
32 ½” X 19 ½” X 7 ¼”  

PREM-60WS 
32 ½” X 19 ½” X 7 ¼”  

PREM-70WS 
32 ½” X 19 ½” X 10 
¼”  
 

www.fabricleansupply.com 

Wedding Season has Arrived 
FabriClean Supply has 18 
convenient locations to 

service your needs 

For all your dry cleaning, laundry and janitorial supplies 

get noticed.  be remembered
Continued from page 12

mental image you want them to have? Are you getting noticed for 
the things you want to be noticed for? Are you being remembered 
the way you want to be remembered? Does the image you sear into 
people’s minds reflect your authentic self? 

Each of us is born with a talent, a calling – something that makes 
us unique. It is our purpose in life to fulfill that destiny, to bring to 
the world that which makes us great. 

Finding your talent is often a matter of knowing yourself – and fac-
ing your fears. It’s much like the following excerpt from the book, 
“A Return to Love” by Marianne Williamson, as quoted by Nelson 
Mandela in his inaugural speech in 1994:

“Our deepest fear is not that we are inadequate. Our deepest 
fear is that we are powerful beyond measure. It’s our light, 
not our darkness, that most frightens us. We ask ourselves, 
‘Who am I to be brilliant, gorgeous, talented, fabulous?’ 

Actually… who are you NOT to be? You are the child of God. 
Your playing small doesn’t serve the world. There’s nothing 
enlightened about shrinking so that other people won’t feel 
insecure around you. We are all meant to shine, as children 
do. We were born to manifest the glory of God that is within 
us. It’s not just some of us; it’s everyone. And as we let our 

own light shine, we unconsciously give other people permission 

to do the same. As we’re liberated from our fear, our presence 
automatically liberates others.”

You may not know exactly what your destiny is, but don’t be 
afraid.  Finding it is an exciting, rewarding journey and along the 
way you will find that which will “complete” you - the missing 
pieces to the puzzle of your true identity. 

A couple of years ago, when flipping through a fashion magazine, 
I came across a clothing ad with a tagline containing a tidbit of 
wisdom that changed my life forever. Very simply, it read:

Be yourself. It’s a very tough act to follow.

As you begin your journey down the road to the ultimate realiza-
tion of what “being yourself” means to you, you must assess where 
you are right now in this evolutionary process. Every person is at a 
different stage – maybe you’re still trying to fit in with the masses, 
or perhaps you’ve reached the point of self-awareness that not only 
encourages you to be yourself, but literally demands it. 

Don’t worry – no matter what stage you are in, you’re on your way 
to finding your true self, and the process will happen much more 
quickly than you might imagine. Take heart in knowing that’s the 
reason this article looked interesting to you. 
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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

®


