
North East Fabricare Association
www.nefabricare.com

In thIs Issue

President’s Message .........................2

Fall Fest ‘17 Highlights ...................3

Start Creating Your Social Media 
Strategy ............................................4

Spring Fever: NEFA Night  
at Fenway .........................................5

Using DLI’s Effortless Social  
Media Program .................................8

New England Energy Market:  
Winter Update ................................10

Allied Trade Members ...................11

november/December 2017Attendees Rate Fall Fest ‘17 Best 
Conference Yet 

neFA helD Its 11th 
AnnuAl FAll Fest 
progrAm on no-
vember 11 & 12 At 
the plymouth hAr-
bor hotel In plym-
outh, mA 

“Amazing,” exclaimed 
Larry Fish, NEFA Presi-
dent.  “From the first speak-
er on Saturday, through the 
final wrap-up  on Sunday 
morning, everything was 

terrific.  I believe this is one of the best events we have ever held.  Speaking with my col-
leagues from around the region, they were all equally impressed.  It is really unfortunate 
for all the cleaners who desperately needed to hear the messages, but were unable to attend 
the conference.  They really missed out on an incredible opportunity.”

“Of all the events like this I have ever attended over the past 10 years, I really think this was 
the best,” observed second time attendee Mike Maulucci of Battiston’s of Avon.  “NEFA 
really knocked it out of the park.  From the speakers, to the allied trade exhibits, to the so-
cial interaction: it was all first-class.  I started making changes and investing in my business 
right when I got back.  I will be bringing my whole team back next year and even some of 
my top-level managers.  I won’t miss another one.”

Top IndusTRY speAkeRs
Thanks to the generous support of our Session Sponsors and Breakfast Sponsors (Aris-
toCraft Supply, Kreussler, Aldrich CleanTech, and Spot Business Systems), we were 
able to bring in dynamic speakers from all over the country.

First up was Jennifer O’Keefe from GlikStorm, LLC.  She explored the world of Social 
media Marketing and Reputation Management.  She drew on her wealth of experience 
working with small business and demonstrated the power -- both good and bad-- that social 
media has.  

“Like it or not”, commented Peter Blake, NEFA Executive Vice President, “Social media 
has a great impact on your business.   If you are actively engaged with your customer 
base, reaching out to your potential customer, and closely monitoring and working on your 
online reputation, it can really enhance your marketing strategy.  However, if you aren’t 

Continued on page 3
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presIDent ’s  messAge. . .

Larry Fish, NEFA President at NEFA’s Fall 
Fest Management Conference

Thank You For the Support!
On behalf Of Our members, 
and the industry, we want 
tO thank all the cOmpanies 
that helped make fall fest 
‘17 a success.  

It is through their generosity that NEFA 
is able to accomplish all that we do for 
the industry.  From regulatory advocacy 
and assistance to education and special 
programs, the allieds that support NEFA 
enable us to help our members and the 
industry.

When looking for products and services -- use the companies that help support you and 
your association.  This year’s Fall Fest Sponsors Include:

Sunday Morning Breakfast Sponsorship:   AristoCraft Supply 
Saturday Morning Session Sponsor:    Kreussler Textile Care
Saturday Afternoon Session Sponsor:    Aldrich CleanTech
Saturday Contenental Breakfast Sponsor:   Spot Business Systems

Thank you again to all our conference sponsors:

AristoCraft Supply  (NEFA Platinum member)
Aldrich CleanTech Equipment (NEFA Platinum Member)

CompassMax/Maineline Computer Systems
EZ Products (NEFA Gold Member)

Fabricare Systems, LLC
Fabritec/Sanitone

GlikStorm (NEFA Endorsed Social media Provider)
Green Earth Cleaning

Green Garmento
Kreussler Textile Care

M & B Hanger
Minda Supply (NEFA Platinum Member)

OHI Engineering
RGS Energy

Realstar
Rigas Machinery Company

Rubin & Rudman (NEFA Platinum Member)
Sigma Plastics

Spot Business Systems
Starch-Up

Stry-Lenkoff
Tailwind Systems 

Tata & Howard Engineering
The Route Pro

Unipress
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BUYING AND SELLING DRY CLEANING BUSINESSES

(845) 395-0963
www.drycleaningplus.biz   FFFFF   dcplusinc@gmail.com

• BUSINESS BROKERAGE

• CONSULTING SERVICES

Serving the Northeast
40 Years of Dry Cleaning Experience

BRINGING PEOPLE TOGETHER FOR MUTUAL PROFIT

• EXIT PLANNING

• EVALUATIONS/APPRAISALS

RICHARD G. STONE
JUDITH STONE
DRY CLEANING CONSULTANTS

FAll Fest 2016 recAp. . .

continued from page 1

careful, and aren’t active you can have some 
very bad experiences and a negative online-
reputation without even knowing it.  Jennifer 
did a terrific job of highlighting the oppor-
tunities available to small business and the 
potential pitfalls many small businesses can 
run into.

keYnoTe speAkeR:  kRIsTA 
ClIve-smITh
As promised, Krista Clive-Smith was the 
highlight of the conference.  As a special 
gift, each full-conference attendee received a 
copy of her book, “Get Noticed. Be Remem-
bered”.  She explored the needs and benefits 
of strategic branding.  She was able to share 
her experiences and knowledge to discuss 
specific strategies that have worked in the 
past -- as well as ways to relate these ideas to 
your own marketing strategy.

“She was terrific”, observed Don Fawcett of 
Dependable Cleaners. She brought energy 
and excitement to the program, and really 
got people to think.  Sometimes what is be-
ing said isn’t as important as what you think 
about when you hear it.  She really engaged 
the audience and made us think.”

lunCheon RoundTABle
One of the highlights of the conference worked 
out to be NEFA’s Industry Expert Roundtable 
hosted by Larry Fish.  NEFA arranged for industry experts: Wash 
Respess of Drycleaning Advisors, Jennifer O’Keefe of GlikStorm, 
Krista Clive-Smith, Norman Way of Puritan Cleaners, Jim Gro-
shans of FabriCoach, and James Christman of Starch-Up to move 
from table to table during the lunch presentation and 
brainstorm industry best practices-- and ways to 
meet the challenges of today.  Each expert spent 10 
minutes at each table helping to foster conversation, 
and to assist in ways to capitalize on opportunities 
and help solve some of the challenges attendees 
were facing.

“This was innovative and unique,” observed Eric 
Pooler, Gold Star Cleaners, “and you really wished 
you had more time with each of the experts.  The 
discussion was great, and it carried through to all the 
rest of the conference.  It really helped build on all 
the topics and ideas we had been discussing, and laid 
a great foundation for the next presentations.”

IndusTRY spoTlIghT: noRmAn WAY
A new feature of Fall Fest is the Industry Spotlight 
presentation.  Each year NEFA will highlight one 
of the best operators in the country and invite them 
to NEFA to discuss their “Best Practices” and some 
of the ways they are unique.  NEFA couldn’t have 
asked for a better honoree for the first year than 

Norman Way of Puritan Cleaners. Norman discussed the Puritan 
brand, and some of the ideals and practices they have instituted.  
They are extremely community oriented, depend a great deal on 
social media for marketing their brand, and believe in investing in 
their employees through continual training. 

Roundtables spark conversation, Norman Way high-
lighting his Support Team, FabriCoach Jim Groshans, 
and Brian Snow of OHI Engineering, team members of 
The Clothes Clinic and Columbus Cleaners.

Continued on page 6
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business enhancement.. .

in last issue’s article, 
we talked abOut the 
strategy Of defining 
whO yOu’re trying tO 
reach.  nOw that yOu’ve 
identified yOur target 
custOmers, let’s figure 
Out the best sOcial me-
dia platfOrms yOu can 
use tO reach them.  the 
demOgraphics are dif-
ferent fOr each sOcial 
media platfOrm, and peO-

ple expect different types Of cOntent On dif-
ferent platfOrms. 

WhAT TYpe oF people ARe You lookIng 
FoR?  
Starting broadly, is your target customer male or female?  While all 
social media platforms are used by both genders, men are likely to 
be active on Twitter, LinkedIn, and Facebook.  Women are likely 
to be active on Facebook, Pinterest, and Instagram.

There’s an age differentiator, too.  The average age of users on the 
social media platforms from youngest to oldest is generally: Snap-
chat, Instagram, Facebook, Pinterest, Twitter and LinkedIn.  Some 
platforms have a wider age-range of users than others.  Snapchat 
is popular with the under 20 crowd, but also has an audience of 
40-60 year old females (mothers of college kids using Snapchat). 
Facebook’s main audience ranges drastically from 25-70 years old. 

WhAT ARe TheIR InTeResTs & CAReeRs?
You can find CEOs and upper-level business professionals on 
LinkedIn and Twitter.  Mothers with young children can be found 
on Facebook, Pinterest, and possibly Instagram. College students 
can be found on Instagram, Facebook, and possibly Snapchat. 
Creative people who are artists, photographers or crafters can be 
found on Instagram, Pinterest, and possibly Facebook. 

Is google+ deAd?
You may have noticed that Google+ hasn’t been mentioned.  While 
Google+ is not currently a very popular platform where people go 
to consume information, it’s still important to your online market-
ing strategy.  If used properly, Google+ can help the SEO (search 
engine optimization) of your website.  

dIFFeRenT plATFoRms = dIFFeRenT FoCuses
People expect to find different types of content on the different 
platforms. On Instagram, Pinterest and Snapchat people expect to 
see pictures as the focus and main point of each post. On Twit-
ter, posts are expected to be simple and concise.  Twitter is also 
used heavily for breaking news and politics.  Facebook users 
are tolerant of the widest variety of posts, including short videos 

and Facebook Live. On LinkedIn, posts are expected to be links 
to business/professional articles, press releases, job postings, or 
industry-related news.

All soCIAl medIA plATFoRms hAve TWo 
ThIngs In Common:
#1 Obnoxious, blatant promotional posting is frowned upon.  On 
all platforms, promotional messages should be in-frequent, gentle, 
subdued, and not screaming at readers.  

#2 Posts are expected to have a picture or video.  Posts that contain 
only words tend to be skipped over by the reader’s eyes. Don’t 
post anything without a picture, unless it’s an emergency...like “the 
building is on fire!!!”

keep YouR end goAl In mInd
When trying to decide which social media platforms to use, you 
also need to refer to your strategic plan and the results you hope to 
achieve.  Different goals may require very different tactics. If your 
strategy involves using sales and coupons, Facebook, Twitter and 
Google+ would work well.  If you want to increase your public 
relations and highlight the work your company does within the 
community, Twitter, LinkedIn, and Facebook would work well.  If 
you want to share before and after photos of your work, Instagram, 
Facebook and Twitter would work well.  If you want to take advan-
tage of trending topics to increase the number of people who read 
your posts, Twitter and Instagram would work well.

CleAR As mud?
Do you have a clear idea of where to find your target customers 
online or are you now thoroughly overwhelmed?  A basic strategy 
we use with many of our clients is to start by using a combina-
tion of Facebook, Twitter and Google+, with a limited amount of 
relevant posts released on LinkedIn as well. This is a good general 
starting strategy for most small businesses. Here’s a secret: if done 
correctly, you can use the same picture and most of the wording for 
each of these 4 platforms!  The wording for Twitter just needs to be 
shortened a bit, but it can be done. 

glIksToRm:  neW neFA memBeRshIp BeneFIT
Using social media strategically doesn’t need to be a headache.  If 
you have questions about your social media strategy please contact 
me for a complimentary discussion today. 

If you are not sure how to get started, or if you need assistance, 
NEFA has arranged for members to receive Glikstorm services at a 
greatly reduced rate.  This discount includes reduced fees on image 
creation and specially designed packages that include postings on 
Facebook, Twitter, and Google+.

For more information on Social Media packages available for dry-
cleaners, contact Jennifer 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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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!

new neFA event. . .

get ready fOr 
nefa’s new annu-
al sOcial event:  
nefa night at the 
ballpark.  nefa 
has secured 85 
tickets tO the 
June 6th red sOx 
game at fenway 
park versus the 
detrOit tigers.  
the first pitch is 

scheduled fOr 7:10 p.m.

This should be a fun night, expressed Chuck Anton of John An-
ton’s Fabricare.  “It is a great opportunity to spend some time with 
peers, colleagues, and friends in a social setting.  I am looking 
forward to bringing key members of my management team as a 
reward for their hard work.”

The seats are all located together in the rightfield roofbox area 
(Depicted to the left of this article) and is near the Refreshment 
Pavilion formerly hosted by Budweiser. NEFA has purchased a 

limited number of seats for this game, and is likely to sell out very 
quickly.  We have already gotten pre-registrations for over 40 of 
the tickets -- so you will need to act quickly.

“This should really be a fun evening”, offered Carlyn Parker of 
Dependable Cleaners, ‘and we are looking forward to going and 
bringing some of our staff.  We love the Red Sox, the Tigers al-
ways have a strong team, and Fenway Park is an iconic landmark, 
what more can you ask for?  It will be a great experience, and a 
lot of fun.  Couple all that with joining our industry friends and 
suppliers for great early summer evening -- and I think you really 
have a homerun.”  

ReseRve YouR TICkeTs TodAY
Tickets for the game are $65/ticket -- and are available on a first-
come/first serve basis.  To reserve your tickets call Peter Blake at 
the NEFA Office (800-442-6848) or email him at peter@nefabri-
care.com.  These tickets will sell out, and we will not be able to 
secure more in this area.  

Based on the success of the Event, NEFA will look to possibly 
expand the event in the future.  Go Sox!

spring Fever:  neFA night at Fenway
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 Equipment Sales  (New & Reconditioned) 

 Full Line Parts Department 

 Expert Repair & Installation Services 

 New Business Start-up/Plant Re-Location and Expansion Services 

 Preventive Maintenance & Energy and Efficiency Services 

59 Webster Place 
Worcester, MA 01603 

888.462.2832 
www.aldrichcleantech.com 
info@aldrichcleantech.com 

Service Excellence 
For 36 Years  

“I like to hear from 
other cleaners,” com-
mented Alan Kushin-
sky, Champion Clean-
ers, “I like to learn 
how other people han-
dle problems.. When I 
can learn a new tech-
nique or new trick 
of the trade -- it pays 
for my whole confer-
ence.”

The last program on Saturday was a discussion of ways you can 
implement technology to help improve the bottom line.  James 
Christman of Starch-Up showed ways you can embrace apps and 
other technology to showcase your business and streamline your 
process.  James Moretti of RGS Energy showed how Solar Energy 
can save come cleaners thousands of dollars each year.  Larry Fish 
also highlighted some of the recent changes he has made -- and the 
profound effect it has had on his business -- including a move to 
solar energy.

AChIevIng CusTomeR seRvICe exCellenCe
Sunday’s theme was improving your customer relations, and en-
hancing the customer experience.  First up was Jim Groshans, 

Head Coach of FabriCoach.  With a lifetime of experience both 
behind the counter and in front of it, he was able to demonstrate 
the need for teamwork in order to achieve customer service excel-
lence.  It starts and ends with the counter -- but the entire staff 
has a role and bears responsibility for the customer experience.  
His unique observations helped attendees understand the need for 
proper front-end training including an understanding of the back-
end of the processes.

Krista Clive-Smith had the attendees dancing in the aisles as she 
wrapped up the program.  Her second Fall Fest presentation was 
geared to Managers, Customer Service Managers, and even Cus-
tomer Service Personnel.  She showed the importance of under-
standing the company’s brand, policies, and corporate culture.  She 
used examples of ways your counter personnel can affect your en-
tire business and how it is perceived

plAnnIng AheAd:  FAll FesT ‘18
NEFA will be moving Fall Fest to October next year, and planning 
is already underway.  The Board is looking for new speakers and 
topics, so any suggestions should be directed to the NEFA Office.

“I want to thank NEFA for creating something like Fall Fest for 
people like me”, observed Joel Bien-Amie of New Process Clean-
ers in New York.  It really is an incredible opportunity and I can’t 
wait till next year.

FAll Fest 2016 recAp. . .

Continued from page 3
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Spot On!

Our Decades 

of Experience Representing 

the Dry Cleaning Industry is

With years of experience, Rubin and Rudman attorneys offer specialized 

legal services to the dry cleaning industry, including:

 Environmental/Regulatory, including compliance with federal and state regulations

 General Corporate and Closely-held Businesses, including acquisitions, mergers and sales 

 Intellectual Property, including patent protection, copyright and trademark

 Labor and Employment matters and representation

 All types of appeals – administrative and litigation – including white collar crime defense  

	 Real	Estate,	including	financing,	leasing,	and	property	owner/manager	issues

 Succession Planning and Trusts and Estates

Whatever your legal needs are today or in the future,  
Rubin and Rudman LLP offers legal advice that’s spot-on.

Contact NEFA Board Director-at-Large Robert A. Fasanella at Rubin and Rudman LLP. 

Call Bob at 617.330.7018 or email him at rfasanella@rubinrudman.com

50 Rowes Wharf Boston, MA

300 New Jersey Avenue. NW, Washington, D.C. 

99 Willow Street, Yarmouthport, MA

rubinrudman.com

Copyright 2016 Rubin and Rudman LLP

The stylized double-R logo and phrase The Value of Experience are registered service marks of Rubin and Rudman LLP. All rights reserved.



increasing membership rOi. . .

are yOu put-
ting yOur 
membership tO 
gOOd use?  are 
yOu maximizing 
yOur return 
On investment 
fOr yOur mem-
bership dOl-
lar?

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 member-
ship as much as you intended.  This 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.

eFFoRTless soCIAl medIA
Most members I talk to understand the need and benefits of main-
taining an online presence.  They know they need to do it, and they 
want to do it, but it often ends up on the bottom of the “To Do” 
list.   Members who don’t use professional services like NEFA’s 
GlikStorm or Be Creative will start a program, but won’t be con-
sistant and before you know it -- its been months since something 
was posted.

That is where DLI’s new Effortless Social Media Program comes 
into play.  When you sign up for the service, DLI will post con-
sumer oriented posts directly to your page weekly.  It is consistent, 
automatic, and best of all -- included with your membership at 
Silver and above.  

It is a GREAT program, and one that can be used to compliment 
what you are already doing, or can be a stand alone beginning to 
getting your company an online presence.  

geT sTARTed
Go to DLIOnline.org and click the login button on the top menu 
bar. You will have to put your membership number in.  You will be 
taken to the members only page, where you can select “Effortless 
Social Media” from the menu. There you will fill out your business 
information and submit it to DLI.

Once registered, you need to set-up the program and grant DLI ac-
cess to your Facebook page.  There is a downloadable PDF on the 
next page that will walk you through it.  It is best to do the follow-
ing steps on a computer rather than a mobile device.  

First step is to log-in to your Facebook page (you will need your 
username and password). Once in Facebook, you need to click on 
your business page.  Click on the top right arrow and select your 
page.  If you don’t have a separate business page, call me and I will 
help you get set-up.

Next select the “Settings” button.  Select the “Page Roles” option. 
You will then be able to add DLI as an editor to the page.  Under 
“Assign A New Page Role”, enter ricgnzlzcr@gmail.com as an ed-
itor, select the account titled “Ric Go”, and click the “Add” button.  
You will have to confirm your password, but you are all set. Just sit 
back and wait for the automatic posts to start populating your page.

hoW mAnY Boxes hAve You CheCked?
This is our fourth article on how to increase your membership re-
turn on investment.  How many have you done?

If you haven’t checked them all, you are not making the most of 
your membership.  Don’t wait, do them now before the year is 
up and you  are 
wondering how can 
DLI help us.

All articles are 
archived on our 
website, so if you 
missed a past ar-
ticle visit www.ne-
fabricare.com.

using dlI’s new effortless social media
written by peter blake, nefa executive vice president
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HANGERS
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business management infOrmatiOn.. .

the seasOnal 
weather has fi-
nally arrived 
in new eng-
land and with 
that cOmes in-
creased trav-
el and tOur-

ism intO the regiOn particularly fOr winter 
spOrts and recreatiOn.  

With days shorter at this time of the year and temperatures drop-
ping, the demand for electricity is strong as we use more electricity 
for lighting, heating and even snowmaking!  However, the ability 
to meet the regional electricity demands for these purposes is de-
pendent upon a number of factors including energy ample infra-
structure and fuel to run our power plants.  

FoReCAsTIng eneRgY demAnd
While New England is typically a summer peaking system, winter 
peak loads can exceed 21,000 megawatts (1 megawatt is said to be 
enough capacity to power 1,000 homes).  Peak electricity demand 
this winter is forecasted to be 21,197 megawatts based on a tem-
perature of 7°F with an extreme peak forecast of just under 22,000 
megawatts if a cold snap occurs.  Last winter season, peak electric-
ity demand was 19,647 megawatts which occurred on December 
15, 2016 even before the official start to winter.  This was still well 
below the all-time New England winter system peak of roughly 
23,000 megawatts.  

The good news is that ISO-New England – the entity that over-
sees the regional electricity grid - expects to have the resources 
necessary to meet the electric generation needs this winter season.  
However, power system operations could become challenging if: 
demand is higher than projected typically due to a significant cold 
snap; the region loses a large electric generator; or natural-gas-
pipeline constraints limit the availability of fuel to natural-gas-
fired electric power plants.  The pipeline infrastructure in place to 
deliver natural gas in the region has been slow to expand while the 
demand for natural gas continues to grow for both fuel for heat-
ing purposes and for natural-gas-fired electric generation.  Dur-
ing extreme weather conditions, the availability of natural gas for 
electric generation can become limited as the demand for natural 
gas for heating increases (and heating typically has a priority over 
electric generation).

plAnnIng AheAd
What can be done to prevent or mitigate the impact of these pos-
sible scenarios?  ISO-New England has initiated a number of ef-
forts to assist in this regard: (1) a winter reliability program is in 
place which provides financial incentives for electric generators 
to store oil and/or liquefied natural gas during the winter season 
enabling them to switch fuels and fire electric generation under 

certain conditions; (2) there are demand-side efforts in place that 
are aimed at reducing demand; passive efforts such as energy ef-
ficiency measures reduce demand by making electricity consump-
tion more efficient, and active measures whereby certain qualified 
businesses are called upon directly to reduce their electric load if 
needed; and (3) operational procedures to maintain electric sys-
tem reliability which can include a request for voluntary efforts to 
conserve electricity by businesses and individuals, a more-directed 
demand response effort (by qualified entities) and importing elec-
tricity from outside the New England region.

In the near term, the energy situation in New England is in rela-
tively good shape but the energy market continues to change and 
those changes do affect your energy costs.  Sprague can help you 
understand and manage your business in a changing energy mar-
ketplace.

For more information on energy call 855.466.2842 or visit www.
spragueenergy.com. Founded in 1870, Sprague is one of the larg-
est independent suppliers of energy products and services in the 
Northeast.  Sprague sells more than 56 billion cubic feet of natural 
gas annually to over 20,000 accounts. In addition, Sprague can 
lock-in electricity rates for commercial electricity customers.

new england energy market:  Winter update
submitted by sprague Operating resources llc
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ArIstocrAFt oF AmerIcA
Oxford, MA

(508) 987-6444
www.aristocraftsupply.com

rubIn AnD ruDmAn 
Robert Fasanella (617) 330-7018 

Boston, MA 
www.rubinrudman.com

AlDrIch cleAn-tech equIpment
Robert Aldrich 774-670-4512

Worcester, MA
www.aldrichcleantech.com

mInDA supply
 (844) 335-8871

Mahwah, NJ
www.cleanersoutlet.com

eZ proDucts, Inc
Diane Rue 

877-906-1818
www.EZProductsInc.com

2017 neFA AllIeD tr ADes. . .

platinum members

These suppliers support the work of neFA as Allied trades members.  
when you need supplies, equipment or other goods or services, please 
contact a neFA member first. 

cleAn soIls envIronmentAl
Bill Mitchell, 
Ipswich, MA

(978) 356-1177
www.cleansoils.com

cleAners supply
Rebecca Hardin

Conklin, NY
800-568-7768

www.cleanersupply.com

Dry cleAnIng plus
Richard G. Stone & Judith Stone

(845) 395-0963
www.drycleaningplus.biz

roux AssocIAtes
Loryn Nash

Woburn, MA
(781) 569-4054

www.rouxinc.com

pullmAn & comley, llc
Hartford, CT

(860) 424-4300
www.pullcom.com

smIth brothers co.
Clint Harris, CEO
Chapel Hill, NC
(252) 793-2579

smithbrotherscompany.com

gold members

FAbrItec InternAtIonAl, Inc
Lancaster, MA
(978) 733-1194

www.fabritec.com

regenesIs
Wakefield, MA

Maureen Dooley, (856) 786-2197
www.regenesis.com

the route pro
Edgarton, MO

James Peuster, (877) 377-6883
www.theroutepro.com

yAnkee equIpment
Barrington, NH
(603) 868-6691 

www.yankeeequipment.com

rIgAs mAchInery
Plymouth, MA
(508) 743-5435

www.rigasmachinery.com

Associate members
tAIlwInD systems

Westford, MA
Don Desrosiers (508) 965-3163

www.tailwindsystems.com

goDes, schAFFer & co
Stoughton, MA

Arnold Schaffer, CPA
(781) 344-9000 ext. 106 

metro meDIA energy
Westborough,, MA

(508) 366-0108
www.metromediaenergy.com

m&b hAngers
Leeds, AL

(205) 699-2171
www.mbhangers.com

unIon DrycleAnIng proDucts
McDonough, GA

Jack Burnett
www.uniondc.com

r.r. street & co., Inc
Naperville, IL
Brian Massey

www.4streets.com

spector textIles.
Lawrence, MA

800-533-3001/(978) 688-3501
www.spectortextile.com

unIpress, Inc
Tampa, FL

Bill Kahan, (813) 334-9891
www.unipresscorp..com

xerOs bead cleaning
Duncan Blaine
603-552-8011 

Www.xeroscleaning.com 

silver members



noRTh eAsT FABRICARe AssoCIATIon 
A dRYCleAnIng & lAundRY InsTITuTe pARTneR

p.o. Box 920 
pelhAm, nh 03076

For up to date news and information, 
visit us at www.nefabricare.com!


