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Are You Leaving Money on the 
Table?  MAC/DLI Can Help!

WITH THE INDUSTRY STRUG-
GLES CONTINUING, DRY-
CLEANERS NEED TO INVES-
TIGATE EVERY POSSIBLE 
RESOURCE FOR ASSIS-
TANCE.  MAC AND DLI ARE 
HELPING OUR MEMBERS EX-
PLORE EVERY OPTION AND 
ALL POTENTIAL FINANCIAL 
ASSISTANCE PROGRAMS 
AVAILABLE.

DLI has been leading the fi ght for 
more stimulus help, and for more 
relief for distressed businesses like 

drycleaners.  DLI fought for a second round of PPP funding, for easier forgiveness guide-
lines, clearer tax-free guidelines and other changes to the relief packages.  All of these 
issues were addressed in the Consolidated Appropriations Act of 2021.  

THROUGH THE ERC, MAC/DLI CAN HELP SAVE YOU THOUSANDS!

Also included in that act was a fundamental change in the use of the Employee Retention 
Credit (ERC).  Prior to the act passing, businesses had to choose between using a PPP loan 
or receiving the ERC.  Now the Act provides for BOTH retroactive applicability of the 
ERC for 2020 AND extending and expanding the ERC for the fi rst two quarters of 2021. 
The Act has also signifi cantly liberalized the ERC requirements for 2021.

For example, ERC credits could potentially be received if:

1. The employer’s Qualifi ed Wages were not provided by the proceeds of a PPP loan.

2. The employer’s Qualifi ed Wages were provided by the proceeds of a forgiven PPP 
loan for which forgiveness was not obtained with the same wages that would be used 
as ERC Qualifi ed Wages.

If you are eligible for the ERC, you could be looking at a tax credit up to $5,000/employee 
in 2020, and as much as $7,000/employee for each of the fi rst two quarters of 2021.  This 

may not be an easy process, and there will be some serious record keeping and documenta-

tion required.  In spite of the requirements and limitations, the reward could be signifi cant.
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EXECUTIVE DIRECTOR’S MESSAGE.. .

What is your Reputation Worth?
I RECENTLY READ A REPORT THAT 

THE MOST IMPORTANT ISSUE FACING 

SMALL BUSINESSES TODAY IS MANAG-

ING THEIR REPUTATION.  WHEN YOU 

REALLY SPEND SOME TIME TO THINK 

ABOUT THAT, I KNOW YOU WILL AGREE 

THAT YOUR REPUTATION, AND THAT OF 

YOUR COMPANY, IS MORE IMPORTANT 

NOW THAN AT ANY POINT IN RECENT 

HISTORY.

Over the course of my last few articles I have 

focused a lot of time and energy helping people 

with their marketing plans and programs.  I have provided tips and tools to help de-

velop a social media marketing strategy and to also assist in content creation.  I want 

to now turn to your focus to the need for “Reputation Management”.   This is an area 

that is often overlooked and not given a very high priority, but like it or not, Google is 

the new phone book.  Everyone turns to the internet when they need to fi nd a product 

or service.

Reputation management is critical to your success, and simply put, what people say 

about your business is more important than anything else. Almost all of your cur-

rent marketing vehicles including social media, texting, print advertising, direct mail, 

email marketing, all prompt your target customer to do some further research.  You are 

looking to drive them to your website, fi nd you on Facebook, or reach out for informa-

tion.  If your potential customers are greeted with a number of negative reviews about 

your company, they’ll probably end their search right there and look elsewhere. An 

unfavorable online reputation is essentially a customer repellent.

“It takes 20 years to build a reputation, and fi ve minutes to ruin it.  If you think 

about  that you will do things differently.” --  Warren Buffet

More and more people are making buying decisions based on relationships.  People 

are choosing to do business with companies that refl ect the ideals they feel are impor-

tant and are often choosing to use businesses based on people, not companies.  

KEY CONCEPT:  CHECK YOUR LISTINGS

I know it sounds very simple, but you can spend a lot of time and effort knowing 

what is said about you and your company.  The fi rst step should be to set-up a Google 

business listing or profi le.  Just because you created a business profi le, that does not 

automatically give you management and editing capabilities.  You need to also create 

a free Google my Business account for that profi le.

Next you need to do an online search for your listings and reviews so you can know 

what is being said about you.  There are some great tools to assist you with this.  One 

of the key components of Search Engine Optimization is consistent contact and busi-

ness information.  You need to make sure your listing match on different websites.  

There are several ways to do this, but I have found YEXT.com is a great tool.  You can 

run a free report that will identify where you have inconsistencies in your listings and 

profi les, and then you can fi x them yourself – or use their service to help keep your 

profi les synced and up to date.
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EDUCATION OPPORTUNIT Y. . .

AFTER THE HIGH-

LY ACCLAIMED 

VIRTUAL FALL 

FEST EXPO 

SPONSORED BY 

NEFA, SEFA, AND 

PDCA LAST FALL, 

SURVEYS DEM-

ONSTRATED A 

STRONG DESIRE 

FOR MORE VIRTUAL EDUCATION OPPORTUNITIES IN 

2021.  

Respondents to an after-event survey overwhelmingly supported 

similar events in the future and specifi cally called for a smaller 

spring version.  DLI has lent its support as a sponsor of the new 

program, and the SpringFest Committee has announced a 3-day 

program from April 28 – 30th.  The program will follow the same 

outline as the Fall version but features new speakers and topics.

“The program was a tremendous success,” offered Peter Blake, 

MAC Executive Director, “and I am really excited about the new 

program being developed.  There is a thirst for knowledge and 

people are looking for opportunities to learn about and explore 

ideas to help them come out of this storm stronger and better pre-

pared for what the future holds.”

While the full slate of presenters and contributors is still being 

fi nalized, the Expo Committee is working diligently to construct a 

terrifi c program.  One keynote program will be a S.W.O.T. Analy-

sis on the entire industry performed live by some of the leading 

names in the industry.  SpringFest will again feature a single price 

for the entire staff, and plans are to include programming for man-

agers, owners, and customer service personnel.  Plants registering 

for the SpringFest will receive discounted registration for Novem-

ber’s FallFest ‘21.

Other topics include “Leveraging Your Brand and Solidifying your 

Reputation” as well as a roundtable including some of the most no-

table drycleaners in the country discussing how they are preparing 

for the re-opening of the industry. 

“Breakout rooms will be an integral part of the program,” of-

fered Leslie Schaeffer, PDCA Co-Executive Director.  “Attend-

ees loved engaging with peers and sharing their experiences with 

other cleaners throughout the country, and this will be a conference 

highlight.”

Details of the new program will be released on the association’s 

web pages as they are fi nalized.

Back By Popular Demand:  SpringFest Expo 
coming in April

LEGISL ATIVE UPDATE. . .

TOP DEMOCRATS RE-

CENTLY INTRODUCED 

THE “RAISE THE WAGE 

ACT OF 2021” WHICH 

WOULD GRADUALLY IN-

CREASE THE FEDERAL 

MINIMUM WAGE TO $15 

AN HOUR.

The federal minimum wage has not been raised in 10 years, and 

President Joe Biden proposed the increase in his $2 trillion stimu-

lus proposal. The provision was met with partisan criticism.

To address the issue, House Labor Chair Robert Scott joined in-

coming Senate Budget Chair Bernie Sanders, incoming Senate 

HELP Committee Chair Patty Murray, Congressional Progressive 

Caucus Chair Pramila Jayapal, and Florida Rep. Stephanie Murphy 

to introduce legislation that would gradually raise the minimum 

wage to $15 an hour by 2025.  After 2025, automatic increases 

will be tied to infl ation and future increases in the median wages.

“The initial proposal to tie this to the new stimulus package is par-

ticularly infuriating,” offered Peter Blake, “since the hardest hit 

businesses would be retail industries like ours.  In the aftermath 

of the devastation left by the pandemic, small business would be 

hard-pressed to withstand these additional hardships.  Different ar-

eas of the country have very different costs of living, which is why 

many states appropriately develop their own standards.”  

WHAT CAN YOU DO?

DLI is opposed to this drastic increase in the federal minimum 

wage, and has provided a link on DLIOnline.org for members to 

voice their concerns to their legislators.  On the DLI Site you will 

fi nd handy links to fi nd the contact information of your legislators 

as well as sample text you are free to use and to adapt with your 

own opinions.  The time to Act is NOW!

New Federal Minimum Wage Reform Would Reach 
$15/Hr with Automatic Increases
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Stay Connected

800-638-2627  •  www.DLIonline.org

DLI is here to help. 
Rhonda Eysel 

Master Kleen Dry Cleaners 

Columbus, GAColumbus, GA

    DLI keeps every 

member apprised of 

changes and offers training 

to owners, operators, and 

employees.  What you put 

in is multiplied in return 

many times over.

Danny Bahlman, CGCP 
Bahlman Cleaners 

San Angelo, TX

    DLI has done an excellent 

and timely job educating 

members. DLI's response to 

the crisis has been spot on, 

fast, and continuous.   

Gary Maloney 
Nu Yale Glacier Cleaners 

Jeffersonville, IN 

       DLI assists us with marketing ideas,  

news articles, blogs, and webinars to help 

us cope with this pandemic. With our busy 

work schedules, we don't realize we're 

working with blinders on. DLI helps us 

focus on the creative insights we often 

overlook.

Angelo Nguyen 
British Dryclean Club 

Santa Ana, CA

Angela Rowekamp 
Mascari Cleaners  

Indianapolis, IN

Rh d E

yDanny Bahlma
Bahlma

Sa

sonville, IN 

Angela Rowekamp 
Mascari Cleaners  

Indianapolis, IN

         My favorite things about DLI 

used to be the problem garment 

bulletins in the back of the magazine. 

Now, it's the live spotting web 

series. Do it! It's well worth the 

money.

DRYCLEANING & LAUNDRY 
INSTITUTE INTERNATIONAL

     DLI is helping us navigate unprecedented 

times. The weekly webinars and conference 

calls provide much-needed guidance. The 

networking and professional relationships 

are also tremendous assets.

DLI is here to help. 
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We are talking SERIOUS fi nancial assistance, and DLI is helping 
members navigate the complexities of the program.

WHAT DOES THIS ALL MEAN TO YOU?

In a nutshell, if your business had fewer than 100 employees and 
was severely impacted by the pandemic in 2020 and your revenue 
dropped below 50% of pre-pandemic revenues, you can qualify 
for the ERC. 

As of the fi rst quarter of 2021, that employee threshold changed to 
500 employees, and a reduction in revenues to 20% over previous 
years. 

In order to apply for the tax credit, you will need to amend your 
returns for 2020 so you will need to work closely with your ac-
countants, payroll service, and/or Human resource company to 
fully take advantage of the program, but it is worth it.  

Working with DLI’s partner, PuzzleHR, one member recently re-
ceived $80,000 in ERC credits for 2020 – and they may be entitled 
to even more!

WHY HAVE I NOT HEARD OF THIS?

DLI is researching every potential avenue to help our members.  
We were fortunate enough to partner with one of the best HR com-
panies in the country:  PuzzleHR to help us understand and explain 
these opportunities to our members. 

The stimulus packages have been a moving target and have 
changed rapidly, and you need expert advice to understand all the 
benefi ts.  Even now, many CPA’s and payroll companies have not 
understood the magnitude and the potential fi nancial relief these 
programs can provide.  With the Act just being passed on De-
cember 27th, CPA’s are struggling to keep up to date with all the 
tax implications of Covid-relief and it is easy to understand how 
some programs could go under used.  DLI wants to make sure that 
doesn’t happen to you.

Through a partnership with DLI, PuzzleHR has provided services 
to our members at a GREATLY reduced rate and waived the set-
up fees that usually range between $2,000 - $5,000.  Additionally, 

they have substantially reduced their service fee for all DLI mem-
bers. Fees can range between $750 - $1,500 depending on the size 
of the company.   This is a substantial savings for our members.

WHERE DO I GO FROM HERE?

Be forewarned, this is a complex issue and you must factor in your 
use of any PPP funds received and used.  You need to strategically 
approach your payroll to maximize effective use of both the PPP 
and the ERC.  For instance, you can not fi le for the ERC in a pay 
period you are using the PPP funds.  In order to maximize the po-
tential fi nancial assistance, you need to carefully plan the period 
you will be using your second PPP  loan for forgiveness. Most 
likely you will need to use your PPP in an 8-week period that is 
split between the fi rst and second quarters of 2021.  You may also 
have to closely monitor the 60-40% split on payroll and other per-
missible uses.  This will require signifi cant record keeping as we 
are dealing with some potentially large amounts.

DLI strongly urges you to contact Sue Boardman at PuzzleHR to 
help you take full advantage of these programs and other cost-
saving HR benefi ts.  She can emailed at sue@puzzleHR.com or by 
phone at (603) 714-2112   You need to access as much assistance 
as possible to help you survive these trying times.  While your big-
gest incentive to retain their services may be to capitalize on the 
ERC and PPP benefi ts, they have also helped our members take 
advantage of WorkShare programs, Work Opportunity Tax Cred-
its, Unemployment, and the FFMLA. 

You can also choose to work with your Payroll Services and CPA’s 
to monitor the ERC in 2021 and fi le amended returns for 2020, but 
make sure to explore all your options.  If the experts at PuzzleHR 
can save you even two additional employee tax credits, they will 
have paid for their ANNUAL service!

As other DLI Members can already attest, PuzzleHR’s services 
more than pay for themselves by helping you make sure there is 
nothing being left on the table.

For more information, contact Peter Blake at the MAC Offi ce 

(peter@macassociation.org) or e-mail Sue Boardman at Sue@

puzzlehr.com.

 Continued from page 1

Maximizing Financial Relief Opportunities

LO OKING FOR A FEW GO OD PEOPLE. . .

THE MAC BOARD OF DI-

RECTORS IS MADE UP OF 

MEMBERS LIKE YOURSELF 

AND IS A COMPLETELY 

VOLUNTARY POSITION.

The Board Meets an average of 4 

times per year and holds various 

conference calls as needed.  Board members help shape the direc-

tion of the association and the industry. 

“The Board is an excellent opportunity to help give back to the in-

dustry,” offered Mike McKay, MAC President.  “At the same time, 

you get the chance to meet with, learn from and share stories with 

some of the best operators in the region.  I learn something valu-

able at every meeting, and the experience has been a tremendous 

benefi t for my business.

If you are interested in learning more about the Board and how 

you can get involved, contact  Peter Blake at 617-791-0128 or by 

email: peter@macassociation.org

Ever Consider Joining the MAC Board?
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KEY CONCEPT:  MONITOR YOUR REPUTATION

Let’s face it, someone, somewhere is talking about you and you 

need to know what they are saying!  Google has a free business 

tool called Google Alerts where you can register keywords -- in-

cluding your own name, the business name, your competitors busi-

ness, industry information, etc --  and Google monitors the web 

for new content and notifi es you via email of any mentions. The 

next step is to set-up a routine to monitor all review sites including 

Google, Yelp, Yahoo, and every other site used in your community.  

This can be time consuming, and frustrating but you need to do it.

It may be advantageous to also monitor your competition and see 
what is being said about them.  You can often fi nd some valuable 
information about what potential customers are looking for.  Are 
your customers being praised for a service you don’t perform?  Are 
they getting recognition in the press?  Your main objective is to 
make sure the potential customers in your market think of you fi rst 

whenever they need textiles cleaned.

When you fi nd a negative review it is critical you respond to it 

and work to resolve the issue.  Often times you can get the re-

viewer to change the review based on how you react.  You can not 

let any negative review remain unanswered or ignored.  It is also 

important to respond to the positive reviews as well.  The more 

often you update your information and the more activity you have 

the quicker you will be found on internet searches.  (This is also 

known as SEO: Search Engine optimization)

If you don’t have the time, or expertise to do it, there are some 

great services that will assist you with this for a reasonable fee.  

“Review my Drycleaner” from BeCreative360 is a great one.  

They help act like a watchdog for you and help to proliferate good 

reviews on your behalf.

If you need help or more information on setting this program up, 

let me know.  I would welcome the opportunity to help you navi-

gate through the possible programs.  It requires a consistent effort, 

but you can work the program yourself if you have the time.

NEXT STEPS

The next step should be to review your social media profi les and 

look for consistent themes.  You need to develop a strategy for 

highlighting the core values of your business.  You need to decide 

what you stand for:  Customer Service, Quality, Honesty.  What 

are your buzzwords that describe your basic values?

Sometimes that can be a very diffi cult question to answer and re-

quires some serious introspection and evaluation of your business.    

I know because I recently went through the same personal & pro-

fessional inventory to see where I could improve, and how I could 

be of more value to our membership.

Next month we will explore these core values and how to increase 

awareness.  We will also explore ways to highlight community in-

volvement and leverage your reputation to drive brand awareness 

and higher sales.  We will also discuss best practices for dealing 

with negative reviews and cultivating positive reviews.

If you have any questions about the basics I have outlined in this 

article, please contact me and I will be glad to walk you though 

how to use the tools and give you tips on how to strengthen your 

digital presence.  I am able to assist you with Social Media Mar-

keting, E-mail  Marketing, and web development.

Be safe, be strong, be resilient – things are getting better, and we 

need to start re-building and re-focus our energy on the future.  

Email me at peteblke@aol.com and we can plan together.

I would love to know what you would like to hear more about in 

future issues of The Messenger.  Please take the time to let me 

know the areas I can focus on to best help you to succeed.  Help us 

all to reconnect… reach out and share your stories with me.  The 

good, the bad… your hopes for 2021 and beyond.  

 Continued from page 2

Managing your Reputation

Peter Blake
Peter@macassociation.org 

(617) 791-0128
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IDEAS THAT WORK. . .

DIVERSIFICA-
TION CAN HELP 
YOU RECOVER 
SOME OF THE 
LOST REVENUE 
YOUR BUSI-
NESS HAS BEEN 
S U F F E R I N G 
THROUGH.  

Many Members 
have embraced 
these opportunities 
and have recog-
nized new areas of 

emphasis for their business.  By adding these new revenue sources, 
you open yourselves up to a host of potential new customers.

One member, Rod Garner of Eagle Cleaners in Albany, GA, re-
cently shared his new foray into the world of high-end sneaker 
cleaning.  Sneakers have become collectable and a source of pres-
tige in many areas of the country, and these items need to be pro-
fessionally cared for.  Rod recognized this and took steps to cap-
ture the local market.  

“After cleaning a few of these sneakers,” offered Garner, “I knew 

I had found something unique.  My customers were thrilled and 
word quickly spread.  I started working on ways to do an even 
better job including restoring the aglets on the laces, and in some 
cases replacing them with suggested colors and unique trims.”

Rod recently produced a video on the process and has put it up 
on his website and will also be including it in his email marketing 
program.

“To me, this is a great idea,” offered Peter Blake, MAC Executive 
Director, “and I appreciate Mr. Garner sharing.  He saw a need and 
an opportunity and went about fi nding ways to answer that need. 
After discussing the program, I suggested Golfers have the same 
needs.  We discussed a possible service where a drycleaner could 
approach country clubs and golf facilities in their area and pick-up 
golf shoes for cleaning, and then deliver them back to the course 
for their members.”

“As a golfer, continued Blake, “I think that could be a high-de-
mand service.  I know in my golf league many of the players would 
take advantage of a service like this.  Golf shoes are expensive and 
defi nitely get dirty on the course when you are like me and don’t 
spend a lot of time in the fairway!” 

Do you have an idea you would like to share? E-mail it 

to peter@macassociation.org 

Idea of the Month: Sneaker and Golf Shoe Cleaning

OOOOOOOOOOOOOOOOOOOFFFFFFFFFFFFFFFFFFFFFF TTTTTTTTTTTTTTTTTTTTTTTTTHHHHHHHHHHHHHHHHHHHHHHHHHHEEEEEEEEEEEEEEEEEEEE
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THERE’S A LIGHT AT 

THE END OF THE TUN-

NEL AND IT’S GETTING 

BRIGHTER EVERY DAY, 

BUT THE DRYCLEANING 

& LAUNDRY INSTITUTE 

IS NOT SLOWING DOWN. 

In March, DLI offers mem-

bers 20 events: 10 virtual training sessions and 10 separate oppor-

tunities to discuss industry-related topics. Two webinars are held 

each Tuesday and Wednesday at 1 p.m. eastern and Peer-to-Peer 

Zoom meetings are held each Tuesday at 10 a.m. and Wednesday 

at 3 p.m. eastern. To help members keep pace, DLI send email 

reminds two hours before each event begins. 

MARCH 2021 WEBINAR SCHEDULE

In addition to twice-weekly Zoom meetings, DLI offers two we-

binars each week to help drycleaning business owners adapt and 

train employees. 

DLI presents the following schedule of webinars and virtual train-

ing opportunities, all programs go live at 1 p.m. eastern:

• Tuesday, March 2: Smoke & Fire Restoration Services with 

FRSTeam

• Wednesday, March 3: Supply Chain Disruption, a Panel Dis-

cussion with Industry Suppliers

• Tuesday, March 9:  All About Dye Stains with Brian Johnson, 

DLI Director of Analysis & Education

• Wednesday, March 10: Customer Service with Frank Bri-

erchek of Seitz, The Fresher Company

• Tuesday, March 16:  Little-Known Tax Breaks Can Add Up to 

Signifi cant Savings with Puzzle HR

• Wednesday, March 17:  The Magic System that Allows Price 

Increases to Fund You and Your Team Members’ Raises with 

Industry Marketing Coach Dave Coyle of Maverick Dry-

cleaners

• Tuesday, March 23:  Reputation Management with Yash Patel 

of BeCreative 360

• Wednesday, March 24:  DLI Members share secrets on En-

gaging with their Customers—Panel Discussion

• Tuesday, March 30: Easy Tools to Make Attention Getting 

Videos with DLI’s Peter Blake

• Wednesday, March 31:  Computer Security Systems Part II: 

Backups, Tips, Hard Drives, Malware Prevention Software, 

and More with Chris Birk of One Hour Cleaners

“Our goal, as always, is to give members more value than the cost 

of membership, even in these challenging times,” said Mary Scal-

co, DLI’s CEO. “Now is the time to make sure you and your staff 

have the skills required to take on new challenges or even brush up 

on some old ones,” she said. 

“This month’s schedule is packed with more weekly training we-

binars covering topics that are not only important for your staff 

but for yourself and your management team,” Scalco said. “We 

also host Peer-to-Peer Zoom calls every Tuesday and Wednes-

day. Members hear how other cleaning business professionals are 

adapting to the current business climate, share ideas, get answers 

to questions, and even just vent. DLI’s doors are always open and 

all drycleaning professionals are invited to join DLI and partici-

pate in these events.”

ON DEMAND VIDEO LIBRARY

Each week DLI adds recordings of the presentations to make them 

available to members who may have missed the live program. 

Members login to DLIonline.org and click the program to watch. 

DLI’s archive currently contains more than 60 videos on the fol-

lowing topics:

• COVID-19 Relief Programs

• Diversifi cation

• Maintenance

• Management

• Marketing

• Production

• Finishing

• Stain Removal

• Business Sales and Acquisitions 

STRENGTH IN NUMBERS

All professional drycleaning and laundry business owners are 

invited to join DLI and participate in these programs, access the 

video library, and enjoy the many benefi ts of DLI Membership.

  MAC and DLI exist to help member drycleaners succeed. 

MEMBER SERVICES UPDATE. . .

MAC/DLI Continues March to Post-Covid 
Prosperity
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www.SPOTpos.com • (801) 208-2212

SPOT Business Systems is the most

comprehensive and complete system available. 

powered by

BUSINESS SYSTEMS

TM

 

• Proud supporter of the industry since 1991

• Operate your POS and Plant the way you

want, not the way your software wants you to

• Flexible and easy to use

• Let technology improve your operations,

delivery and the customer experience

Should you Invest in Lockers During Covid-19?
Submitted By Dan Stoof, Breezy Laundry Lockers

HERE’S THE GOOD THING 

ABOUT LAUNDRY LOCKERS: 

MOST ASPECTS OF THE BUSI-

NESS, LIKE DELIVERY AND 

SALES, CAN BE INTEGRATED 

INTO YOUR EXISTING OPERATIONS.   

Therefore, laundry lockers can provide a steady passive income 
stream with minimal upfront investment. B2B laundry locker busi-
nesses have reported an increase in clients since the onset of COV-
ID-19. Due to the changes brought on by Covid, many association 
members are inquiring about lockers and their potential benefi ts. 

Laundry lockers have been growing in popularity because laundry 
business owners are being switched onto the idea that there’s a 
real need to adapt to the contact-free economy. Breezy clients have 
realized that laundry lockers are a cost-effective method of not just 
surviving, but actually thriving, in the present climate.

Big retail brands, like Amazon, have been championing the use 
of lockers for contact-free pick-up and delivery. However, lockers 
are also accessible to small and medium -sized businesses, like 
drycleaners and laundromats, because they allow you to generate 
loyal customers worried about the virus.. Lockers can increase 

revenues and provide customers with contact-free fl exibility in 

pick-up and delivery services.  

Many drycleaners are exploring the option of providing alterna-

tive socially-distanced pick-up and drop-off points.  Through se-

curing premium lockers, many clothing care companies have been 

successful in establishing high-value locker space in residential 

apartment complexes, allowing them to capture this segment of 

the industry.

For customers, laundry lockers are a convenient drop-off and pick-

up point for laundry and dry cleaning. It is as simple as 1-2-3:

1. A customer puts their laundry into any empty locker.

2. The customer orders their laundry treatment via the app.

3. They’ll be alerted once the laundry is ready to be picked 

up again from the locker.

Prior to COVID-19, laundry lockers were preferred by busy, city 

professionals without much time, but now, a wider demographic 

are using laundry lockers

For more information contact Dan Stoof at Breezy Laundry Lock-

ers:  dan@breezyll.com

ALLIED TRADE REPORT.. .
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A.L. WILSON CHEMICAL CO.
Bob Edwards

(800) 526-1188

CHRISTOPHER CARLEY, CO
Chris Carley

(410)-781-7145

CLEANERS SUPPLY
Kathleen Kelleher

(800) 531-2943

DARK POS

Jalil Fanaian

(404) 996-0336

www.darkpos.com

D & R EQUIPMENT
Rick Levine

(202) 832-6660

DISTRICT CLEANERS EQUIPMENT, INC.
Larry Langton
(202) 723-7616

EHRENREICH & ASSOCIATES
Richard Ehrenreich

(301) 924-9247

ENVIROFORENSICS
Nancy Shields
(317) 972-7870

EZPRODUCTS INTERNATIONAL, INC
Diane Rue

(863) 767-0155

SMITH BROTHERS CO.
Clint Harris

(336) 788-7705

FABRICLEAN MID-ATLANTIC
Dwayne Gwaltney

(800) 446-3006 

FERGUSSON MCKENNA
Daniel Kucharczuk

(610) 444-1412

FORENTA

Morristown, TN

(423) 586-5370

www.forentausa.com

HERSON SUPPLY
Ron Herson

(301) 417-1300

KLEERWITE CHEMICAL
Buddy Poms

(877) 553-3794

KLINGER INSURANCE GROUP
Robert Klinger
(301) 428-4935

KOLLMAN& SAUCIER, PA
Frank Kollman, Esq.

(410) 727-4300

KREUSSLER, INC
Tom McAllister
(813) 884-1499

MECHANICAL CONTRACTING & 
MAINTENANCE

Mike Bright
(240) 216-4342

METHODS FOR MANAGEMENT
Kermit Engh

(402) 306-3129

METRO-CHEM
Jim Tirpok

(336) 788-7705

MOORE SERVICES
Jerry Moore

(800) 941-6673

SANKOSHA
Ken Uchikoshi
(888) 427-9120

SEITZ, INC.
Jeffrey Hoffman
(813) 886-2700

SPOT BUSINESS SYSTEMS
Ray Cheshire

(801) 208-2212

R.R. STREETS & CO
James Just

(202) 215-5086

TRIAD ENGINEERING, INC.
Dane Ryan

(304) -755-0721

THE ROUTE PRO
James Peuster

1-877-DR-ROUTE

USB PAYMENT PROCESSING NE, INC
Donny Lala

(410) 828-4286

WILLIAMS MULLEN 
Channing Martin, Esq.

(804) 420-6422

2020 MAC’S ALLIED TRADES.. .

These suppliers support the work of MAC as Allied Trades Members. 
When you need supplies, equipment or other goods or services, 
contact a MAC Member fi rst. Show them you value their support of 
the association and the industry.

Don’t see your supplier here?  Contact MAC and let us know and we 
can send them membership information.  Make sure your suppliers are 
supporting YOU!



MID ATLANTIC ASSOCIATION OF CLEANERS
A DRYCLEANING & LAUNDRY INSTITUTE 

PARTNER
14700 SWEITZER LN.
LAUREL, MD  20707

For up to date news and information,
visit us at www.macassociation.org

For Contactless Automation at the 
Front Counter, Plant and Routes

Toll Free 877.906.1818  www.ezpi.us

Call Toll Free 
877.906.1818 
for details on your 
FREE Heat Seal Press Evaluation 
The Ultimate Heat Seal Machine 
with terms and plans that work for you.

A Proven Industry Leader & Recommended by the Consultants You Trust.

Saves You Money, Time and Labor  

• Presses and Solutions for all Budgets
• Best and Free Technical Support Forever 
• Proudly Made in the USA  
• We are the Only Manufacturer of TÜV SÜD Safety 
 Certified Presses; Includes OSHA and UL Safety 
 Standards
• Low Cost of Ownership – Very Reliable, 
 Easy to Fix and Upgradeable
• Pre-printed Sequentially Numbered Heat Seal 
 Barcode Labels in One Day


