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2018MAC’s spring Management  

Conference a Great success
MAC held it’s seC-
ond AnnuAl spring 
MAnAgeMent Con-
ferenCe in VirginiA 
BeACh on MAy 19 
And 20th, And the 
response froM At-
tendees wAs ter-
rifiC.

“First Class”, observed 
MAC President, Mike 

McKay.  “From the venue to the speakers, to the topics, I believe this is one of the best 
events we have held.  Speaking with my colleagues 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.”

“Inspirational,” exclaimed Glen Kotval, MAC Member from West Virginia, “and I almost 
didn’t come.  I was on the fence, debating, and called Peter Blake at the MAC Office to 
thank him for the opportunity -- but told him I was unable to attend.  He convinced me to 
go.  We discussed how vital these type of events are both for the presentations, as well as, 
the networking opportunities.  I am very glad I listened.  This was a great event, well worth 
the investment of time and money, and I really got a great deal of value out of it.  I will be 
back next year for sure, and I really hope others who were considering it this year make a 
special effort to attend the next one.  I know I am glad I did, and I won’t miss another one.”

top IndustrY speAkers
MAC was able to bring out two of the top speakers available in Krista Clive-Smith and 
James Peuster.  While James Peuster is well known in the industry as “The Route Pro”, 
he was able to deftly shift gears and demonstrate why he is as much sought after for his 
management training abilities as he is for route development.

While lesser known in the industry, Krista Clive-Smith blended her organizational and 
brand development expertise with her dry cleaning experience to illustrate ways all dry-
cleaners -- large and small-- can develop their own brand and use that expertise to develop 
a stronger business model. Continued on page 3
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As we look to whAt lies AheAd for 
MAC, And for our progrAMs And 
serViCes, we need to understAnd 
the industry trends And fore-
CAst the industry.

Last issue I asked members to send in their great-
est challenges.  I wanted to hear from you all 
what your biggest concerns are, and then we can 
look at ways to develop programs and services to 
help you answer those challenges.

The top 5 challenges as submitted by members 
are:

1. Finding good help.  We are understaffed and can’t seem to find good people.

2. Depressed prices and dropping piece counts

3. The increasing cost of labor:  both pay and benefits.  

4. High Insurance costs across the board: health, business, vehicle, etc

5. The proliferation of new businesses like franchises that do not understand the 
industry.

We were able to answer some of these questions at our last Spring Management Con-
ference.  James Peuster did an outstanding job providing tips, tools, and techniques for 
finding qualified employees, and recruiting them to your business.  

MAC is also looking into ways we can provide tools to help you meet the other chal-
lenges identified.  Did we miss any?  Do you have other challenges you want us to 
explore?  Let me know, we are committed to your success.

e-MAIl Me Your GreAtest opportunItIes
The second prong of my approach is to understand what opportunities are out there.  
What is happening in the industry that you can take advantage of -- and use to your 
advantage?  In many cases, overcoming the challenges listed above can help you take 
advantage of the opportunities.  

I will use the information you provide to me to help develop courses, workshops, and 
services to help you take advantage of new and exciting opportunities.  I will also use 
the information to develop future articles in MAC Messenger.  This will help us better 
understand how we can play a vital role in the success of your business.

So tell me -- what do you see as your biggest opportunity to grow and succeed in your 
business?

Peter Blake,  
MAC Executive Director

exeCutiVe direCtor’s MessAge.. .

Identifying Your Greatest  
opportunities
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ManageMent C onferenCe reCap. . .

Continued from page 1

keYnote speAker:  krIstA 
ClIve-sMIth
As promised, Krista Clive-Smith was the 
highlight of the conference.  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 Tony Vadala 
Vice President of Albano Cleaners. “She 
brought energy and excitement to the pro-
gram, and really got people to think.  Some-
times what is being said isn’t as important 
as what you think about when you hear it.  
She really engaged the audience and made us 
think.”

BreAkInG the “I CAn’t fInd 
Good help” MYth
“Finding good help and competing for em-
ployees”, observed Peter Blake, MAC Exec-
utive Director, “remains one of the most re-
quested topics.  It is getting harder and harder 
to attract good employees to the industry and 
you have to start getting creative.  This was 
an essential program for anyone having that 
difficulty.”

On Saturday afternoon, James Peuster ex-
plored the complexities of finding employees.  He covered: 

• How to recruit people.  

• How to identify what a good employee for THIS INDUSTRY 
is.

• How to use InDeed.

• Where to look for employees.

• How to compete with other industries and how to decipher 
what employees are looking for.

Peuster not only talked about concepts, but provided real-time 
tools, tips and tricks to make sure you have access to the best can-
didates.  When exploring the use of indeed, one attendee claimed 
that discussion more than paid for the whole conference.  

Then on Sunday, James Peuster expanded on his previous program 
and discussed how to develop and invest in your staff.  After you 
have attracted a good staff -- you have to work to keep them,  You 
have to develop them and give them tools to grow.

lookInG AheAd
The Founders inn and Spa proved to be a great host hotel.  The 
rates, the meeting packages, the food, and outstanding customer 
service all helped make the conference a great success.  MAC 
plans on returning to the venue in 2019.  The exact dates are still 
to be determined.

Have a topic or a speaker you would like to suggest?  Please con-
tact Peter Blake at the MAC Office (peter@macassociation.org).  
We are always looking for unique programs and good speakers.  
This is your meeting -- and we would love to hear what you would 
like to learn more about.

(Clockwise: Peuster discussing developing staff, Russ 
Kaplan on the links showing conferences aren’t all 
business, Krista discusses Branding, and Peuster 
involves the audience)

the next Mid-Atlantic Association of drycleaners Board Meeting

MAC Summer Board Meeting 
Saturday, August 25, 2018 
Charleston, West Virginia
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When is the last time you 
updated your Facebook page?

With DLI’s new Effortless Social Media program, you won’t have to.

DLI finds and posts content for you. Weekly updates
keep your profile fresh and engaging with customers.

It’s that Easy.

www.DLIonline.org
800-638-2627

GO TO DLIONLINE.ORG/ESM OR CALL DLI FOR MORE INFORMATION.

DLI_EffortlessSocial_August17_NatCloJSA_AdFA_Layout 1  7/12/17  2:05 PM  Page 1
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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!

As surprising As it seeMs 
to dli BoArd And stAff, 
MAny of our MeMBers do 
not reAlize thAt Being A 
MeMBer of MAC AutoMAti-
CAlly MAkes theM A dli 
MeMBer And ViCe A VersA.  
CoMBining MeMBerships 
giVes MeMBers the Big-
gest BAng for their BuCk.  

DLI provides members with nation-
al representation, an industry-wide 

perspective on information, and the resources of a great techni-
cal staff.  DLI develops numerous programs, services, and busi-
ness tools that assist members throughout the country.  A few of 
the latest key member benefits include:  Effortless Social Media, 
The DLI Spotting APP, and the Encyclopedia of Drycleaning APP.  
DLI continues to develop new programs to assist members in run-
ning more efficient and profitable businesses.

MAC provides members with local, hometown representation 
and a localized perspective on what is happening in the industry.   
MAC also provides you local programming including high-value 

educational opportunities and great networking events like our 
recent Spring Management Conference in Virginia Beach.  MAC  
has a vital role in being the industry watchdog in the region, and 
keeps members up-to-date with all local information.  Together, 
local and national level memberships create a robust and highly 
accessible professional network.

As your District Director my job is to represent your interests to 
not only the national association, DLI, but also to your local as-
sociation, MAC. 

Unfortunately, I do not often hear from members as, like me, most 
members are always very busy running the business. Please take 
a moment to send me an email or give me a call and let me know 
how I can make your membership more valuable. 

I promise to share your thoughts and suggestions with DLI’s Board 
of Directors and MAC’s management team. We want to hear from 
you -- our member -- about ways we can help you and your busi-
ness.

dlI dIstrICt 2 ContACt InforMAtIon
District 2 Director: Mark Pollock,  
Signature Cleaners, Doylestown, PA 
mark@mysignaturecleaners.com     (215) 345-1470

dli distriCt direCtor updAte.. .

two for the price of one
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Why do drycleaners Get such a Bad rap?
Business deVelopMent workshop.. .

“i got tAken to the CleAn-
ers”.  why Are we ClAs-
sified As suCh eVil And 
non-trustworthy indi-
ViduAls?  

On a recent flight, I asked a young 
lady why she doesn’t go to the 
cleaners much and she responded 
that they are dirty, shady and she 
would hold on to as much clothes 
as she could so that she would only 
have to go once.  I have been on a 

mission the past 2 years to “clean” up the industry by building 
relationships and re-establishing credibility with past and current 
clients.  

With the industry down in sales like it is nation-wide, it is more 
critical today to step up and make a name for yourself.   As most of 
us know, many dry-cleaning consumers do not know your name; 
they just know your location.  With all the variables in place, let’s 
look at how we can develop your business through branding and 
what steps can be taken to become a 21st century dry-cleaner.

routes Are A GreAt BrAnd MessAGe
First of all, having routes give you the absolute best way to pro-
vide name recognition through many branding elements.  First, of 
all, your delivery and shuttle vans provide what everyone calls a 
moving billboard.  Think about it, go to Las Vegas and see all the 
rolling billboards there.  The beautiful thing about it is that the 
more customers you service, the more stops your van will have 
and the more opportunities for prospects to see you van.  I know 
you hear this all the time, but the van must show your colors, logos 
and represent quality and cleanliness.  Your van must also be kept 
clean inside and out.  I recently saw a van with his name and logo 
on TOP of the van.  I had never thought of this, they do this so 
that people in high-rises and commercial buildings can see if from 
above.  Makes great sense!  

Your route driver should look very presentable and represent dry-
cleaning.  Blue jeans and a T-shirt with a ball cap just don’t cut it.   
If you driver loses a cup or yesterday’s newspaper every time they 
get out of the vehicle, you might want to have them clean it out a 
little bit.  If your van has so much rust on it that someone can see 
your bags rolling around inside, you might want to upgrade ASAP.  
If you driver looks like a rapper from MTV, you might want to 
clean him up.  Ok, I am starting to sound like Jeff Foxworthy; 
however, the above statements ring so true.  If we are try to prove 
to our clients that we care about their clothes as much as they do, 
how can we provide any sense of reliability when we don’t care 
about our own image? 

Logoed bags are another critical element that often gets over-

looked. Stay with the same color as your logo; replace old ones.  
When the clothes are delivered, drape the bags over the clothes to 
show off your name.  The only exception is if your poly is logoed 
as well.  I am becoming a big fan of the garment bags that provide 
even more quality and branding.  Don’t skimp on the bags when 
you sign up a new customer. Give your clients 2 bags so that your 
name is getting known every day.  If the worst thing that happens 
is that they use the bags to carry soccer balls to the neighborhood 
game, so be it.  This is why I give every new client a bag or 2 right 
away. Get your name in their hands and let them know who you 
are.

keepInG Your BrAnd ConsIstent
Finally, brand your name through your best marketing piece, you.  
I love talking to strangers about the dry clean industry and their 
image of an owner is someone who stays behind the counter and 
convinces you that the stain was already there.  I love it when an 
operator goes out face-to-face selling with their crew.  Most of the 
21st century dry-clean owners and managers network in chamber 
events and represent their business in front of the counter instead 
of behind.  If you want to brand yourself as a personal and profes-
sional cleaner, standing behind the counter with sleeves rolled up 
and sweat all over you and your shirt doesn’t help.  Dress and play 
the part every day.  

In conclusion, routes provide you the most ultimate way to build, 
brand and retain your business.  Skimping on any of the above rec-
ommendations only decreases your chances of creating a positive 
image.  I am going to give you a homework assignment.  I want 
you to ask 10 people you don’t know in a neutral spot what they 
feel about dry cleaners and their owners.  You may be surprised at 
the result.  After they respond, let them know that you are a dry 
cleaner who cares and would be proud to be your cleaner.

feAtured speAker At sprInG ConferenCe
James Peuster was a featured speaker at MAC’s Spring Manage-
ment Conference recently held in Virginia Beach.  He explored the 
complex world of employee recruitment and finding employees in 
a tough market.  

Employee Recruitment continues to be the number one challenge 
facing drycleaners, and James Peuster was able to help attendees 
learn new and innovative ways to reach out to potential employees 
and attract the best candidates.  Need help?  Contact Peter Blake at 
MAC for more information.

for More InforMAtIon
James Peuster is the nation’s foremost leading expert in route 
development.  He is a frequent contributor to The Messenger, 
and writes for national publications.  If you need assistance with 
your routes, James can be reached at (816) 739-2066 or by email: 
james@theroutepro.com.

written by James peuster, 21st Century drycleaning & the route pro
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DLI's Garment Analysis App 

No boxes. No shipping. No insurance fees. 

Just point, shoot, and send your problem to DLI. 

It's that easy. 

Visit DLIonline.org/Garment-Analysis  
or call 800-638-2627 for more information.
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personal Branding 101:  
Get noticed.  Be remembered
Written By Krista Clive-Smith, featured Speaker at MaC’s Spring Management Conference

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 men

regulAtory Alert.. .

Continued on page 10
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Get noticed.  Be remembered
Continued from page 8

tal 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. 

keYnote speAker At MAC ConferenCe
 Krista was a keynote speaker at MAC’s recent spring Manage-
ment Conference.  You can learn more about Krista and her experi-
ences at: www.kristaclivesmith.com.
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AdCo, InC
Jim Isberg 

jisberg@adco-inc.com

AMAto IndustrIes
Joe Amato III

(301)-565-3220

CleAners ChoICe InC 
Jack Belluscio

1-800-652-2533 

ChrIstopher CArleY, Co
Chris Carley

(410)-781-7145 

CleAners supplY
Kathleen Kelleher

(800) 531-2943

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) 735-0813

sMIth Brothers Co.
Clint Harris

(336) 788-7705

ferGusson MCkennA
Daniel Kucharczuk

(610) 444-1412

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

phenIx supplY Co 
Dwayne Gwaltney 

(800) 446-3006

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

A.l. WIlson CheMICAl Co.
Bob Edwards

(800) 526-1188

2018 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 first. 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!



Amato Industries 

Serving the MD, DC and VA areas for over 83 years.  We offer top quality products at 
competitive pricing while delivering superior service!  Choose products from top com-
panies such as Chemaster, RRStreets, Caled, Wilson, F.H. Bonn, M&B Hangers, and 
many more.  Please feel free to contact our knowledgeable office staff for any of your 
dry cleaning and laundry needs. Call, stop by, or browse www.amatoind.com 

(301) 565-3220    *     1-800-992-6286 
9120 Talbot Ave. Silver Spring, MD 20910 

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


