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The Original Dry Vapor Company since 1979

Since 1979, Vaportek’s patented dry vapor technology has been used worldwide in a variety of markets, across

37 countries. Developed speci�cally to eliminate odors, our products utilize natural, essential oils to eliminate

malodors safely and e�ectively. Through dynamic product innovation, environmental awareness, and

dedication to service, Vaportek is committed to the continuation of building on our reputation as The Leader in

Air Treatment Technology. We are proud to produce SAFE, SIMPLE, & NATURAL products, right here in the

U.S.A.

Vaportek distinguishes itself from competitors with our patented dry vapor delivery technique which adds zero

moisture to the treatment area and is otherwise imperceptible beyond the aroma of essential oils. Our

technology doesn’t produce any harmful ozone or hydroxyl, doesn’t involve any fogging equipment, and isn’t as

messy or sticky as gels and sprays. Dry vapor compounds have high mobility in the air and are able to safely

penetrate porous substances such as wallboard, wood, carpeting, cement, and other surfaces thereby treating

atmosphere, structure, and contents simultaneously.

While Vaportek does introduce an additional fragrance (which some incorrectly attribute to masking) due to our

complex formula of naturally occurring essential oils, it is the complexity of our oil formula that goes one step

further to e�ectively eliminate the source of the malodourous molecules through encapsulation or odor-pairing

neutralization technology.

While there are many essential oils, not all of them are capable of neutralizing organic odors such as smoke,

urine, skunk, and mildew. Vaportek has carefully crafted the correct blend of oils required for e�ective and

permanent odor elimination. This is why Vaportek’s technology is so unique. Our formula of essential oils o�er a

broad spectrum neutralization of odor causing elements like aldehyde, amine, diamine, sul�de, lactone,

carboxylic acid, ester, carbylamines, ketone, and other carbons. Malodor molecules are changed through

chemical interaction, called odor-pairing or encapsulation, into a new molecular form that either no longer

smells or that is not volatile enough to be perceived. In this way, the malodorous molecule is lessened to the

point of nonexistence as it has been broken down beyond recognition. When Vaportek’s essential oil compounds

are volatilized into the air as a dry vapor, they react directly with odorous molecules in the air. This molecular,

chemical interaction allows Vaportek’s products to e�ectively neutralize organic malodors.

Vaportek’s products are SAFE. Our products require no specialized training, they do not require ventilation,

there is no risk of electrical or explosion hazards, they do not emit toxic gases, and most importantly, they are

safe to use around people, pets, and plants!

Our products are SIMPLE and our systems are easy-to-use. For many of our systems, simply insert the

cartridge, membrane, or EZ-Disk, plug in the machine or replace the batteries, and hit the “on” switch. And

that’s it. Or, if using a liquid, dilute the concentrate with water and it’s ready to go. Our products are NATURAL.

Our systems use natural essential oils. Vaportek feels strongly about providing our customers with technology

as close to the earth as possible.

W226N6339 Village Drive, Sussex, WI 53089
Phone: 800-237-6367

Fax: 262-246-5065  
Email: info@vaportek.com

Website: www.Vaportek.com
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2022 R&R Women in
Restoration Award Winner:
Diana Rodriguez-Zaba   
R&R is honored to formally celebrate
women making strides within their
organizations and restoration overall
for the seventh consecutive year. This
year, 46 impressive women were
nominated and one remarkable
individual rose to the top.

By Valerie King
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Featured

Past Women in Restoration Award Winners Share Secrets
to Success
In conjunction with our seventh annual campaign celebrating leading women in
restoration through our 2022 Women in Restoration Award, we asked all six of the
past winners, from 2016 through 2021, to answer one question: To what do you
attribute your success?
by Valerie King

 

Celebrating Women in Restoration: Investing in a More
Inclusive Workplace
Why the restoration industry is good for women, why women are good for the
industry, and three intentional steps employers can take to make space for more
women and other underrepresented groups to thrive both in the workforce and at the
leadership level.
by Sawyer Schweitzer, Harley Jeanise, Kelly Dolan, Jenny Vandehey

 

The Entrepreneurial Spirit
As an employee, trusted advisor or vendor, it is your responsibility to think about how
you can complement the owner of your small business to help them grow and
succeed in the endeavor they started. Here are six traits commonly observed in small
business owners, along with how you can speci�cally support them with each one.
by Chris McQueen

 

Awareness and Effort: Respirator Use in the Restoration
Industry, Part 1 of 2
In this �rst article of a two-part series on respiratory hazards and protections, Barry
Rice, CSP, shares steps to correctly set up a respiratory protection program. In the
second article, next month, he will cover how to implement and follow the program.
by Barry Rice

 

Service Dogs for a Service-Dominant Industry
One of the most challenging hurdles in the crime, trauma and death scene cleaning
industry is helping a client navigate a life-changing, traumatic event. The other
challenge is marketing such a sensitive service without being offensive, appearing
non-sensitive or overbearing. For almost four decades, Gordy Powell has tried to
reinvent how to market this industry in a tasteful, yet practical and successful way.
Here, he shares a new approach.
by Gordy Powell

 

Who Ya Gonna Call
“How can we prospect on LinkedIn and make more sincere connections with LinkedIn
members whom we would like to become our customers? One approach not to use
are automated systems that send out connection messages every day.”
by Robert Kravitz

 

The Basics of Heat and How It Is Utilized in Drying
“As many restorers are aware, heat is an element used to warm up cooler objects.
The more important question is: What is heat and how can it be utilized in drying?
There are three ways that heat can be transferred: Conduction, infrared radiation and
convection.”
by Kyle Herndon

 

The Role of PR in a Restoration Business Marketing Plan
While advertising, marketing and public relations are all methods businesses use to
communicate with their stakeholders, the bene�ts of each are not usually discussed
individually. Small business owners know they need marketing to target the right
customers and advertising to make the phones ring, but they do not realize public
relations can help them become the trusted experts in their markets, which leads to
greater opportunities. So, what is PR?
by Heather Ripley

 

The Key to Your Restoration Business Being Found
Online? Be a Real Company
“Being a real company sounds like a simple task in theory, but in reality, it is not a
consistently followed practice. So what does ‘be a real company’ mean? It requires
doing the small and sometimes neglected items that you would normally complete
while trying to build your company in your local market.”
by Jeff Carrier

 

6 Best Practices for Water Damage Restoration
Professionals
“In a crowded marketplace, it can be hard to cut through the noise and reach
customers,” Josh Miller writes. “With a micro approach that focuses on how we can do
our jobs more effectively, and a macro approach that communicates our expertise to
the marketplace, we can all help promote the credibility and competence of the
professionals in our industry.”
by Josh Miller

 

Building a Sustainable Restoration Workforce
“Creating a clearly planned education and career path for your technicians will help
with employee retention and improve the dedication and quality of your restoration
efforts,” Lorne McIntyre writes. This article focuses on the role of a technician from day
one to an RIA Certi�ed Restorer and can be used as a guide to not only develop
employees but attract more talented candidates.
by Lorne McIntyre

 

How to Drive Business Using Digital Marketing in 2022
“Whether you are a new restoration business owner or have 20-plus years of
experience, a sound marketing foundation is needed to ensure success. This
foundation should include a well-de�ned marketing plan, with customer personas, all
target audiences, an ADA-complaint website and promotional plans, with a total of 7
to 8% of sales revenue allocated to marketing.”
by Nia Sherrema Pearson
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Website Exclusive

Latest Videos

Achieving 150x Growth: How Kustom US Is Bringing New
Thinking to a Third-Generation Business
In this episode of Ask the Expert, Andrew Zavodney, chairman of the
board and CEO, talks about Kustom’s investment in company culture,
employee value proposition, corporate governance, M&A due diligence,
transparency, accountability and scaling without private equity. He also
discusses his role as vice president of the Restoration Industry
Association.

Ask Annissa: How to Handle Specialty Items in Contents
Restoration
In this episode of Ask Annissa, Annissa Coy answers the following
question: “I was wondering how you handle so many di�erent specialty
type things that we need to clean when it comes to contents restoration.
For instance, I have a home that had a light �re and they have a six-foot,
mounted bear that was in the living room.”

Restoration Transaction Lesson 7: Leverage
In part seven of the “7 Lessons Learned from $500 Million in Restoration
Transactions” series, Gokul Padmanabhan, CEO of Restoration Brokers of
America, discusses the importance of leverage in maximizing the sale of
your business. “Once the LOI is done, the leverage transfers over to the
buyer and comes away from you,” he says.

Latest Articles

What's Next for Restoration? 2022 Trends and
Predictions
“We have reached an in�ection point,” Andrew Zavodney writes. “We can choose to evolve,
carefully striking a balance between innovation and margins, or choose complacency, watching
operational costs tick upward and diminish earnings. So for those looking to spark positive
change across your organization, here are the headwinds that should be on your radar.”

When it Comes to Hiring, Nurture Your Silver Medalists
A coach’s immediate strategy is grooming their silver medalists to become the gold standard in
future Olympics. The same can be said for �nding talent to add to your team. Many times the
silver medalists (“B” players) are undervalued and passed over while an organization searches
for the gold.

How to Train Someone From Outside or Inside the
Restoration Industry
Hiring outside the industry brings fresh ideas to your organization. It is a necessity for
overcoming labor shortages and has many other advantages like avoiding the need to overcome
bad habits that sometimes come with experience. You have a clean slate to train. So, now what?
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Valerie King
Editorial Comment

Ladder Award Nominations Open for 2022!
Celebrating Outstanding Young Restoration Pros 35 Years and Younger

Spring has arrived, which means it’s time to recognize outstanding young professionals in restoration! I am

excited to announce that we are o�cially accepting nominations for R&R’s 2022 Ladder Award. Please visit

this page to learn more about the award and submit a nomination for a restoration industry peer, 35

years or younger, who is climbing the ladder of success and shaping the future of this industry.

A few things of note regarding award nominations:

The submission deadline is Monday, May 30, 2022.

Nominees must be under 35 years of age as of May 30, 2022.

Nominees can hold any position within the restoration industry, from owner or leader to entry-level team

member, and from �eld to o�ce.

Nominees can nominate themselves or be entered by others, and there is no limit to the number of entries

that can be submitted for a given nominee.

Past Ladder Award winners are not eligible.

There is no entry fee!

We will present the award to the winner at The Experience Convention and Trade Show in Las Vegas, taking

place in September. The winner and runners-up will also be featured in the September issue of R&R.

Past Ladder Award runners-up can be nominated again.

Past Ladder Award Winners
2021

2020

Ladder Award Archives

This annual award, established in 2020, honors restoration professionals 35 years and younger who exhibit

leadership, drive, innovation, care for clients and colleagues, community service and a clear passion for the

industry.

At a time when �nding skilled workers, retaining labor and adopting new technology are among the top

challenges restoration companies face, the unique traits of millennials and Gen Z pose great promise.

Not only are millennials the largest adult generation in the U.S.; they are also the largest generation in the

labor force at over 56 million, according to Pew Research Center. For organizations looking to attract new

talent, this cohort is anything but short in supply.

What’s more, members of Generation Z, born after 1996 – the oldest just launching their careers – are “digital

natives.” For them, an existence without smartphones, internet and other relatively recent technological

innovations is unfathomable. This second-nature connection with the digital dimension bodes well for

addressing the challenge of adopting new technology in the digital era.

We are thrilled, for the third consecutive year, to recognize the rising young professionals blazing new trails

with innovative leadership, ideas and technological advancements in the restoration industry.

In closing, I want to be sure to highlight that this one of three annual R&R award programs. In addition to the

Ladder Award and the Women in Restoration Award, stay tuned for details on a brand new restoration

technician award, which we will be sharing soon. 

Don’t forget to nominate a deserving young restoration pro on or by Monday, May 30! More details and the

nomination form can be found here.

Until next time,

VALERIE KING

R&R Editor

Valerie King
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New Company, Same Dedication to  Odor

Removal Needs

A brand new, niche rental company is now open for business, o�ering odor removal equipment rentals to

restoration and cleaning contractors.

Hydroxyl Rentals LLC, an Airbotx company, was founded to partner with contractors of all sizes to provide

reliable, e�ective rental equipment, and expertise on a vast array of odor removal needs. The team of disaster

restoration experts behind Hydroxyl Rentals provides large loss support and has a substantial rental �eet

available 24/7 throughout the United States.

Tom Conroy and Tom McArdle have a combined 25+ years of experience in the disaster restoration industry.

Both have consulted on and mobilized equipment to some of the largest, most complex commercial and

residential losses in the U.S. over the last decade.

Known as “Tom & Tom”, McArdle and Conroy are heavily involved in the restoration and cleaning industry

presenting and participating in a number of conferences and events, and contributing to industry publications

on the topic of hydroxyl radicals for odor removal.

“This is an exciting time to bring such a niche o�ering to contractors, with the goal of helping contractors

tackle what is often the toughest part of many restoration jobs – odor removal,” said McArdle. “We are excited

to have a new way to work alongside restoration contractors as they serve their commercial and residential

customers.”

To reach Tom + Tom: Tom Conroy: tomc@hydroxylrentals.com | 804-240-9917 Tom McArdle:

tomm@hydroxylrentals.com | 305-338-8506

For more information, please visit www.hydroxylrentals.com or call 317-399-8181.

Also, visit airbotx.com to stay updated on developments with our parent company, Airbotx!

www.hydroxylrentals.com

https://www.hydroxylrentals.com/
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Dian� Rodrigu�-Zab�

The Art of Paying it Forward Perfected

All Diana Rodriguez-Zaba's photos from Diana Rodriguez-Zaba

By Valerie King

It is no secret that the restoration industry is male-dominated, as is the construction industry overall. While

women make up 47% of the entire U.S. labor force, they comprise just 10.3% of the construction workforce,

according to the U.S. Bureau of Labor Statistics.

It is our hope that by shining a spotlight on outstanding women in restoration, we help encourage and

empower more women to join this great industry and advance within it.

After all, attracting talent is the top challenge for the restoration industry according to R&R’s 2021 State of the

Industry Report. The construction industry will need to attract nearly 650,000 additional workers on top of the

normal pace of hiring in 2022 to meet the demand for labor, Associated Builders and Contractors �nds.

In addition, more gender diverse companies — executive teams in particular — are more likely to have above-

average pro�tability, according to research by McKinsey & Company. What’s more, women-led businesses are

12% more likely to meet or exceed expectations for growth.

For these reasons and more, R&R is honored to formally celebrate women making strides within their

organizations and restoration overall for the seventh consecutive year through our Women in Restoration

Award. The award honors leading women in the industry based on journey and experience, job growth and

future reach, industry and community involvement, and awards and certi�cations.

This year, 46 impressive women were nominated and one remarkable individual rose to the top.

Meet 2022 Women in Restoration Award Winner

Diana Rodriguez-Zaba

Watch Diana’s Ask the Expert interview with R&R’s Editor Valerie King for her full story.

Diana Rodriguez-Zaba is president of ServiceMaster Restoration by Zaba, a

minority and family-owned disaster restoration and cleaning company with

locations in Chicago and Skokie, Ill., serving Chicago and the surrounding

suburbs since 2008.

Her key accomplishments include:

Chicago Crain’s Leadership Academy graduate

Goldman Sachs 10,000 Small Businesses program recipient

Daily Herald CFO of the Year award 2015 recipient

Enterprising Women of the Year Award 2021 recipient

Authored a chapter in the book, "Hispanic Star Rising"

Regional Franchise Council for ServiceMaster franchises 2019 member

IICRC-certi�ed in water, �re and smoke restoration

Xactimate-certi�ed

Rodriguez-Zaba’s business specializes in �re and water damage restoration, construction, mold remediation,

hoarding and trauma cleaning, as well as carpet and upholstery cleaning. Today, she spends a lot of her time on

o�ce operations, from marketing to accounting to �nance to human resources.

Her favorite aspect of restoration work is construction and completion, interacting with customers on design

components. “At the end of the day, that’s the last thing they see on the job,” she says. “They go through the

mitigation process, the construction and then it’s what they walk into every day. So I enjoy that most.”

Her favorite aspect of business ownership and leadership overall is working with sta�. Seeing people evolve is

her passion.

“I feel like I need to lead my team, but I have to develop my team so they can be leaders,” she says. “That’s

what I do. I build leaders so they can continue to lead. Then I show them, ‘You’re amazing. You’re great. You

need to take this other person and show them how to be like you.’ And that builds their con�dence. …I would

say I’m a transformational leader.”

Advancing Through Adversity
Rodriguez-Zaba’s knack for helping others evolve is rooted in her own entrepreneurial journey of impressive

growth, fueled by resilience in the face of adversity. In fact, her business has experienced some of its most

substantial growth milestones during historically challenging times.

Her story in entrepreneurship starts at the age of 18, when she began buying, restoring and renting out

properties. As she remodeled homes and saw her work well received, restoring spaces became a passion.

Simultaneously, she was setting up franchises for a chain restaurant.

“I had franchising experience under my belt and I kind of saw what that meant. And then from there I was

always like, ‘I have to own my own company.’ What that was going to be, I didn’t know. And then when the

opportunity presented itself to purchase a franchise, that’s what my husband and I did.”

When she and her husband Neil Zaba, director of operations, started an independent company in 2008, during

the Great Recession, they both had full-time jobs and expected layo�s. Combining their skills and kicking o� a

home service company proved challenging at a time when so many were losing their residences, but they

persevered.

“We, door to door, handed o� �yers and just did whatever we could,” Rodriguez-Zaba says. “Then I said, ‘You

know what. We’ve got to franchise. If we want to step it up during this time, that’s what we need to do.”

They met with a representative of ServiceMaster and were able to �nd a seller in Chicago. With that, they

purchased four licenses and became restoration franchise owners. Simultaneously, for �ve years, Rodriguez-

Zaba juggled her full-time job and the business (she did not end up being laid o� during the economic

downturn). Then, after deciding to leave her day job and focus solely on the franchise, she and her husband

purchased an additional license and opened their second facility.

“It all took o� from there,” she says.

More recently, at the start of the COVID-19 pandemic, she led her business to meaningful growth once again,

embracing uncertainty with agility. She quickly shifted gears, leveraging the specialty cleaning and biohazard

remediation skillsets and certi�cations of her team to provide services to businesses taking preventative

measures against the virus.

“The employees felt really good about themselves during that time because they were helping people,” she

says. “It was actually one of the best years.”

Around the same time, in summer of 2020, Rodriguez-Zaba swiftly expanded the franchise’s construction

o�erings, providing board-up services, glass cleanup and gra�ti removal to Chicago businesses following

vandalism that took place during protests. They helped clients navigate the insurance claims process, and

implement protocols to protect sta� and customers.

Her devotion to serving her community has served her business, with both �nancial gains and a sense of

ful�llment.

Investing in the Future by Elevating Others
Beyond growing her business itself, Rodriguez-Zaba’s number-one passion of working with employees comes

to life through her dedication to development. Most of her team has been with her at least �ve years and she

works hard to keep them happy. She believes in the power of one-on-one interactions, including review of

employee-speci�c checklists covering where they are, what they have accomplished, goals for the future and

plans for reaching the next level.

“A lot of them get stuck in the everyday thing and they need people to show them they can do better, or how

they’re important in the company, and that we need them and they need us,” she says.

Another example of her commitment to elevating others is the use of a training room in her newly acquired

Chicago-based facility to host classes for restoration industry stakeholders including insurance agents,

adjusters and technicians who need certi�cations. She is eager to make training more accessible via a location

within the city that is easily reachable with public transportation. Rodriguez-Zaba is also in the process of

talking to community colleges and high schools about bringing students to the facility and o�ering a

curriculum to showcase the restoration industry.

Outside the four walls of her own business, she also invests deeply in the advancement of the next generation

of women. As a mentor with the Step Up program, she helps girls transition from high school to college by

pushing them out of their comfort zones and providing real-world work experience.

“A lot of them still don’t know what they want to do and I talk to them a lot about what we do and how women

are very important in what we do and the roles that we play. From there stemmed the opportunity for us to

work on implementing an internship type of program for the summer, so that’s something that I’m working on.

…I like just giving them that con�dence to do better,” she says.

A believer in closing the gender gap within all male-dominated industries, Rodriguez-Zaba is also a founder

and board member of the DePaul University Women in Entrepreneurship Institute, which provides resources to

women navigating the startup of a business.

She tells those she mentors that, as a woman, opportunities were not handed to her and that being a Latina

made it even harder. She considers mentorship key in her ability to break the glass ceiling. Her parents pushed

her early in life, she bene�ted from two mentors during her college years who were also minorities, and has

learned a lot from her husband during her time in the industry.

Advice
In her nomination form, a colleague of Rodriguez-Zaba wrote:

“Diana always tells us, ‘You can do anything, and you can do it better than anyone else. There's always a

solution and don’t be afraid to make mistakes and take risks.’

“She also tells us to never go to bed worried about problems because we'll be too tired the next day to resolve

them. ... She also says, ‘Worrying makes you look old.’"

Her advice to others looking to advance in the industry: “Knowledge up.”

Her biggest career lesson learned: “Know the value of your time.”

Her go-to for inspiration: “My faith is big to me, so I read my Bible all the time.”

In Her “Spare Time”
Outside of work, Rodriguez-Zaba enjoys being with her family, date nights with her husband, Friday girls nights

with her friends, puzzles and catching up on Net�ix. “I enjoy having good people around me.”

Fir� Runner-up

Senior Vice President, Training & Launch
Paul Davis Restoration

“In the early 2000’s, I worked with a small restoration company that focused on janitorial and residential losses.

I went on to own a portion of a full-service restoration company, did consulting to help other companies and

joined Paul Davis in 2011.

“I became interested in learning all I could about our industry and began working toward becoming a triple

master with the IICRC. Once I had achieved Triple Master status, I pursued my next goal of becoming an IICRC

instructor. I pursued this goal with dogged determination and ultimately became an IICRC instructor for WRT,

ASD, FSRT and TCST. Recently, I was elected to the IICRC board of directors. I consider it a true privilege to have

the opportunity to serve and to be a part of a strong team that drives high performance and produces results.

“As the Paul Davis senior vice president of training for North America, I am passionate about my work each day.

I am inspired and motivated by seeing the results of our teams’ e�orts and serving others in their time of need.

“When I look re�ectively in the mirror, I see the girl who got dirty cleaning o�ces, lifted heavy dehumidi�ers

upstairs late at night, trudged through the muck on water losses and donned PPE to help homeowners who

had su�ered catastrophic losses. All of the hard work in the past led me to the place I am today. It reminds me

to constantly practice continuous improvement, work hard, get involved, and help others achieve their goals.”

Secon Runner-up

General Manager
Steamatic of Albuquerque and Santa Fe

“My journey in the restoration industry starts as a stay-at-home mom jumping into a family business. My

parents purchased Steamatic in 1995, and I became part of the team around 2013, right before my father’s

retirement goal.

“I had to learn every aspect of the business quickly, from �nance to industry-speci�c knowledge, and in 2017, I

became general manager. I worked on �nding the best people, and increasing our training and expertise.

Revenue and capacity have followed, and we have doubled in size in a few short years. It was a challenge, but I

enjoyed the reward and where it has brought my team and family today!

“It is empowering to know my tenure started as a legacy, and each year I continue that legacy with the

Steamatic family, growing what was once a mom-and-pop shop to a corporation that still has tight-knit family

values but the capabilities of a larger restoration company.

"Finding the right people to be part of our team, people who share our values and purpose, is such a priority for

me. We are succeeding because of our amazing team and their commitment to our purpose.”

Meet the Judges

Annissa Coy
Annissa Coy has been in the restoration industry for more than 22 years. She owned

and operated a full-service restoration company with her husband, Kevin, before

jumping full-time into education. Coy and her husband teach, coach and speak in

the restoration industry on many platforms through their company Firehouse

Education. She is passionate about two things: Spending time with her six

grandchildren and helping families who have been through a �re loss put their lives

back together. In 2008, Coy was awarded Entrepreneur of The Year for outstanding

entrepreneurial achievements in business. In 2016, she was the recipient of R&R’s

inaugural Women in Restoration Award. Coy writes articles for the industry and

contributes to R&R’s weekly Ask Annissa video column. She is the co-creator of

Firehouse Education and innovator of Mobile Clean Systems.

Nancy Macdonald
Nancy Macdonald held the position of education director for Aramsco through the

end of 2021. While remaining a part of the Aramsco family, she took on the new role

of regional sales manager for Eastern Canada with Safety Express in January 2022.

In her tenure as education director, Macdonald built an education program that not

only included technical certi�cations, but also business management and pro�t-

builder courses to help clients develop professionally. Her new role will provide many

opportunities to continue to learn, improve and innovate, while ensuring that her

team and customers achieve great success. In her spare time, Macdonald enjoys

hiking with her husband, twin daughters and their Aussiedoodle, Finnegan. She also

enjoys reading everything from �ction to travel to business, most recently

completing “The Power of a Positive Team” by Jon Gordon.

Mili Washington
Mili Washington has been the Institute of Inspection, Cleaning and Restoration

Certi�cation (IICRC) standards director since 2011. Her focus has been to grow IICRC

standards while streamlining the standards development process and strategy,

work toward American National Standards Institute (ANSI) approval for new and

revised ANSI/IICRC standards, and work toward international adoption of IICRC

standards. For the past 15 years, Washington has focused her work in the area of

standards development and management. In her previous role as manager of

standards and guidelines for the American Industrial Hygiene Association (AIHA), she

oversaw the development of several ANSI standards for the occupational health and

safety profession. Washington is a member of the Society for Standards

Professionals (SES) and currently serves on the SES board of directors as past

president. She is certi�ed by SES as a Certi�ed Standards Professional (CStd). She

graduated with a master’s degree from George Washington University in

environmental and resource policy after completing a bachelor’s degree in

economics from Delhi University in New Delhi.
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“The Restoration Lawyer,” Ed Cross, has been collecting money for restorers across the United States since 1997,

representing everything from small sole proprietorships to the biggest corporate names in the restoration

industry. He has recovered many tens of millions of dollars for restoration services, often without the need for

litigation.

Ed seeks to remedy the epidemic of vague restoration contracts and the need for resources to empower

restorers to receive the fair market value of their services.

There is no greater way to empower a restorer to recover fair market value for restoration service than with a

properly-drafted Assignment of Insurance Rights. Assignments allow restorers to cause insurance companies to

pay a reasonable price for restoration service and to pay a second time if the insurer sends the restorer’s money

to the policyholder. Get the de�nitive guide to the restorer’s most powerful collection device-The Book on the

Assignment of Bene�ts, 2nd ed. by Ed Cross at TheRestorationLawyer.com.

If you are tired of struggling to get paid, The Book on Restoration Collections lays out Ed Cross’s ultimate guide

to maximizing restoration receivables. In 10 easy steps, he breaks down restorers’ rights, ways of

communicating those rights, and ways to bolster your proof for the performed work. With this book, restorers

may overcome challenges with adjusters, customers, and their #@$%! lawyers.

40-004 Cook St., Ste. 7, Palm Desert, CA 92211 (760) 773-4002
Ed@EdCross.com
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Past Women in Restoration Award
Winners Share Secrets to Success

By Valerie King

In conjunction with our seventh annual campaign celebrating leading women in restoration through our 2022

Women in Restoration Award, we asked all six of the past winners, from 2016 through 2021, to answer one

question: To what do you attribute your success?

This video features:

2016 winner: Annissa Coy, owner of Firehouse Education

2017 winner: Shelli Bagwell, estimator at Belfor Property Restoration

2018 winner: Lisa Cordasco, president of New Crystal Restoration

2019 winner: Lori Young, president of Bartwood Construction

2020 winner: Cara Driscoll, technical trainer at Belfor Property Restoration

2021 winner: Katie Smith, owner and CEO of PHC Restoration, and president-elect of the Restoration

Industry Association board of directors
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Celebrating
Women in
Restoration

By Sawyer Schweitzer, Harley Jeanise, Kelly Dolan, Jenny Vandehey

While the restoration and remediation industry has historically been male-dominated, that is changing. Women

are working in increasing numbers across the industry, both in the �eld and in the o�ce.

Though employment numbers remain low — women comprise just under 11% of the construction workforce,

according to the U.S. Bureau of Labor Statistics — they have steadily grown since 2015, and show no signs of

slowing down.

However, while women’s presence in the world of restoration has grown, there is much more to be done to

encourage and empower more women to join and succeed here.

The restoration industry is great for women…
While the industry has long been associated with skills traditionally viewed as more “masculine,” the reality is

that restoration can be a great �t for people of all genders. From hands-on �eld work to roles in engineering,

sales and administration, the employment possibilities for women in restoration are vast and diverse.

The culture is also evolving as more women and other traditionally underrepresented groups enter the

workforce, reach leadership levels and connect with others across their networks.

“It’s so much easier to network, share info and meet other women in the industry virtually these days. We may

not physically be close to each other, but we are still present and engaged,” says Kelley Dolan, chief of sta� at

First Onsite Property Restoration.

Jenny Vandehey, senior vice president of culture and experience at First Onsite Property Restoration, agrees

that the industry is moving in a positive direction.

“In other industries I’ve worked in, I’ve felt pressured to show up in a more stereotypically ‘masculine’ way, but

this is the �rst role where my authentic leadership style has been embraced,” she says.

Though she notes there is still more work to be done to build a holistically inclusive industry, Vandehey is

excited by the openness to growth and proactive change she has observed.

More important than gender is attitude, work ethic and a desire to help others, believes Harley Jeanise,

regional vice president at First Onsite Property Restoration.

“It’s a bold, exciting industry where every day is a new challenge to be solved,” says Jeanise, who notes that

individuals who appreciate intense, fast-paced environments are most likely to thrive in the industry.

Vandehey agrees: “If you are energized and motivated by making a di�erence and making an impact, whether

that’s in the �eld or in the o�ce, this is great space for you.” She adds, “It’s really about impacting people’s lives

and caring for communities. It’s a dynamic industry, but it’s rewarding because you’re helping people through

some of their most challenging times.”

… And women are great for the industry.
The restoration and remediation industry is dynamic by nature. It is fast-paced, unpredictable and requires an

agile approach to an ever-changing set of circumstances. As a result, it has openness to change and new ways

of thinking. Women and other underrepresented groups bring unique perspectives and fresh ideas to the table,

which o�er major bene�ts for their teams and employers.

“Cognitive diversity is a huge priority,” explains Vandehey. “We have di�erent ways of thinking, di�erent ways of

behaving and relating, and we want that diversity. We don’t just want one way of doing things.”

The bene�ts of a cognitively diverse workforce are backed up by data. According to research conducted by the

Harvard Business Review, the more representative a team is in terms of age, ethnicity and gender, the more

creative and productive it is likely to be. Additionally, 2020 research by McKinsey indicates that gender-diverse

teams are also more likely to yield above-average pro�tability.

There is also the not-so-little problem of labor shortages across all industries, including restoration and

remediation. The more employees of all genders, ages and ethnicities that companies can attract and

maintain, the better.

“We’ve seen big chunks of our workforce just disappearing in the past couple years, especially those who are

boots-on-the-ground,” says Dolan. “We need to ask ourselves: Why are they missing? What have we done to

foster relationships with that labor force? What can we do to show more value to them?”

While Dolan notes that the issues go beyond lack of gender inclusivity, she believes that taking strides to

ensure a workplace culture where all employees are welcomed and respected is essential.

“There is always room for progress, and I think there are several groups who could use progress and growth in

our industry. I think if we focus on improvement for all, your identifying gender won’t matter as much. If all of

us can continue to work against bias and appreciate and see people for who they are, that is the reality we

need to strive for.”

3 Ways Employers Can Create Inclusive Workplaces
Despite the progress and success that has already taken place in making the restoration and remediation space

more accessible and welcoming to women, there is still room to grow. Employers need to take intentional steps

to make space for more women and other underrepresented groups to thrive both in the workforce and at the

leadership level.

While this is a multifaceted and complex challenge that will not be solved overnight, here are three important

steps that restoration companies can take:

1.     Don’t just celebrate diversity — prioritize it. 

If companies are serious about creating a more representative, inclusive environment, they must do more than

just talk.

“It’s not enough to post a job description in the same old spot, and just give up because only male applicants

apply,” says Vandehey.

Instead, employers must be intentional about �nding women and other underrepresented candidates to apply

for open positions. That may mean proactively seeking out diverse candidates and revisiting standard talent

acquisition strategies.

Additionally, instead of hiring from outside, employers can turn inward and pull from the talent pool they

already have. That includes establishing structures for mentoring, supporting and promoting women across

departments and levels. Employee-led resource groups can aid in connecting individuals, helping to create

support networks and building new ladders to success.

2.    Strategize to increase visibility. 

“Seeing successful women blaze a trail in this industry is important,” says Jeanise. Though the increase in

STEM education in schools has created more awareness of engineering and construction-related career paths

for young women, there is more to be done to increase the visibility of these opportunities.

Organizations must make a conscious e�ort to connect with individuals and young people from diverse

backgrounds who may not know about the bene�ts of working in restoration. This could be sharing stories of

successful women in the industry and highlighting individuals who have been promoted to leadership roles.

“It’s an exciting career with unlimited growth opportunities,” says Jeanise, “and knowing that, and seeing

others' success creates a path that you can follow.”

3.    Invest in culture.

Intentionally investing in culture is the most essential step employers can take to create a welcoming

workplace environment for all. That requires establishing inclusive company values that foster and prioritize

human qualities, and embracing more than one way to look, lead and succeed in the space.

“We’re shaping the industry that we want to live and work in,” says Vandehey, “and that starts with fostering an

open, strengths-based culture.”

She counsels that companies must also work hard to build safe spaces for hard conversations and constructive

feedback.

Dolan agrees, saying that improving and modernizing employee culture also means doing the same for

employee bene�ts.

“We’ve tried to think about what kinds of bene�ts are needed at all levels of the company and all walks of life.

This includes family leave for mothers and fathers, both birth and adoptive, and so much more. Di�erent

programs need to be developed for people at di�erent stages of their life.”

The restoration and remediation industry can be a great career path for all people, and if companies keep

investing in their people and taking proactive strides, positive change is on the way. After all, high levels of

diversity, representative workforces and inclusive cultures bene�t everyone — both women and companies

alike.
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The Entrepreneurial Spirit
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6 Traits of Small Business Owners
By Chris McQueen

It is a privilege to work with entrepreneurs who own small businesses. I am consistently amazed by the

determination, positive attitude, respect of failure, admiration of success and tolerance of the pain that owning

a business can cause them. If you are not an owner, multiply the joy, admiration, pain and heartache you think

is possible by �ve and you are likely close to their daily portion of these emotions.

As an employee, trusted advisor or vendor, it is your responsibility to think about how you can complement the

owner of your small business to help them grow and succeed in the endeavor they started. Along the way, you

will also �nd your own success in building something meaningful.

Here are six traits commonly observed in small business owners, along with how you can speci�cally support

them with each one.

1.  Owners Have a Strong Belief in the Company’s Mission
Entrepreneurs know they need a mission to follow — a short summary of the business’s purpose and focus.

While the owner may not have a strong mission in the early years of the business, outside of generating income

for their family, with growth and success the need for a strong mission or purpose becomes greater. Once in

place, any action that is not in line with the mission should be questioned appropriately to ensure the business

is moving closer to the intended purpose. The growth, success or failures of other businesses should have no

meaning to the owner at this point; only that the mission of their business is being ful�lled.

As a supporter of the business, you should strive to keep the mission front and center as a reminder about why

you complete the work you do. Following this tenet will help your team function together and know that what

you are doing is meaningful. Assure success of the mission in your portion of the company and remind others

to perform admirably in this pursuit.

2.  Owners Have an Inexhaustible Drive
Business is full of challenges — weekly, daily and sometimes minute-by-minute. Owners �nd a way to approach

each challenge, looking for solutions that may not be readily apparent. They very often do this without fail,

even when they are out of energy for other tasks outside of the business. They continue to perform in the

business, doing whatever it takes for however long it takes for the business to succeed.

You can show your support by creating solutions to problems prior to approaching them for advice. Take a

moment to think about the last problem you presented to the owner of a company. Did the problem also come

with two potential solutions? If the answer is no, look for ways to solve issues when approaching an owner.

They will be grateful and, in return, will have more energy they can provide to your growth and development.

3.  Owners Create Their Own Fun
Along with being a challenge, small business is meant to be fun for the owner and for those who choose to

participate with them, whether this is in the form of professional accomplishments or personal goals. A

professional accomplishment is something you would see on the business plan and can support by following

through with your accountabilities. Think of the business as an evolving puzzle that the owner is working to

solve. Many owners �nd extreme satisfaction in the business operating well. Understand how you can help and

perform to the best of your abilities. A personal goal could be, and most often is, to spend more time with their

family. Often this results in visits from children to the shop or o�ce, early days leaving the o�ce only to pick up

work again after dinner, or a late start to spend more quality time at home.

Be understanding when the owner navigates life around work, as they’ll likely pay back that time tenfold after

they spend it with their family.

4.  Owners Know When to Accept Your Best
Perfect execution of tasks is desired, but done and satisfactory will often do. Many of the practical tasks

performed in the beginning of the business were easy to understand and execute by the owner, which led to

success. As a support to the business, your e�orts may not match the level of expectation that the owner has.

Look for opportunities to improve your performance on individual tasks, reaching for perfection in your

performance and improvement over time.

Work to execute your craft well. This task is not complete until your execution in estimating, sales, operations or

administration exceeds the abilities of the owner. As a result, there will be a satisfaction from the owner and

continued investment in your future as you reach this goal.

5.  Owners Know That You Will Eventually Leave
Strong, positive owner management of a business should result in employees, vendors and friendly

competitors moving on from their working careers with the company through advancement or retirement.

Many people work because they enjoy the activity and will do so until it is no longer an option. Some people

�nd opportunities that they believe are good for them or their family. And some people tied to the business �nd

that they are replaced by a di�erent provider or employee.

Set personal goals for each new year that go along with the company’s business plan. Make sure that your

position is growing at the same pace as the business and if there is no other growth for your position, look for

the next challenge within the company. Eventually the company will help you achieve your personal goals.

Move forward toward your goals and have a conversation with the owner once you achieve them to determine

the next steps in your career.

6.  Owners Practice Gratitude
The success of a business may hinge on this last trait — gratitude. Small businesses require a signi�cant

number of moving pieces. It is simply not possible for one person to run a company on their own. The only

option is to take care of those who work with you and be sure to express your gratitude.

This trait can be lost sometimes, so make sure to practice this with those around you. Setting an example for

others, speci�cally the owner, can serve as a reminder that sometimes a thank you is all you really need. Help

make your company a place you enjoy by practicing this daily.

In conclusion, running a small business is a personal extension of the owner. The daily experience that they

have a�ects both their work and home life. While these six traits are not an exhaustive list, they are a good

start for you as an employee, trusted advisor or vendor to use to compliment the skills the owner of your

company has developed. As a support to the owner, you will �nd success by building something meaningful in

your own work life.

Chris McQueen is a Business Development Advisor for Violand Management Associates

(VMA), a highly respected consulting company in the restoration and cleaning

industries. He is a veteran of the restoration industry, having worked as an independent

claims adjuster, estimate reviewer and district manager for the world’s largest

independent claims management company. Through Violand, McQueen works with

companies to develop their people and their pro�ts. To reach him, visit Violand.com or

call (800) 360-3513.
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At Blue Kangaroo Packoutz, our passion and our mission is to help people—and their belongings—bounce back

stronger after any kind of property loss. As contents cleaning and restoration experts, clients turn to us in the

aftermath of disasters and trust us to care for some of the most cherished and valued items that they own. Our

job is to make sure that whatever can be restored, is restored with the highest quality, care, and craftsmanship

available.

By blending proven expertise, established methods, and state-of-the art technologies with care, compassion,

and meticulous attention to detail, we’ve developed a system for contents restoration that consistently

delivers top-quality results and an unmatched customer experience. As the demand for contents restoration

continues to increase, Blue Kangaroo Packoutz is leading the way, and our franchise opportunity opens the

door for others to join us.

Here’s What Sets Us Apart
End-to-End Contents Capabilities
Blue Kangaroo Packoutz is one of the only national companies focused solely on contents cleaning and

restoration. Our franchise owners bring much-needed solutions to their local markets and expertly handle

every stage of the contents process:

Initial assessment

Packout and inventory

Cleaning and restoration

Secure storage

Move-back and delivery

Specialized Services
In addition to standard contents cleaning and restoration, we also o�er several highly specialized services for

antiques, art, documents, electronics, and furniture. We have the experience, methods, and equipment to

properly and carefully address the unique needs of these items whenever they are impacted by water, �re,

mold, and other damage.

Industry-Leading Training
Blue Kangaroo Packoutz owners receive the most comprehensive contents cleaning and restoration training in

the industry. Our initial training is nearly two weeks long and combines classroom and hands-on learning. We

also provide ongoing training classes for owners and their teams to continue building and re�ning their

contents expertise.

In-house Experts & Support
The Blue Kangaroo Packoutz home o�ce team is dedicated to supporting our franchise owners every step of

the way. We have technical experts and business coaches available 24/7 to help navigate on-the-job

challenges and keep daily operations running smoothly.

Personalized Customer Care
To us, the contents business is always personal. From items used every day to family heirlooms that have been

passed down through generations to critical documents that keep businesses running, we understand and

appreciate the importance of each and every item entrusted to our team. Which is why, above all else, we keep

people at the center of everything we do. We establish a relationship with our clients from the start, stay in

constant communication with them throughout the contents process, and always care for their belongings like

they’re our own.

Phone: 866-739-7265
Email: ryan.mclaughlin@belfrangroup.com

Website: bluekangaroofranchise.com
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Respirator
Use in the

Restoration
Industry

Awareness and Effort:

Part 1 of 2

By Barry Rice, CSP

Restoration industry work has the potential for serious breathing hazards. They may be evident before even

walking into the building – in the form of odor or dust – and provide advanced warning. However, some are not

detectable (e.g. asbestos) and provide no warning. Then there are the hazards created by our own work (e.g.

cutting and tearing out materials) and the chemicals we bring into the building to perform our services.

Photos credit: Ekspansio/E+ via Getty Images

Most restoration professionals are aware of these hazards and the need to protect themselves. As an industry,

we have excellent education and certi�cation resources (ANSI, IICRC, RIA, NIOSH, etc.) that teach us about the

hazards and how to protect ourselves. However, respirators are not always used properly and sometimes not

worn at all. For example, cartridges may not be changed, masks not cleaned and sometimes the health risk is

trivialized. Then there are the neglected or misunderstood regulatory requirements. These are easy pitfalls to

slip into. However, through awareness comes the understanding of the need for additional e�ort.

Photos credit: Barry Rice)

I hope to create that awareness and identify the e�ort necessary to protect restorers from respiratory hazards

in my next two articles. This �rst article will cover the steps to correctly set up a respiratory protection program.

The second article, next month, will cover how to implement and follow your program. I will not sugar coat the

e�ort; there are few shortcuts and there is a time investment. However, the e�ort is well worth it to protect our

lungs!

Program Creation
I will start with what may be the biggest challenge: Taking time to create the U.S. Occupational Safety and

Health Administration (OSHA) required written respiratory protection program.1 Fortunately, the contents of the

written program are pretty clearly identi�ed in the OSHA standard. Some key contents include:

Your respiratory hazards, typically broken down by job type

When to wear respirators

What respirators and cartridges to wear

Medical evaluations

Fit tests

Training

Maintenance and care

Voluntary use of respirators

Review of your program’s e�ectiveness

Resources for a Written Program
Here is where the proverbial pen meets paper (�ngertips meet keyboard?). Restorers can pull up OSHA’s

respirator program requirements1 and begin writing their own program. This was basically the only way to

create a written program prior to the convenience of internet downloads. Much like the three-ring binder

safety data sheet (SDS) collection method I mentioned my February 2022 SDS article, there is nothing wrong

with this method. However, if you have little experience with respirators, regulations and writing procedures,

this manual process may overwhelm you.

If you do not have the experience or inclination to write your own program, there are many resources for what I

call “�ll-in-the-blank” program documents. I am familiar with the following resources; you may be able to �nd

others.

OSHA’s Small Entity Compliance Guide for the Respiratory Protection Standard, OSHA 3384 09 20112

State OSHA programs (e.g. Michigan’s LARA/MIOSHA Sample Respiratory Protection Program)

Your restoration franchise organization

Your worker’s comp insurance provider

Business or industry organizations you belong to

Online resources

Customized programs from a safety consultant

If you ever doubt or are unsure about a program’s compliance with OSHA, take the time to compare it to

1910.134(c) requirements or have a safety professional do that for you.

Areas of Focus for Restorers
Having spent years managing respiratory protection programs for restoration companies, I can recommend

you spend a little extra time on the topics mentioned in this paragraph when creating your written program.

You will save the time, money and e�ort of any future rewriting by immediately customizing your program for

the work you perform.

From a general organizational perspective, be sure to assign a coordinator for your company and let them

become the go-to person for anything related to respirators. Have them help with writing the program,

purchasing and stocking respirators/cartridges, coordination of medical evaluations / �t testing, etc.

Perform a breathing hazard evaluation for your work. This is as simple as creating a list of work tasks and

contaminants in the air that require employees to wear a respirator. Put this list in writing and include it in your

program. I have found that a basic spreadsheet works just �ne for this. Trust me; you will refer back to it in the

future.

Here are some work tasks with respiratory hazards that are common in the restoration industry:

Mold inspections and remediation

Chemical/cleaner/disinfectant use

Misting and spray applications

Sewage/Category 3 water cleanup

Biohazard/trauma/crime scene cleanup

Fire damage inspection and restoration

Dusts (wood, silica)

Fibers and other particulates (asbestos, �berglass)

Clearly identify the proper respirator and cartridges for the work tasks in the breathing hazard evaluation. Much

like the blank written program, there are many resources for this. Here are a few o� the top of my head:

Safety data sheets

U.S. Environmental Protection Agency (EPA) guides (e.g. mold)

Industry standards, training and certi�cations (IICRC, RIA)

Industry association documentation and publications

Written recommendations from industrial hygienists (e.g. mold protocols)

Manufacturer’s online respirator selection guides (3M, Honeywell/North, etc.)

Finally, identify the OSHA-required cartridge change-out schedules for your work tasks.3 There is no speci�c

indicator of the end of life for a cartridge. Generally speaking, resistance to breathing will increase (from

particulates), or the wearer will begin to sense smell or taste from a vapor or odor. So, the change-out

frequency can be challenging if this is your �rst respirator program or you do not have experience with

cartridge use. I recommend using information from the below links and starting out with short change-out

frequencies.

“Cartridge Change Schedules for Low Exposure Environments”

(https://multimedia.3m.com/mws/media/1282560O/tbd-241.pdf), from 3M

Powered Air Purifying Respirators (PAPRs)
Every year, I speak with more restorers who have started using PAPRs to replace conventional half-face or full-

face respirators. I can best describe a PAPR as a respirator that uses a blower to pull air through cartridges and

then push the �ltered air down across the wearer’s face and out the bottom of a hood or mask. PAPRs provide a

number of advantages over traditional tight-�tting respirators:

Can be worn with a beard

Are loose-�tting and do not require a �t test (do require a medical evaluation)

Have lower breathing resistance

Provide some heat relief due to the air �ow

Provide greater protection to the wearer

Of course, most alternatives have trade-o�s. PAPRs are much more expensive than a traditional half-face or

full-face respirator. However, the restorers I talk to who use these are huge advocates of investing the money

into PAPRs. I could write an entire article on PAPRs (maybe in the future). If you think they may be bene�cial to

your work, contact a respirator manufacturer to learn more.

Gray Areas for Restorers
I would be remiss if I did not point out OSHA requirements that, to the best of my knowledge, are an unknown

for restorers. Speci�cally, the selection of Assigned Protection Factors4 and Maximum Use Concentrations for

respirator use around gases and vapors.5 Selecting these factors and concentrations is beyond the technical

limitations of this article. Further, I have not seen measurements of gas or vapor concentrations during the

application of cleaning chemicals, deodorizers or disinfectants for the restoration industry. These

measurements, along with other data, would be necessary to select the factors and concentrations. I strongly

recommend using the resources I have identi�ed (SDSs, EPA guides, industry standards, manufacturer guides,

industrial hygienists) to make your selections and then save that information for future reference. If any

readers have speci�c restoration industry data for these criteria, I welcome further information and insight!

Summary
As you can see now, there is signi�cant e�ort required to write a respiratory protection program. However, I feel

it is a critical component of a restoration business based on the type of hazardous environments we work in.

Further, once complete you can rest assured that you are protecting your technicians’ health and shielding

your business from potential liability. My next article will help you implement and follow your written program.

Until then, please let me know if you have questions or issues writing your program!

“Cartridge Change Frequently Asked Questions” (https://multimedia.3m.com/mws/media/259820O/3m-

cartridge-change.pdf), from 3M

Reference:

1. 29 CFR 1910.134(a)

3. 1910.134(d)(3)(iii)(B)(2)

4. 1910.134(d)(3)(i)(A)

5. 1910.134(d)(3)(i)(B)

2. https://www.osha.gov/sites/default/�les/publications/3384small-entity-for-respiratory-protection-standard-rev.pdf

Barry Rice is a Certi�ed Safety Professional (CSP) with over 20 years of experience. He is

the Environmental, Health and Safety (EHS) director for Signal Restoration Services’

family of companies that includes Signal, US Roo�ng and PuroClean. Rice has supported

EHS efforts in various industries, including environmental restoration, heavy industrial

manufacturing, mechanical �eld service, automotive and aircraft manufacturing

support, residential and commercial construction, and disaster restoration. If you have

questions or would like to speak to Rice, he can be reached at (248) 878-5662 or

barrynrice@gmail.com.
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We are FIRST ONSITE, a leading disaster restoration and property reconstruction company serving North

America and beyond. We o�er comprehensive, coast-to-coast coverage and service across all 50 United States

and Canada, with the equipment, technology and expertise to respond to disasters of all kinds. We’re proud to

provide expert planning, remediation, restoration and reconstruction services for essential industries of every

kind: including healthcare, education, retail, commercial, and residential.

24/7 Emergency Response, No Matter
What In an emergency, every second counts, so our team of professionals is always ready to rapidly respond.

With 24/7 emergency service, 365 days a year, your call for help is our call to action. Our speed and e�ciency is

paired with an unwavering commitment to safety, so we can reduce business interruption and downtime,

while getting you back to normalcy as quickly as possible.

Personalized Service Meets National Resources
Our client partners experience the best of both worlds when they team up with us: direct, local service and a

fully customized approach, backed by the power of our national-scale resources. Our team’s unique scalability

and robust o�erings means we can power our partners through any challenge that comes your way—whenever,

wherever and whatever it takes.

Our Human-Powered Difference
Our speed, scope and scale are unmatched, but it’s our people that make the real di�erence—we like to call it

our human-power. Our company is purpose-driven and values-led, and that comes through in how we work

with you and with one another. As your dedicated partner, we’re committed to going the extra mile to provide

the best possible service. Acting with urgency and accountability, our team of professionals is dedicated to

doing the right thing, always. It’s our goal to be so responsive, capable, e�cient and supportive that we are the

only partner our clients ever need.

First Onsite is your trusted, full-service disaster recovery and property restoration company, serving North

America and beyond. We partner with you to prepare for the threat of catastrophe and to be the �rst team on-

site after disaster strikes. We are on call 24 hours a day, 365 days a year, and you can request our services at

any time.

�rstonsite.com

https://firstonsite.com/
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Service Dogs
for a Service-Dominant Industry

A New Face and Business Partner in Trauma Remediation

By Gordy Powell

One of the most challenging hurdles in the crime, trauma and death scene cleaning industry is helping a client

manage and cope their way through a life-changing, traumatic event. The other challenge is marketing such a

sensitive service without being o�ensive, appearing non-sensitive or overbearing. For almost four decades, we

have always tried to reinvent how to market this industry in a tasteful, yet practical and successful way, and at

the same time leave the client with a great experience.

I have been told my entire entrepreneurial career that the most important aspect of owning a company is

leaving the client with a grand experience of your services. Again, this is a paramount challenge when

interacting with a family after a horri�c loss of a friend, family member or loved one – especially if the loss is

that of a family patriarch and matriarch.

Back Story
My bride Sheila and I, both empty nesters, learned of a breed of dog that we did not know existed. While

awaiting a �ight after numerous layovers in the Miami airport a few years back, we came across what is

referred to as a Miniature Australian Shepherd. We have raised the standard Australian Shepherds but had

never run across the miniatures. So, we acquired our �rst one and named him Johnny Cash. A year later, we

adopted another puppy and to keep with the theme we named him Merle Haggard. Those two are Sheila’s

dogs without a doubt. So, I wanted one of my own that would travel with me. At last, we drove out to our

breeder in Alabama and collected our new, forever, female pup, Miranda Lambert, registered name: Gunpowder

n’ Lead.

Then, in July 2021, I attended an AIR Conference where the topic of “What is Your Business Culture?” came up.

Nick Levy of Orlando talked about his company’s business culture of having dogs in the o�ce, how his tech

would interact and would look forward to seeing the dogs at the end of the day. This really helped the overall

morale. This was the catalyst that started the thought process over the next few days about Miranda and what

her involvement could possibly be with Georgia Clean.

In our travels socializing Miranda and observing her interaction with people, I wondered if she would hit the

marks to become a PTSD service dog for clients. This was not what we adopted her for, but there was certainly

a possibility. Then the marketing potentials were endless.

Moving Forward
Miranda was quickly hitting all the high marks for becoming a PTSD service dog. Her additional features like her

medium size (25 pounds), her engaging blue eyes and her uniquely softer coat of fur made her more

appropriate for the clients she would be engaging with. When speaking with local public safety K9 o�cers, they

mentioned that they would be called in to a trauma scene to use their K9s in just this same manner. Public

safety o�cials liked the idea of Miranda as a PTSD service dog because, unlike their dogs, Miranda was not an

intimidating dog to enter the home and to confront a grieving family, due to her size and features.

Looking forward we soon �gured out that Miranda could be a tremendous asset in our marketing to detectives,

medical examiners and corners. Just imagine public safety having access to such a resource from your

company to aid in easing and calming a family member should they need to be interviewed.

The Investment
If your company decides to go this route, I strongly

suggest an eye-pleasing, medium breed dog with a

higher intelligence. Having the appropriate dog with

the right personality and demeanor is just the

beginning. Expect to be fully committed to the dog

and plan on a $5,000 to $10,000 investment. It may

be a year until the dog is fully prepared for these

services, but after a few months you can use the

PTSD service dog to start your local marketing

campaign.

Miranda is with me more than my wife Sheila is.

Miranda also has a co-handler in our o�ce who she

trusts and understands that, when I am not

available, her go-to person is Rachel. Rachel is every

bit involved in Miranda’s training and day-to-day

activities. Miranda will go home with Rachel at times

to interact with her family and pets. Miranda will

obviously not be needed or required for all trauma

scenes, but her availability makes her priceless for

public safety use.

Training
Training begins immediately. Socializing in the puppy stage with both people and other animals is very

important. Go into as many pet stores and big-box stores that will allow you in as possible so that you can

socialize your dog. You will start o� with basic obedience, then on to intermediate and advanced puppy

training. You will need to seek out a company that is recognized as a service dog trainer. Usually, a specialized

service dog trainer or company can provide all the levels of training from start to �nish.

Interview as many training services as you can. You will discover that the services, price of services and the

degree of professionalism will vary greatly, but in the end, you always get what you pay for. Make sure you

have a con�dent and comfortable relationship with the trainer. And get ready for a lot of advice to be thrown

your way.

You will then reach a point in the dog’s age and level of con�dence in their advanced training when you can

introduce him or her to therapy session groups. Find one or two groups that meet once a week. Let the leader

of that group know what you are training your dog for, and that you want the dog to be able to target in on

their stress and to be trained to ease that stress.

Training is ongoing. It is a lifetime commitment and how quickly your K9 adapts is up to you and your level of

dedication. Something that I have incorporated into Miranda’s training is showing her a hand signal along with

verbal commands. You and your co-handler will be the only ones allowed to train, operate, transport and, yes,

even feed the dog. You are creating and building not only a trust together, but a bonded relationship. This is so

that anyone can interact with your K9, but only you and your co-handler will have immediate control, by a

simple word or gesture.

Miranda has her credentials to where she is welcome in all environments, such as a restaurant, hotel or plane.

You need to know the rules and laws for service dogs. These laws and the rights your service dog has will

amaze you. Miranda received her credentials early, because when you invest in the program you are fearful of

leaving the dog alone, even in a vehicle. It is like leaving $10,000 on the front seat – that looks cute. Again, this

commitment is real and you must be dedicated to the dog. The dog is your new best friend and will depend on

you for everything. It will be your shadow.

Miranda Lambert, A.K.A Gunpowder ‘n’ Lead
We have fun with Miranda because of her name. When she is introduced to people there is an automatic

engagement and recognition with her name. Yes, she has even been to Nashville, to Miranda Lamberts bar. To

keep the fun moving, Miranda has unique catch phrases for her commands. Potty is, “Let’s go backstage.” To go

for a ride we tell her, “It’s time to go on the tour bus.” Shaking hands is simply, “Autograph time.”

I have heard and I have been asked over the years, “What’s the best way to market in this industry?” I share

with you what will work for us and what I wish I would have thought of many, many years ago.

I cannot imagine a better way to have doors open for you. This will need to be a service that your company

provides to public safety for the families they are dealing with. Yes, I am sure you will be called out to scenes

where trauma services may not be required. But that’s where you build relationships, and relationships build a

business. The best part is that you have now left the client with a remarkable and, more importantly,

memorable experience they will share.

Miranda is a very a�ectionate little dog. We like to tell people that Miranda Lambert K9 cannot control her licker.

We invite you to follow us, learn more and see Miranda’s progress in the �eld at MirandaLambertK9.com and on

Facebook at Miranda Lambert K9.

Gordy Powell is co-owner and senior partner of Georgia Clean and Associates, and co-

founder and president of the Georgia Bio Recovery Association. A steward for education,

ethics and advancement in bio-recovery, crime, trauma and death scene cleaning,

Powell has been practicing in this space since 1996. He is co-author of the Georgia bill

that was signed into law August 4, 2020, of�cially regulating the crime, trauma and

death scene cleaning industry in Georgia.
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Restoration work is complicated. Well, used

to be complicated.

As one restoration pro put it, “Either you work the job, or the job works you.” Put di�erently, restoration work

has a lot of moving parts — and if the work isn’t well managed, you can end up with miscommunication,

budget overages, missed deadlines — and unhappy customers. It can mean the di�erence between a

productive, pro�table job and one that simply consumes resources with little reward.

Restoration Manager is one outstanding answer to the pitfalls of job management. This cloud-based job

management solution was created speci�cally for property restoration professionals, bringing all the tools

necessary to help a business grow through improved e�ciency and better job work�ow.

Delivering everything needed to track all aspects of a repair job, Restoration Manager helps restoration pros

manage jobs in the o�ce or in the �eld with both desktop and mobile apps. Use it to track equipment and

schedules, build and manage work orders, manage tasks to keep jobs in compliance, and organize documents

and photos.

Plus, Restoration Manager reduces duplicate data entry by integrating with other solutions, such as accounting

software and claims tools like Xactimate and XactAnalysis.

A business dashboard tops it all o�, delivering in-depth reporting that reveals all the inner workings of a

restoration business. Furthermore, Restoration Manager features built-in CRM tools for sales and marketing

teams.

With Restoration Manager in your tool belt, you can focus more on the work—and worry less about keeping it all

straight.

800-583-8474
RMsales@verisk.com

Restorationmanager.net

mailto:RMsales@verisk.com?Subject=
http://restorationmanager.net/


Photo credit: �ladendron/ E+ via Getty Images

Who Ya
Gonna Call

Leveraging LinkedIn to Transform Prospects Into Customers

By Robert Kravitz

The world of social media marketing is constantly changing, so what might be e�ective today may not be

e�ective tomorrow or in the near future.

However, one way to stay ahead of the game is to narrow your social media presence. I know that is the

opposite of what some social media experts recommend.

They often suggest being on as many platforms as possible.

But remember this: Whether it is home decorating or social media marketing, less is more. If you �ne-tune your

social media marketing, focusing on just one or two key platforms, you are more likely to get more mileage —

and more sales — than beating every bush and connecting to every social media platform available.

So, which platform — Facebook, Instagram, LinkedIn, TikTock, YouTube or Twitter — should you select? If most of

your work is residential and homeowners most frequently call you in, the sites that might serve you best are

Facebook, Instagram and, if you have videos, YouTube.

As most social media experts will tell you, videos can be very compelling and lead to sales, but, remember to

keep them short. After one to three minutes, sometimes less, the viewer’s likelihood of moving on is very high.

However, if most of your clients are building owners of either commercial or large residential complexes, your

best social media bet may be LinkedIn. But the key to making LinkedIn work requires training and some

patience.

Cold Calling to Connecting
In the old days — anytime before 2003 — most salespeople representing a restoration and remediation or other

service company would make sales calls to drum up business. These would either be by physically knocking on

doors, trying to meet decision makers in person or on the telephone. Both were a bit intimidating, but it was

how sales, especially in the service industry, were handled.

In 2003, LinkedIn was introduced, and salespeople quickly found this to be a far easier and less intimidating

way to prospect and reach decision makers. Not only that, as more people joined LinkedIn — today, an

estimated 800 million people are on LinkedIn — its value for connecting with decision makers and increasing

sales grew exponentially.

Today in North America, most all salespeople are putting LinkedIn to work in one way or another. It has become

a sales and marketing resource tool gold mine. That is if used correctly.

And what do we mean by “if used correctly”?

Have you ever been asked to connect with someone on LinkedIn and very shortly afterward receive a “cut and

paste” sales message? It happens all the time.

These salespeople are not interested in connecting with you; they are interested in selling you something. In

the LinkedIn world, it is considered spam; it turns people o�, and they may even disconnect with you.

Writing Sincere Templates
How can we prospect on LinkedIn and make more seincere connections with LinkedIn members whom we

would like to become our customers? One approach not to use are automated systems that send out

connection messages every day. Yes, they save a lot of time, but they are used by so many salespeople today,

LinkedIn members are starting to recognize these auto-messages as spam and shying away from them.

Instead, here is the approach I recommend to my clients:

First, do searches for, as an example, property owners. LinkedIn provides �lters so you can narrow your

selection by geography, title, company size and more.

Narrow your selection to about 500 people. That is manageable, and the system will allow you to create a

list of these people.

Now comes the most essential part. Review each pro�le before sending out a connection message. It only

takes a couple of minutes.

Look for something on their pro�le to comment on. If they have recently authored an article or posted

something on LinkedIn, mention this in your connection message. For instance:

Hello Amy,

 
I just read your article on running a multi-
tenant office building and found the part
about building safety incredibly informative. I
would like to connect with you.

 
Warm regards, 
Robert

Amy sees you have taken the time to learn a bit more about her and even read her article. She also knows you

are not a LinkedIn “bot,” sending out connection messages to anyone and everyone. Amy is very likely to take

the next step and connect with you.

But what if Amy does not have any articles or posts on LinkedIn, and is still someone you want to connect

with? In this case, a short but sweet message like the following may be your best option:

Hello Amy,
 
I’d like to connect.
 
Warm regards, 
Robert

The Follow-Up Template
Let’s say we have connected with 500 people. Now we take the next step, turning LinkedIn into a powerful

marketing tool. But �rst, once again, what not to do:

Regarding what to do, it must be said that no one follow-up message will work in all cases. But what you want

is a conversation opener. You might consider the following:

It is worth repeating, do not send a sales pitch.

Do not ask to set up a call and send them a calendar link; a bit pushy, don’t you think?

Do not send them a long message talking about yourself and your company. 

Hello Amy,
 
Thank you for connecting. I’m with
Servicefast, one of the largest restoration
and remediation companies in the state. I’m
just wondering if you have someone to call if
your facility experienced water or fire
damage and needed cleaning, restoration,
and remediation immediately?
 
Kind regards, 
Robert

This is a very simple message. You may think it is a very underwhelming message. But it is very likely that Amy

has never even considered what to do or whom to call should a catastrophe happen in her building. Don’t be

surprised if you get a return message like the following:

Hello Robert,
 
Thank you for your message. It’s not
something I have looked into before, but now,
after connecting with you, I realize I should.
Could you please send me some information
about your company? Below is my email
address.
 
Best, 
Amy

The Keep-in-Touch
Your job now is to keep in touch. If you have good writing skills, occassionally sending an email newsletter or

personal message to all of your LinkedIn connections is one way. LinkedIn is even unrolling a newsletter service

just for this purpose.

However, if you do not have good writing skills or the time to write, look for information of value to share with

your connections. For instance, here is one pulled from RandRmagonline.com, which could work well:

Hello Amy,
 
I just saw this article about how to read Safety Data
Sheets (SDS). As a building owner and manager, I’m sure
you know how important these are, but they are often so
hard to understand. This article simplifies things. It
might be something you want to print out and hold on to.
Here’s the link:
 
Safety Data Sheets: The User Manuals for Chemicals |
Restoration & Remediation Magazine
(randrmagonline.com)

Very best, 
Robert

You will have to �nd more ways to keep in touch with your connections. Every few months is �ne.

Here’s the bottom line.

Ever hear the expression, “Who ya gonna call?” It was made famous in a Ghostbusters movie. As it applies to

you and LinkedIn, you want to make it your goal that the answer to that question is you; you are the one they

call when an emergeny happens in their building.

For more than 20 years, Robert Kravitz has been working with people and

organizations, helping them become and then excel as thought leaders in their

respective industries. He can be reached on LinkedIn at

www.linkedin.com/in/kravitzrobert/.
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The Strength of an Established Brand

At 1-800 WATER DAMAGE, who we are as a company is just as important as what we do. We are property

restoration experts with industry-leading training, powerful equipment, and the capacity to handle any size or

type of property damage. Each year, we continue to grow and expand in local markets across the United

States. And each year, what continues to set us apart and help us succeed–both individually and collectively–is

our company culture. Joining 1-800 WATER DAMAGE provides the opportunity to join an industry leader and a

family. The brand values and common goals that we share are some of our greatest strengths as a company.

Three Core Components of Who We Are
Teamwork: Working Together to Succeed Together
How well a team works together can make or break the success of that company. 1-800 WATER DAMAGE

owners are part of a unique network of franchisees who believe in the power of working together to succeed

together. Whether that means a new franchisee calling a veteran owner for advice or mobilizing teams from all

over the country for a national catastrophe response, teamwork is and has been a cornerstone of our brand

since day one. The more we work together on a local, regional, or national scale, the more we learn and

improve together.

Connection: Actively Building Relationships
In restoration, any company’s ability to handle disasters depends on the strength of its resources and

relationships. In addition to actively building connections among our franchise network, we invest time and

e�ort in developing key partnerships with insurance companies, TPAs, suppliers, and other vendors. During the

most critical times, our proven track record with these partners makes all the di�erence. The trust, loyalty, and

good working relationships we’ve established help our owners secure more work in their local markets, and

keep us moving forward.

Customer Service: Going Above and Beyond for Customers
1-800 WATER DAMAGE is proud to be a top-rated service provider among residential and commercial

customers across the nation. We’ve earned that reputation over the years not only because we have the

expertise to deliver top-quality work, but because our owners are committed to their communities and they

care about their customers. We take the time to explain what we’re doing, address any concerns along the way,

and o�er solutions even when that solution may not involve our services. Because for us, our goal is not just to

get the job done, but to help restore normalcy and peace of mind when our neighbors need it most.

Email: ryan.mclaughlin@belfrangroup.com
Phone:  866-922-9773

Website: 1800WDfranchise.com

mailto:ryan.mclaughlin@belfrangroup.com?Subject=
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The Basics of Heat
and How It Is Utilized in Drying

By Kyle Herndon

As many restorers are aware, heat is an element used to warm up cooler objects. The more important question

is: What is heat and how can it be utilized in drying?

There are three ways that heat can be transferred: Conduction, infrared radiation and convection.

Conduction is the act of vibration of molecules to create the heat source. Have you ever held an ice cube

in the palm of your hand and watched it melt? This is conduction. As the warmth of the hand heats up the

ice cube, the molecules from the hand quickly vibrate, warming the cold or cooler molecules of the ice

cube, causing it to speed up and melt (heat) the cube.

Convection occurs when you take a heat source and put it in a movable medium. Convection is the only

type of heat that rises since air is a medium and the thermic reaction transfers the energy via conduction.

This occurs as the air absorbs the thermal energy and its molecules accelerate, taking up more space. The

accelerated molecules move and bounce in the medium, causing them to move away (expansion). The air

expands, allowing the air to hold more water, and as it expands, it becomes less dense, rising through the

medium (air).

Heat is Energy
Thermal energy creates di�usion, resulting in the water being drawn to the heated surface. It cools, causing a

reduction of its energy. The solution is to add thermal energy continuously.

It is essential to create a well-balanced equipment formula (drying plan) that allows heat to draw out the

moisture, air movement to evaporate, and �ushing and dehumidi�cation to continuously dry and provide the

appropriate air. Too much or lack of enough heat can signi�cantly impact your drying success.

BTU (IICRC S500)

A British thermal unit (BTU) measures the heat content of fuels or energy sources. It is the quantity of heat

required to raise the temperature of one pound of liquid water by one degree.

1 kilowatt-hour = 3,412 BTU

BTU/HR = (V * I) * 3.412

1 Velo air mover 115v 1.9 amps

(115 * 1.9) = 218.5 * 3.412 Totals… 745.52 BTU/HR

One BTU is approximately equal to the energy released by burning a match. Imagine the heat produced of a

typical dry-out being 10 fans, a dehumidi�er and an air scrubber; this common drying equipment creates its

own heat/energy naturally.

Enthalpy
The enthalpy of moist air includes both the heat absorption capacity of the dry air, called sensible heat, and

the capacity of the evaporated water in the air called latent heat.

Moist air is a mixture of dry air and water vapor. The total enthalpy – sensible plus latent – is used when

calculating cooling and heating processes.

Thermal Expansion
Thermal expansion occurs when the mass of an object expands due to the e�ect of heat. Thermal expansion

occurs in solids, liquids and gases. Thermal expansion has three expansion forms:

Linear expansion

Area expansion

Volume expansion

An increase in temperature makes the water molecules more energetic. Thermal expansion increases materials’

porosity, increasing the rate of di�usion and evaporation.

Heat-sensitive materials should be identi�ed and addressed when using extreme heat. Due to high heat, heat-

sensitive materials such as woods, plastics, glues, adhesives and anything with a poly �nish (plastic) are high-

risk items.

Bene�ts of Heat
Heat is used in high-humidity areas such as tropical spaces to replace dehumidi�ers. Heat creates a more

signi�cant grain depression and vapor pressure di�erential, which will not work e�ciently in dehumidi�ers.

Water activity is very temperature-dependent, reducing microbial and bacteria growth.

Heat can accelerate your drying of wet building materials. However, dehumidi�cation and exhausting or

building �ushing are typically necessary to reduce secondary damages caused by an increase in the rate of

evaporation in the air.

Heat reduces chances of secondary damages from collected moisture by dew point. Most restoration

contractors do not monitor surface temperatures where moisture may condensate, causing additional

damages. The materials that are impacted by the dew point are too cold, and the job site has an improper

balance of air�ow and dehumidi�cation. Heat, dehumidi�cation and air�ow (evaporation from liquid to gas)

should always be well balanced while drying.

Heat Drying for Concrete vs. Desiccant Dehumidi�cation
Heat drying results are greater due to the immediate grain depression, vapor pressure di�erential and

atmospheric changes. Category 4 materials can bene�t from heat drying due to the ability to open the

pores/capillaries and accelerate drying by immediate favorable vapor pressure di�erential. Combination of heat

drying with desiccated air provides 30% greater drying time.

Increasing the atmospheric temperature by 20 degrees can reduce relative humidity by almost 50%, where the

high-temperature humidity can be �ushed (vented out).

Heat is capable of drying wet materials faster as opposed to cooler environments. Radiant heat energy can dry

concrete at a greater rate than desiccants. Heat is the best way of drying crawlspaces. Su�cient exhausting is

required to prevent moisture migration.

Infrared (IR) technology paneling directly increases the heat to the wet materials creating an immediate

increase in vapor pressure di�erential (rate of drying). IR panels are great for heat-sensitive environments, and I

typically recommend IR panel drying for spot drying tile or concrete. IR provides a 50-degree surface

temperature increase with little to no atmospheric changes. Creating surface temperature di�erential creates

wet material to increase di�usion and evaporation by increasing the vapor pressure of material (high) to seek

(draw) toward atmospheric low vapor pressure. The more signi�cant the di�erence in vapor pressure between

the wet material and the atmosphere, the faster the evaporation rate.

Direct heat to wet building material creates a high vapor pressure. Proper dehumidi�cation provides low vapor

pressure. The greater the di�erence in material and the atmosphere, the faster the rate of drying (VP

di�erential). High vapor pressures seek low vapor pressure in the process of the wet material and the

atmosphere's dryer air are trying to equalize.

Disadvantages of Heat
Heat rises by transferring energy by convection. Heat should be utilized by advanced restoration technicians

who understand psychometry well.

It takes energy to excite the water molecules for di�usion, and when the water molecules reach the surface for

evaporation, a "cooling e�ect" occurs where additional energy is needed.

Heat drying without proper monitoring of atmospheric "layers" can cause moisture to migrate to una�ected

areas or materials.

Heat is energy that can have a considerable evaporation rate due to air expansion. Heat thermals that create

lift can push moisturized hot air into drier, cooler materials and areas. Excessive heat (energy) can force

moisture into unwanted areas and materials.

Rapid cooling post-heat drying can reverse drying success.

The expanded hot air allows more moisture into the air; if not �ushed or dehumidi�ed correctly, it will equalize

with building materials when the air is cooled. When heated, the air allows for more moisture to be carried due

to its expansion, and when cooled, the air condenses, reducing the amount of moisture it can hold. This

typically happens after removing drying equipment, and technicians believe they have reached the material's

natural moisture content.

To avoid this, dehumidi�cation and �ushing should be utilized until the atmospheric conditions have reached

reasonable thresholds. It is recommended that you monitor post drying for 48 to72 hours after removing

equipment. You should perform atmospheric layer testing daily. Testing the atmospheric conditions every four

feet in height provides vital drying information. When using heat drying as a strategy, it is recommended to

monitor it two times daily.

Infrared radiation is a form of electromagnetic radiation that causes an object to heat. This form is

invisible to the naked eye, but the warmth of the heated object can be felt. Infrared radiation causes the

object to build energy by variation of movements, thus creating heat to develop. An example would be the

use of a microwave. While we cannot see the energy being distributed to the object within the microwave,

once the food is removed, it is warm or hot to the touch. Infrared radiation causes the object to heat up by

transferring the electromagnetic energy into the object's molecules. This process bends, rotates and

vibrates the object's molecules, causing the object to heat up.

Kyle Herndon has been in the remediation industry since the age of 14. He has over 20

years of experience and holds a voluminous range of certi�cations. Herndon has more

than 20 certi�cations and holds an IICRC Triple master designation. He is the CEO of

Scienti�c Restoration Specialists Incorporated, a licensed contractor, remediation and

catastrophic response company based out of Los Angeles County, Calif. Herndon

currently focuses his time as a large loss specialist and as a litigation consultant. His

goal is to become an IICRC instructor where he feels he can make an industry impact.
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The Role of PR

By Heather Ripley

If you are a small to mid-sized (SMB) business owner and have not had any major crises, you may think you are

not large enough to hire a public relations agency.

But public relations (PR) is about so much more than repairing reputations or waiting until you have the

budget of a Fortune 500 company. PR is about building relationships and can be the di�erence in why a

potential customer chooses you over your competitor.

While advertising, marketing and public relations are all methods businesses use to communicate with their

stakeholders, the bene�ts of each are not usually discussed individually. Small business owners know they need

marketing to target the right customers and advertising to make the phones ring, but they do not realize that

public relations can help them become the trusted experts in their markets, which leads to greater

opportunities.

What is PR?
Public relations, quite simply, is the process of building relationships that are mutually bene�cial to you and

your customers or partners.

In other words, PR builds trust in your company’s product or service, and helps potential customers realize that

you are the experts in your �eld.

Most people might simply consider that any restoration company could be a good choice if they need to clean

up after a natural disaster or other catastrophe. But, if the customer has heard your name before and

associates it with good will or a positive image, the chances that this potential client will choose to do business

with your company over your competitor is greater.

This is known as proactive public relations, a strategy that earns your business a positive standing in both your

market area and in your industry through what is known as “earned media.”

As opposed to paid advertising, earned media is when your company receives local media coverage or is

discussed on social media without having paid an advertising fee. This could be as simple as an interview on

your community’s news station about the process of recovery after a disaster because the media considers you

the local expert on restoration. It is not the easiest task in the world to earn this type of media because this is

developed by objective, third-party sources who are not biased in favor of any particular organization.

However, the fact that it is objective is the very reason why consumers trust it more.

Most consumers can hear your ads a thousand times and know your name, but studies have shown that

potential consumers just do not trust ads. They would rather hear about you and what you can do from third

parties. This could be from the news media, by word of mouth or through trade publications. Studies show that

nearly all consumers research a business online before committing to work with them.

This gap in trust is also the reason many businesses have discovered that adding public relations to their

advertising budgets helps them build the positive reputation consumers look for in hiring or working with a

particular company.

PR for Small Business
Public relations for a smaller company is not all that much di�erent than the types of PR larger companies use.

The frequency of press releases or pitches may be greater for a big company, but the end result is the same: To

build positive name recognition in the market.

For small business owners, your advertising budget has to go a long way. Getting journalists and other

in�uencers to write about your business does not have to be an expensive proposition but it can be daunting.

Knowing the right reporters to contact or the right content to o�er the community can be di�cult. Having a PR

professional who knows how to maneuver within the industry helps you continually work on building

credibility, which can stretch your ad dollars.

Public relations also helps your budget in that it delivers real value to potential customers. Whether you are

educating them on how your industry can bene�t them, o�ering them tips they can use in their own lives or

inspiring them with the charitable work you do in your community, the bene�ts of public relations to a small

business are greater than advertising alone.

PR for Franchises
While public relations can help SMBs get more bang from their advertising bucks, PR also helps franchises

expand their reach by targeting media in local markets to make them aware of your business and how it

impacts the community.

PR agencies also know how to help you grow your franchise by ensuring that each franchisee “shares the

wealth.” That is, making sure that media outlets in all the areas where you have franchise locations receive

coverage to promote both the local franchisee and the larger franchise, overall.

This boosts the brand recognition that most franchises need in order to grow. It makes your company more of a

household name, nationally, which helps the franchise expand in more local markets.

The PR Advantage
Most small to mid-size business (SMB) owners have usually gotten into their business to provide an exciting

product or deliver great service. They work hard to provide these things and do not generally have a lot of time

to create the very content that will help their SMB grow.

This is where a PR expert can help. Agencies, for example, hire professionals who have spent their lives writing

content for newspapers or other businesses and have a pool of media experts who know how to pitch the right

story to the right reporter.

The fundamental strategy for building your SMB is the same as the PR the “big boys” employ: Telling your

company’s story and getting that story out to consumers. You need public relations to tell that story to a new

customer base or potential franchisees.

While it might seem frightening at �rst to take chances with your company’s advertising budget, public

relations is as necessary to growing your business as advertising is to getting potential clients to call for service.

Public relations is often the di�erence between moderate growth and the next-level opportunities that make

you the market leader.

Heather Ripley is founder and CEO of Ripley PR, an elite, global public relations agency

specializing in franchising, home service and building trades. Ripley PR has been

recognized by Entrepreneur Magazine as a Top Franchise PR Agency four years in a row

and was named to Forbes’ America’s Best PR Agencies for 2021. Ripley is the author of

“NEXT LEVEL NOW: PR Secrets to Drive Explosive Growth for your Home Service

Business.” For additional information, visit www.ripleypr.com.
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Be a Real Company

The Key to Your Restoration
Business Being Found Online

By Jeff Carrier

It is not a clickbait title, but an often-overlooked component when a restoration company is trying to be found

online. Being a real company sounds like a simple task in theory, but in reality, it is not a consistently followed

practice.

So what does “Be a real company” mean? It requires doing the small and sometimes neglected items that you

would normally complete while trying to build your company in your local market.

One example is signing up for the local chamber of commerce. By doing this, you get yourself included in the

member directory on the chamber website with a link back to your restoration website. When Google crawls

the chamber of commerce website and follows the link to your website, it sends a "geo signal" to Google. This,

in turn, helps Google understand where you are located while also giving you "online authority.”

This seemingly basic strategy is not just for new companies. In fact, I have spoken with many companies who

thrived on word-of-mouth marketing for 20-plus years, but who never went through the steps of getting

connected to these types of local or industry associations, among other things.

Why is this important?
If you already have an established online presence, then you know how important website rankings are to

being found by your customers. By engaging your local market and receiving these links, you are unlocking a

key determinant in ranking well by those searching for your services in your area. This is important because

Google tracks and follows these links across the web and assigns "quality/authority" to the website they end on.

This is essentially the key ingredient to increasing rank and search visibility.

Most business owners agree that you cannot simply put up a website and easily be found online. The

importance of utilizing local marketing for being found online is often underestimated in this goal. However,

doing so can lead them to hire someone to do SEO and expect all of the results to come from this work.

Unfortunately, it does not work that way if you have not built the foundation �rst.

How does a business build the foundation?
There are several methods that any business can try within their local market and the restoration industry to

build a strong base. All along, Google will be picking up on these online signals and giving you online authority.

A few examples include: Sponsorship of the high school baseball team; setting up a HomeAdvisor account (free

link to your site); or signing up for the Chamber, BBB or local apartment association. That is building the

"foundation."

Ideas of groups and associations:

Chambers of commerce in the areas you serve

Local travel sites and resource pages

Housing and builders associations

Demographic associations (women, ethnicities, religious, etc.)

Hospitality associations

Property manager associations

Business/networking groups

Local emergency resource groups

Local health departments

Lead gen and social sites

It is OK if you are not necessarily attending all of these groups and associations because the goal is to gain local

online authority through the links. Even groups that you think provide little to no return in your local market

(i.e. economic coalition group), can provide a boost when they include a member link or logo link back to your

site. That is going to help Google understand where you are located.

The tough part about belonging to most of these organizations is that they all cost money annually. You should

note though, that this is exactly one of the reasons Google places high importance on these associations – real

organizations would be connected to these groups.

News/industry resources
All local news and industry resources are hungry for good content. Could you write a case study for them? What

about some �re prevention tips or other helpful information for their readers? Here are a few ideas to consider:

Local news stations, industry publications, Restoration Industry Association (RIA), Institute of Inspection

Cleaning and Restoration Certi�cation (IICRC).

Check your online authority

Want to know your “online authority”? Check out this free tool at https://ahrefs.com/website-authority-checker.

What is a good score?

1-5 > Poor

6-10 > Not Good

11-15 > Average

16-20 > Good

21+ > Great

This scoring is speci�c to local restoration websites.

Created the foundation but still struggling?
Now, what if you have connected to all these types of groups, participate in local marketing and have been

around for at least a few years, but are still struggling to be found online? The issue could be more of the

technical setup of your website. The good news is that building the foundation is much more di�cult.

In summary
If you only want to pay for leads from lead generation sites or TPAs, that is OK. You do not need to go through

all this e�ort of signing up for organizations and paying extra money. It is important to know the di�erence

between what you are trying to accomplish and what it takes.

But if you are trying to build your own lead generation machine in your local market and build SEO, creating

the foundation is necessary. If you have not focused on this yet, it might be one reason why you have not

experienced success in the past with SEO and search visibility.

Jeff Carrier is the marketing director at First Restoration Services in North Carolina. The

team at FRS launched Restoration Digital Marketing in 2017 to serve and help fellow

restoration companies with driving sales from online and other online marketing needs.

Carrier is also the co-founder of online ERP platform Restoration ERP, a tool designed to

assist restoration companies generate sales from commercial clients.
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for Water Damage
Restoration Professionals

By Josh Miller

Every industry has their experts, and every expert has their lane. However, I have seen far too many instances

where insurance adjustors, contractors or others working at the scene veer out of theirs and into ours. They

seem to forget that the onsite restoration professionals are the ones who know the most about water

restoration.

The good news is that this reality can shift. With a micro approach that focuses on how we can do our jobs

more e�ectively, and a macro approach that communicates our expertise to the marketplace, we can all help

promote the credibility and competence of the professionals in our industry.

High Tech Meets Old School
My career in restoration began in 1996 as a water technician, and in the three decades since, we have seen a

technological revolution that has made way for better tools, faster solutions and new capabilities. Still, in the

midst of this wonderful innovation is the constant need for two things much more old school: Training and

communication.

No matter how high-tech or successful our industry becomes, restoration professionals must spend time

learning the trade, but not just the basics of a job well done. We must all take a deep dive to know the laws,

guidelines, best practices, equipment, techniques and rapidly changing software, so we are informed and

prepared to assist customers, and make a healthy di�erence in our communities.

Credentials Matter
There are many restorers who have a �nite view of education in our Industry. Once they attain a one or two

entry-level certi�cation, they feel their formal learning has reached its end or they can speak as an industry

expert. However, we should never stop learning. I encourage everyone to pursue advanced designations such

as the Restoration Industry Association’s (RIA) Water Loss Specialist (WLS) or the highest designation in our �eld,

the Certi�ed Restorer (CR). There are also third-party organizations such as the ACAC that o�ers many

designations across a wide spectrum of disciplines. When we are utilized as experts in our �eld, those who

employ our services should have con�dence that they are dealing with someone who has put in the work to

master their craft, and continues to learn and elevate the restoration world.

The proper application and use of knowledge is power, and power shapes perception. How do we establish

authority and credibility, and ensure our industry keeps operating at the highest levels of service? By following

a set of guidelines that push us to be the best we can. To assist in this endeavor, here are my top �ve best

practices for water restoration professionals.

1.    Learn the Trade in Depth
There is learning the basic functions of a trade, and then there is really learning everything you can about the

trade. I recommend utilizing any and all educational tools available. One in particular, the ANSI/IICRC S500

Standard for Professional Water Damage Restoration, provides “the principles and foundation for proper water

restoration practices.” It outlines a clear training path, including earning the water damage industry’s most

prestigious designation (the RIA WLS), and provides guidelines that direct competent restorers in the creation

of drying plans as well as direction on when to utilize an Indoor Environmental Professional on projects.

2.    Get Out Into the Field
Our industry is complex and complicated, and there is no question that classwork and training are key to

providing an educated foundation. While classes will get you certi�ed and ready, this is just the start. Field

experience is critical to really understanding the job so you can fully leverage what you have learned in the

classroom.

3.    Remember, Communication Is Key
Whether we are on the job or in the o�ce, we must talk to one another. Ensure that everyone on the team is

knowledgeable about the assignment, safety protocol, deadlines and anything else necessary to complete the

work. While the Water Technician is the ultimate decision maker, everyone needs to be briefed so the job can be

completed as smoothly as possible.

4.    Choose Your Words Wisely
When �lling out paperwork for the customer and the insurance company, remember that words matter. Be

careful how you explain the problem and solution. A wrong or inaccurate description can lead to delayed

payments or rejected coverage.

5.    Think About Tomorrow and Train Up the Next Generation
Someone taught you, so pay it forward. Training and instructing future water damage restoration specialists

properly is important for the growth and reputation of our industry. Many industries, from nursing to

engineering, are su�ering from a shortage of trained workers. Keep the �ow going in restoration so we can

continue to provide safe, e�ective solutions for homes and businesses around the nation.

6.    Sit Comfortably on the Cutting Edge
Our industry is always evolving, thanks to technology, scienti�c advancements and human ingenuity. Stay

vigilant about learning and growing by keeping up with developments in water damage restoration. Read,

study, network and learn. One of the best places to network with other thought leaders is at the annual RIA

Convention and Industry Expo. Change is inevitable and also bene�cial when it helps our industry conduct

business better, smarter and more e�ciently.

In a crowded marketplace, it can be hard to cut through the noise and reach customers. By following these

best practices, your business can excel in new and di�erent ways.

Josh Miller is vice president of operations for Rainbow International, a Neighborly

Company.
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Building a

Sustainable Restoration
Workforce
By Lorne McIntyre, CR, WLS, FLS, CLS

If you are struggling to �nd quali�ed, skilled workers to �ll open positions, you are not alone. The restoration and

construction sector has a labor problem. The ongoing pandemic has taken a toll on the industry – it is forcing

general contractors to reconsider skilled labor and the value of in-house development. With supply chain

disruptions and labor shortages, it is a big problem for businesses around the world.

According to the 2020 Construction Outlook Survey by the Associated General Contractors of America (AGC),

81% of construction �rms have trouble �lling both salaried and hourly craft positions, and 72% anticipate labor

shortages to be the biggest hurdle in the next year.

Recruiting and retaining dependable, skilled labor is one of the biggest challenges for contractors across North

America. Tackling the shortage of skilled labor is not an overnight �x, but creating an education-based career

path is one strategy to develop and retain a skilled, loyal workforce. This article focuses on the role of

restoration technicians within your company, but can easily be adjusted to help with other divisions of a

restoration business.

Property restoration services require speci�c training and education. Employers must train frontline sta� to

properly respond and mitigate disasters. Formal training and education reduces the risk and liability of your

restoration �rm. Dispatching uneducated employees is not an option; it will potentially lead to litigation, loss of

your business, and possibly a negative impact to health of the public and your employees.

Many would agree, hands-on experience and �eld training is of great value in the restoration industry. However,

just because a person has done work in the �eld, does not mean that they have executed their craft

competently and skillfully. Education is necessary to supply these technical leadership qualities.

Train people well enough so they can leave; Treat them well enough so

they don’t want to.

— Richard Branson

I love this quote, I discovered it one day on a social media platform several years ago. I truly accept this as true

and make every attempt to pass on my knowledge to others who I educate in the classroom or do business

with.

Creating a clearly planned education and career path for your technicians will help with employee retention

and improve the dedication and quality of your restoration e�orts.

Lay out the career path of a new employee from day one.

The following career path concept was created by industry leader and colleague Ken Larsen, CR. In his book,

“Leadership in Restorative Drying,” Larsen describes in greater detail the following career track and

compensation plan.

The latter is a guideline to protect the employer’s education investment, while laying out a career path for the

employee, leading to a long-term relationship between the two. Anyone who is serious about their damage-

repair career will understand the value of formal education and credentials.

I want to begin by pointing out you need to check your local laws about employee compensation while

engaged in formal education or training. When developing a company education and training program, make

certain it meets the requirements of regional labor laws. Labor shortages in these challenging times are a

complex issue. Creative thinking and clearly de�ned planning with interesting bene�ts are required to attract

and retain skilled labor.

As an example, one business leader decided to invite their employees to a paid weekend in Las Vegas rather

than issue customary year-end bonuses. This creative alternative de�ned the company culture, improved

employee engagement and was less expensive than the unappreciated year-end bonus.

In Larsen's career path model, outlined below, the premise of the incremental (%) pay increase for each

certi�cate/certi�cation acquired is built upon the base salary of the project manager.

New Employee Program – Water Restoration Technician Career Path

You are not ‘just a technician,’ you are a vital element of the success and

endurance of this business.

Month 1 to 3

Title: Not applicable – probationary period. 

Salary: 33% of PM base salary or starting salary set by employer 

Objective: Introduction to company culture, procedures and leadership

Month 3 to 9 

Title: Technician Assistant 

Salary 37% of PM base salary with a pay increase for each certi�cate earned

Institute of Inspection Cleaning and Restoration Certi�cation (IICRC) Water Restoration Technician (WRT) –

add 4%

IICRC Fire Smoke Restoration Technician (FSRT) – add 4%

Month 9 to 18 

Title: Technician Apprentice 

Salary 45% of PM base salary with a pay increase for each certi�cate earned

IICRC Repair & Reinstallation (RRT) – add 3%

IICRC Applied Structural Drying (ASD) – add 5%

IICRC Carpet Cleaning Technician (CCT) – add 4%

American Council for Accredited Certi�cation (ACAC) Council-certi�ed Residential Structural Dryer (CRSD) –

add 4%

Month 18: Apprentice Technician will automatically attain IICRC Journeyman status in FSRT & WRT

Month 18 to 36

Title: Restoration Technician 

Salary 55% of PM base salary with a pay increase for each certi�cate earned

IICRC Upholstery & Fabric Cleaning Technician (UFT) – add 4%

IICRC Odor Control Technician (OCT) – add 3%

IICRC Carpet Cleaning Technician (CCT) – add 4%

IICRC Applied Microbial Remediation Technician (AMRT) – add 5%

IICRC Health & Safety (HST) – add 3%

IICRC Color Repair Technician (CRT) – add 3%

ACAC Council-certi�ed Structural Drying Remediator (CSDR) - add 4%

This technician will lead a small crew of helpers from time to time.

Month 36: Restoration Technician will qualify to apply for IICRC “Master” designation. 

Promotion to Restoration Team Leader.

Month 36 to 84 

Title: Restoration Team Leader 

Salary 70% of PM base salary with a pay increase for each certi�cate earned as well as discretionary

adjustments/bonuses.

This employee will now focus upon managing teams and documentation, reporting to management.

Month 60

ACAC Council-certi�ed Structural Drying Supervisor (CSDS) – add 8%

IICRC Commercial Drying Specialist (CDS) – add 8%

Training for those seeking Project Manager Position

RIA Water Loss Specialist (WLS) – add 10%

Prepare for WLS: Those seeking this credential must recognize the ambitious nature of the credential.

To be inducted into this elite status, the restorer shall have the opportunity to start attending

international trade conventions like the RIA. This will become not only an employment reward; it will

keep employees engaged in their continued learning.

Upon completion of these credentials, the employee may be given a title suitable for their achievement such

as “Manager” or “Superintendent.”

The manager or superintendent’s 40-hour work week compensation rate should be very close to the same as a

project manager’s base salary. This is an important element of the process.

If all has gone well with the formal training and employee performance up to this point, and if the employee

wishes to develop their project management skills, then a custom plan should be developed for the employees’

transition to a full time project manager. Management and leadership is not a natural skill possessed by all

people. It must be learned from the seasoned project managers within the company. A mentor program of one

to three years is recommended.

Month 96-120: RIA Certi�ed Restorer (CR) certi�cation.

This is a capstone credential to any restorer’s resume. This person is quali�ed to lead technical matters and

other mitigation sta�. A CR designation is a very special designation and earns the equivalent of PM base salary

plus percentage incentives.

From this point forward, the career of the employee can head in most any direction. The employer’s con�dence

in the employee’s capabilities are likely to be well founded with such a strong formal education background. It

could possibly even lead to joining the executive team and the exploration of company expansion to regional

o�ces and even lead to ownership. This partnership between employee and employer is healthy and is part of

developing a company culture that attracts new employees.

In Summary
The career education path and compensation increases outlined above are only a recommendation conjured

up by one restorer. But it does show the importance of showing the new employee that there is a plan for their

involvement in the company that leads to a ful�lling career. Without this plan, the employee is unlikely to see a

future for themselves at your company. This guide should be presented to new prospects during the

interviewing process. Layout the career path on day one!

By showing that your �rm is committed to developing highly skilled employees, you will attract more talented

candidates. Combine this with a clear structure of the earning potential based on educational achievements

and dedication to the trade, the company will develop competent and devoted employees; a win-win for both.

This career path plan may be tied to your well-planned training and development program. This will improve

productivity and enhance the strength of your human capital, reduce frustration and grievances in the

workplace, reduce expensive employee turnover, improve client relations, and increase pro�tability of the

company.

Your �rm is not only o�ering a regular paycheck but a career opportunity too!

Bene�ts include:

An unobstructed career path

A company pledge of their �nancial security

Education and development they own for life

A progressive, encouraging working environment

Transparent relationship between management and employee

Work becomes meaningful, more productive, better quality

Recognition of hard work

A road map to success

Rewards that encourage positive behaviors in sta�

Why would an employee be motivated to leave a company with this kind of career program and culture?

While the pandemic has certainly impacted restoration labor, it is also a great opportunity to re-examine what

has and has not worked for your company. Restoration is a resilient industry and will spring back from the

challenges brought on by the pandemic. Tapping into what makes the restoration industry an appealing job,

and investing in education and training, can help to �nd new talent pools that share similar values.

The entire construction and restoration industry needs to pull together to develop a fundamental change in its

approach to attracting more people to careers in our industry. Layout the unlimited career path on day one!

Lorne McIntyre, CR, WLS, FLS, CLS, is restoration advisor and technical trainer with

Encircle. McIntyre is a veteran of the cleaning and restoration industry with more than

30 years of experience with thousands of completed projects. He has owned and

operated a high-volume full-service property restoration �rm in Toronto.
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How to Drive Business
Using Digital Marketing in 2022

Strategies to Help Restoration Contractors Increase
Business and Gain Market Share

By Nia Sherrema Pearson

Assumption: ADA compliant website (Visit websitegrader.com to get a marketing score of your website

between 1 and 100. This score will measure the e�ectiveness of your website tra�c, SEO and social media.)

One of the greatest accomplishments that entrepreneurs in the restoration industry can always be

commended for is their undeniable work ethic. The ability to manage a 24/7/365 business is far more

challenging than almost any other industry.

The �ip side of being so busy is the lack of focus on branding

and marketing. Some business owners underestimate the

power of digital marketing, which is a big mistake. Yes,

building relationships with insurance adjusters, plumbers

and property management companies are a high priority.

One should not exist without the other.

Most business owners understand marketing is important,

but do not have the time to stay on top of marketing trends.

Marketing is one of the most everchanging elements of any

business in 2022. With new software being developed daily,

marketing tactics from two years ago may no longer drive

business.

Having a marketing mindset is important and should encompass all brand identity, logos, brand colors, ADA-

complaint website, target audiences, customer service and processes. Any business function that impacts

customers is a touch point that should involve marketing to adequately grow a restoration business.

Whether you are a new restoration business owner or have 20-plus years of experience, a sound marketing

foundation is needed to ensure success. This foundation should include a well-de�ned marketing plan, with

customer personas, all target audiences, an ADA-complaint website and promotional plans, with a total of 7 to

8% of sales revenue allocated to marketing.

With every business facing a limitation of resources to some capacity, it is not uncommon for marketing

campaigns to be discontinued after three to six months if goals are not met. To avoid this, consider the outline

below.

For a one-million-dollar-a-year business, $70,000 to $80,000 should be allocated to marketing. You can

decide to hire an outsourced marketing agency or internal team members, as long as you have a sole person

committed to understanding and executing the goals of your company from a marketing perspective.

It is important for restoration business owners to think of marketing with a mindset focused on digital. Having

a digital mindset is how I consult my clients on ways to automate processes that connect with a wider range of

people quicker and focus on your local community.

It is important to look at your business from the perspective of a Google search. Google wants to o�er the best

solution to a query. To be found on Google, your business should have: A map, community a�liations, blog

content that is city-speci�c and local partners that share the same zip code.

Having a map of your o�ce location and blog content that focuses on your city, Google will o�er your business

as an option for a search in the �rst pages depending on the competition in your market. A more in-depth

explanation of a digital mindset can be best explained as automated online processes. These processes are

designed to increase e�ciency, business development opportunities and reporting capabilities, while reducing

cost.

If you are sending documents to be signed or invoices to be paid, sending them electronically so other work

can continue with ease is a quicker way to close a transaction. The alternative is a much slower, ine�cient

process, which is the opposite of the intention of digital marketing.

Veterans of the restoration industry have the bulk of expertise, while new owners are more willing to adopt

digital-�rst opportunities in automation. The mindset for all should be to streamline processes through an

omnichannel lens that connects to better relationships with ideal customers. With competition increasing daily,

connecting to more people faster with personalized experiences on multiple platforms is the best path to

increase business.

EXAMPLE: Google Workspace o�ers a digital option to create and share �les without a program such as

Microsoft Suites.

The way to e�ectively adopt digital content when contemplating new marketing activity is to �rst answer the

question: What impact will this action have on my business?

By attaching a key business goal to every marketing action, a solid foundation to adequately measure success

can be applied. This process may be slow, but in the end, creating a well-represented and e�ective marketing

plan will support your business.

Measuring return on investment (ROI) has always been important to bottom-line results, but certainly the

COVID-19 lockdown created a scarcity that changed the dynamics of business conversations into a cost-bene�t

analysis. With in�ation on the rise, being e�cient and cutting down on costs while also increasing revenue is

very necessary.

Areas to Focus On
Digital content: The foundation of all marketing, messages help your audience best understand your business

and services.

To do: Share valuable content with a segmented audience with a clear call to action to get the

attention of property managers, adjusters, homeowners, etc., in the form of video, infographics,

downloadable forms and website FAQs. This will help increase inbound marketing leads.

Digital marketing funnel: An outline of �ve steps that move prospects from one stage to another, with a focus

on increasing value from building awareness to repurchase/retention of a service.

To Do: Implement a lead-generation strategy with…

�. Awareness/engagement: Build brand awareness that creates a connection.

�. Education: What problem will you solve?

�. Evaluation: Process to a resolution.

�. Purchase: Buy a service and write a review.

�. Repurchase/retention: Plan to purchase again and refer others.

a) Set up a trigger email campaign based on behaviors and actions.

b) Drive tra�c to speci�c landing pages with paid social media ads.

c) Use text marketing for promotions/mobile announcements and time-sensitive messages to

large groups.

With email marketing still one of the most cost-e�ective ways to stay top of mind with your target audience,

below are calls to action and metric examples. Note: If you are sending the right content to your audience, the

below metrics should increase month over month.

Email call to action examples: 

a) Click to schedule a “free visual mold inspection” 

b) Download “Top 5 Mold Signs”

Email Metrics to Measure:

Click-through rate (CTR): The number of email recipients that clicked on one or more links in your email

(assign a trigger).

Conversation rate (CVR): The number of email recipients that took an action as requested in your email

(assign a trigger).

Social media: Connect authentically with your audience while also humanizing your brand. Create engaging

posts with questions that ignite conversations. Be sure to link social media channels on your website. Top

Sites: LinkedIn, Google My Business, Instagram, Facebook, Yelp.

LinkedIn: Network and connect with industry leaders while establishing yourself as an expert.

Best content practices: 

a)     Engage with connections. 

b)     Join and/or create a group. 

c)     Showcase your expertise and promote your services.

Google My Business: People search Google �rst for the best solution to their problem. Make sure your

business is in the running. Make it easier for prospects to �nd you on Google Search and Maps. Note:

Google reviews seven days after the initial publishing, so frequency is crucial.

Best content practices: 

d)     Post content for the search engine by using targeted keywords. 

e)     Add photos of your business and team. 

f)     Showcase top services.

Instagram: Share exciting news, updates and job site videos.

Best content practice: 

g)     Engage with followers. 

h)     Share local community content. 

i)     Promote your services.

Yelp: People search Yelp for quick, local solutions. This is an excellent platform for advertising.

Best content practices: 

j)     Share customer photos/reviews. 

k)     Share team/o�ce photos. 

l)     Share service content.

Takeaway
The advancements in digital marketing o�er the ability to easily identify gaps in business. In addition, they

o�er solutions for improvement, the ability to evaluate processes more easily using data, and reports to

measure the value of all marketing dollars spent. Remember to focus on authenticity and build a customer-

�rst culture.

Nia Sherrema Pearson is founder and senior marketing consultant at Marketing 4 Real

Results. Pearson has more than a decade of marketing experience, and provides

marketing consulting and a range of marketing services, acting as an outsourced

marketing team to restoration business owners. Pearson is frequently sought out for her

expertise. She has contributed marketing advice, seminars, workshops and popular

articles for the Small Business Administration, City of Los Angeles - Los Angeles

Business Source Centers, Los Angeles Community College District, Lendistry, Cleanfax

Magazine and R&R Magazine. Contact Pearson at niap@m4rr.com.
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News

IICRC Updates

Photo from IICRC video

Industry-recognized standards: A wealth of knowledge at your �ngertips. Access all the IICRC Standards with

ease from any device, anytime.

20+ IICRC Standards and Reference Guides

20+ IICRC Technician Journals

20+ informational and technical videos

Plus… MoU partner organizations’ reference documents, white papers and multimedia publications

Don’t wait. Visit the https://iicrc.org/IICRCInstructorsandSchools and grab your subscription today!

Inspector’s Review: Submit an inspection article or sign up to receive the upcoming issues, go to

https://iicrcmarketing.typeform.com/to/KTdWyWOy.

Mentor. In�uence. Empower: Become an IICRC-approved instructor and make a positive impact on new

generations of professionals. The industry needs you! Go to https://iicrc.org/IICRCInstructorsandSchools to learn

more.

Are you bilingual? There’s high demand for certi�cations in Spanish. Go to

www.�ipsnack.com/iicrcannualreport/bilingual_instructorroadmap/full-view.html to learn how close you are to

becoming an IICRC-approved instructor.
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Premium Listings
Below are the premium listings from our

Buyers Guide.
For a complete list of companies and products, go to

www.randrmagonline.com/buyersguide

RandRmagonline.com |  2022

https://www.randrmagonline.com/buyersguide
https://www.randrmagonline.com/
https://www.randrmagonline.com/
https://www.randrmagonline.com/
https://www.randrmagonline.com/
https://www.randrmagonline.com/


Premium Listings

Alliance Environmental Group
777 N. Georgia Ave.

Azusa, CA 91702

(877) 467-0155

info@alliance-enviro.com

www.alliance-enviro.com

Back

**To see all product photos, downloads, and more!**

Click Here

Alliance Environmental has 14 locations across California, Nevada and Arizona. For over 25 years, the company

has completed over 200,000 abatement jobs in Asbestos Removal, Mold Remediation, Lead Paint Removal,

Demolition, Structural Pasteurization, Bed Bug and Drywood Termite Removal, Attic Insulation, Trauma

Cleanup, Covid-19 Disinfection and Indoor Air Quality.

**Product Categories**

Abatement/Remediation

SUPPLIERS

Water Damage Removal/Repair

mailto:info@alliance-enviro.com?Subject=Request%20from%20your%20R&R%20directory%20listing
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http://www.randrmagonline.com/directories/2169-buyer-s-guide/listing/2912-alliance-environmental-group


Premium Listings

Bioesque Solutions
2091 N.E. 36th St., No. 50548

Lighthouse Pt., FL 33074

(800) 921-4634

matt.williams@bioesquesolutions.com

https://www.bioesquesolutions.com

Back

**To see all product photos, downloads, and more!**

Click Here

Bioesque® Solutions is a pioneer in the development and distribution of naturally occurring, botanically based

disinfectant and cleaning products. Bioesque® Solutions specializes in bringing the bene�ts of nature to

address the demanding and ever-changing needs of commercial customers across various industries, including,

health care, food service, janitorial and restoration.

**Product Categories**

Chemicals (General), Cleaners

Chemicals (General), Disinfectants

Chemicals (General), Sporicides/Sanitizers

mailto:matt.williams@bioesquesolutions.com?Subject=Request%20from%20your%20R&R%20directory%20listing
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Premium Listings

Aramsco
1480 Grandview Ave.

Paulsboro, NJ 08066

(800) 767-6933

customer.service@aramsco.com

https://www.aramsco.com

Back

**To see all product photos, downloads, and more!**

Click Here

Aramsco is a national distributor providing Restoration, Concrete Surface Preparation, Abatement, Safety,

Professional Cleaning products and Janitorial & Sanitation solutions.  With the largest US footprint in the

industry, we are the strongest team in the business.

**Product Categories**

Absorbents

Air Conditioners/Portable Cooling Equipment

Air Movers

Air Scrubbers

Area Containment/Wall Barriers

Blasting Equipment, Other

Blasting Media, Other

Boroscopes

Carpet

Carpet And Resilient Repair Tools

Carpet Cleaning Chemicals, Dry Absorbent Compound

Carpet Cleaning Chemicals, Dry Solvent/Water

Carpet Cleaning Chemicals, Encapsulating

Carpet Cleaning Chemicals, Fiber Rinse

Carpet Cleaning Chemicals, Prespray/Tra�c Lane Cleaners

Carpet Cleaning Chemicals, Rotary Foam

Carpet Cleaning Chemicals, Shampoo

Carpet Cleaning Chemicals, Spot & Stain Removers

Carpet Cleaning Equipment, Supplies & Accessories

Carpet Cleaning EquipmentAnd Tools, Bonnet

Carpet Cleaning EquipmentAnd Tools, Bonnets

Carpet Cleaning EquipmentAnd Tools, Brushes (Carpet)

Carpet Cleaning EquipmentAnd Tools, Dryers/Air Movers

Carpet Cleaning EquipmentAnd Tools, Dyes & Dye Equipment

Carpet Cleaning EquipmentAnd Tools, Floor Protection Runners

Carpet Cleaning EquipmentAnd Tools, Groomers & Rakes

Carpet Cleaning EquipmentAnd Tools, Hose Reels

Carpet Cleaning EquipmentAnd Tools, Hoses

Carpet Cleaning EquipmentAnd Tools, Orbital Oscillating

Carpet Cleaning EquipmentAnd Tools, Oriental Rug Cleaning Equipment

Carpet Cleaning EquipmentAnd Tools, Pads

Carpet Cleaning EquipmentAnd Tools, Pet Odor Decontaminants

Carpet Cleaning EquipmentAnd Tools, Pile Lifters

Carpet Cleaning EquipmentAnd Tools, Portable Spotters

Carpet Cleaning EquipmentAnd Tools, Pumps

Carpet Cleaning EquipmentAnd Tools, Quick Disconnect Couplings

Carpet Cleaning EquipmentAnd Tools, Rotary Extraction Tools

Carpet Cleaning EquipmentAnd Tools, Self-Contained PortableAutomatic

Carpet Cleaning EquipmentAnd Tools, Shampoo Tanks

Carpet Cleaning EquipmentAnd Tools, Stair Tools

Carpet Cleaning EquipmentAnd Tools, Steam Extractors (Portable)

Carpet Cleaning EquipmentAnd Tools, Truckmounts

Carpet Cleaning EquipmentAnd Tools, Wands

Carpet Color RestorationAnd Dyes

Carpet Seam Tape

Ceiling Cleaning ChemicalsAnd Equipment

Ceiling Cleaning Equipment/Accessories

Ceramic/Tile Grout Cleaning ChemicalsAnd Equipment

Chemicals (General), Adhesive/Mastic Removal

Chemicals (General), Antimicrobial/Biocides

Chemicals (General), Asbestos Containment/Encapsulant

Chemicals (General), Carpet Cleaning/Spot Removal

Chemicals (General), Cleaners

Chemicals (General), Degreasers

Chemicals (General), Disinfectants

Chemicals (General), Flame Retardants

Chemicals (General), Fungicides

Chemicals (General), Mildew Stain Removers

Chemicals (General), Mildicides

Chemicals (General), Paint Removers

Chemicals (General), Quaternary Cleaners

Chemicals (General), Rust Removers

Chemicals (General), Smoke/Soot Removal

Chemicals (General), Sporicides/Sanitizers

Chemicals (General), Stainless Steel Cleaners

Chemicals (General), Waterproo�ng

Deodorization, Chemicals

Deodorization, Equipment

Deodorization, Hydroxyl Generators

Deodorization, Ozone Generators

Disinfectants

Drying & Dehumidi�cation Equipment, High Heat Drying - Portable

Drying & Dehumidi�cation Equipment, High Heat Drying - Trailer Mounted

Drying & Dehumidi�cation Equipment, LGR

Drying & Dehumidi�cation Equipment, Large Desiccant

Drying & Dehumidi�cation Equipment, Small Desiccant

Duct Cleaning, Chemicals (duct liners & sealants)

Duct Cleaning, Equipment

Dust Barrier/Containment Systems

Dust Control/Air Filtration Systems

Electrical & Lighting Equipment

Equipment Rental Firms

Filters/Strainers

Fire/Smoke Damage Repair Equipment & Chemicals

Flood/Water Extraction Equipment

Floor CareAccessory Products

Floor Protection Pads/Discs

Foggers

Fumgicides

Furniture &Appliance Glides & Movers

Gra�ti Removers

Gum Removers, Chemicals

Gum Removers, Tools

HEPA Equipment

Hand Protection

Handling/Lifting/Moving Equipment

Hard Floor Maintenance Chemicals, Cleaners, Neutral

Hard Floor Maintenance Chemicals, Cleaners, Quaternary

Hard Floor Maintenance Chemicals, Cleaners,All Purpose

Hard Floor Maintenance Chemicals, Finishes

Hard Floor Maintenance Chemicals, Sealers

Hard Floor Maintenance Chemicals, Slip Resistant Chemicals

Hard Floor Maintenance Chemicals, Strippers

Hardwood Floor Water Restoration Equipment

Heat Exchangers

Heaters

Hepa Filtration, Hepa Equipment

Hepa Filtration, Hepa Filters

Hoses

Humidity Meters

Humidity MetersAnd Data loggers

Infectious Waste Cleanup Kits

Infrared /Thermographic Cameras

Installation Tools,Accessories &Adhesives

Jamitorial Products

Knee Pads/Protectors

Leather Cleaning Chemicals

Loading Ramps

Machine Servicing & Repair

Marble/Stone Cleaning & Restoration, Chemicals

Marble/Stone Cleaning & Restoration, Equipment

Masonry Restoration

Mats

Mats & Runners

Micro�ber (Towels, Bonnets)

Moisture Detectors/Meters

Moisture Meters

Mold Remediation Chemicals, Coatings

Mold Remediation Chemicals, Moldicides

Mold Remediation Chemicals, Preventative Treatments

Mold Remediation Chemicals, Sealers

Mold Remediation Chemicals, Storage Containers

Mold Remediation Tools & Accessories

Mold Stain Removers

Mold Test Kits

Mops

Nailers/Tackers

Pads

Paint Strippers

Paint/Primers

Poly Sheeting

Portable Storage Containers

Pressure Washer Equipment/Accessories

Pumps

Remote Monitoring Equipment

Rug Cleaning Equipment, Centrifugal Equipment

Rug Cleaning Equipment, Dusting Equipment

Rug Cleaning Equipment, Rug Cleaning Equipment - Other

Rug Cleaning Equipment, Wash Pits

Rug Cleaning Services-Nationwide

Rug Underlays

Rug/Carpet Carvers

Safety Equipment/Accessories, Con�ned Space Ventilation

Safety Equipment/Accessories, Supplied Air Systems

Safety Gear/PPE, Protective Clothing (Tyvek)

Safety Gear/PPE, Protective Eyewear

Safety Gear/PPE, Protective Footwear

Safety Gear/PPE, Respirators

Safety Gear/PPE, Safety Supplies

Safety Products

Saw Blades

Sewage Backup Restoration Chemicals & Equipment

Smoke Restoration Equipment & Chemicals

Sponges

Sponges (Smoke & Soot)

Sporicides/Sanitizers

SpotAnd Stain Removers

Sprayers

Staplers, Tackers & Hammers

Steam/Vapor Cleaning Equipment

Structural Drying Equipment/Systems

Structural/Cavity Drying Systems

Sweepers

Tape

Thermal Imaging Cameras

Tile And Grout, Cleaning Chemicals

Tile And Grout, Cleaning Tools

Truck Mounts

Truckmount Carpet Cleaning/Extraction Equipment

Trucks/Vans

Ultraviolet Lights

Upholstery, Upholstery Cleaning Chemicals

Upholstery, Upholstery Cleaning Equipment/Accessories

Vacuum Bags

Vacuum Blowers

Vacuum Motors

Vacuum Power Boosters

Vacuums, Backpack

Vacuums, Explosion Proof

Vacuums, Extractors

Vacuums, HEPA Filtration

Vacuums, Upright

Vacuums, Wet/Dry

Valve Fittings

Wall Cavity Drying Systems

Waste Water Disposal/Treatment

Waterproo�ng Membranes

Wood Floor, Wood Floor Cleaning Equipment (Non-Sanding)

Wood Floor, Wood Floor Finishes

Wood Floor, Wood Floor Sanders
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Premium Listings

Legend Brands
15180 Josh Wilson Rd.

Burlington, WA 98233

(360) 757-7776

info@legendbrands.com

www.legendbrands.com

Back

**To see all product photos, downloads, and more!**

Click Here

Leading manufacturer of water and �re restoration equipment and antimicrobials, air scrubbers, specialty

drying systems, and carpet and hard surface cleaning truckmounts, accessories and chemicals. Legend Brands

education also provides industry-leading online and classroom restoration and cleaning certi�cation courses.

**Product Categories**

Air Filtration Devices

Air Movers

Air Scrubbers

Carpet Cleaning Chemicals, Encapsulating

Carpet Cleaning Chemicals, Fiber Rinse

Carpet Cleaning Chemicals, Prespray/Tra�c Lane Cleaners

Carpet Cleaning Chemicals, Shampoo

Carpet Cleaning Chemicals, Spot & Stain Removers

Carpet Cleaning Equipment, Supplies & Accessories

Carpet Cleaning EquipmentAnd Tools, Dryers/Air Movers

Carpet Cleaning EquipmentAnd Tools, Hose Reels

Carpet Cleaning EquipmentAnd Tools, Portable Spotters

Carpet Cleaning EquipmentAnd Tools, Rotary Extraction Tools

Carpet Cleaning EquipmentAnd Tools, Stair Tools

Carpet Cleaning EquipmentAnd Tools, Truckmounts

Carpet Cleaning EquipmentAnd Tools, Wand Glides

Carpet Cleaning EquipmentAnd Tools, Wands

Ceramic/Tile Grout Cleaning ChemicalsAnd Equipment

Chemicals (General), Antimicrobial/Biocides

Chemicals (General), Carpet Cleaning/Spot Removal

Chemicals (General), Cleaners

Chemicals (General), Degreasers

Chemicals (General), Disinfectants

Chemicals (General), Flame Retardants

Chemicals (General), Fungicides

Chemicals (General), Mildew Stain Removers

Chemicals (General), Mildicides

Chemicals (General), Quaternary Cleaners

Chemicals (General), Rust Removers

Chemicals (General), Smoke/Soot Removal

Chemicals (General), Sporicides/Sanitizers

Chemicals (General), Waterproo�ng

Deodorization, Chemicals

Deodorization, Equipment

Disinfectants

Drying & Dehumidi�cation Equipment, LGR

Drying & Dehumidi�cation Equipment, Small Desiccant

Duct Cleaning, Chemicals (duct liners & sealants)

Fire/Smoke Damage Repair Equipment & Chemicals

Flood/Water Extraction Equipment

Foggers

Fumgicides

Gum Removers, Chemicals

HEPA Equipment

Hard Floor Maintenance Chemicals, Cleaners, Neutral

Hard Floor Maintenance Chemicals, Cleaners, Quaternary

Hard Floor Maintenance Chemicals, Cleaners,All Purpose

Hardwood Floor Water Restoration Equipment

Hepa Filtration, Hepa Equipment

Hepa Filtration, Hepa Filters

Humidity Meters

Leather Cleaning Chemicals

Moisture Detectors/Meters

Moisture Meters

Mold Remediation Chemicals, Coatings

Mold Remediation Chemicals, Moldicides

Mold Remediation Chemicals, Preventative Treatments

Mold Remediation Chemicals, Sealers

Sewage Backup Restoration Chemicals & Equipment

Smoke Restoration Equipment & Chemicals

Sporicides/Sanitizers

SpotAnd Stain Removers

Structural Drying Equipment/Systems

Structural/Cavity Drying Systems

Tile And Grout, Cleaning Chemicals

Truck Mounts

Truckmount Carpet Cleaning/Extraction Equipment

Upholstery, Upholstery Cleaning Chemicals

Upholstery, Upholstery Cleaning Equipment/Accessories

Wall Cavity Drying Systems

mailto:info@legendbrands.com?Subject=Request%20from%20your%20R&R%20directory%20listing
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Premium Listings

MH Containment (MoldHold)
P.O. Box 117 

Rocky Face, GA 30740 

(888) 570-1111 

https://www.moldhold.com

Back

**To see all product photos, downloads, and more!**

Click Here

Source containment that works.  It works on dry surfaces and on wet surfaces.  Can be used on mold,

asbestos, lead, silica.  Adhesive seal toxins where they reside; occupants are safer and your techs are safer;

easier to demo.  Indoor air quality �rst response kits perfect for techs.

**Product Categories**

Area Containment/Wall Barriers

Chemicals (General), Asbestos Containment/Encapsulant

Containment Products (Asbestos/Lead)

Mold Remediation Tools & Accessories

Poly Sheeting

Safety Gear/PPE, Safety Supplies

Safety Products

https://www.moldhold.com/
https://www.moldhold.com/
http://www.randrmagonline.com/directories/2169-buyer-s-guide/listing/1845-mh-containment-moldhold


Premium Listings

Restoration Manager
7100 E. Belleview Ave., Ste. 200

Greenwood Village, CO 80111

(800) 583-8474 x4

rmsales@verisk.com

https://www.restorationmanager.net

Back

**To see all product photos, downloads, and more!**

Click Here

E�ective job management software for a thriving restoration business. Manage your jobs real-time, control

schedules, monitor costs, and communicate with your technicians and trade partners

**Product Categories**

Business Programs, Services Supplies

Computer Programs/ Software, Computer Programs/ Software

Computer Programs/ Software, Contact Management

Computer Programs/ Software, Documentation Software

Computer Programs/ Software, Job Management

Computer Programs/ Software, Pack out Inventory Mangement (POI)

Fire/Smoke Damage Repair Equipment & Chemicals

Hardwood Floor Water Restoration Equipment

Mold Remediation Tools & Accessories

Roo�ng Tools

Sewage Backup Restoration Chemicals & Equipment

mailto:rmsales@verisk.com?Subject=Request%20from%20your%20R&R%20directory%20listing
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Premium Listings

Vaportek Inc.
W226 N6339 Village Dr.

Sussex, WI 53089-3971

(262) 246-5060

info@vaportek.com

https://www.vaportek.com

Back

**To see all product photos, downloads, and more!**

Click Here

Manufacturing odor control products since 1979, our dry vapor systems use essential oils to safely and

e�ectively eliminate malodors without creating ozone, adding moisture, and which is safe to use in occupied

spaces for people, plants, and pets.

**Product Categories**

Chemicals (General), Smoke/Soot Removal

Deodorization, Chemicals

Deodorization, Equipment

Fire/Smoke Damage Repair Equipment & Chemicals

Smoke Restoration Equipment & Chemicals
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