
 
 

 

 

 

 

 

 

 

 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

2024 has been a very busy year for me 

and also for PaFED. 

 

I want to take a moment to thank everyone that was involved with and 

attended our conference this year at Valley Forge.  It was a tremendous 

success.  We ow that success to each and every person that helped to 

make it happen, that sponsored, exhibited, presented, and attended.  

Thank you! 

We are pleased to announce that we intend to return to the same ven-

ue for 2025.  Mark your calendar and block out time to attend.  The 

dates for 2025 are September 16th and 17th. The conference will be in 

Valley Forge Casino Hotel in Valley Forge, PA.  We will have our golf 

charity outing, benefiting the Burn foundation’s Camp Susquehanna. 

There are more details about the foundation and how you can help 

year round elsewhere in this publication. 

As part of the PaFED annual meeting, board elections were held. I want 

to thank Adam Andrews for his years as part of the PaFED board. Look 

for updated board member introductions in our first issue of 2025. 

I’m thankful to have a great board and for all of you for being a part of 

PaFED. 

As we wrap up 2024, do be on the look up for your 2025 dues renewal 

invoice.  I thank you for your continued membership and support.  If 

you are not a member, please consider joining.  We would love to have 

you and  your company as part of PaFED! 
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Sincerely, 

PaFED New Era  
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New LPI Verification Collar 

 
 

 



 

 



 

 

Where Young Burn Survivors Build Community and Confidence  

 

 
 

 

Pittsburgh, Philadelphia, Lewistown, and Lehigh Valley.   

 
 

skits, arts and crafts, and much more.  
 

conditioned cabins. Yes, the fun here 



 

 



 

 

 

On-site   volunteer   opportunities   for   in-person   camp   include 

 
 

•  Have experience working  

• 

• 

• 

•  Attend all days of camp  

• 

•  Burn survivors ages 18-20  

 

is completely free of  

charge to our campers 

 
 

 
 

 
 
 
 
 
 
 
 
 



 

 



 



 

 
 



 

 

Please Support Those Who Support PaFED  



 

 

Membership for 2025!  

2025 Schedule of Events  
 

PAFED Board of Directors Meetings:  

Building  

Fire  

 

devastating time for Charlie Dancheck and his family, 



 

 



 

 

Hello. First let me start off by saying “Thank you” to everyone who made this year’s PAFED 

Conference a success. It was great seeing many of you again since the last one. And it was 

great meeting some new faces as well. I also want to give a huge shoutout to those members 

of PAFED who put in the time and effort day after day to make this year’s conference as successful as it was. In an effort to 

remain transparent, please be sure to submit any feedback you may have to the board, for evaluation & consideration. You 

can go online to our website at https://www.pafed.com/contact/ to submit your feedback. Or you can submit a direct 

email to us at: Admin@pafed.com  

Now. On to the good stuff. When I came into this industry 19 years ago, I quickly learned that providing property and life-

saving services & products was not all we did as a company. I learned quickly that this is a highly competitive industry.  

With demanding customers who have expectations of excellence, quality service, quality materials, all at a fair price. So not 

only did I have to become knowledgeable in my area of expertise, I also had to become a customer service “expert”. And 

with that, I learned that we as a company demonstrate some of the best customer service possible. Something that can set 

us apart from our competitors. It’s also something I never thought I’d do. But here I am, 19 years later, still learning and 

building that expertise every day. I feel that this is important because every customer is different. But not only that, being a 

customer service “expert” will be what helps bring in new clients & keep the existing ones.  

But what does customer service really mean? The answer may be different for everyone. Some people just want you to 

show up, do your thing, and get out as fast as possible, without any interruption. Others what to take the time to walk the 

building with you. Sit down and chat for a while to talk about deficiencies, recommendations, or the weekend. Either way, 

customer service is dependent on what the customer wants and/or pays for. Some may want to make that “emergency” 

call to you in the middle of the night, on a weekend. Others are okay with the problem waiting until Monday. No matter 

the circumstance, customer service is being there for your client, when they need you. Even if it just getting them a price 

for fire extinguisher inspections. Or a question about an invoice. Or providing the service they need when you say you’re 

going to provide it.  

Relaying the level of customer service you can provide is a great tactic when prospecting new customers. That first business 

meeting should include what services you provide & how you provide them. Really “sell” that brand’s mission or motto. 

Let’s not forget what the expectations are for both the provider and the client. Find out what their needs are. Ask those 

questions you may not think are important. You won’t be able to provide excellent customer service if you don’t. Make a 

list if you have to. Inform the possible client, in detail, how the services you can provide them will benefit them. Let them 

know how the business model for your company works and explain those processes to them. This will help ease any possi-

ble tensions that may arise in the future. Tensions that are often built from lack of understanding. Build that relationship. 

From the ground up if necessary. (Continued on page 20...) 

How can customer service attract new clients and  

retain existing customers 

By: Shaun McNally Sr. 

Membership/Nominations Committee Chair & Treasurer 
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How can customer service attract new clients and retain existing customers 
Continued from page 16 

The same can be said for existing customers. You are just as likely to get more work from existing customers, by providing 

excellent customer service, than you are by going out and getting new clients. Existing clients should be contacted often. In 

my opinion, at least once per year (more if warranted). Check in with the customers. See how things are going. BE TRANS-

PARENT. Provide customer care calls. Have your technicians give the clients survey cards when they are there providing a 

service. Evaluate those cards, the processes, and the relationship consistently.   

You may (or may not) be surprised how many times a client has said to me “I didn’t know you guys did that?”. Or “what all 

do you guys do?”  The reason they asked those questions is because of a lack of communication and knowledge. Something 

we are responsible for! Sometimes, buildings you service may use different providers to handle their services. And maybe 

they are disgruntled with a provider. If you provide excellent customer service on a consistent basis, guess what?  You just 

created an opportunity for yourself. If even you don’t sell them on all of the services your company provides, maybe that 

customer will remember the services you did provide with excellent customer service, and give you more opportunities in 

the future. Which leads to more revenue. Or maybe they won’t. It’s really up to you. 

 Customer service also means not misrepresenting yourself or the services you may or may not offer. Don’t offer a 

service you can’t deliver on. Don’t offer a service if you’re going to half-a** it. Tell the customer you can’t. They’ll be thank-

ful for that. It won’t end up costing them thousand upon thousands of dollars in damages when you screw up & it won’t put 

you in a position to file an insurance claim or pay out of pocket for those damages. Instead, form alliances with other provid-

ers. Become “friendly” competitors. But keep the circle small.  

Now there may be some points I didn’t cover. Maybe you won’t agree with everything I said. That’s ok. This is just an opin-

ion article anyway & my space is limited. This is, however, an article that is designed to make you investigate and explore 

your customer service levels (and the services) you provide. And adjust them as necessary. Train & invest in your employees 

to “level up”.  

Let me leave you with this thought: When you go out with friends, or take your family out to a restaurant, what is it that 

you’re seeking besides that delicious meal?  It’s the EXPERIENCE. The waiter or waitress is your customer service rep from 

that establishment. It is their job to provide you with the food & drinks you ordered, promptly, and at a fair price. If you 

have a great experience, and receive excellent customer service, you pay your tab, tip generously, and will MOST LIKELY 

return. Maybe next time you’ll try the sirloin steak instead of the burger. But, if your waiter or waitress is non-attentive, 

food is served cold, and your drinks are flat, you most likely won’t return for the same service. Especially if the manager 

doesn’t even bother to try and save the evening. And you know, there are plenty of other places to go out to eat at. In the 

fire protection industry, it’s really no different. Keep that in mind when you don’t take customer service into account when 

pursuing new clients. Or trying to keep the one you got.    

Thank you, 

Shaun McNally Sr. 

S.M.E./New Business Development 
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