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Nutrition to Pass Along

KELLY’S CHOICE

By Kelly Springer

KELLY’S CHOICE, LLC was developed in December 2012 by Kelly Springer. Kelly is a Registered 
Dietitian/Nutritionist with her Masters in Health Education. Kelly has been in the nutrition field 
for over 15 years, working with adults and children, with a specialty in weight loss and health 
promotion. Kelly started contracting dietitians/nutritionists in May 2013 to help grow “Kelly’s 
Choice, LLC”. Kelly’s Choice now sees patients in 3 locations in Syracuse and in 4 other cities 
across New York State. Contact us today to set up an appointment. www.kellyschoice.org.

Increased intake of fruits and vegetables increases 
anthocyanins in the body. Anthocyanins are an 
antioxidant pigments found in fruit and vegetables. 

They reduce blood vessel hardening and improve 
overall heart health. After 24 weeks of consuming 
foods like; berries, eggplant and grapes, there was a 
12% to 22% reduction in harmful inflammatory com-
pounds. My goal as a dietitian is to increase vegetable 
and fruit consumption in every patient I see. 

Fish high in unsaturated fatty acids including omega-
3s, help to lower blood pressure and reduce inflam-
mation throughout the body putting less strain on 
blood vessels and subsequently lowering your risk 
of heart disease. Those who consume one to two 
servings of fish high in omega-3 fatty acids and low in 
mercury - such as salmon, shrimp and tilapia a week 
had a 30% lower risk of heart attack than those who 
don’t. It is recommend to eat fish two times per week 
for the nutritional benefits. 

Dark chocolate, that contains at 
least 60 percent cocoa, is rich in 
flavonoids and antioxidants both 
of which improve blood flow and 

act as heart-protecting agents. Chocolate lovers who 
indulge in 100 grams of dark chocolate per day are 
predicted to see decreased blood pressure of 2 to 3 
millimeters of mercury over the course of two to eight 
weeks. So enjoy a tasty sweet!

Incorporating more fiber and unsaturated fats found 
in a variety of nuts - such as almonds, hazelnuts, pea-
nuts, pecans and pistachio into your diet can help to 
lower your bad cholesterol and boost cardiovascular 
health. Those who are nuts over nuts and consume 
the FDA recommended amount of 1.5 ounces daily 
can expect an 8.3% reduction in risk of death from 
coronary heart disease. I recommend mixing it up and 
having different kinds of nuts. Remember, about one 
handful is the recommended serving. ■

Did you know that only 3% of Americans have ‘ideal’ heart health? 
Let’s learn from Registered Dietitian, Kelly Springer, How to Get Heart Smart! In this article, Kelly will be covering 
essential, nutritionist-approved tips to help care for your heart. 

By XXX

HealthWear is officially described as a full 
service provider of medical garments such as 
scrubs, patient gowns, lab coats, mats, and all 

linens such as sheets and towels to medical, surgi-
cal, dental, physical therapy and massage practices. 
But, as founder and owner Mark Berghorn points out, 
HealthWear is much more than just a supplier of steril-
ized gowns and linens - it’s a business concept that 
recognizes the value to providers in offering highest 
quality products that bring reassurance and peace of 
mind to their patients, while presenting a professional 
image for care providers and office staff.

“Healthcare that puts people first” - the idea that the 
patient should be the focus of the way healthcare is 
delivered, rather than procedures, diagnostics and 
other metrics - is currently getting a great deal of 
attention. “Against the backdrop of the mandated 
conversion of health care to statistical models of 
meaningful use, metrics that measure successful 
outcomes, and the conversion of medical files to ‘high 
tech’ electronic records, we offer health care providers 
an opportunity to provide ‘high touch’ elements for 
patient care and wellbeing,” Berghorn explains.

HealthWear’s service is relatively straightforward.  
HealthWear maintains an inventory of each custom-
er’s garment and linen needs, and supplies them in 
individually wrapped, sanitized packages. HealthWear 
picks up soiled garments which have been placed in 
the provided biohazard bag, launders and sanitizes 
them to OSHA’s specifications, then returns them to 
their customers.

Private practice offices and surgical centers have 
several options available to them in terms of how they 
provide staff and patient garments, Berghorn notes.  
“Some offices use disposable products - but that is 
both more expensive and wasteful, since the garments 

are simply discarded after a single use. In addition, 
those products are often flimsy or improperly sized, 
which can make the patient/provider relationship 
more stressful.  Some offices purchase and wash their 
own items, but that also is expensive and labor-inten-
sive, and often the washing and handling procedures 
do not follow OSHA guidelines.  Some offices are ser-
viced by suppliers whose primary focus is on ‘bigger is 
better’ - hospitals, nursing homes, restaurants, and/or 
industrial facilities.They can provide the products, but 
not the personal attention and specialized products 
that our local HealthWear program provides.”

In addition to patient gowns, HealthWear also pro-
vides lab coats and a variety of scrubs and warm ups 
for staff.  “We have found that many offices appreci-
ate the opportunity to offer a consistent professional 
image through our office garb, which is manufactured 
primarily by Landau, the premiere manufacturer of 
such professional medical garments. Some of our cli-
ents even have their scrubs and warm ups customized 
with the practice’s name.”

HealthWear offers the same high level of sanitiz-
ing and laundering for staff garments as it does for 
patient garments, and will also clean and sanitize 
garments and linens owned by providers themselves.  
“Because this is a full service program, we provide 
repairs, size adjustments and replacement of worn 
garments in addition to our full service laundering, 
sanitizing and custom steam finishing. Plus we ensure 
that all personal garments are labeled so that you’ll 
get your own back.”

HealthWear also offers a full line of linens - sheets, 
pillowcases, bath blankets and thermal blankets - as 
well as a variety of health care towels, including wash 
cloths, surgical and massage towels. “Because of our 
careful handling and laundering process, which results 
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in less wear and tear, we are able to use higher quality 
materials, such as microfiber sheets. It’s just one more 
level of tactile comfort that we can provide to our cus-
tomers to provide to their patients.”

In addition, HealthWear offers rental and cleaning 
service for walk-off mats, since, as Berghorn points 
out, having clean mats in an entryway keeps moisture, 
dirt and grime from being tracked through the office.  
“Normal vacuuming removes only a fraction of the dirt 
and dust, and doesn’t sanitize, so our weekly launder-
ing and sanitizing service helps to provide a cleaner, 
safer and healthier en-
vironment for both staff 
and patients.”

Mark Berghorn, founder 
of HealthWear, is an 
Alfred State graduate who 
had spent years in the 
dry cleaning and uniform 
rental business. While 
working as a sales man-
ager at Schapiro’s Uniform 
Rental in Endicott, Berg-
horn began to develop 
ways to extend their mar-
keting concept beyond 
industrial uniform rental 
into other areas, particu-
larly smaller practices and care centers in the health 
care field. “I saw this as an untapped niche market with 
great potential to be developed,” Berghorn said. “In 
2002-2003, after I had begun to formulate the concept, 
I did some traveling around the country to check out 
existing models, thoroughly researched the require-
ments for handling medical garments and blood-borne 
pathogens, had some prototype garments made, and 
signed up my first customer.”

In 2005, Berghorn purchased the health care garment 
portion of the business from Schapiro’s, temporarily 
renting space in their facility. “It was certainly taking 
a risk - investing in a new business venture when my 
wife and I were expecting twins!  But the past ten years 
have proven it was definitely worth it.”

Later that year, Berghorn moved the business into 
its current location at 703 North Street in Endicott.  
“At the time, we had one driver and a total of three 
employees, only one of which was full time.  But within 
a year, we had expanded to three drivers covering 

multiple routes.  By 2009, we had to take over addi-
tional space in our building, add new equipment and 
upgrade our facilities. In 2010 I hired Mike Micalizzi, a 
friend and former manager at Schapiro’s, as our Vice 
President of Sales. That freed me up from doing all the 
sales and service so I could continue to grow and de-
velop the business. We have added additional higher 
capacity equipment as we have continued to expand, 
and this year we added our fifth route.”

The company licenses its name and logo to other 
locations in New York State and beyond.  “We consid-

ered franchising the concept,” 
Berghorn said, “but licensing is a 
cleaner, more direct way for us 
to expand without requiring as 
much ongoing hands on supervi-
sion. Each licensee is indepen-
dently owned, and hires local 
workers.  That’s very important to 
me.  I really believe in the ‘source 
local, supply local’ model, and I 
wasn’t looking to build an empire 
- but I knew that our concept and 
approach was worth offering on 
a broader basis. Licensing is the 
best way for us to do that.”  In 
addition to the original office 
in Endicott, HealthWear has 
licensed offices in Western New 

York, Pennsylvania and Louisiana.

When asked why he thinks his business has been so 
successful, Mark Berghorn has several answers.

“We know who we are. We’re not trying to compete 
with the industrial laundry service providers, the 
kind that show up with a tractor trailer full of patient 
and hospital garments. We are committed to serving 
smaller offices, surgical centers, private practices - 
places where personal connections between patient 
and provider are still essential. We develop those same 
kinds of personal relationships with our customers, 
too. Our ‘people-centered’ approach to care includes 
our van drivers, who know their customers by name, 
and understand the specific needs of each office and 
practice we serve.”  In fact, Mark notes, “the real face 
of our company is Ray, who was our original driver.  
Everybody knows him - and he knows all of our cus-
tomers!  And now we’ve added his son Jake as another 
driver - and our customers call him Ray 2.0, because 

he brings the same friendly professionalism to what 
he does that his dad has shown for years.”

Mark also believes in the mantra that businesses can 
“do well by doing good,” and offers several examples.  
“Certainly clean, fresh linens and cloth gowns will be 
more comfortable than disposable gowns, and offer 
a higher level of patient dignity and modesty, but it’s 
ultimately more cost effective for the practices, and 
certainly more attentive to the increasing concern for 
environmental stewardship and reducing our dispos-
able waste and trash.”

The company has also made strategic choices in the 
equipment and laundering processes they use.

“In 2007, we began using ozone processing for our 
laundering and sanitizing procedures. It saves energy 
and money, which means it’s both environmentally 
sound and efficient.”  (Note:  Ozone is oxygen (O2) 
with an extra atom of oxygen attached, thus forming 
O3.  Ozone is created natu-
rally during a lightning storm, 
and can be created artificially 
by passing dry air or oxygen 
through a high voltage electri-
cal field. )  “When ozone is 
introduced into the washing 
solution, because it carries an 
electrical and chemical charge, 
it actually starts to dissolve 
soil on contact, even insolu-
ble  soils like grease and oil. 
Because it actually dissolves 
the soil, we can greatly reduce 
the amount of detergent and 
cleaning agents we use, which 
means no chemical residue.   
So we don’t have to put garments through multiple 
rinse cycles, which saves wear and tear on them, 
and saves water. And since it works in cold water, we 
can save energy, which is good for the environment, 
while it also saves us money. Ozone is an extremely 
effective sanitizing and disinfecting agent - in fact, it 
kills bacteria much faster and more effectively than 
chlorine bleach, which is the standard sanitizing agent 
used in laundering. So we can provide garments 
that meet or exceed OSHA (Occupational Safety and 
Health Administration) standards using less hot water, 
less detergent, less chlorine and a shorter laundering 
cycle.  And there’s even a non-quantifiable additional 
advantage  - ozone is what gives clothes that  ‘fresh 

from the outdoors’ smell, which is much nicer than 
the lingering scent of bleach in garments.” By Berg-
horn’s estimate, the company uses about 60% less 
detergent and alkali, and adds that because there is 
less residual moisture in the goods after extraction, 
it even saves on drying-related costs. “We certainly 
appreciate the cost-savings,” Berghorn notes, “but 
we also like being able to save energy and be more 
environmentally responsible in the way we conduct 
our business.”

HealthWear’s cleaning and sanitizing procedures are 
guaranteed to comply fully with all OSHA require-
ments. “In fact,” Berghorn notes, “we literally ‘wrote 
the book’ on this when we created the IBMLS (Inde-
pendent Business Medical Laundering Standards) in 
2011.  It’s a comprehensive document designed for 
independent businesses like ours to ensure that all 
proper handling procedures are followed, and to doc-
ument best practices in customer service to enhance 

the linen provider/health 
care provider relationship.”

But the single most im-
portant explanation for 
HealthWear’s success may 
be its unique vision - to 
offer medical providers the 
opportunity to provide their 
patients with a less stress-
ful, more comfortable care 
experience through the high 
quality products and at-
tentive service HealthWear 
provides.  Through personal 
experience, Mark Berghorn 
came to understand what a 
difference a little extra TLC 

and dignity could make when someone is experienc-
ing a personal health challenge.  “It’s difficult enough 
to be facing a challenging medical diagnosis, or 
undergoing a difficult treatment program.  Even those 
seeing the doctor for a routine appointment may 
experience anxiety, embarrassment, or just feeling 
scared and vulnerable as you’re sitting there worrying, 
wearing paper or a typical in-office garment which can 
be flimsy, improperly sized and inadequate to provide 
coverage or warmth...That adds a lot of stress at the 
very time you want less of it.”  Care providers who are 
committed to the patient-centered model of health-
care want to reduce stress for their patients, while 
providing higher levels of care, comfort and reassur-
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ance.  “That’s what makes HealthWear so much more than 
simply a provider of products,” Berghorn says, “because we 
offer our medical provider customers the chance to give 
their patients a higher level of comfort, dignity and peace of 
mind. Ultimately, I think that’s why we’re so successful.”

HealthWear ‘codes’ the sizes of its gowns by color, rather 
than by size label, which provides another level of dignity 
and respect for patients.  Think of the added stress and 
even grief that could be experienced by a patient recover-
ing from a mastectomy if she is given a ‘small’ gown...or the 

embarrassment and further dis-
comfort that an overweight patient 
could experience by being given an 
‘XXL’ sized gown.  “That might seem 
like a relatively insignificant detail 
in the overall picture,” Berghorn 
notes, “but it can add to a patient’s 
levels of embarrassment, concern 
or discomfort to feel that they have 
been labeled in such a way. So 
the color-coding is just one more 
way to reduce levels of stress and 
anxiety. It may not be something 
that most care providers have even 
thought of - and patients them-
selves may not even be consciously 
aware of it - but it’s one more way 
that our products provide a higher 
level of assurance, dignity and 
comfort to patients and enhance 
the level of reassurance and care 
extended by our providers.”

“In addition,” Berghorn said, “we 
offer a two-week trial for new customers that are currently 
washing their own or using disposables, and we don’t 
charge any upfront fees.  So our customers are able to pay 
for the services they need, as they use them.”  That’s been 
a key to success as well, in an era in which cost-cutting 
measures are essential for survival, particularly in smaller 
practices and surgical centers.

Asked about where the company goes from here, Berghorn 
reflects “We’re comfortable with our continued but steady 
growth of 10-15% per year. We’ve paid off all our business 
loans, and we continue to add routes to our local service 
area and to license new partners in other areas.  I feel good 
about what we do, and how we do it, and I look forward to 
another great year.” ■

We spoke with one of HealthWear’s highly satisfied 
clients, Valerie Collins, Practice Manager at Auburn 
Memorial Medical Services. 

How did you discover HealthWear?

Company owner Mark Berghorn stopped by the OB/
GYN office I was managing at the time to show me his 
unique line of individually packaged gowns and intro-
duce their full line of products and services. 

And as a result you began using their service?

Yes - I’ve been a customer of Health-
Wear for about twelve years in various 
practices I have managed in Cortland, 
Ithaca and Auburn. 

Which of their products have you 
used?

For patients - gowns, mammo capes and 
shorts - for staff, lab coats - and mats 
and towels for the office. 

How has using HealthWear 
helped you as a business 
manager?

I know that anything I need will be 
delivered in a timely manner, exactly as 
promised. We get prompt responses to 
emails or phone calls, and they immedi-
ately assist us if we need assistance with adjusting or 
managing our inventory. In my twelve years of work-
ing with them, I have never had a complaint about a 
driver, their products or their services. 

How has using HealthWear helped your 
patients?

Patients really appreciate having an individually 
wrapped gown, which they know is fresh and clean 
- and the gowns are cut generously enough that pa-
tients feel comfortable waiting in the exam room, or if 
they need to leave the room for an additional proce-
dure.  The quality of the gowns is far above average, 
and they are always returned to us immaculate, really 
looking brand new. 

WEALTH MANAGEMENT

CHARLES MASSIMO, author of Getting Off The Street –Sane Investment Advice from One of the 
Nation’s Leading Wealth Managers, is listed in the 2014 volume of “America’s Select Financial 
Advisors.”His firm was named “Premier Wealth Management Company on Long Island”by the 
National Association of Board Certified Advisory Practices (NABCAP). 

When it comes to investing and building wealth, many 
physicians start off at a disadvantage. Their longer 
higher education delays their earning a salary, at the 
same time that they are incurring hefty medical school 
debt.  This column is intended to be a helpful tool in 
educating physicians about how to effectively build and 
preserve wealth.

Build and Preserve Wealth
One Investment Model Has Outperformed the S&P 
500 98.7% of the Time in Any 25-Year Period Since 
1927? Has Yours? By Charles Massimo

Did you know there exists a “tried and true” 
investment model that has consistently outper-
formed the Standard & Poor’s 500 (S&P 500); 

specifically 98.7% of the time in any 25-year period 
since 1927? The historical and empirical data transpar-
ently provides for this statement. Only one percent 
(1%) of the 250,000 advisors in the nation uses this 
model, known as the Fama-French Three Factor Model. 
The reason for this is due to the fact that the Fama-
French Model requires a vast scope of knowledge and 
work to predictably outperform the market over time, 
but generates less fees for firms than all other mod-
els. Most advisors in the major wire house firms are 
instructed to sell product of specific interest to their 
firms and not build balanced, sustainable portfolios. 
The emphasis is on selling products that generate the 
greatest profit for themselves and the companies they 
work for, not on the long-term financial well-being of 
clients. Most brokers think that trading stocks is the 
route to investment success.  Nothing can be fur-
ther from the truth. Real wealth, at least in the stock 
market, is created by building highly diversified, global 
portfolios targeting the dimensions that will enhance 
returns. Only the Fama-French Three Factor Model ac-
counts for all of those dimensions.

The aforementioned investment model focuses on 
cost-effectiveness. The average fee for building a port-
folio following this formula is 40-60% less expensive 
than that of the average Wall Street formula. For the 
big wire house firms, it doesn’t’t offer enough profit.  
So instead of following this model, these firms try to 
prove that they have brightest minds; individuals who 
can outguess the market. What history has proven, 
and what you will learn in this and future columns, is 
that no one is smarter than the market. You will learn 
the market has an “efficiency” that is predictable. 
Ninety six percent (96%) of all fund managers cannot 
beat the S&P 500 over any five-year period.

The Fama-French Model is an investment model that 
has provided a highly useful tool for understanding 
portfolio performance, measuring the impact of active 
management, constructing a portfolio and estimat-
ing future returns. It has replaced the Capital Asset 
Pricing Model (CAP-M) as the most widely-accepted 
explanation of stock prices in the aggregate and inves-
tor returns. In a recent Forbes column, author Frank 
Armstrong wrote that, “This process takes a long step 
forward in turning investment management from 
voodoo science into a real discipline.” In future articles 
I will disclose the correlation that exists between the 
scope of the workload of the Fama-French Model as it 
pertains to both outperforming the S&P 500 and the 
reduction of work for its clients. ■

[In the next Wealth Management column, author Charles 
Massimo will delve more deeply into the principles of this 
investment model.]

Mike Micalizzi 
Vice President of Sales  
and Service

Health Wear
800-858-8109

www.healthwearrental.com


