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the team at Kurlan’s high-powered sales-development firm.
“I’m mostly a coach,” he says. “Bring me a problem and we’ll
work on it.” The two men met years ago when both worked
for Cutco Knives, and Roberge says he knew then that “I’d
found my mentor” in Kurlan. “Dave Kurlan & Associates is
one of the most recognized sales-development organizations
in the country and in this area they are it,” Roberge says. 

Whether he is conversing with Amanda Scribner and Debra
Ryan of The Homesteader at the 495 Business Expo as was
the case on May 24th or weaving his way through forty
booths at a world-trade exposition at Bryant University the
day before (“I paid $125.00 to be there with 625 other peo-
ple,” he says), Roberge is constantly reaching out to others. 

“I want to do what I do belly-to-belly,” he says. This is a sta-
ple of his strategy: eye-to-eye, face-to-face contact. Another
is, “It’s more important to be interested than interesting,” he
says. “When I meet someone new, I want to know what they
need…I make it all about them. If they ask me, `do you have
a business card?’ I ask, ‘do you want to trade?’ because even
if they don’t call me, I will call them. If your business card is
in my hand, I have to call you.” 

OFTEN AFTERnetworking with someone for a few min-
utes, Roberge says, in revealing a further gambit he employs,
“I’ll go to `perfect.’” Sounds like things are perfect,” I’ll say.
“No, not really,” they’ll respond. This opens a whole new
path of dialogue to pursue. 

“Rick is a very personal guy and a very nice guy,” G. Michael

“Mike” Papaz of Papaz
Financial Services, whose
office is the same building
as Roberge’s, says. “That’s the key to his success. He says very
little. He’s a good listener and he asks a lot of good questions
and pretty soon people are telling him their life story.” 

Marvin S. Silver, P.C. of Seder & Chandler, who operates
out of offices in Worcester and Westborough, and who
knows Roberge principally through the Ambassadors com-
mittee that Silver chairs for the Corridor Nine Area Chamber
of Commerce, says, “Rick is a good Ambassador and a good
coach of Ambassadors.” 

Roberge says much of the success he’s achieved can be
attributed to advice and guidance he’s received from busi-
ness people like Dave Kurlan and Steve Groccia. Groccia is
senior vice president of commercial lending for Bay State
Savings Bank. He has known Roberge since their children
were in soccer together, got him involved for a time with the
Wachusett-area Rotary Club and referred accounts of his to
Roberge for collection. “All I heard back about Rick was
favorable” in regard to Roberge’s tenacious but fair-minded
style, Groccia says. 

Roberge in return is grateful for the encouragement Groccia
has given him. “He gave me business cards of clients of his
who turned out to be clients of mine,” Roberge says. “I asked
Steve, ‘How can I help you in return?’ He said, `take good
care of my clients.’” 

Networking

A NEW ROCKY’S IN TOWN.Frank Chiera, left, Director of
Marketing for Rocky’s Ace Hardware, and Joseph Giorgio,
store manager, greeted patrons who dropped by for the grand
opening of the company’s newest store (its 27th), on West
Boylston St. in West Boylston, on May 10th. Hot dogs, live
radio coverage and balloons were all part of the hoopla sur-
rounding launch. Founded as a neighborhood mom-and-pop
hardware store in downtown Springfield by Rocco J. “Rocky”
Falcone in 1926, Rocky’s still stresses customer service and
product quality. Rocky Falcone’s son James succeeded his
father as head of the company in 1966 and personally spear-
headed a new wave of growth, taking the operation from a sin-
gle-store venture into a seven-store chain. James Falcone also
led the business into a national affiliation with ACE Co-op.
James’s son Rocco II represents a third generation of the fami-
ly that is involved with the enterprise, serving as president. 

NEVER A CLOUDY DAY.Staff person Leandra Carey, left,
and Owner Marie Demma are always eager to help clients of
Caribbean Tanning & Cruise Center in Fiske Hill Plaza on Rt.
131 in Sturbridge—one of three such facilities conveniently
situated in the area (the others are in Webster and Putnam,
Connecticut). Caribbean Tanning’s high-pressured beds are
complemented by an atmosphere that is warm and inviting.
Marie Demma touts Caribbean Tanning’s P90, a high-pres-
sure unit with mist, aromatherapy, built-in AC, shoulder tan-
ners and built-in speakers. A second bed, called the Cayenne,
is also marvelous, she says. Caribbean Tanning also offers
sunless tanning and stand-ups. “It’s all about looking good
and feeling good and there are so many positive effects to UV
rays that people don’t know about,” Demma says. 
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sk Ruth Noone about Westland
Services Corp. and she will tell

you the firm is a godsend. 
Ask her about Philip G. Haddad Jr., Westland’s

president, and she will say he is a saint. 
“I completely trust the man,” Noone said recent-

ly in discussing personalized long-term beautifi-
cation and gravesite-maintenance work Haddad’s
company provides her at the Noone-family plot in
St. Joseph’s Cemetery in Leicester. Noone’s hus-
band, who passed away in 1993, is buried there. 

“In the spring, before Memorial Day, depending
on the weather, (Westland) does a planting of dif-
ferent flowers. I saw this last week and it was very
lovely,” Noone, who resides at Botany Bay in
Worcester, says. “In the fall, they put a winter
wreath on the gravestone…Mr. Haddad sends me
a picture of this landscaping, so if you don’t hap-
pen to be able to get there, you can know what’s
been done. In my own instance, I’m not able to get
to the cemetery to do the plantings, or even bring
flowers. I had some evergreens planted on either

With Westland Services Corp., Phil Haddad Jr. is keeping a pledge
to make his father proud while also tending to the gravesite needs
of families throughout North America in tender-loving-care fashion 

BY ROD LEE

Phil Haddad Jr. of
Westland Services
Corp. at the Adams
family gravesite at
Hope Cemetery in
Worcester. 

Innovation
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FFor most college students across the country who are
unwinding from long nights of eye-watering, energy-drinking
cramming, summertime could not come sooner. But for some,
the period between the end of one year’s education and the
start of the next go-round is an opportunity to use what they
have learned in the classroom out in the real world. 

“Last year I did an internship,” said Lisa A. Tankanow, 19,
of Worcester, “but now I know my major and I’m more driv-
en.” Tankanow works at the classifieds desk for The

Education/Employment

BY ANGELA GIANNOPOULOS

Getting down
to business

Come summertime, some career-minded local
college students head for the workplace

instead of the beach 

James
Karapatsas hopes
experience he is
acquiring this
summer in his
parents’ Dippin’
Donuts store will
serve him well
when he finishes
his education and
enters the busi-
ness world. 

Landmark newspaper in Holden, which has given her great
experience as an advertising major at Boston University. 

Tankanow assists in creating a layout for personal or help-
wanted advertisements. “The people I work for are really
down to earth,” said Tankanow. “They know I’m a college
student and they’re never too busy to help me learn. This isn’t
what I want to be doing in the future, but it’s important to
take baby steps,” she said. 

For James P. Karapatsas, 19, of Worcester, “experience is
everything.” Karapatsas works for his parents’ business,
Dippin’ Donuts, located in Worcester, Leominster, Fitchburg
and soon in Spencer as well. 

Karapatsas is a business major at Worcester State College, so
having the opportunity to learn from his parents has given
him a lot of practice. “I listen and see what my dad does,” said
Karapatsas. “When he meets with the bank or the contractor
for the new store, or when he orders from the coffee compa-
ny, I pay attention to the inventory and look for certain things
we may need around the store.” 

Although Karapatsas would someday like to be the chief
executive officer of a large business, he said working for his
parents has influenced his decision to become a business
major, and prepared him for the business world. 

Anthony G. Rapsomanikis, 19, of Worcester, is majoring in
finance at the University of Massachusetts in Amherst.
Rapsomanikis has recently started his own business, Westside
Landscaping, cutting the lawns of properties sold by his
mother and real-estate lawyer, Joy Rapsomanikis. 

Next week Rapsomanikis will be taking a test to receive his
CONTINUED ON PAGE 22

 Would you like to create a family legacy
 using your retirement assets?
 Without planning ahead, your beneficiaries may be required to take a 
 lump-sum distribution shortly after your death. This could mean missing 
 out on a lifetime of continued income tax deferral.

 With a stretch distribution strategy you can:

 • Stretch your hard-earned assets and
 •  financial legacy to your beneficiaries for
 •  years to come.
 • Provide your children - and maybe even
 •  grandchildren - with additional income
 •  from your tax-deferred IRA savings
 • Create a distribution roadmap for your
 •  beneficiaries to follow.

 A stretch distribution strategy is most effective when individuals can afford to minimize 
 IRA distributions during their lifetime and are able to pass remaining assets to future 
 generations. Changes in tax law, the impact of inflation, and risks of underlying 
 investments may have a significant impact on the long-term value of your IRA.
 This piece is designed to provide information on the subjects covered. It is not however, intended t o provide specific 
 legal, tax or other professional advice. Wealth Advisory Services, LLC and its representatives do no t give legal or tax 
 advice. For more complete details consult your tax advisor or attorney.

 Wealth
 Advisory
 Services,
 LLC
 Joel N.
 Greenberg,
 Founder,
 Principal

 Wealth Advisory Services, LLC
 Securing Generational Wealth Since 1978

 201 Park Avenue, Worcester, MA 01609
 Phone: 508-756-6100 • 1-877-WEALTH•8
 Fax: 508-756-6110 • Email: Joel@wasllc.net

 NEW ADDRESS
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 on
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 www.wtag.com

 Is your cleaning company 
 meeting your high standards?

 We’ll clean 
 everything 

 without having 
 to be asked!

 Full commercial cleaner
 • General Cleaning
 • Carpeting Cleaning
 • Floors stripped & waxed

 Bonded
 & Insured!

 Phone: 508-829-0010
 Fax: 508-829-0010
 Cell: 774-696-8873

 Mike Miller, President
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or at least two reasons,
nothing could have been
more appropriate than
Davis Cox of “dynamx pres-
entation solutions” receiv-
ing recognition as the

Corridor Nine Area Chamber of
Commerce’s Volunteer of the Year at the
organization’s Academy Awards-
themed annual meeting at White Cliffs in
Northborough on May 17th. 

First, since joining what was then a
Westborough/Northborough affiliate of
the Worcester Regional Chamber in the
early 1990’s, Cox has been a stalwart
member of the Corridor Nine Area
Chamber in a number of regards. As he
put it during a follow-up interview in his
home on Thayer Street in Northborough on June 6th, Cox,
whose company specializes in projector rentals and sales,
says, “When [the Chamber] has a need for AD equipment, I
supply it. I’ll staff a booth, stuff envelopes, guard the back
door or help out at a community event.” 

Secondly, as a kid growing up in West Virginia who subse-
quently worked as a projectionist to pay for his room and
board at Berea College in Kentucky, the always-courteous,
soft-spoken Cox developed an early love for light projection.
So it’s fitting that he finally got his own moment “on the red
carpet;” even if it didn’t happen in Hollywood! 

Cox has witnessed up-close, and with great satisfaction,
what can only be described as the incredible expansion of the
Corridor Nine Area Chamber. He has seen the organization
add the towns of Southborough and Shrewsbury and contin-
ually mushroom in size and scope. 

As was pointed out at an annual meeting presided over by
outgoing chair Pam Sager, Chamber President Barbara
Clifford and incoming chair Ben Colonero, sixty-four differ-
ent cities and towns “and all sorts of businesses” are repre-
sented within the Chamber’s ranks; also, during the past
year, the Chamber staged twenty-nine different programs
and events. Its Business Expo, featuring one hundred two
booths, was a sellout; over one thousand people attended. Its
golf tournament with EMC as the title sponsor was “a huge
success.” Etc. Etc. Etc! 

It is not surprising, Cox says, that the Corridor Nine Area
Chamber went independent several years ago. 

“It’s always had that potential,” he says. Northborough,
and the Corridor Nine Area region, have grown hand-in-
hand, he says. “Thirty and a half years ago this home was
about as far out in the country that I’d lived since my child-

hood in West Virginia. At Ambassador
meetings (in the early days), I’d say, ‘all
Westborough/Northborough mem-
bers please stand up’ and it would be
over half the room!” 

Cox himself has been actively
involved with the Chamber from the
outset. “I created the template for the
Ambassador (of the Year) award, and I
also won the award.” In its initial
stages, as the Chamber began to grow,
“we realized we needed to find an
office,” he says. “We had always met at
Harvey’s (the trash-collection compa-
ny, and a bellwether member of the
Chamber in its own right; the Chamber
now occupies space on Lyman Street).
[Breaking apart from Worcester] was

just one of those things that was going to happen, because of
the size and momentum we were building. You grow up and
mature and you leave daddy.” (The Corridor Nine Area and
Worcester Chambers retain a cordial relationship). 

Cox notes a spirit of volunteerism permeates the Corridor
Nine Area Chamber. “Of the eight hundred people we have
as members, over two hundred are volunteers,” he says. “It’s
an extraordinary number for any kind of small organization.
Why would they do that?; for fame or fortune.” 

As someone who has run a business from his home, Cox
says his own motivation for being a member of the Corridor
Nine Area Chamber as well as two other Chambers was
threefold: “insurance; to create more business for dynamx;
and ‘the water-cooler effect.’” When you work from home,
he says, there is no “water cooler” gathering. So he has net-
worked. “If you don’t have it in your head, you need it in
your feet,” he says. 

The Corridor Nine Area Chamber is fortunate too, he says,
to have leaders like Barbara Clifford and Karen Chapman (the
latter is assistant president). “Barbara is a tremendous asset,”
he says. “We wouldn’t have enjoyed the progress and growth

we’ve had without Barbara and
Karen. We got lucky.” 

Expressed another way, as only
someone from Appalachia might,
he says, “if you’re not green and
growing, you’re ripe and rot-
ting…we’ve had such a succession
of quality people at the head.”  
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Editor’s Letter

‘Projecting’ a presence

F
Davis and Donna Cox bask in the glow of the
Academy Award-like trophy he received as the
Corridor Nine Area Chamber’s Volunteer of the
Year at the organization’s annual meeting at White
Cliffs in Northborough. Cox is a former director of
the Chamber and has served on a number of com-
mittees including Ambassadors and Membership.
(Photo by Ron Bouley of Ron Bouley Photography) 

Rod Lee, Editor
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JOBS CONTINUED FROM PAGE 16

own real-estate license. “I’ve
had to manage my accounts,
handle the money, write out
invoices and checks,” he
said, “so my classes at school
have all helped me a lot if
what I’m doing now.” 

Before Stephanie F. Ganias,
19, of Worcester, follows the
pre-med track at Boston
University, she is interning
in the Emergency Room at
St. Vincent Hospital. “We’re
kind of the mediators
between the patients and the
doctors,” she said. “We give
them their food, stock the
patient’s rrooms and take
their vitals.” 

Ganias will be a sopho-
more in the fall and has
decided to take this intern-
ship “to expose myself to the
hospital and the environ-
ment” before she decides if

medicine is right for her, she
said. 

Warren C. Reid, 19, of
Shrewsbury, has grown up
attending Camp Harrington
in Boylston. Now, after com-
pleting his first year of col-
lege at Clark University as a
child psychology major,
Reid works as an inclusion
counselor assisting children
with special needs, ages five
through twelve. 

Stephan Lockney, 33, of
Boylston, who is the camp’s
director, said he believes
strongly in developing his
own staff from a young age.
With thirty to forty children
under 18 working for him,
Lockney relies mainly on
high school and college stu-
dents as his employees. 

The college students who
are new at working for the

camp are known as “out-
siders,” according to
Lockney, and are designed
to be the role models of the
camp. “When I hire outsider
college kids, they’re provid-
ing the maturity aspect,”
said Lockney, “and my
younger staff is teaching
them how it works. It’s a
unique cycle.” 

Lockney praised the devo-
tion and hard work of col-
lege students like Reid and
said he would rather hire a
college or high school stu-
dent than a teacher. 

“They’re like sponges,”
said Lockney. “You can
teach them anything and
they’ll soak it in. I’ve had a
much more positive experi-
ence hiring a high school
and college student than a
professional.” 

what Robb considers a sec-
ond stroke of luck helped
them get better focused on
profit margins. A young
CPA who had worked for
Robb’s dad made a proposi-
tion to be their in-house
accountant in exchange for
learning the restaurant busi-
ness, a niche on which he
wanted to base his practice.
By July of 1981, the Sole
turned a profit and has done
so ever since, Robb says. 

The Sole Proprietor has far
exceeded their expectations
over the years, Robb says.
Early on, its business grew
20-30% a year. It weathered
the arrival and departure of
Legal Seafood to the area in
the 1990’s. Now, with a more
mature market, it still gains
5% each year, according to
Robb. It has undergone sev-
eral expansions and renova-
tions and has been quick to
add technological advances

that the Ahlquists say they
readily recognized the
advantages of in tracking
business, inventory and
monitoring quality. 

The Ahlquists considered
opening a second location in
the late 1980’s, but decided it
was too risky in the midst of
an economic downturn. By
1999, they decided to get
back to Robb’s steakhouse
roots with One Eleven Chop
House, something customers
had urged them to do. They
liked Shrewsbury Street,
which was dominated by
smaller mom and pop eater-
ies. The high-end Chop
House “broke the mold” on
the status quo there. “A lot of
operators thought we had no
business coming down
here,” Robb says. The
Ahlquists traveled around
the country looking at steak-
houses before having the
facility professionally

designed. They also struck
up a relationship with one of
the best steakhouse suppliers
in the country. What’s more,
the Chop House boasts an
extensive wine collection
that has garnered industry
excellence awards. The 218-
seat Chop House turned a
profit “since the day we
opened,” Robb says. 

ROBB AND MADELEINE
say they complement each
other in their approach to the
business. Robb tends toward
focusing on the business
model side of things,
Madeleine notes, while she is
tuned in to the personal side.
Taking care of and mentor-
ing the help is a key priority
for her, she says. And her
background in education
comes in handy. Before the
wait staff is allowed to serve
at any of the Ahlquists’
restaurants, they undergo an
extensive training regimen. 

Wayne Peters, twenty-year
manager at The Sole, notes
that new hires spend two
weeks “watching the food
come out of the kitchen,” and
doing shifts learning each
service job before they are
even allowed out on the floor
to learn serving protocol.
“We train and we test,” he
notes. But, he says, the
Ahlquists’ focus on service
and continuous improve-
ment is accompanied by
their willingness to allow
employees to grow and
make mistakes. “When you
work for them, you’re work-
ing for them,” he says. 

With a third restaurant in
Worcester, will the Ahlquists
next consider their restau-
rant empire beyond the city
limits? “We have no interest
in that,” Madeleine says.
“We love Worcester.” 

AHLQUISTS CONTINUED FROM PAGE 18

NOW YOU SEE HIM…Sutton-based
“edutainer” Jason Kallio of “Say It
With Magic” will be one of the speak-
ers at a seminar on trade shows being
sponsored by the Worcester Regional
Chamber of Commerce on Tuesday,
July 17th. Call 508-753-2924 for fur-
ther info. Kallio, a WPI grad with a
mechanical-engineering degree, has
been practicing his craft for twelve
years. He is president and youth advi-
sor for the Central Massachusetts
Assembly of the Society of American
Magicians and has been touted for
the unobtrusive, friendly and yet
dynamic personality he brings to his
appearances at events. 

O

deal with separate containers. “If you didn’t have room in
your mud room, or if you didn’t have room in your garage, or
found it too cumbersome, you just didn’t recycle,” says Waste
Management District Manager Dennis O’Connor. 

Waste Management has rolled out single-stream recycling
in Gardner, Leominster, Natick, Fitchburg, Ashland and
Framingham over the past year and has seen a noticeable
increase in recycling as a result, says O’Connor. 

“The drivers have noticed the recycling piles got a little big-
ger, and the trash piles a little smaller,” he says. 

MUNICIPALITIES LIKE single-stream recycling, says
O’Connor, because it reduces their disposal costs, which are
based on the tonnage disposed. 

There is one slight drawback to single-stream recycling in
that it can reduce the rebates that towns receive for recycled
materials, says O’Connor. Single-stream recycling, he notes,
can reduce the amount of papers that generate rebates. But
the reduced rebates are typically offset by savings from
reduced disposal costs for conventional trash, says O’Connor. 

Waste Management is currently working with City of
Worcester officials in hopes of rolling out single-stream recy-
cling here within the next twelve months. Trash pickup in
Worcester is handled by the City DPW, while the pickup of
recyclables is handled by Waste Management. 

“We’ve been talking with the city and we are hoping to

implement it,” says O’Connor of Waste Management’s plans
to bring single-stream recycling to Worcester. 

Currently, Waste Management offers single-stream recy-
cling to a handful of its larger Worcester customers like
Worcester State College and Worcester Polytechnic Institute. 

If single-stream recycling is adopted by Worcester, O’Connor
says that would open the door for smaller city businesses to
utilize it. “If we work together to expand single-stream recy-
cling in the Worcester area, it will enhance our ability to serv-
ice smaller communities and businesses,” he says. 

Businesses that could switch to single-stream include many
that currently don’t have space on their property for multiple
dumpsters,” says O’Connor. 

An added benefit is that once single-stream recycling is
available in Worcester, the increased volume and economies
of scale will mean lower costs for every customer, residential
and business, says O’Connor. While the benefits of the pro-
gram are apparent immediately to its customers, O’Connor
says that the costs of developing and implementing the pro-
gram are considerable. 

Despite the costs, O’Connor says Waste Management has
plans for additional investments in green initiatives in the
next five to ten years. “That’s a commitment that Waste
Management is making now, before any other environmental
and recycling company,” he says. 
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One of the most challenging issues facing business (including
business organizations) is to attract new members or customers.
Experts claim it costs thirteen times as much to recruit a new
member (or customer) than to retain an existing member (or
customer). I believe that at the end of the day it is excellent serv-
ice that helps businesses retain their members/customers. 

It’s common sense, really; in the 21st Century people can get
everything they want from anywhere in the world, without
leaving their computer and they can get it FAST. So what makes

them purchase it from your business or our
Chamber of Commerce? Differentiation—it’s
what makes our businesses unique and be
the place that folks want to be part of. 

How do we attempt to accomplish this?
The Membership Committee of Corridor
Nine has spent a lot of time over the last year
developing an “action” plan that is focused
on reaching out to our new members to edu-

cate them about member programs and activities that would
benefit their business. This committee discovered that no sin-
gle person can accomplish this goal! As a result, Corridor Nine
leaders decided to draft their most active, talented and invest-
ed members to become “membership mentors;” or, what we

Reach for the M&M’s! 
BY BARBARA CLIFFORD
President, Corridor Nine Area Chamber of Commerce

Barbara Clifford

like to call them—M&M’s! 
The Membership Mentor or M&M program was established

as a buddy system for new members. The M&M’s job is to
adopt a new member for a year and stay in contact with them
on a regular basis to get them connected to the available
Chamber resources and to encourage them to take advantage
of their membership so both improve their bottom line and
experience a good return on their membership investment.
The Mentors actually call and ask, “how’s your membership
going so far? Are you going to the Summer Sizzle event in
July? I’ll meet you there and introduce you to some people.
Have you joined the Member to Member discount program to
increase your business with other Corridor Nine members?” 

Heading up the M&M program are three of Corridor Nine’s
active Membership Committee members: Rick Roberge of
David Kurlan & Associates, Steve (the banker) Anderson of
Westborough Bank and Armand Diarbekirian of MetroWest
Financial Partners. This dynamic team of professionals along
with Chamber staffer Dani Tifft will lead a meeting later this
month called “Chocolates for Breakfast—a Check-in and
Appreciation Meeting with Corridor Nine’s Favorite Candy
Coated Mentors.” 

As I mentioned earlier, it’s the service and the differentiation
that matter most. And of course a little fun and chocolate can’t
hurt, right? 
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side of the gravesite and
[Westland] is taking care of these
as well. Mr. Haddad is a very
kind man.” 

“Mr. Haddad” is also a pioneer
with the formation of
Westborough-based Westland
Services Corp., which is marking
its twentieth anniversary as the
only deliverer of “respectful
remembrance” assistance to fam-
ilies anywhere in North America
at a one-time cost. And he is a
dutiful, faithful son with his con-
tinual striving to live up to the
request his dad uttered every
day upon leaving for work:
“Phil, make me proud.” 

THE ELDER HADDAD, who
was chairman of Parks &
Recreation for the city of Worcester
at the time, died of a heart attack at
the age of fifty-one. Phil Jr. was just
nineteen. “We were very, very
close,” Haddad told The Buzz, reit-
erating an observation he had also
made during an interview with
International Cemetery, Cremation
and Funeral Association (ICCFA)
magazine’s Susan Loving. 

A licensed funeral director in
Massachusetts since 1967,
Haddad launched Westland after
increasingly hearing people,
including widows, tell him that, because of health problems
or the need to relocate to be closer to their children, “I—we—
will no longer be able to take care of the gravesite.” When one
woman in such circumstances asked him, “Phil, is there
someone who can take care of my gravesite?,” Haddad, who
had handled the husband’s funeral and who held the pre-
arrangement contract for the woman, told her, “Don’t worry
about it. You go ahead and move closer to your children. I
will take care of it for you.” 

In this fashion, he says, “one gravesite turned into three,
and ultimately I was taking care of twenty-three of them.” 

Ten years of research later, Haddad came up with what he
considered to be “a wonderful plan” to personally maintain
gravesites for families. In developing a system that involves
twenty five-year contracts carrying prices that range from
about $3,900 to $13,900 (the minimum contract, called “the
Tribute,” consists of three visits to the gravesite a year),
Haddad had to navigate a virtual minefield of obstacles—
from limitations and restrictions imposed by government to
initial resistance from some cemetery superintendents. 

That Westand has overcome
these challenges is reflected in
the company’s quiet but spectac-
ular growth. Even as the funeral-
home industry has “imploded”
in the past five years or so, in
large part because it is “answer-
ing to stockholders instead of
families” and thus “losing
focus,” Westland is in full surge
mode, Haddad says. 

Westland (the company
derives its name from the idea
that the sun rises in the east and
sets in the west, and because
people are buried “in the west
land of their lives”) has twenty-

two offices in thirty-five states
and is presently expanding in
leaps and bounds. Haddad’s son
David is developing the west
coast in the San Diego area and
his daughter Stephanie, who is
situated in Amsterdam, Holland,
will help set that region up “as
our international headquarters,”
Haddad says. 

HADDAD ADMITS to having
been “very conservative” in his
approach to establishing and
building Westland. “I crawl
before I walk and walk before I
run,” he says. “We had to pass
muster with all of the principals,”
he notes. 

He also “gives back” in ways
beyond his dealings with clien-

tele. “My roots and ties to Worcester run deep,” he says, in
pointing out that “everyone knows I am committed to busi-
nesses in Worcester County (and have been since Westland’s
inception) for the production of all aspects of our business—
shipping materials, products and all paraphernalia.” 

Westland’s apparatus consists of “plan counselors” who
meet with families to lay out programs and options, and
“craftsmen” who provide the customized plantings and
maintenance schedules that Westland offers. How
Westland’s craftsmen actually accomplish their mission is “a
trade secret,” Haddad says. 

No one is meeting the needs of families when it comes to
ongoing gravesite maintenance in the “specific” way
Westland does, Haddad says. Westland even handles sever-
al names at the Vietnam Memorial in Washington. In anoth-
er example of its strict adherence to families’ dictates,
Westland acceded to the request of a Polish family whose
members stipulated that all flowers at the gravesite must be
red and white—the colors of the Polish flag. For a woman
whose late husband used to sit on the deck in the morning,

Innovation

Above: The Noone-family gravesite at St. Joseph’s
Cemetery in Leicester; maintained by Westland Services..
Below: The Mizner-family gravesite at St. Brigid Cemetery in
Meadville, Pennsylvania; maintained by Westland Services. 
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When it comes to buying naming rights
in the tradition established or perpetuat-
ed by such high-profile corporate entities
as TD Banknorth, Dunkin’ Donuts,
Gillette, Digital Federal Credit Union
(DCU) and The Hanover Insurance
Group, no one is a more enthusiastic con-
tributor than David “Duddie” Massad of
Commerce Bank & Trust Co. 

Following up on his earlier pledge of $2.5
million to the UMass Memorial
Emergency Care Campaign to support the
“Duddie Massad Emergency and Trauma
Center,” which he made in 2005, Massad
stepped forward in a similar fashion on
May 22nd to announce that Commerce
Bank would be donating $1 million
towards a massive and much-needed ren-
ovation of 45-year-old Foley Stadium. 

The rehabilitated facility will be called
“Commerce Bank Field at Foley
Stadium” when it reopens in several
months; it will sport such amenities as a
new artificial turf surface, a new rubber-
ized track, refurbished seats, new

They’ve got game! TD Banknorth Garden, 
the DCU Center,

Hanover Insurance Park
at Fitton Field and now

Commerce Bank Field at
Foley Stadium...naming
rights is the hot new
way for companies to
establish brand loyalty

and to give back 

BYRODLEE

“A lot of us have been very fortunate. No one is so smart they did it by themselves. We’re all
obligated to do our part,” “Duddie” Massad says in explaining Commerce Bank’s contribu-
tion of $1 million to Foley Stadium.
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drinking coffee, reading the newspaper and “singing back”
to the cardinals, Haddad met her request for a photo of a
cardinal to be placed at the gravesite by finding a Beanie
Baby cardinal and putting it in the tray of flowers. She
wept when she saw it. “I provided Beanie Baby cardinals
for each of her six children, as well as the photo we always
take of the decorated gravesite,” he told ICCFA magazine.
“A new cardinal is placed in each tray of flowers on
Memorial Day and in the winter basket.” 

Dr. H. Martin Deranian of Shrewsbury, a Worcester den-
tist, author and historian who has family members buried
in Hope Cemetery in Worcester, said, “I was one of Phil
Haddad’s first clients (about sixteen years ago). I thought
he offered a very unique service. Westland sees that the
area is kept presentable and clean. It’s something that’s
very valuable to me.” 

As an outgrowth of all it has accomplished to date,
Westland has been approached by the federal government
about maintaining the memorials and gravesites in Europe
of U.S. soldiers killed in World War II, Haddad says. 

WESTLAND IS ESSENTIAL in today’s marketplace,
Haddad says, as an alternative for families to respectfully
remember loved ones. Families contract with Westland to
“take the responsibility and guilt” for burial-site mainte-
nance “off our children” he says. 

In asserting that Westland is “well-positioned” for fur-
ther growth, Haddad says that a survey “we did” showed
that seniors’ five biggest concerns are: 1) health and finan-
cial stability; 2) death (which is typically placed on the
“backburner”); 3) “who will care for my final resting
place?” (backburner); 4) making peace with the Almighty;
and 5) materialistic issues (“should I take the cruise I’ve
never gone on?”). 

During this period of transition, he says, “costs are driv-
ing families to the cremation aspect” and “payment is
expected by the day of the funeral.” At the calling hours,
there is no body, no casket. “Families are settling for a dis-
position they don’t really want,” he says. 

That’s where Westland comes in. 
As Phil Haddad’s dad said on his deathbed, “A life worth

living is a life worth remembering.” 

I
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It seems counterintuitive that a waste-disposal company
could be a “green” leader, but Waste Management Inc. is cur-
rently vying for that title with a couple of ambitious environ-
mentally friendly initiatives in Central Massachusetts. 

In the recycling arena, the Houston-based firm is rolling out
an innovative program that greatly simplifies recycling and
increases user participation. Already in use in a number of
Worcester County towns, the new recycling program may be
available to Worcester residents within a year. 

And for trash that can’t be recycled, Waste Management is
expanding an ultra-green technology that collects gas naturally
produced by decomposing landfills and uses it to power on-site
electrical generators. In addition to producing clean energy
from trash, the process almost eliminates the release of methane
(a greenhouse gas) into the atmosphere, reducing global warming. 

IN BARRE, Waste Management has been running a one-
megawatt waste-based energy facility since 1996 at the 80-
acre landfill in town. The electrical plant burns 300 cubic feet
of methane gas a minute and produces enough electricity for
700 homes. 

And in Westminster, Waste Management is now building a
much larger methane-powered plant at the 175-acre landfill
that accepts about 390,000 tons of trash a year. When the new
Westminster electrical plant is brought online later this sum-
mer, it will produce enough electricity to power 2,100 homes. 

“It’s another source of green energy for the electrical grid
system,” says Thomas C. Murray, Waste Management district
manager for Central & Eastern Massachusetts post collection. 

Waste Management’s Central Massachusetts projects in
Barre and Westminster are part of a larger nationwide effort
to create greener energy. Annually, the firm creates enough
green energy to power nearly one million homes, saving the
equivalent of 14 million barrels of oil per year. 

The other green initiative from Waste Management is the
introduction of single-stream recycling, in which customers
place all recyclables in a single container instead of being
forced to separate the various materials. 

The benefits of single-stream recycling are numerous. One
of its greatest benefits is that it converts non-recyclers into
recyclers, especially those who lacked space or patience to

Innovation

Green machine 
By turning trash into clean energy and 

championing the benefits of single-stream recycling, Waste 
Management is leading an environmental revolution here in Central Mass.

BY JIM DOUGLASS

Dennis O’Connor

‘The drivers have noticed that the
recycling piles got a little bigger,

and the trash piles a little smaller.’ 

DISTRICT MANAGER, WASTE MANAGEMENT

Dennis O’Connor, above, says Waste Management is gearing up for
additional investments in green initiatives over the next five to ten years.
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The way Worcester restaurateur Robb
Ahlquist sees it, operating a successful
restaurant combines the challenges of
running a manufacturing operation
with the demands of excelling as a
service provider, all within a
time span of about an hour
and a half. “It’s a very, very
challenging thing to do—
complete an entire busi-
ness cycle all under one
roof,” he says. 

Or, in Ahlquist’s case,
these days, under three
roofs. He and his wife
and business partner,
Madeleine, just opened
a third restaurant in
Worcester, called VIA
Italian Table at 89
Shrewsbury St. Like
their first two restau-
rants — the Sole
Proprietor and One
Eleven Chop House —
their latest venture strives
to break new ground in
the city’s culinary land-
scape. It offers the feel of
Europe, traditional regional
Italian dishes not generally
offered on area menus and a care-
fully crafted Italian wine list to com-
plete the experience, says the couple,
who draw their inspiration from travels in
Italy as well as Madeleine’s Italian heritage.
The 216-seat VIA, in the newly restored building next
door to the Chop House, features fresh pasta, cheeses and oils
imported from Italy and homemade breads and gelato. 

If VIA is entirely different than the other two establishments
which have brought them longstanding success over the past

twenty-eight years, that’s as it should be, the Ahlquists
say. “We always enjoy the challenge of creating

something,” Robb says, noting that doing
“cookie cutter” restaurants would be easier.

“We believe the marketplace will sup-
port other concepts—as long as you do

them well.” 
In an industry in which three out
of four restaurants fail, few would

argue that the Ahlquists, deemed
by some as the first couple of the
city’s restaurant scene, have
done well. From their first
restaurant venture, the Sole
Proprietor, in what was still a
troubled neighborhood along
Highland Street in the 1970’s,
to their creation of the ele-
gant One Eleven Chop
House in 1999, their upper-
scale establishments have
been consistent favorites with
diners in an often changing
sea of eateries and themes. 

THEIR BUSINESS has
grown from thirty-five employ-

ees in the early days to some two
hundred seventy-five at the pres-

ent time. And while they decline to
give details on earnings, they

acknowledge making a comfortable
living and giving back to community

causes whenever they can. 
With VIA, the Ahlquists have adopted a

new business model of sorts. An umbrella com-
pany, called the Worcester Restaurant Group, now

unites all three establishments. Robb notes that all three
restaurants still remain separate organizations, though man-
agers meet regularly. The function of the new group is still tak-
ing shape, he says. It could act as more of a consultant to the
restaurants. The idea behind it is to utilize the buying power

another success 
In setting still another place for Worcester diners with the launch of VIA,

Robb and Madeleine Ahlquist have once again broken the mold 
BY MICKY BACA

‘Serving’ up 

Robb and Madeleine 
Ahlquist at Via Italian
Table, their third restau-
rant in Worcester.
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negotiations, we came up with an agree-
ment that provided value and that satis-
fies the goals of each party.” 

The DCU Center name “has helped us
grow in the region and
helped make the two
branches we opened in
Worcester in 2006 (on
Gold Star Boulevard and
Shrewsbury Street) imme-
diately successful. DCU
advertising in the facility
plus our two ATMs and
our kiosk in the conven-
tion-facility lobby reaches
more than a million peo-
ple a year,” Garner said. 

“In addition, the staff of
the DCU Center—particu-
larly General Manager
Sandy Dunn and Marketing Director
John LaHair—have been great partners.
They have embraced `DCU Center’ as
their own brand and have been diligent
in protecting and promoting it. They
have also been great at continually grow-
ing the number of events at the facility,
which results in wider exposure to our
brand and more revenue for the city.” 

Dunn agrees wholeheartedly. “When
we are looking at marketing an event,
we utilize DCU as a full partner,” she
said. DCU members are able to take
advantage of discounts, she said. “On
the flip side,” Dunn said, “what we try
to stay tuned to is the ever-changing
marketing picture by staying connected
to DCU, realizing that they may be tar-
geting different audiences as for

instance when they targeted college stu-
dents for a Pulse Fest, or an event
involving refinancing your car.” 

THE HANOVER INSURANCE
Group’s experience in supporting arts,
culture and the medical community has

been civic-minded and similarly gratify-
ing, Cheryl M. Lapriore, vice president,
corporate relations for Hanover, said. 

“Our involvement in [the Hanover
Theatre for the Performing Arts], with
the Worcester Tornadoes and the new
UMASS trauma center is driven by our
commitment to support community ini-
tiatives that are important to the city,”
Lapriore said. 

“With the theatre and the Tornadoes,
the city and the organizations involved
needed someone or some organization to
take the lead. We thought both of these
efforts would make the city a better place
in which to live, learn, grow and work,
and were important to Worcester’s over-
all development,” she said. 

“Our support of the UMASS trauma

center reflects our strong belief that great
cities need great health-care resources,
and also reflects our interest in seeing
that the thousands of children in the
region who need emergency care each
year have the best available care possible. 

“We got involved in each
to be supportive,” Lapriore
said. 

In assessing how TD
Banknorth’s purchase of
naming rights for what is
now TD Banknorth Garden
in Boston is going so far,
John Ratoff, vice president
of corporate sponsorships
for TD Banknorth in
Portland, Maine, said, “in a
word, perfect. We do
brand-awareness surveys
and our latest numbers for
`aided’ and `unaided’ are

our highest ever.” 
Ratoff said TD Banknorth Garden rep-

resented “a unique and special opportu-
nity for us, based on a variety of fac-
tors,” and that TD Banknorth considers
it “an act of corporate humility” to “give
their Garden back to the fans. 

“It has worked for the fans, for us and
for our employees,” Ratoff said. TD
Banknorth Garden is “a great venue” for
VIP nights and a treat for “our Kids
Clubhouse” where children get to take
in a Bruins or Celtics game armed with
a hot dog, a soda and a T-shirt, he said. 

Although TD Banknorth doesn’t talk
about “dollars or lengths of contract, we
view this as a long-term relationship,
and we’re in the second year of it,”
Ratoff said. 

The Worcester Tornadoes stretch during a recent workout at Hanover Insurance
Park at Fitton Field (Hanover’s advertising sign is part of the outfield fence). 
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