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TODAY’S WORD @ ccecenienene TP PP TD
By Mike Weil

Earth Week and the Role of

the HVAC Industry

Mike Weil is editor-
in-chief and director of
communications and
publications at National
Comfort Institute, Inc.
Contact him at ncilink.
com/ContactMe.
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s | write this column, the world is
observing what has become known as
Earth Week. It began on April 22,1970
as Earth Day and has mobilized more
than a billion individuals in more than 192 coun-
tries. It led to the creation of the U.S. Environ-
mental Protection Agency (EPA).

In 2024, the overreaching theme is “Planet vs.
Plastics” and according to the Earth Day web-
site, the idea is to push a worldwide “unwavering
commitment to call for the end of plastics for the

sake of human and planetary health.” They are
calling for a 60% reduction in the production of
plastics by 2040 with an ultimate goal of “build-
ing a plastic-free future for generations to come.”

Is this reasonable? What are the consequences
of such actions?

Throughout the lifespan of the environmental
movement, many goals have been big and per-
haps unreasonable. They have had unforeseen
and unintended consequences.

For the HVAC Industry, the green movement
led to the outlawing of CFC-based refrigerants
and subsequently almost all of the replacement
chemicals. That drove up the price for service and
products. Extremists went as far as to call for the
abolishment of air conditioning to save the planet
from the ozone hole and global warming!

That unreasonable, and maybe even danger-
ous, battle cry was answered by our industry with
speedy refrigerant replacements and a willing-
ness to work rationally to the benefit of our coun-
try and our communities. That practice needs to
continue. With that in mind, here are three key
trends and challenges facing the HVAC Industry:

ENERGY AND SUSTAINABILITY
It seems there will always be a push towards al-
ternative refrigerants with lower global warming

potential. As an industry, we are champs at meet-
ing this need.

Today, with growing concerns about climate
change and energy consumption, there’s an in-
creasing emphasis on making HVAC systems even
more energy-efficient and environmentally friend-
ly. This involves developing and implementing
technologies that reduce energy usage, such as so-
lar energy, high-efficiency heat pumps, smart ther-
mostats, and advanced control systems.

TECH ADVANCEMENTS AND ADAPTATION

The HVAC industry continues evolving with
advancements in technology, including smart
HVAC systems, Internet of Things (IoT) integra-
tion, and digital controls.

While these innovations offer benefits like im-
proved performance, energy savings, and remote
monitoring, they also present challenges such as
the need for specialized training and expertise
among HVAC professionals. Then there are the
compatibility and interoperability issues between
different systems and devices.

WORKFORCE DEVELOPMENT

Though not specifically environmental, the
skilled labor shortage is a pressing issue. As expe-
rienced technicians retire and fewer young peo-
ple pursue HVAC careers, there’s a growing gap
between supply and demand for qualified profes-
sionals. Addressing this requires initiatives to at-
tract and train new talent (See Today’s Word,
April 2024).

What we've learned over the years is that these
often over-blown calls for change have led to op-
portunities, especially for companies focused on
system performance and sustainability.

The HVAC Industry remains poised to continue
doing its part. As | see it, that is our role. Wl
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Conduit Load
Calculation Software

As a residential HVAC contractor, find-
ing an accurate and easy-to-use load cal-
culation software program has always
been a priority. Last year, | met Shelby
Breger at an industry conference in Las
Vegas.

Shelby told me about some software
she was developing that uses Lidar tech-
nology to scan a home to perform a load
calculation quickly and efficiently. It is
called Conduit and | was intrigued and
immediately volunteered to Beta test
the software.

First and foremost, let’s talk about ease
of use. When you create a new job, there
is a feature that | really like called “Job
Wizard!” Job wizard guides you through

a series of questions that will help estab-
lish a baseline for the building materials
in the home. This feature can save quite a
bit of time and can also help guide you if
you are new to doing load calculations.

The room scanning feature works ex-
tremely well. As you scan each room, the
app assembles a 3D image of the home
on the screen. The scan measures and re-
cords the surface areas, windows, and

door sizes. The app allows you to easily
edit walls and add or remove details as
necessary.

Over the past several years, | have
spent a substantial amount of time
learning different load calculation soft-
ware, and so far, Conduit is very intuitive
and requires the little training. The app
contains internal instructional videos
that are easy to follow, which makes the
learning process seamless.

The process from start to finish for an
1,800-sq.ft. home takes about 15 min-
utes. When you complete a job, Conduit
generates a professional looking report
which can be easily shared with your
customer.

For more information, go to https://

getconduit.com.
— Adam Mufich, NCl Instructor ////%’
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By Mike Weil

Jumping On the Progressive
Heating and Air Evolution

estled in the heart of

Newnan, Georgia, Progres-

sive Heating, Air, and

Plumbing stands tall as a
beacon of reliability and innovation
in the realm of HVAC solutions. With
a steadfast commitment to quality
service and cutting-edge technology,
this family-owned business has trans-
formed how residents experience com-
fort in their homes and businesses for
three decades.

We first shone
our High-Perfor-
mance HVAC™
spotlight on Pro-
gressive in No-
vember 2017,
23 years after
owner Greg Wal-
lace, with $1,000
and a pickup truck, first opened his
doors as an independent contrac-
tor. In 2017, Wallace began jumping
on the High-Performance HVAC ap-
proach to testing, measuring, and di-
agnosing HVAC systems throughout
his service area.

At the time, the company was gross-
ing around $5 million in residential
and light commercial sales. Much of
that revenue came from large custom
home construction projects.

From the beginning, Wallace says
that staying on top of changing tech-
nology and ahead of the changes in his
marketplace was part of his strategy,
which meant focusing on education

Greg Wallace
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and training. He doesn't remember
exactly when he was introduced to the
concepts behind system performance,
but he did and joined National Com-
fort Institute (NCI) in 2014.

And that changed everything.

In our original Spotlight, Wallace
says they were in the process of turn-
ing Progressive around and focusing
on testing and measuring airflow, stat-
ic pressures, and more on nearly every
system they encountered. To do that,
he sent his entire service and installa-
tion team through NCI classes and got
them certified.

It wasn’t easy. But Wallace was per-
sistent, consistent, and focused. He
saw what system performance did for
his customers and his bottom line.

THE PROGRESSIVE EVOLUTION
Seven years after that Spotlight story,

Wallace says the company is celebrat-

ing their 30th Anniversary and aims

to hit $10.5 million in sales. It's been
a rough start this year (2024), but he
sees them overcoming it and hitting
close to home on that goal.

“If you want to survive in this indus-
try,” he says, “you can't let things like
a warm winter or other weather situ-
ations rule your business. You must
plan, prepare for it, and set yourself
up for success.”

He explains that he had to change
his approach to internal and external
systems as the company grew. He says
that they now do air upgrades and
duct renovation work on nearly ev-
ery new installation project, which has
positively impacted their profits.

Today, the company has 38 employ-
ees, nine service vans, one plumbing
truck (he’s working on adding anoth-
er soon), and four installation trucks.
They built and now use a new train-
ing room with working HVAC equip-
ment and ductwork. He says, “We can
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create situations and show the techs
how to test, measure, and find the
problems. Then they can go into the
field and practice what they learn,”
Wallace shares.

“Our bhiggest change since 2017 is
that the high-performance approach
is now second nature to us. If anyone
on our field team doesn’t understand
ductwork performance and hasn’t
trained in how we approach systems
here at Progressive, they won't be
working on service and installations.
We’ll let them do maintenance for ex-
isting customers.”

TRAINING HAS EVOLVED

Wallace says he uses all NCT’s tools:
Air Upgrade, AirMaxx Lite™ app, and
high-performance selling techniques.

“NCI has been a great help to us.
Plus, we are all about hands-on train-
ing, too. We recently finished build-
ing a new training facility and had NCI
do an onsite meeting there in Decem-
ber of 2023 on high-performance duct
work renovations,” he explains.

“We had 10 or 11 of our technicians
attend, and then we brought in eight
more from other contractors. Train-
ing guys from other contractors won’t
hurt me. A rising tide raises all ships.
The idea is that we all make more
money together.”

He says that doing so much train-
ing makes them stand out from their
competitors. Progressive does 80% of
their air upgrade work on new equip-
ment installations.

“If you're going to do the job cor-
rectly, you'll have to upgrade some-
thing anyway. I'm not saying 80% of
our jobs include ductwork, but 80%
of our duct repairs and modifica-
tions usually involve installing new
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equipment. From a different perspec-
tive, 20% of our projects are duct
changeouts with no equipment in-
stallation. We’ll turn the whole duct
system out and redo it.”

“Back in 2017, that wasn’t the case.
We were still testing the waters. But |
knew it was the right path and focused
on getting us there.”

THE PROGRESSIVE BRAND

Wallace says that Progressive’s rep-
utation and brand revolve around
solving seemingly unsolvable custom-
er comfort and efficiency problems.
They often are called into a job where
someone else has installed brand-new
equipment, and the client is still un-
comfortable in their home.

“We come in and test everything,
discover the problem (usually in the
ductwork), and can generally close
that repair sale at decent margins.

“It's important to note that | don’t
push brands other than my own.”

Wallace and his team bought an-
other company before the start of
the Summer 2023 season. A lot of
that company’s installations didn’t
include any duct upgrades. Wallace
says that the acquired firm had 300
maintenance customers, so Progres-
sive did all that work.

“As we do the maintenance, we are
finding many airflow issues, so the
number of duct renovation projects
has increased. We're not touching the
equipment because it is perfectly fine,”
he says.

“Our brand is based on correcting
airflow and filtration issues, which
are usually the biggest problems we
find. By testing and measuring, we see
that the return statics are too high, the
house has bad returns, and so on. Of-
ten, we just tear out the entire duct
system and start over.

“So buying that company was a
bigger blessing than we originally
thought.”

CLOSING MORE SALES

Since 2017, when we last spotlight-
ed Progressive, it has seen solid busi-
ness growth with more sales and much
better closing ratios. Wallace says he
learned a long time ago that not every
customer is the same, and he can be
pickier about who his company does
business with.

“For any contractor, especially for
High-Performance HVAC contractors,
it is essential to properly price your
products and services. Progressive is
not cheap. Some customers don’t like
that. They don’t want to pay for that.
So, they aren’t my customers any-
more,” he explains.

“Other customers are unsure. In my
opinion, their uncertainty is our fault.
If we didn’t explain it well enough,
then it's a training issue. We have
scripts to help teach our guys how to
explain things. If those scripts aren’t
working, we need to revisit that. Or if
the tech isn’t using them, we have to
revisit that too.”

He adds that a consultant he
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worked with once told him that 10%
of the people you encounter will
only buy based on the lowest price.
The consultant, Barry Burnett of
BDR, also said that possibly 40% of
the people will buy mid-level prod-
ucts and services, the next 40% will
buy above mid-level, and they will
be good customers. Burnett then said
the top 10% will buy the most
expensive products you offer.

“People only interested in price don't
want to pay for this. So I don’t want to
work with them,” says Wallace. “We
deserve to get paid for the value we
provide. On new installations, we won't
take the job if the customer won’t up-
grade the ductwork.

“The truth is, as we got better at
high-performance testing and diagnos-
ing, not only did we close more sales,
but the quality of people looking to
work here also improved!”

ATTRACTING QUALITY PEOPLE

Wallace claims technicians work-
ing for him today are the cream of the
crop. He says that good techs are leav-
ing other companies to work at Pro-
gressive.

“Twenty years ago, | struggled to
find good people,” he explains. “It’s not
like I had this epiphany of how to get
good people. Word slowly made its way
around town about the kind of work we
do and the success we achieve.

“Our High-Performance HVAC ap-
proach of testing, measuring, and di-
agnosing airflow and static pressure
issues helps us deliver what we prom-
ise. That is attractive to the best tech-
nicians who want to learn more about
it and then do it. And I'd be remiss if
I didn’t say that a lot of that had to do
with how NCI changed how we think.
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“And our success has mostly to do
with the people that I hire.”

FUTURE OUTLOOK

Greg Wallace is at a crossroads to-
day. The company he built from noth-
ing is strong and growing. His son
Hunter and stepson Josh are in the
business as salespeople, and he pro-
moted a longtime employee to general
manager to run the daily operations.
For him, the future looks bright.

“I plan to pass the company down to
the next generation,” he says. “I don’t
plan to sell it. And | want to keep as
many of the people here as possible. I
still want my family involved.”

As Wallace prepares for his even-
tual retirement, he has raised long-
term employees like Samantha Brazie
to take over management. She is the
company’s general manager today.

“Samantha’s been here 13 years.
She doesn’t plan on leaving any time
soon,” he says. “With her organiza-
tional skills and focus on process, she
has helped Progressive operate more
efficiently and freed things up so well
that | don’t have to work at all.”

He explains that Brazie original-
ly joined the company to handle Pro-
gressive's advertising, especially the
company’s website development. She
accomplished that task and proved
her abilities through her willingness
to take on many different projects
and learn everything she could about
things she didn’t know.

“We've grown together to trust each
other. The problem is that I can’t let
go. I can always find things to do, and I
haven’t been able to relinquish control
100% yet. Samantha has 80 to 90% of
the control. But that will happen.”

He adds that none of Progressive’s

Training has always been a big part of Pro-
gressive Heating, Air, and Plumbing’s culture.
Today, with their new training room, they
train even more.

successes would have happened if it
hadn’t been for all the training he pur-
sued over the years.

“But you have to be careful, Wallace
warns.

“The secret is that you don’t need to
train everyone on everything — you
need to pick out certain things that
will make a big difference in your busi-
ness. You should also look at HOW
you train and WHO you train with.
There are so many trainers now. It's
like going to the grocery store, where
they put everything in the aisle so it
catches your eye.

“Choose your trainers carefully and
then go for it. Don’t be afraid to invest
the money. It will all come back to you
in the end.”

Progressive Heating, Air, and
Plumbing’s journey from a small lo-
cal business to a trusted industry lead-
er is a testament to owner Greg Wal-
lace’s unwavering commitment to
excellence and customer satisfaction.
As the company continues to inno-
vate and serve the Newnan communi-
ty, it stands poised to shape the future
of comfort and convenience in homes
and businesses across the region.

For these and many other reasons,
High-Performance HVAC Today
magazine again shines its spotlight on
Progressive Heating. Congrats to
Greg Wallace and his team. /@J\ft’l
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@ By John Puryear
s

Make Better Choices When
Renovating a Duct System

10
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s a High-Performance HVAC™ Con-

tractor, you go the extra mile when

a client calls about comfort issues in

their home. At first, you think it’s a
return issue since that is the number one repair
when renovating a duct system.

You then think about doing a TESP (Total Ex-
ternal Static Pressure) test to check fan airflow
and establish a baseline of how the HVAC system
currently operates.

Once you've done the necessary initial test-
ing, visually inspected and checked the existing
duct system sizing, you can discuss how an Air
Upgrade would increase fan airflow and decrease
TESP in terms the customer understands.

On July 1, 2019, this magazine published an ar-
ticle named “Improve System Performance
Using the Two-Foot Rule.” | wrote it because
it was something | was taught in my early career
by a grizzled old sheet metal mechanic who want-
ed me out of his hair. I have tested it and prov-
en it works because it’s based on basic airflow

principles. This is a follow up to the part of that
article that discussed installing takeoffs 18 to 24
inches On Center when using an extended or
reducing trunk line.

Let’s assume that as a high-performance con-
tractor, you have a process/protocol you follow
when you receive an airflow or comfort complaint
from a client.

NCI has produced several “Tech Tips” to help
with this process. First, let’s look at NCI's “Guide
to Enhanced Duct Installation.” This is a check-
list you can use to train your installation crews
as well as an evaluation tool after completing a
project.

MAKE BETTER CHOICES
Things to consider so you can make better
choices when renovating a duct system:

Return Side of the HVAC System: Verify re-
turn grille/filter sizing. (Remember 1 CFM In
= 1 CFM Out). Review NCI Filter Sizing Proce-
dure which states Required Airflow (CFM)
+ Field Rated Velocity (FPM) = Required
Area in Sq.Ft. for the air filter (Review NCI
Tech Tip: Determining Maximum Allowable Ve-
locity for a Return Filter).
® Size all return duct components for the re-

quired airflow using NCI Duct Sizing Tables.

Seal the joints with duct mastic and insulate
appropriately. If using flex, pull tight (less than
4% compression) hang with less than Y2-in. sag
every 4 ft. (review Air Duct Council Green
Book. Flex Duct Standard) and the NCI Tech
Tip: Another Way to Hang Flexible Duct).

The components for a return upgrade include:
Return Grille, Return Box/Can, two duct col-
lars, flex/pipe, return plenum sized to handle no
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more than 300 to 400 feet per minute
(FPM) in return velocity.

Also, NCI has Generic Return Grille
CFM Recommendations. Please note
that NCI recommends you use met-
al adjustable elbows or Flex Duct
Saddles instead of bending the flex-
ible duct.

If a media filter is attached; NCI
recommends you use a minimum
size cabinet — 25-in. X 20-in. x 4/5-in.
(good up to 1200 CFM per three-ton
condensing unit. If bigger, add anoth-
er filter cabinet)

Make sure there is a six to 12-in.
transition from the media cabinet to
the air-handling equipment. Return
velocity should be between 300 to
400 FPM. NCI suggests using a max-
imum filter pressure drop budget for
Gas Furnaces of .10-in. w.c., for Air
Handlers, .15-in. w.c.
® If you have multiple returns Do Not

Forget to add Air Volume Control

Dampers to balance the return air

duct upon completion. These will be

needed to balance the HVAC system.

Supply Side of the HVAC System:
Are all the supply duct components
sized correctly? Let’s start with the
first supply fitting off the air-handling
equipment. Depending on the layout;
upflow, horizontal or downflow, here
are some suggestions (See Figure 1).
® All Figure 1 fittings may be used in-
terchangeably, in most situations.
Another reference to consider using
is NCI's Duct Fitting for Measure-
ments Worksheet. It's designed to
help contractors who need fittings
but do not have sheet metal shops
and outsource to a sheet metal fab-
rication shop.
® Upgrade the trunk duct as need-
ed. In many cases, upsizing the first
four to six ft. to handle all required
airflow, then re-attaching or adding
branches, can decrease static pres-
sure significantly. Reseal ductwork
with mastic and verify the duct wrap
insulation is rated at a minimum
R-8 or meets local building codes.
NOTE: ACCA Manual D suggests
not to run any given size of trunk duct
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more than 24 ft. Then reduce to avoid

friction rate and static pressure issues

due to effective length.

® There is a SMACNA fabrication note
about when to transition. Be care-
ful not to decrease the transition/
reducer size by more than 4-in. This
lowers the pressure drop of the fit-
ting and allows the required air to
drop by at least 200 CFM. Review
Tech Tip: Sizing for Low Pressure
Drop Duct Fittings.

® Make sure all branches have volume
dampers installed. This is necessary
once you completed the renova-
tion and need to balance the HVAC
system.

® When re-attaching branch runs, fol-
low the Two-Foot Rule. NCI rec-
ommends upsizing the takeoffs by at
least an inch if using round collars
or saddle airtites. When installing
takeoffs on a rectangular trunk, al-
ways use side or top takeoffs.
NOTE: Air pressure is always high-
est on the sides.

® We have discussed flex duct on the
return side, but | would like to point
out the supply is a little different.
The flex duct should be attached se-

curely to the boot with the inner core

pulled tight. The shorter the branch

run, the better. Try to keep it to 15 ft.

or less. There will be less chance for

the compression to go over 4% (based

on a 2004 Flex Duct Study pub-

lished by Texas A&M).
The study found that if the compres-

sion increased to 15%, the friction rate
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doubled causing decreased airflow to
the register.

NOTE: If the flex is over 15 ft.,
NCI suggests adding the appropriate
amount of round pipe to complete the
outlet run.
® Boot selection can be critical. Re-

member that the Equivalent

Length (EL) of a 90° boot is 80

ft. According to ACCA Manual D

- Group 4: ceiling/diffuser boxes

could be EL = 35 - 60 ft. Choose

carefully. Maybe look at straight
boots (EL = 10 ft.) and an off-the-
shelf (supply house) four-segment/
gore adjustable elbow (EL = 20 ft.),
if you can make it fit in the space.

This probably won’t work in a fin-

ished basement because most joists

are 7Y2-in. deep.

® Finally, don’t forget the Terminal

Device, which is called the supply

register. Check the throw, spread,

face velocity, noise criteria, and

CFM. Registers are not ornaments;

they are a component of a sophisti-

cated, well-designed HVAC system.

I have tried to give you enough infor-
mation to improve static pressure and
airflow, so go out and fix something!

Each one of these components will
decrease the TESP a little but togeth-
er can extend equipment life and im-
prove how the whole system works.

One more word of caution, please
do a room-by-room load calculation

to verify equipment size and required

airflow for each room.
Also, ask lots of questions and lis-
ten to the customer’s response. They

don’t speak your language, but they
live with the issues and called you be-
cause they want it fixed.

If you decide you would like a bet-
ter understanding of what I covered, I
suggest you schedule a date with NCI’s

Duct System Optimization Class
and get certified. I am always available

. 4
to answer questions. ////\ftl

/~ \ JohnPuryearhas aback-
ground in duct design,
sheet metal fabrication,
and installation in both
commercial and residen-
tial HVAC. He currently
serves the industry as

an instructor for the Na-
| tional Comfort Institute
(NCI). If you're a contractor or technician
wanting to learn more about duct airflow,
design, or renovation, contact John at ncil-
ink.com/ContactMe.
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( DIGITAL MARKETING /. By Emily Gutowski

Marketing Analytics for HVAC:
Turning Numbers into Insights

HVACTODAY.COM

eing an HVAC contractor in the digital
age means you likely have some online
presence. Maybe you have a company
website. Or perhaps you dove headfirst
into the world of Facebook, Instagram, TikTok,
or all the above. In any case, having a digital
presence puts your business on customers’ radar
when they need an HVAC contractor to repair,
upgrade, or replace their system.

Having a strong, deliberate online presence can
bring additional sales to your company. However,
getting customers to engage with your company
online isn’t as simple as creating a social media
page or website and writing posts to your heart’s
content.

You need to look at numbers and draw conclu-
sions about your marketing strategies to get cus-
tomers’ attention. It’s a lot like gathering static

Buffer (screenshot above) and Hootsuite are
examples of social media management software
that can provide analytics reports.

pressure and airflow readings when diagnosing a
problem in the field.

Just as you test and measure in the field and an-
alyze those readings to help inform your diagnos-
tic process, you can look at statistics and analyze
them to forge a marketing strategy that brings ac-
tual results. That's called “marketing analytics.”

WHAT IS MARKETING ANALYTICS?

Broadly speaking, marketing analytics is how
we convert measured numbers into insights we
can use to make decisions.

It's a skill HVAC technicians already use in the
field. When they go to a customer’s home and
measure static pressures, the numbers read on the
gauges or apps might not mean much to the av-
erage person. But your technicians can tell if the
HVAC system has high, low, or normal pressure.

We attach a meaning to
those numbers by compar-
ing them to what's normal,
which informs our diagnostic
processes.

Let’s say you measure a to-
tal external static pressure of
0.9-in. w.c. when the maxi-
mum rated pressure drop is
0.5-in. w.c. Your average Joe
won't know what a pressure
drop of 0.9-in. w.c. means,
but professional HVAC tech-
nicians will know that it's
high! The high static pressure
will inform the technician’s
next move as they attempt to
diagnose the problem—and,
eventually, fix it.

The same principle applies in the digital world.
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We can see how many people liked
our posts or subscribed to a news-
letter. Still, those numbers don’t help
educate and reach potential customers
unless we understand what they mean.

Now, if we notice trends where be-
fore-and-after photos get more likes
and comments than sales infograph-
ics, we'll know to post more be-
fore-and-after photos to interest more
customers.

Generally, marketing analytics
could be as simple as watching trends
in how many likes, comments,
clicks, etc. we receive per post on our
website or social media outlets.

We're taking numbers, understand-
ing what sorts of insight they give us
about the health of our marketing

strategies, and using them to decide
future steps. That sounds like what
we’'d do to diagnose an HVAC system
or prepare a duct upgrade, doesn’t it?

BASIC METRICS

There are a few metrics you'll likely
come across in the world of marketing
analytics:
® Bounce — In Google Analytics
[GAA4], the bounce rate refers to ses-
sions that are not engaged (see En-
gagement below). In email marketing,
bounces are failed deliveries.
® Click — An instance where some-
one clicks on a link in your social me-
dia posts, emails, or websites.
® Engagement — A measure of in-
teractivity with your content. If some-

one likes or comments on a social
media post, that counts as engage-
ment. On websites, specific criteria
may signify if a user is engaging with
the content (for example, spending
10 seconds on a page, scrolling down
90% of a page, or viewing at least two
pages on a website).

® Fans, Followers, or Subscrib-
ers — People who receive updates
from your social media page, blog, or
newsletter.

® |[mpressions — In social media an-
alytics, impressions are the number
of times a post appears on someone’s
feed; it does NOT necessarily measure
engagement. (It’s like the number
of cars that pass a “Garage Sale” sign,
regardless of how many people pass it
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multiple times or end up going to the
garage sale.)

® |ikes (or Reactions) — The num-
ber of people that interacted with the
“Like” function on a social media site
(or all reactions, including “Love” and
“Angry” for Facebook).

® Reach — In social media analytics,
reach is the number of unique people
who saw a post or page. (Unlike im-
pressions, reach would be the number
of unique license plates of cars that
drove by a “Garage Sale” sign.)

® Session — In some analytics soft-
ware, a session is a collection of user
behavior across their experience on a
website, including the number of page
views and engagement statistics.

® Users — This term is broad in Goo-
gle Analytics [GA4] and refers to any-
one who visits your site; Google Ana-
lytics sorts users into a few different
categories based on their behavior,
including:

O Total (all users)

O New (first-time users as indicated
in the code)

OActive (engaging with the site
within a specified date range in the
report)

OReturning (involved in at least
one previous web session on your
site, regardless of engagement).

® Views — In terms of website analyt-
ics, views refer to the number of times
a page is loaded on your site, whether
it’s from an internal referral (another
page on the site) or an external refer-
ral (such as a search result on Google).
Regarding social media or YouTube
videos, a view is any time someone
watches a video, reel, or short.

® Visitors — The number of times
your website is reached from an exter-
nal source (e.g., from a search result
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on Google or a Facebook link).

COLLECTING DATA
FOR ANALYTICS

While marketing analytics can be
daunting at first glance, you can start
simply. You don’t need software to
collect basic data about user engage-
ment on your website or social media
platforms.

You can see how certain social me-
dia or blog posts performed by look-
ing at how many likes or comments
each post received. You may notice
that posts of a specific format, length,
or topic tend to receive more attention
than others. It would stand to reason
that something you're doing in those
posts resonates more with potential
customers.

However, keep in mind that the data
can mean different things; a post may
have gotten more attention because it
was posted at a different time of day
when more of your followers or sub-
scribers were active.

For that reason, it's a lot easier to
have software that tracks and com-
piles this information into reports;
Buffer and Hootsuite are examples
of social media management software
that can provide analytics reports.

Such software shows things like en-
gagement statistics, but they can also
show you the best days and times to
post social media content, as well as
how often you should post, based on
historical data.

When you have all the data in front
of you, you can see which post times
are most likely to result in the broad-
est reach and which post topics or
formats get more engagement than
others. With the numbers—and the
insights—at your disposal, you can

develop your marketing strategy.

MARKETING ANALYTICS FOR
COMPANY WEBSITES

The same principles apply to web-
sites. You can use software like Google
Analytics [GA4] or a plugin from your
website host (like WordPress).

We use WordPress for HVAC
School and receive data about how
people interact with the website via
their JetPack plugin.

This feature is basic by comparison
to Google Analytics [GA4], but it
allows us to see how people use our
site, what pages they’re viewing, and
how they found the site (e.g., from
search engines like Google or links on
other websites), among other things.

This information can tell you what
people want to see on your site and
what they typed into a search engine
(like Google) to find your site. Both
things are great pieces of data to help
generate sales leads down the line.
The data can help you identify poten-
tial customer pain points that you can
help alleviate with your services.

For example, prospective customers
will likely search for “HVAC contrac-
tor near me” or “AC repair near me.”
However, some prospective custom-
ers actively seek home solutions and
might use more specific queries, like
“duct renovation near me.” If your
business provides the services the cus-
tomers are searching for, you can use
this data to shape your messaging by
ensuring your web content contains
the keywords customers search for.

Google Analytics [GA4] also allows
you to configure your reports to collect
data from specific locations. You can
use this to your advantage by collect-
ing data only from your service area. If
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you’re a contractor in Seattle, the web
activity of a user in Miami isn’t going
to generate sales leads. You can filter
their data out and analyze the data
that will help you generate sales leads.

DATA ANALYTICS FOR NEWSLET-
TERS AND EMAIL CAMPAIGNS

You can manage newsletters and
email campaigns in bulk with software
like Mailchimp or Hubspot. We use
Mailchimp at HVAC School to auto-
mate tech tip notifications and send
emails for specific events (like upcom-
ing webinars and the HVACR Training
Symposium).

Some plans allow you to see the an-
alytics of your most recent campaigns,
including how many people opened
your email, clicked on links in the email
(and which links they clicked), and un-
subscribed upon receiving the email.

In cases with clicks and opens, you
may also see unique clicks and opens,
representing how many individual

users opened the email or clicked on
something. That way, a handful of us-
ers who click on things repeatedly
won’t skew the data.

Let’s say you send an informative
email about the importance of good
static pressure and provide and in-
clude a link to a service request form,
contact form, or FAQs on your web-
site. When you look at those clicks in
your analytics panel, you can easily
gauge existing customers’ interest in
that service by seeing how many peo-
ple click on the form.

On the other hand, many people
could unsubscribe from an email that
seems like an aggressive sales pitch.
You might not know to change your
approach unless you see many unsub-
scribes in your analytics panel.

WHAT TO DO WITH ANALYTICS IN
THE LONG RUN

We know what analytics are and
how to get the data we need—great!

Here is a screenshot of HVAC School’s MailChimp email campaign software. We use this to auto-
mate certain campaigns, to announce upcoming events, and to track the subsequent data.
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Now, what do we do with that data?

In some of our previous examples,
you can see what's working and not
working in the short term to make
quick fixes or explore a formula that
seems to work so far.

In the long term, you can use ana-
lytics to appeal to people you want
to work with. As you figure out what
your company can offer to interest
prospective customers who would be a
good fit, you can attract more of those
customers and solidify your compa-
ny’s identity in the process.

Using analytics to drive your online
marketing lets you deliberately devel-
op your company’s image by refer-
ring to specific insights—not by post-
ing haphazardly. You get to see which
messages gain traction online. Then,
you can decide how to attract custom-
ers who are a good fit for you with the
insights you receive.

In addition, online messaging
about your services, pricing, service
processes, etc., lets customers know
if your HVAC business is right for
them and will address their specific
pain points. That said, your business
won’t address the pain points of every
single prospective customer.

BIG MISTAKE: TARGETING
EVERYONE

It's normal to want to cast a wide
net to get as much business as pos-
sible. However, some customers just
want someone who can get their A/C
unit running; these customers will
likely not be interested in advanced
diagnostics or upgrades, even if those
items would improve their comfort
and their systems’ longevity.

Some customers won’t be willing to
pay the prices you ask for a thorough
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system diagnosis. That's okay — cus-
tomers have different goals, and you,
the contractor, don’t have to try to
please everyone.

Keep that in mind when you craft
the messages you want the public to
see. Sure, an email or post about a
$59 duct cleaning special might get
more clicks than an informative piece
about how poor ductwork can keep
an HVAC system from living up to
its full potential, but is the $59 duct
cleaning special really the service you
want to provide?

Instead, focus on the messages that
resonate with the people you are best
equipped to serve. Then, nail down the
online habits that get people to pay
attention to your business.

ANALYTICS FORTHE HOW, NOT
THE WHAT

More web traffic, clicks, and engage-
ment on your site or social media is
good. However, it shouldn’t entire-
ly dictate your business model or the
content you post.

For example, the HVAC School
website analytics consistently show
that A2L training is among our most
highly sought-after content. At least
one A2L-related tech tip consistently
ranks in our site’s top 10 most-visited
pages on any given week.

If web traffic was the most import-
ant thing to us, we may aswell go all in
and change our name to A2L School.
But getting clicks by itself is not what
we set out to do.

We aim to share field-applicable
training about several aspects of the
HVACR trade. That is our “what.”
The results of that goal aren’t tangible
since HVAC School is a free source,
but we still focus on making our
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Sample screen of HVAC School’s analytics showing their website data. This information can
then be used to fine-tune content delivery to satisfy reader’s interests.

content have the highest reach possible.

However, we've put that into prac-
tice on our YouTube channel with
successful results. When explaining
scientific concepts and detailed ser-
vice procedures, we've noticed that
our 3D videos outperform our other
content regarding views and likes.

Those analytics tell us that people
love these videos (or maybe they're
more likely to share them with ap-
prentices), and more people find them
helpful.

After we saw that this new video
format made a positive difference for
our audience and our overall reach,
we started creating more 3D vid-
eos to show detailed installation and
service procedures.

WHAT ABOUT ME, A HIGH-PER-
FORMANCE HVAC CONTRACTOR?
Just as zeroing in on A2L train-
ing isn’t HVAC School’s “what,” the
$59 duct cleaning special isn't your

company’s “what.” Will an email ad-
vertisement for that $59 duct cleaning
get more clicks? Probably, but clicks
aren’t the most important thing.

You're offering advanced diagnos-
tics—and possibly some radical de-
sign solutions—to help homeowners.
Your work helps them address why
their HVAC equipment is reaching
only about half its potential. Focus
on that messaging, but pay atten-
tion to the content delivery to attract
customers willing to pay for your
services.

Do your customers click on links to
your company’s request for service
form through Facebook posts with be-
fore-and-after photos?

Do you have videos of technicians
performing tests in the field or of se-
nior techs explaining the science be-
hind the service? That’s the informa-
tion you can get from analytics, and
you can embrace it to drive your on-
line messaging.
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If the analytics show that customers
in your market like time-lapse videos
of jobs well done more than other con-
tent, and leads to an uptick in request
forms being filled out, then you’ll know
to share more of those time-lapses on
your social media!

If your newsletter subscribers aren’t
opening emails with a lot of text, you
know to change to something more di-
gestible or visual.

IFYOU DON'T MEASURE ...

Just as it can be a bit overwhelming
to think about all the readings you
need to take as an HVAC technician,
all the numbers involved in market-
ing analytics can be daunting at first.
Clicks, views, visitors—it really can be
overwhelming. You may collect data

analytics from several sources simul-
taneously: your website, mailing list,
and social media.

But just like when you start testing
for static pressure more often, looking
at your marketing analytics will help
you start seeing trends. By the way,
just as Bluetooth-compatible HVAC
measurement apps hint at whether
your readings are high or low, many
analytics platforms will show you in-
creases and decreases in the strength
of your marketing efforts over time.

Once you get familiar with your
numbers and understand what they’re
trying to tell you, you can see them as
valuable indicators for your marketing
strategy.

As with anything we measure in the
field, the idea is to convert numbers

into insights that help determine the
next step.

You can get them from various
sources, each with different pricing
and options, but they can help you pin
down what's grabbing your audience’s
attention so you can generate more
leads and share your solutions with
more customers. ZNCI

~  \ EmilyGutowskiis the
technical writer and
content editor for HVAC
School (founded by
Bryan Orr), in Clermont,
FL. She has occupied
this role since 2020,

the same year she
~— / graduated from the Uni-
versity of Florida with her Bachelor of Arts

in English, and a minor in mass communica-
tion. Emily can be reached at ncilink.com/
ContactMe.
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@ By Will Horner
_

Tech Talk Doesn’t Close
More Sales
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hile often overlooked, HVAC sys-
tems play a crucial role in ensur-
ing the well-being of occupants
in residential, commercial, and
industrial spaces. From maintaining a comfort-
able temperature to improving indoor air quality,
HVAC systems offer many benefits that enhance
our daily lives.

Over the years, I've learned that the world of
HVAC is confusing from a consumer’s perspec-
tive. That is a given. But it can be very unclear
to those involved in it, too. From how equipment
actually works to the science behind heat trans-
fer, there is so much technical language. As we
become better at discussing HVAC systems, that
jargon can and often does become part of our ev-
eryday speech.

At Canco, we try to eliminate confusion by show-
ing rather than explaining. Our National Comfort
Institute (NCI) mentors always discuss systems
and processes. That includes creating and sharing
documentation with customers to help explain
what we are doing. So, we made our own forms,
which NCT’s late Rob Falke helped us build.

SHOW NOT (NECESSARILY) TELL

Furthermore, we always look for other tools
that can help simplify the technical aspects of
testing, diagnosing, and solving HVAC comfort
issues. One recent tool we started working with is
the measureQuick mobile app.

With this tool, we can more efficiently do re-
al-time field testing, and the reports mea-
sureQuick produces will help us better explain
what we found and what those findings mean to
our customers.

That’s bumped up my level of system field di-
agnostics and my ability to provide prescriptions

to customers for remedies. Our two installation
crews will also be using this app to verify that we
deliver what we sell, which is safety, health, com-
fort, and efficiency.

As a salesperson, first I explain how these tools
help us determine the health of their ductwork
and why that is important. Then I explain how we
use national guidelines to compare our measure-
ments and testing results. This is how | can better
help them understand how their system is oper-
ating now and what we can do to improve it.

Only then do I move into the importance of air-
flow and why air upgrades and duct renovations
are a solid way to get their systems to peak oper-
ating efficiency and comfort.

We call this approach the Canco Air System
Performance Verification, and this process helps
us to sell more air system renovations.

SELLING STARTS WITH UNDERSTANDING,
NOT TALKING

Selling heating and cooling solutions to con-
sumers can be like speaking an entirely differ-
ent language. And many HVAC contractors often
struggle with effectively communicating informa-
tion and expectations to their customers on sales
visits. The gap between the deep technical knowl-
edge of those who sell HVAC services and prod-
ucts and the average consumer is huge. This gap
can create some unique communication obstacles
working to close on sales.

NCI taught us to always start by discovering
customer needs. That means asking them ques-
tions. The customer can tell you more in a few
minutes than you could ever find out from the
basement looking at a piece of duct.

The customer can tell you what they’re experi-
encing, what they want, and what they need. At

MAY 2024 19



Whether talking to customers during a sales visit, or visiting with attendees at a local home show event, the key is to listen, ask questions, and
invite them into a relationship versus transactional discussion. And steer clear of falling into technical jargon speech.

Canco, we spend a lot of time devel-
oping processes to help us provide
customers with what they want. The
funny thing is that most don’t even
know they want safety, health, com-
fort, and efficiency.

But when I finish explaining what
we will do and why, when | show them
how we can improve their situations,
they realize they want and need those
four things.

In classes and articles I've read, this
is called developing a relationship.
Building a relationship with your cus-
tomers changes things. You go from
your relationship being based on
transactions (or the cheapest price/
fastest installation time) to one based
on trust.

Relational customers listen to us,
ask questions, and want to know
more. During my sales presentation’s
first 15-20 minutes, I ask questions
and then listen to their answers. | talk
less and spend more time taking notes
in the first 20 minutes.

IT'S A CULTURAL THING

It never dawned on me before, but
communication is a cultural thing.
For us, the culture is our high-perfor-
mance approach, and it's taken years
to get it going, but I see it making a dif-
ference.

Again, it's not easy. Even today, |
must simplify how I talk to custom-
ers and focus on showing instead of
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telling. It takes a lot of effort.

What disheartens me is how so many
companies claim to operate above par
but settle and provide average or be-
low-average service. They like the sta-
tus quo. That’s not us. We don’t want
the status quo.

We want to show our community
that we're better than just the guy who
sells boxes.

TIPS FOR SIMPLIFYING TECH

TALK
The good news is that the owners of

Canco go out of their way to provide

me with the tools and training | need

to be successful at this. Here is what I

learned, what | practice, and what is

working for me and my company:

® The truth is most customers want
to understand what they are buy-
ing and why it benefits them. Trans-
lating HVAC jargon into ideas that
customers can comprehend is an art
that doesn’t come naturally to every-
one. I take time to create a list of the
most common talking points in my
sales approach and write out simpli-
fied, relatable responses for each.

® Less can be more — I struggle with
falling into the trap of talking jar-
gon. It is second nature — after all,
I've spent years selling HVAC and
training in its technical aspects. My
nature is to overshare that wealth of
industry knowledge, thinking I am
educating the customer.

While consumers want to feel con-
fident in their purchase choice, they
are easily overwhelmed by a salesper-
son or technician sharing a firehouse’s
worth of information. Today, I work
hard at trimming my sales conversa-
tions down to only what is necessary
for the homeowner to understand the
benefits. Once I do that, I can com-
plete the sale.
® Bundling — I find success in offer-

ing various products and services

that we can bundle to benefit a cus-
tomer (service agreements, financ-
ing options, extended warranties,

IAQ, etc.).

When offered separately, the sale
becomes more complex in customers’
minds. Bundling these services togeth-
er into set purchase plans can simpli-
fy customer choices. They can make
clear, confident decisions faster, and
the salesperson can close more sales.

VISUAL AIDS

Using visual aids is the fun part for
me. I follow Canco’s six-step sales
process. | show the customer the NCI
form with their name and telephone
number on it (it’s customized just for
them). It shows how an HVAC system
is supposed to work and what we do
to test and measure to find any prob-
lems. I guide them through it. I put an
addendum to it if I want something to
stand out for them.

Typically, that addendum is a sheet
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of paper with headers for safety,
health, comfort, and efficiency. Be-
neath each header, we describe what
we provide in each area for them. I
leave that with the customers while |
begin testing in their basement.

That’s proven powerful because
when I come up from the basement,
the customers usually are reading
that form. They’re engaged. I then ask
them what they think about the infor-
mation they just read.

Their response is usually very posi-
tive. They'll say, “I'm really glad you're
doing this. No one else does this stuff.”

This seems to wean out transaction-
al customers, who we don’t want any-
way. I think NCI taught us about firing
customers. Sometimes, our pricing or
the way we do things wean them out.
They don’t understand. | do my best to
educate them in under two hours, but
sometimes that is futile.

We also use analogies to help ex-
plain what we do and what we measure
and test on their systems. Using analo-
gies, such as comparing static pressure
to blood pressure, makes things much
less techie and more understandable.

Plus, I take alot of pictures. I learned
this from Tom Whitman, who called
it evidencing. | take photos on my
cell phone and iPad to show custom-
ers what I'm doing and what I found
during my presentation. In this way, |
can teach them about their system.

I also draw pictures now (something
else I learned from Whitman). That’s
been a godsend. It seems weird for me
to draw a picture to explain how a cus-
tomer’s system works. But most cus-
tomers thank me for showing them in
a way they understand.

Hand-drawing pictures showing how
air moves throughout their home helps
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make sense of their issues and allows
them to decide to buy from me. I often
don’t even ask for the order. They say,
“When can you get started, and what
kind of deposit do you need?

The result of this show-versus-tell
approach is having a closing rate, on
average, around 40 to 50%.

STORYTELLING IS SO POWERFUL

Everybody loves a good story. Shar-
ing anecdotes or real-life examples
to explain and illustrate our practic-
es and technologies is also a great way
to build customer relationships. Be-
cause we practice High-Performance
HVAC™, we can make the invisible
visible for customers.

Where most people look through
the air and breathe it, we can see it
by testing and measuring air within
the ductwork. Customers are amazed,
especially when we show them airflow
numbers. We show them how we can
see what it's doing. What other con-
tractor can do that?

At this point, | can talk about the
tools we use, the training we under-
go, our certifications, and what that
means in terms of providing them
with solutions to their comfort and en-
ergy issues. Most customers then get
it and see that virtually no other con-
tractor offers this level of service.

I've gone as far as showing them
our readings and measurements, but

most customers, in my experience,
don’t care about that. What they do
care about is the evidence | gather,
the pictures I share, and the explana-
tion of the difference between what
we found compared to national stan-
dards, much in the way doctors or car
mechanics do.

I then end the story of their HVAC
system by asking them if they can see
how our proposed changes can make a
difference for their family.

This is how Canco builds trust and
relationships with potential custom-
ers and maintains those relationships
with existing ones. Again, it’s all about
communication and education.

None of this stuff just happens. It
takes commitment. It takes train-
ing. And most of all, it takes practice.
Training is critical to making sure that
everybody is on the same page. It's
also a great way to find better solu-
tions together. f//,l\ftl

Will Horner is the sales
manager at Canco Cli-
mateCare in Newmarket,
Ontario, Canada. He
joined Canco in 2005
and is a firm believer in
training. He has taken all
the HVAC design courses
at The Heating, Refrigeration Air-Condition-
ing Institute of Canada - Skilltech Academy.
Horner holds current designations as a Res-
idential Air System Design Technician and
Residential Hydronic Design Technician. You
can reach him via ncilink.com/ContactMe.
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Late-Breaking 2024
HVAC Summit News

NCl's 21st Annual
High-Performance
HVAC™ Summit is
coming! It is the
gathering place for

high-performance

contractors across

North America and

is the only event focused on ser-
vicing, selling, and delivering High-Per-
formance HVAC systems. Summit 2024 is
September 10-13 in Asheville, NC.

Registration is open and room reser-
vations are starting to fill up.

This year's theme is OUTPERFORM!
Make High-Performance HVAC™ Your
Secret Weapon for 2025 and Beyond.

Join fellow High-Performance HVAC
contractors in Asheville to explore ways
to outperform your competition, de-
light customers, and lead your market-
place as you set your priorities for 2025
and beyond.

The 2024 conference
breakout sessions. This month, let’s focus
on two of them:

The Air Upgrade Cure: A Simple
Solution to HVAC Equipment Failures:
NCl's Vice President of Training, David
Richardson, will present this session and
focus on two of the most common issues
for equipment failures: excessive exter-
nal static pressure and improper airflow.

He will show you how to correct these
problems with Air Upgrades via testing,
diagnosing, and creating a predeter-
mined scope of work.

Also, Bryan Orr, president of Kalos Ser-
vices and HVAC School, will present How
to Solve the Top 10 Inverter Installa-
tion Issues. Inverter tech isn't new, but
newer products hitting the market today
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are causing concern because technicians
are still learning about it.

Bryan will share the most common in-
verter issues technicians may encounter
in the field, and how his HVAC compa-
ny solves them to provide HVAC systems
that operate at peak performance.

If you want to see all 11 sessions in
detail, go to ncilink.com/SummitSes-
sions. If you have any questions, call
800/633-7058 and have our Customer
Care representative help you.

NCI Member Martin
Hoover is ACCA’s New
Chairman

Congratulations
to NCI member Mar-
tin Hoover on his re-
cent appointment as
chairman of the Air
Conditioning Con-

tractors of America
(ACCA).

Hoover is co-owner of Empire Heating
and Air Conditioning in Atlanta, GA. He
has been a member of National Comfort
Institute since 2004.

With more than 40 years in the HVAC
Industry, he has been recognized with
many awards including several Ameri-
can Standard, Amana and Daikin Dealer
Awards; Contractors 2000 Performance
Award; Conditioned Air Association of
Georgia Contractor of the Year; and AC-
CA's 2020 Distinguished Service Award.

Congratulations to Martin Hoover.

Welcome NCI’s New
Partner: Shop-On-Fire

National Comfort Institute (NCI) is
pleased to announce the addition of an-
other partner to our Member Rewards

Training Incentive Partner Program (TIPP).
Welcome to Jeremiah Webb’s Shop On
Fire, a national coaching organization
focusing on CSR Training and Coaching,
Technician Sales Training and Coaching,
and Leadership Training and Coaching.

If you have any questions about mem-
bership, our TIPP program, or Shop On
Fire, contact one of our NClI Customer
Care Representatives at 800/633-7058.

Adam Mufich is NCl's
Newest Instructor

(NCI) is
pleased to announce the addition of
Adam Mufich to its instructor corps.

Mufich’s family has been in the HVAC
Industry in the Chicagoland area since
before the 1970s. His grandfather was
the chief engineer at several notable
buildings in Chicago, including the his-
toric Palmer House Hotel. His father first
worked for Trane Comfort Corps in the
1970s, then opened a residential HVAC
business in the early 1990s.

Adam worked for
his father, then start-
ed A-Team  Heat-
ing and Air in 2012.
A-Team was dedi-
cated to solving cus-
tomer comfort issues
by delivering the
highest level of craftsmanship possible.

Mufich holds or has held certifications
with NATE, NCI, Geothermal Alliance of
lllinois, and ACCA.

Please join us in welcoming Adam Mu-
fich to the NCl team. WC’

National Comfort Institute
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ONE MORE THING... (J :
By Dom Guarino

OUTPERFORM With Us at
HVAC Summit 2024!

—

——

Dominick Guarino

is publisher of
High-Performance
HVAC Today magazine
and President & CEO
of National Comfort
Institute, Inc. He can
be reached at ncilink.
com/ContactMe
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ur theme for National Comfort Institute’s

(NCI) High-Performance HVAC™

Summit on September 10-13 in Ashe-
ville, NC is OUTPERFORM!! The all-new for-
mat focuses on the newest tech and best practic-
es for integrating High-Performance HVAC into
your business approach.

At last year’s Summit we spoke about a new
spirit of collaboration we wanted to foster among
companies that are truly focused on raising the
bar for the HVAC industry.

These conversations were timely in the face
of the onslaught of major new technology chal-
lenges, ranging from A2L refrigerants to invert-
er-based HVAC systems, new heat-pump tech-
nology — and more.

I am excited to report that since then there has
been unprecedented collaboration between NCI,
manufacturers, distributors, and a number of or-
ganizations who produce tools and services fo-
cused on raising the bar. Many of these new ini-
tiatives will be shared this September.

Our goal this year is to help you navigate the
many new challenges mentioned above, and seize
the opportunities that invariably come with these
rapidly changing times in our industry.

AN EVENT FOR EVERYONE

We invite you to join other like-minded HVAC
professionals as we work together to help you
outperform your competition and delight your
customers with high-performance solutions.

This event is open to everyone. Whether you're
just exploring this approach, or want to take what
you've learned from NCI’s training to the next
level, this conference is for you!

We're confident owners, managers, salespeo-
ple, technicians, and installers will gain a ton of
value, knowledge, and new relationships from

this one-of-a kind event.

The High-Performance HVAC Summit is not
just another HVAC conference. It’s the ONLY in-
dustry event 100% focused on helping your busi-
ness succeed in selling, installing, and servicing
systems that outperform 90% of the current in-
stallations across North America.

CONFERENCE HIGHLIGHTS

Here’s just a sampling of this year’s conference:
® Ten different workshops laser-focused on
delivering proven, measured performance, and
helping you achieve the profitability you need and
deserve. Click Here for complete descriptions.
® High-Performance Town: A hands-on expe-
rience featuring operating HVAC systems where
you'll work with the most cutting-edge testing and
diagnostic technology available today.
® General Sessions packed with thought-pro-
voking conversations and announcements, in-
cluding a Panel Discussion with some of the
best thought leaders in our industry.
® Our Keynote Speaker is not just a highly
successful HVAC contractor in his own right, he’s
also an HVAC education leader helping to raise
the bar for our field professionals.
® NCI's 23rd Annual Awards banquet rec-
ognizing the best in High-Performance HVAC.
Might you be one of our next award recipients?

Participants will also be able to interact with
our great industry partners who will be available
both during tradeshow hours and throughout the
conference.

We hope you'll join your brothers and sisters in
high-performance to make this not only the big-
gest and best Summit ever, but the most reward-
ing industry event you will attend this year!

Click GoToSummit.com for updates on all the
great Summit events. See you in Asheville! Wfl
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