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BE THE BRAND AND OWN IT 

Matthew Schneider 
 

M ost of you have heard me talk about the 2013 and 
2016 American Home Comfort Study. I cannot stress 

enough that the Home Comfort Study might be one of the 
best tools towards understanding the consumer sentiment 
towards our industry, our products and their purchasing agen-
das. In an economy where the consumer landscape has made 
tectonic changes in just a decade, what could be more im-
portant to us than having a deeper understanding of consum-
erism in our space specifically? 
 
Several weeks ago I had a great conversation with a friend 
who works as a dedicated contractor salesperson, joined at 
the hip with one of the biggest brand names in HVAC (I will 
give you a hint – it starts with a C). He was lamenting that he 
was struggling to keep his ticket prices where 
they needed to be in order to make a profit. 
Through the conversation, I asked questions 
and dug deeper and I started to see a pattern. 
He reported that on almost every lead he went 
on, he was in the same house, giving the same 
pitch, on the same products, as up to three or 
four other (big C) contractors. It was his find-
ing that when it was same brand vs. same 
brand vs. same brand, price became the criti-
cal factor driving his ticket prices towards the 
basement. I was curious about his conclusion, 
so I went to the trusty Home Comfort Study 
for info and guidance. Here is what I found, putting the 
whole dilemma into perspective. 
 
Fact #1: When consumers were asked about whether  they 
were specifically a Contractor First or Brand First purchaser, 
in the Midwest, 67% of consumers stated that they picked 
their contractor first, knowing nothing about brand at all. In 
the end, these consumers overwhelmingly purchased whatev-
er the contractor suggested. 26% of consumers had a prede-
termined view of a brand and sought out a contractor who 
sold that brand specifically. The rest, 7%, self-reported as 
installing their products on their own. 
 
Let’s dig deeper. 
 
Fact #2: When consumers were asked about how many 
bids they received in order to make their purchasing decision, 
self-identified Contractor First consumers got 1.8 bids. Amaz-
ingly 51% of these consumers only got a single bid! Put this 
into terms of closing ratios for contractors who focus on mar-
keting themselves and have a great, exciting, sales process… 
Brand First consumers got more bids. In fact they averaged 
2.2 bids total.  
 
Deeper yet. 
 

Fact #3: When these same consumers were asked about 
how long it took them to make a decision about their pur-
chase, self-identified Contractor First consumers took 7.1 
days to make a purchasing decision vs. the 8.9 days for a 
Brand First consumer. Team – I beg you to not wait a week 
to follow up with a lead that has not committed. If you wait a 
week, the odds are the deal is already done. 
 
Finally, the ticket price. 
 
Fact #4: When all was said and done, self-identified Con-
tractor First consumers reported spending $4,894 on their 
purchase. This is a whopping, $966 more than the Brand 
First consumer at $3,928. But wait, hasn’t it been the tradi-

tional belief that with a big brand comes big 
ticket prices and big profits?  
 
The conclusion. 
 
After the research, it makes sense. Contractor 
First consumers have a sense for the contrac-
tor they want to use. They trust the local con-
tractor, who they may have a relationship with 
already, to make a good recommendation and 
stand by whatever product they suggest. This 
trust level, creates an environment where they 
feel comfortable making a quick decision, 

without confusing themselves with multiple bids and differ-
ing opinions. The reward of all of this trust and acumen is a 
higher ticket price for the contractor.  
 
The reverse angle is a Brand First consumer, who is loyal to 
a brand, not a contractor. They go to a manufacturer’s web-
site and search out the multiple dealers who can propose 
them the same system. Obviously, this will include getting as 
many quotes on that commoditized, single brand, offering as 
they can get. The process of getting multiple quotes on the 
same system takes longer, stretching out the decision making 
process and might include some negotiation between the con-
sumer and the multiple contractors to drive the price to al-
most $1,000 less. The kicker is that the contractors that are 
wrapped up in this death spiral, probably pay a large amount 
of money annually to simply have the opportunity to sell that 
brand and more than likely pay more for the product because 
of the label. The perfect storm for profit strangulation.  
 
The data is pretty clear. Build your brand. Build your reputa-
tion. Build your value story. Become your community’s expert. 
Make your sales process exciting and compelling. Don’t apolo-
gize for your price. Dispel the myth that you need a big brand 
to succeed. Reject the temptation to pay into the “cool kids 
club”. Ultimately that club membership guarantees you a client 
base with behavior patterns that do not insure your success.    
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2015 IMC & 2015 IECC CODE UPDATES 

Allyse Panaro 
 

A s of May 1st, 2018 - Wisconsin is now following the 2015 IMC & 2015 IECC codes. Here is a brief summary of 
some changes that have occurred: 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
If you would like to learn additional information on the changes you can expect to see from the 2015 code change – UW- 
Madison and the Wisconsin Department of Safety & Professional Services (DSPS) are offering a one day program on 
August 16, 2018 from 8:30 a.m. – 12:00 p.m. at the Alliant Energy Center in Madison, Wisconsin. This is a great oppor-
tunity to hear about the code changes from the reviewers who may review some of your projects. Please visit University 
of Wisconsin Madison - Department of Engineering Professional Development to register for the code change review. 

Equipment on Sloped Roofs 
IMC 306.5.1 & SPS 306.5.1 
WI SPS amendment 306.5.1 has been 
removed which requires guards and 
platforms at installations of fans only 
if the roof is > 3/12 pitch. 
 
Condensate Lines & Pumps 
IMC 307.2.4.1, 307.2.5 & 307.3 
All mini-split systems must have an in
-line check valve or trap located in the 
drain line. Condensate drain lines 
must be configured to allow mainte-
nance without cutting of the drain line 
or tubing. When condensate pumps 
are located within uninhabitable spac-
es; they must be connected to the ap-
pliance or equipment it serves to pre-
vent the appliance from operating dur-
ing pump failure. 
 
Shower Room Ventilation Change 
IMC table 403.3 & SPS table 
364.0403  
Shower room ventilation has been 
modified from 2 cfm/sf to 50 cfm in-
termittent or 20 cfm continuously per 
shower head. 
 

Hospitals, Nursing Homes & 
Ambulatory Care Facilities 
IMC 407.1 & SPS 364.0300 
All ambulatory care facilities and 
Group I-2 occupancies shall be de-
signed to ASHRAE 170 and the FGI 
Guidelines.  
 
Manicure/ Pedicure Stations 
IMC 502.20 
Manicure and Pedicure stations shall 
be provided with an exhaust system 
either factory installed or exhaust out-
lets no more than 12” horizontally and 
vertically from the point of chemical 
application. 
 
Dryer Exhaust Power Ventilator 
IMC 504.5 
Dryers may be installed with dryer 
exhaust power ventilator provided the 
fan is listed and labeled for use in dry-
er exhaust and it is installed per manu-
facturer’s installation instructions. 
 
 
 
 
 

Vestibules/Air Curtains 
IECC C402.5.7 
Any door opening into a space greater 
than 3,000 sf that is intended for pub-
lic use must have either a vestibule or 
an air curtain capable of a minimum 
velocity of 6.56 feet per second at the 
floor. 
 
Economizer 
IECC C403.3 & SPS 363.0403 
Economizers are now required on any 
size RTU. 
 
Duct Insulation 
IECC C403.2.9 
Any ducts located outside building 
envelope shall be insulated with R-12. 
Ducts located within unconditioned 
space shall be insulated with R-6 un-
less the ΔT between interior and exte-
rior of duct or plenum is less than 15°. 
 
IECC Code Book Reorganization 
The entire IECC book is reorganized 
into a Commercial section and a Resi-
dential section. The residential section 
does not apply to single family homes 
only low-rise residential.  

https://epd.wisc.edu/course/wi-commercial-building-code-refresher-summer-mechanical-update-am-session/?utm_source=iContact+%28EPD%29&utm_medium=email&utm_campaign=facilities&utm_content=060518_WI_Comm_Bldg_Code_Update
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NEW EPA RULES 

Kenneth Jung 
 

A s of the 1st of this year, a new chapter (403 pages) of rules and regulations for the EPA “Section 608 of the Clean 
Air Act” were signed into law. Some of the changes include a more advanced phase-out of certain refrigerants, ad-

ditional record keeping and changes to allowable leak rates and mandatory repair requirements. 
 
This article will give you an overview of those changes. 
 
 Prior to January 1, 2018 there was no specific description of certification for technicians working on HFC (i.e.: 

R410A) refrigerants. Now, as of 1/1/2018 you must be a Section 608 certified technician to work on HFC equip-
ment. 

 EPA has removed the requirement to register “certified recovery equipment”. 
 The EPA is adopting UL flammability standards as part of the certification program. There is movement by 

OEM’s to design equipment that use flammable refrigerants in the near future. 
 “Leak Rates & Duty to Repair.” The EPA has changed leak rate repair requirements. This will now apply to all 

refrigerants and will go into effect 1-1-2019. 
 Leak rate must be calculated every time refrigerant is added to an appliance containing     50 lbs. of refrigerant. 
 Revised leak rate thresholds: 
  • 30% for Industrial Process Refrigeration (IPR) (lowered from 35%). 
  • 20% for Commercial Refrigeration (lowered from 35%). 
  • 10% for Comfort Cooling (lowered from 15%). 
 A certified technician must perform a leak inspection to identity the necessary repairs. 
 The repair must bring the appliance leak rate below the threshold percentage listed above. 
 Periodic Leak Inspections must be performed according to the following schedule: 

Equipment Full Charge Frequency of Leak Inspections 

Commercial 
Refrigeration & IPR 

500 pounds 

Once every three months until the 
owner/operator can demonstrate that 

the leak rate has not exceeded the 
threshold for 4 quarters in a row. 

50 to 500 pounds 

Once per calendar year until the 
owner/operator can demonstrate that 

the leak rate has not exceeded the 
threshold for one year. 

Comfort Cooling 50 pounds 

Once per calendar year until the 
owner/operator can demonstrate that 
the leak rate has not exceeded 10% 

for one year. 

“EPA RULES” Continued on page 4 
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 Verification tests must demonstrate that leaks were successfully repaired. 
 EPA changes to “Record Keeping” and “Appliance Disposal.” 
 
  •  Existing “safe disposal requirements” have been extended to appliances with 5 pounds or less of a HFC 
   refrigerant. (Starting 1-1-2018) 
  •  Appliances with between 5 and 50 pounds of refrigerant.   
  • New record keeping for the disposal of appliances have gone into effect as of 1-1-2018. Now requires… 
 

    • Company name, location of the appliance removal, date of recovery, and type of refrigerant recovered. 
    •  Amount of refrigerant (by type) recovered from all disposed appliances in each calendar month; and 
    •  Quantity of refrigerant (by type) transferred for reclamation and/or destruction, the person to whom it  
     was transferred to, and the date. 
    •  These records must be maintained by the technician/company, not the owner/operator of the appliance. 

 
I will post new and additional rules and regulations as additional information is made available. 

“EPA RULES” Continued from page 3 

 

M eet Anthony Tumidajewicz, a new face to Monroe Equipment. Anthony has come 
onboard as Territory Sales Manager for Dane County and Southern Wisconsin and 

is looking forward to working in our team environment and providing exceptional service 
and support to our dealers. 
 
While earning his degree in Economics from UW – Madison, Anthony worked in IT sup-
porting the geography department at Science Hall. Prior to joining Monroe, he gained ex-
perience in the variable frequency drives market with ABB while coordinating services 
nationwide, and most recently led the creation and development of a successful inside 
sales team. 
 
Anthony has formed and played in local rock bands, composes music on his guitar, travels 
the state in search of vibrant photographs and has recently added inland trout fishing to 
his ever-growing list of hobbies and interests. 
 
A day well spent in Anthony’s book means that in some way, small or large, he’s provided value to someone or some-
thing. Most happy when helping others, he views each day as an opportunity for accomplishment and continuously 
strives to be a resource that others can trust in. 

GETTING TO KNOW YOU 
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Aixa Stelter 
 

M onroe Equipment employees got a rare chance to spend some quality time together (aka: non-work time) at the 
Milwaukee Brewer’s Game on June 21. The comradery was great, the food was good, the drinks were cold, 

AND the Brewer’s won!  

MONROE EQUIPMENT EMPLOYEE OUTING 

Jessica Radtke 
 

D id you know that heating and cooling system can 
lose up to 20% of energy efficiency because of duct 

air leaks? Duct sealing is commonly overlooked or poorly 
performed, but when properly sealed ducts can become 
substantially more air tight. With the introduction of new 
codes and ratings (see article on page 2) to improve effi-
ciency, we are excited to add Poly-
mer Adhesives duct sealant our 
inventory.  
 
Polymer Adhesives duct sealant is 
water or solvent based and fiber 
reinforced mastic that is formulat-
ed for indoor and outdoor use. This product meets the 
UL18 rating and local codes as well as exceeding all 

POLYMER ADHESIVES DUCT SEALANT AVAILABLE 

The Monroe Igniter is a quarterly publication created exclusively for customers of Monroe Equipment, Inc. 

 Upcoming Events 
 

JULY 4, 2018 - CLOSED for Independence Day 
  All Monroe Equipment Locations  
 
AUGUST 16, 2018 - WI Commercial Bldg. Code Refresher 
 Alliant Energy Center, Madison WI 
  
AUGUST 23, 2018 - CABELA’S Preseason Event 
 Milwaukee Yacht Club 
 
SEPTEMBER 3, 2018 - CLOSED for Labor Day 
  All Monroe Equipment Locations  

MONROE EQUIPMENT, INC. N50 W13941 Overview Drive, Menomonee Falls, WI 53051 
262-783-8190 • Fax 262-783-8180 • info@monroeequipment.com • © Copyright 2018 

SMACNA pressure and sealing classes. It can be used on 
metal heating, ventilating, and A/C duct systems as well as 
fiberglass duct board and flex duct system.   
 
We are currently stocking 10.1-ounce cartridges and 1 
gallon pails of AirSeal Zero (solvent-base), AirSeal 22 

(water-base) and CADS (fiber rein-
forced, water-base). AirSeal22 and 
CADS are also available in 2 gal-
lon and 5 gallon pails. 

We also have brushes in stock! 


