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EDITORIAL OPINION
B Y  N I C O L E  K R A W K E

Don’t fall behind
Ensure you and your employees stay up-to-date on the latest
technologies.

Technology never ceases to amaze me. I still marvel how I can voice control all the lights in my home

through my nifty Google Home devices, change the thermostat temperature with a tap of a button on my

phone — and the latest, shut o� my water at the main (also from my phone) thanks to my FloLogic leak

detection system.

Technology is rapidly evolving. It’s not always easy to stay up-to-date. I �nd myself having to call my baby

brother, a Ph.D student at the University of Michigan, for tech support on new apps and programs more

and more often. Don’t worry, he’s paid for his time in free meals!

The plumbing industry is no di�erent. Not only are there constant product updates and new product

innovations PHVAC contractors must keep themselves and their employees current on, but they must also

stay up-to-date on the technologies that help them run their businesses. It’s all too easy to get complacent

and comfortable with the way you currently do things. I get it — we are all guilty of this sometimes.

However, in doing so, you may be missing out on new, innovative ways to drive sales, production and

pro�ts. Ask yourselves, “What if there’s a better way?”

Take XOi Technologies, for example. Given the di�culties most contractors are having �nding good,

reliable technicians — not even taking into account how long it takes to train newbies enough to handle

solo calls — XOi o�ers a complete solution for contractors by providing tools, resources and training for

techs to ensure every job is done right the �rst time, regardless of skill set or level of experience.

The company recently announced a partnership with Nexstar Network, a business coaching and

networking association for plumbing, HVAC and electrical contractors. The partnership will enable Nexstar

member employees to access XOi’s education and coaching as well as documents and technical manuals

through the company’s Vision app.

“By marrying Nexstar’s proven training and growth programs with XOi’s

patented technology, we will empower technicians with the tools, data and

resources needed to solve the industry’s greatest challenge — the skilled

trades gap.” – AARON SALOW

“At a time when data and insights are revolutionizing entire industries, XOi is focused on breaking down

the barriers to communication and data collection that have plagued the �eld service industry for

decades,” says Aaron Salow, XOi founder and CEO. “As we look for innovative ways to empower the next

generation of service technicians, this strategic partnership o�ers a unique opportunity to couple XOi’s

end-to-end engagement platform with Nexstar’s impressive suite of resources and tools. By marrying

Nexstar’s proven training and growth programs with XOi’s patented technology, we will empower

technicians with the tools, data and resources needed to solve the industry’s greatest challenge — the

skilled trades gap.”

XOi’s technician-�rst application leverages AI, optical character recognition (OCR), data science and virtual

intelligence technologies to allow �eld techs to safely capture crucial jobsite information, launch on-the-

job remote support, access relevant equipment speci�cations and contextual data insights, and provide

visual documentation to verify recommended and completed work. This type of support on a jobsite is

extremely bene�cial for any technician, not just the ones with less experience.

Now, is this a better way of running �eld calls? That’s for you to decide. Maybe it’s time for a review of

your technology and how you operate your business.

metamorworks/iStock / Getty Images Plus via Getty Images

Nicole Krawcke  is chief editor of Plumbing & Mechanical.
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Survey Says
Results from online poll at
pmmag.com

Do you plan on attending any
in-person events in 2021?

Yes: 70%

No: 30%

Results of online poll conducted
on pmmag.com in the month of
September as of Sept. 20. Check
out our new monthly poll at
www.pmmag.com/polls.

O N L IN E  PO L L

PERC highlights
propane as a high-
ef�ciency, reliable
alternative to natural
gas, electricity
Bryan Cordill, director of
residential and commercial
business development at the
Propane Education & Research
Council (PERC) discusses how
propane can help deliver
resilient homes and buildings.

PO D CA ST

Elkay donates 101
bottle �lling stations
to city of Chicago
Elkay will donate 101 Elkay
ezH2O bottle-�lling stations on
Chicago’s south and west sides
in the city’s parks, buildings and
community centers to reduce
plastic waste and expand
cleaner, healthier drinking
water throughout the south and
west sides. The units also
include a lifetime supply of
�lters.
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LEFT: Scott Wallace RIGHT: Jared Mackrory

Viega announces two key hires

Viega announced new leadership for its sales and marketing operations. Scott Wallace was named chief

commercial o�cer and Jared Mackrory was named marketing director.

“Having the right leadership team in place is crucial for the growth and well-being of any organization,”

Viega CEO Markus Brettschneider said. “I’m pleased to have found two new members of that team in

Scott and Jared. They bring a breadth of experience and knowledge that will help take Viega to the next

level.”

As chief commercial o�cer, Wallace sets the go-to-market strategy and oversees the sales and marketing

departments. He brings to Viega experience across multiple industries and companies in wholesale and

distribution, omnichannel and retail sales, and is experienced in data-driven sales management.

Before coming to Viega, he worked at Danone, Kellogg Co. and Procter & Gamble in a variety of sales

management positions. He holds a bachelor’s of science in systems engineering from the U.S. Military

Academy at West Point, an MBA with global leadership concentration from the University of Texas at

Dallas and a master’s in organizational leadership from Gonzaga University. A former captain in the U.S.

Army, he is passionate about leadership, Viega stated.

“I’m thrilled to join such a dynamic and fast-growing team. I look forward to serving our customers and

leading our team to unlock accelerated growth,” Wallace said.

As marketing director, Mackrory is responsible for driving marketing strategy and leading the department.

He brings to Viega a variety of experience in brand management, including work in developing, launching

and managing consumer products in many categories. His specialties include brand management, project

management, consumer products, new product development and direct sales.

Prior to Viega, Mackrory worked in shopper marketing at Danone, as well as in multiple marketing and

management positions at Kimberly-Clark. He holds an MBA in marketing and a bachelor’s of science in

business management.

“I’m excited to join the company that brought pressing to North America, and I look forward to making the

bene�ts of that technology available to even more users,” Mackrory said.

Rinnai names VP of innovation

Rinnai America announced Renee Eddy joined the organization as its vice president of innovation.

“My passion is transforming data and technologies into cool, new products and that passion is sure to

come through while at Rinnai,” Eddy said. “I look forward to driving development for innovative

technology, leading the team towards new idea creation and outside of the box thinking.”

Most recently, Eddy was director of innovation, methods and operations at Eaton, leading up to 200

employees. During her time at Eaton, she created the innovation, methods and operations team from the

ground up, developing a strong, collaborative culture within R&D across 26 divisions. Prior to her time at

Eaton, Eddy developed products across a number of industries for Fortune 100 companies and

customers, including residential and commercial HVAC, transport refrigeration, telecommunications and

aerospace.

“Renee’s diverse product knowledge in a variety of industries is invaluable for Rinnai,” said Frank Windsor,

president of Rinnai America. “Her vision and expertise will spearhead the development of technologies in

new markets, aiding in Rinnai’s growth strategy, as well as producing products that support our

commitment to creating a healthier way of living.”

RLS moving to new St. Louis campus

RLS LLC, manufacturer of the Rapid Locking System line of �ame-free press-to-connect �ttings for HVAC

and refrigeration systems, is moving into a new 80,000-square-foot multipurpose facility in St. Louis,

Missouri, which will serve as its corporate headquarters and will include a state-of-the-art manufacturing

plant, training center and showroom.

RLS will be relocating manufacturing from Shelbina, Missouri, where it has been sharing a plant with its

sister company Cerro Flow Products. Both are part of the Plumbing and Refrigeration sector of Marmon

Holdings, a Berkshire Hathaway company. All RLS operations are planned to be consolidated into the

new building by the end of 2021.

“We’re very excited to have manufacturing, o�ce sta� and training all under one roof,” said Paul

Schubert, president of RLS. “The larger, upgraded facility will signi�cantly increase our production

capacity to meet the growing demand for our products, and the new training center will allow us to

regularly educate HVAC/R contractors and distributors on our patented press technology, which is easily

identi�ed by our unique double circular press and �ares.

“As more and more contractors discover the many bene�ts of using press �ttings over the traditional

brazing process, they continue to choose the time-tested and �eld-proven technology provided by RLS.

As a result, we are continuing to invest in the facilities, equipment and people needed to meet demand.”

Nexstar Network announces partnership with XOi Technologies

XOi Technologies, a complete system of record and enablement for �eld service data collection and

indexing, announced a strategic partnership with Nexstar Network, a business coaching/education

network for HVAC, electrical and plumbing contractors.

The partnership promises to ease the skilled trades labor shortage gap by instantly providing education,

coaching, documents and technical manuals directly to �eld service technicians through XOi’s Vision app.

According to a survey conducted by sta�ng leader PeopleReady, the skilled trades are in dire need of

trained workers, with a particularly high demand for apprentice-level and skilled labor positions. Research

shows there are currently 500,000 job vacancies in the mechanical, electrical and plumbing (MEP)

sectors, with the number expected to increase 21% by 2022, Nexstar noted.

“XOi has demonstrated that they’re devoted to arming technicians with the tools and data insights needed

to bring training, knowledge, and expertise to every jobsite,” said Julian Scadden, president and CEO of

Nexstar Network. “As we look for innovative ways to solve the trades gap and improve technician training

throughout the MEP industry, the need for technology cannot be ignored. This partnership will put

Nexstar’s professional training directly into the hands of the onsite tech at the moment he needs the

expertise.”

XOi’s technician-�rst application leverages innovative AI, optical character recognition (OCR), data science

and virtual intelligence technologies to allow �eld techs to safely capture crucial jobsite information,

launch on-the-job remote support, access relevant equipment speci�cations and contextual data insights,

and provide visual documentation to verify recommended and completed work.

Nexstar has been a trusted partner in helping nearly 800 independent residential service contractors

improve their businesses since 1992. Nexstar members bene�t from comprehensive business training,

proprietary processes and systems and dedicated business, call center and marketing coaches, it noted.

“In today’s economic climate, contractors are looking for ways to assist their current labor market by

bringing the skill and knowledge of their most experienced technicians to the jobsite through remote

video support to reduce the need to roll a second truck,” said Aaron Salow, XOi founder and CEO. “By

marrying Nexstar’s proven training and growth programs with XOi’s patented technology, we will

empower technicians with the tools, data and resources needed to solve the industry’s greatest challenge

— the skilled trades gap.”

Moen honored by David Weekley homes

Moen has been named one of the winners in the 17th annual National Preferred Partner Survey conducted

by David Weekley Homes, one of the nation’s largest privately-held home builders. The survey recognizes

�eld and manufacturing partners that have consistently operated at world-class levels, as determined by

the home builder’s supplier evaluation platform, Moen explained. This comprehensive process evaluates

companies in the areas of quality and customer service. David Weekley Homes presented Moen with the

award for this signi�cant achievement at a ceremony on Aug. 24.

“At Moen, we’re committed to going above and beyond for our customers, always thinking about what’s

next to bring them the latest thoughtfully designed innovations while maintaining the highest level of

quality and customer service,” said Mark Davis, senior strategic account manager at Moen. “We are so

incredibly honored that David Weekley Homes has chosen to recognize our dedication by naming Moen

as a National Preferred Partner.”

The National Preferred Partner Survey format was updated in 2020, with the new system featuring two

questions with a 1-to-5 rating. The survey is sent to David Weekley Homes team members who are

currently doing business with partners in their market. Every quarter, partners are shown their results and

ranking relative to National Preferred Partners in their industry as well as the contact information for each

David Weekley Homes team member who completed an evaluation for them.

The evaluation process involves a comprehensive system of feedback and discussion to measure

excellence. Partners that receive the highest scores throughout the year are presented with the prestigious

National Preferred Partners Award. While 140 companies were evaluated, only 12 — including Moen —

were named National Preferred Partners in the manufacturing category, rising to the top of the ranks for

exemplifying best-in-class support and superior products.

“Our reputation has been built on providing our homebuyers with a quality product and a positive

customer service experience. As a National Preferred Partner, Moen has played a critical role in helping us

acquire and maintain that reputation,” said John Schiegg, vice president of supply chain services for

David Weekley Homes. “Simply put, our National Preferred Partners like Moen help to make our

homebuyer’s dreams a reality. We are so thankful to Moen for a job well done.”

BrassCraft announces anniversary sweepstakes

BrassCraft Manufacturing Co., a manufacturer of quality rough plumbing products sold to professionals

under the BrassCraft brand, announced a nationwide sweepstakes in honor of the company’s 75th

anniversary. The sweepstakes, open to professional plumbers and contractors in the United States, will

run for 75 days, from Sept. 1 to Nov. 15, and result in 10 winners pocketing $7,500 for a total of a $75,000

cash giveaway.

“For 75 years, we have worked to provide leading quality solutions that embody true craftsmanship,” said

Mike Roberts, vice president of marketing and product development at BrassCraft. “We’ve achieved the

brand and market leadership we have today because of the pros who share our commitment to quality

and trust us with their name and reputation. This milestone is a reason to celebrate our brand, the pros

who’ve gotten us here and the trade that drives us both.”

Any licensed plumber, HVAC technician or contractor in the United States can enter for their chance to win

the sweepstakes at www.brasscraft.com/75th. Proof of eligibility required. No purchase is necessary.

O�cial rules can be found on the website.

Anniversary celebrations will extend on the company’s social media platforms (@BrassCraft, Facebook

and Instagram) with prize giveaways and spotlights promoting tradesmen and women.

“At BrassCraft, we believe plumbing is a craft — one of the few we have left. We work hard every day to

enable the craft, respect it, and put the pros who practice it at the forefront of our work every day,”

Roberts said. “It’s our privilege and a responsibility to be trusted by pros. We want to take this moment to

say thank you.”

David Weekley Homes cites Uponor for excellence

David Weekley Homes, one of the nation’s largest privately held homebuilders, announced its 2021

National Preferred Partner winners, and Uponor North America was one of 24 companies out of 150 to

receive the honor. This is Uponor’s eighth consecutive year as a David Weekley Homes National Preferred

Partner.

“Congratulations to Uponor for being named a David Weekley Homes National Preferred Partner. We are

so grateful to them for being a strong partner and helping us navigate the uncharted waters of this past

year,” said John Schiegg, vice president, supply Chain, David Weekley Homes. “Our reputation has been

built on providing our homebuyers with a quality product and a positive customer service experience. As

a National Preferred Partner, Uponor has played a critical role in helping us acquire and maintain that

reputation.”

Schiegg goes on to state that while the past year presented an unexpected number of challenges for the

homebuilding industry, David Weekley Homes was fortunate to have these exceptional National Preferred

Partners that provided their products and services to help the company navigate obstacles and continue

delivering a high-quality product to their homebuyers.

“We are honored to be receiving this recognition for the eighth year in a row,” said Carl Hines, national

builder sales manager at Uponor. “David Weekley Homes has a strong commitment to providing their

homebuyers with world-class products and service. Their pursuit of excellence closely aligns with

Uponor’s dedication to enhancing our own customers’ experiences and moving the building industry

forward.”
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HYDRONICS WORKSHOP
B Y  J O H N  S I E G E N T H A L E R

Game changer
Heat pumps and chilled water cooling will change the future of
hydronics.

With systems dating back into the 1800s, hydronic heating has been around a long time. As with many

technologies, a modern hydronic heating system bears little resemblance to one based on the earliest

design techniques and hardware. Imagine explaining the concept of a circulator to a design engineer

from 1900 who might only know of electricity as something a few scientists experiment with. Think about

convincing an engineer of that era that pipes capable of lasting well over 100 years could be made of

materials derived from oil.

Hydronic systems were the “norm” in many buildings prior to the availability of central cooling systems,

which began entering the U.S. market in the late 1950s. Central cooling was indeed a “game changer” for

the U.S. thermal comfort market. It shifted focus to forced air distribution systems, which could deliver that

highly anticipated cool/dry air in summer, as well as heated air in winter.

The compromises associated with forced air heating, including air temperature strati�cation, dirt

accumulating in ducting and low interior relative humidity due to increased air leakage were tolerated

because come summer, the cool/dry air delivered by those forced air systems was considered a

“godsend.”

When central cooling �rst became available, hydronic heating systems were almost always supplied by

boilers burning fossil fuels. Most were designed around what we now consider to be “high temperature”

heat emitters, such as cast-iron radiator, cast-iron baseboard, wall convectors and eventually �n-tube

baseboard. The radiant panel heating market slowly evolved from its beginning with iron-based pipe to

copper tubing, which, in the years following WWII, was considered a major advancement in piping

technology.

Still, the allure of central cooling, driven by the marketing capabilities of major corporations and the desire

of Americans to have the appurtenances of “modern” homes, allowed forced air systems to continue to

gain market share over hydronic systems.

By the late 1970s, when I got my �rst job that exposed me to hydronics, the radiant panel heating market

was almost extinct. I even remember being told by my �rst boss, a sincere man who helped pioneer the

use of copper tubing in radiant heating systems, to “forget about radiant heating, it’s dead, it’s gone.”

Who would have known that within about four years of that statement, the �rst Wirsbo PEX tubing would

appear on the North American market to slowly, but surely, resurrect the hydronic radiant panel heating

market.

Much of this interest has been stoked by government and

utility programs aimed at reducing, and in some cases,

eliminating the use of fossil fuels heating buildings.

Remaining limitations

Fortunately, most of my career has been spent enjoying the bene�ts a�orded by a growing market for

hydronic heating. Boilers have evolved from 500-pound units connected to masonry chimneys to wall-

hung cabinets that automatically connect and converse with wireless communication devices located just

about anywhere in the world. Circulators have changed from those using external motors and spring-

loaded couplings to small ECM-based devices that think — to some extent — for themselves. I could go

on about changes in other devices such as thermostats, tubing joining methods, and so forth, but I’m sure

you get the point.

Still, for decades, hydronics technology has su�ered from a major limitation. Simply put: Boilers can’t

provide cooling.

I’ve witnessed situations where potential customers who adored the expectations of superior comfort,

silent operation and elimination of �oor registers, reluctantly gave up on installing hydronic systems

because they couldn’t provide cooling. They would not accept the fallback suggestion that a di�erent

installer could provide a totally separate cooling system, especially when that option would add

signi�cant cost over an already premium-priced hydronic radiant panel heating system.

There’s little doubt that the (perceived) inability of residential hydronic systems to provide cooling has

been a major factor in limiting their market share to single digits over several decades.

Thermal disruptor

Future historians will have no trouble establishing a correlation between hydronics technology and boilers

of all sorts. The hydronic heating market has been, and continues to be dominated by boilers that

produce hot water by combusting a fuel.

However, over the last few years, several trends suggest that the future of hydronics technology may not

be dominated by combustion-based boilers. Electrically-powered heat pumps, in all their varied

con�gurations, are quickly establishing a new normal for supplying heat to buildings.

Much of this interest has been stoked by government and utility programs aimed at reducing, and in some

cases, eliminating the use of fossil fuels heating buildings. There’s also increasing consumer demands for

carbon reduction strategies. The increasing aggregate capacity of utility-scale solar and wind-generated

electricity in North America is also contributing toward this transformation.

If you’re not convinced, I suggest downloading a copy of the publication “Advancing Toward 100

Percent,” from the Clean Energy States Alliance. It’s a free downloadable PDF. This publication is not a

propaganda piece. It’s a compilation of the energy policies that many states are implementing, which,

whether you agree with the underlying motivations or not, will be a major in�uence in shaping the future

market for hydronics technology.

Nearly all heat pumps suitable as hydronic heat sources

can also provide chilled water for cooling.

Plainly stated

Collectively, these trends and energy roadmaps represent one of the biggest opportunities the hydronics

market has been presented in decades. Not necessarily because of fuel switching, but because nearly all

heat pumps suitable as hydronic heat sources can also provide chilled water for cooling.

Hydronic professionals need to capitalize on this. The hardware for doing so is already on the market. Air

handlers with chilled water coils, console fan-coils with condensate pans and even radiant panel

hardware in combination with appropriate controls, can be applied as the means of converting chilled

water into excellent cooling and dehumidi�cation.

Heat pumps enable a mechanical contractor to provide answers to questions like “I really want to use

radiant �oor heating in my new home, but what do I do about cooling?” They also enable that contractor

to provide a “total comfort (and DHW) solution,” and take sole responsibility for the system, pro�tting from

providing additional materials and labor on each sale.

Don’t do drips

I anticipate that one of the biggest challenges in growing the small-scale chilled water cooling market is

understanding the importance of insulating and vapor sealing all piping components conveying chilled

water. Although this sounds like a “no-brainer,” it’s anything but. Most hydronic heating systems in North

America are still installed without insulation on pipes and piping components. The justi�cation is usually

that the piping is in conditioned space, and thus, heat loss from it is contributing to the building’s heating

load. Installers who carry this “tradition” into the chilled water cooling market will quickly learn a costly

lesson. Moisture-laden air is unforgiving to improperly selected insulation or poor workmanship. If that air

contacts any surface below the dewpoint temperature, condensation will occur. Puddles, stains and rusty

surfaces will follow.

Although there are plenty of pipe insulation materials available for chilled water systems, the same cannot

be said for other basic hydronic components. Examples include circulator volutes, air and dirt separators,

bu�er tanks, isolation �anges and even basic valves. In most cases, the current “solution” is to wrap these

components with elastomeric foam tape. If properly done, this works, but it’s time consuming and not very

aesthetically pleasing. Manufacturers need to step up with pre-formed insulation shells for their

components, along with details and products that allow simple seamless transitions between these

components and adjoining pipe insulation.

Other needs

If you want to avail yourself of the growing market for small-scale hydronic cooling I suggest the

following:

Learn what’s available for air-to-water and water-to-water heat pumps;

Learn what’s available for chilled water terminal units (air handlers, console fan coils, etc.);

Learn how to do cooling load calculations and get the software for expediting them; and

Find a source for piping and components insulation, learn the details and install it professionally.

There for the taking

Hydronic pros who choose to read the “tea leaves” regarding heat pumps, and act smartly on that

information, will surely pro�t. Opportunities for integrating heat pumps into hydronic systems are already

occurring in many areas of the U.S. Demand will increase as state electri�cation goals continue to shape

the market.

The movement toward “bene�cial electri�cation” is perhaps one of the biggest opportunities set before

the North American hydronics market in decades. With all due respect to product development, this

opportunity is more consequential than next year’s new o�erings for boilers, Wi-Fi thermostats or press

tools.

It’s also an opportunity that comes with many “advocates,” such as architects, low-energy home builders,

Solar PV installers, utility reps, regional energy planners, environmental proponents and yes — even

politicians. The words “heat pump” will grab their attention, setting up the opportunity for you to explain

how hydronics technology completes the comfort part of the o�ering. The potential end results from

combining heat pumps with hydronics far exceed those attainable using air-to-air heat pumps, mini-splits

or VRF systems.

A �nal bit of counsel: Please view this con�uence of market trends without personal or political bias. You

may or may not agree with the social or political spin associated with these trends. Be that as it may, you

should recognize the exceptional opportunity to expand your company’s pro�t potential, and “evangelize”

your passion for hydronics to a much broader and highly receptive audience.
Photo courtesy of John Siegenthaler.

John Siegenthaler, P.E., is a consulting engineer and principal of Appropriate Designs in Holland Patent, New York. In

partnership with HeatSpring, he has developed several online courses that provide in-depth, design-level training in modern

hydronics systems, air-to-water heat pumps and biomass boiler systems. Additional information and resources for hydronic system

design are available on Siegenthaler’s website, www.hydronicpros.com.
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HEATING HELP
B Y  D A N  H O L O H A N

Creepy crawl spaces
Snakes and spiders and dead rats, oh my!

October, being the month for ghosts and goblins, seems like the perfect time to reminisce about those

tight spots few want to visit, but many must. It’s just the nature of the business, and what could be

spookier than a dank, dark crawl space?

I asked some contractor friends about the creepiest places they’ve ever had to crawl though while looking

for things that leak or go bump in the night. Here’s some of what they told me.

“I ran into a nest of copperheads face to face while installing radiator piping in a 350-year-old Dutch

home in Kingston, New York,” one of the guys said. “I set a new record for reverse-gear to get out of

there. I got the helper to �nish the work. He wasn’t afraid of snakes. I didn’t enter another crawlspace for

10 years after that one.”

How’s that for a great helper? Hey young fella, how about you crawl in there with those copperheads?

That be OK with you?

And in he goes.

I’d keep that helper forever.

I once stapled-up a lot of rubber radiant hose that Heatway used to make. It all went under the den of Al

Levi’s old house on Long Island. I was writing a book I called “Hydronic Radiant Heating” at the time, and

I thought I could do a better job of telling what it’s all about if I actually did some of it myself. So I

suggested to Al that his den, which was exposed on �ve sides and chilly, needed warm �oors. Al agreed,

and before long, I was under the den with a tech who knew how to operate a big drill in a tight spot

without killing either of us. Al crouched at the entrance of the crawl space and laughed as I moaned for

most of the day. “So what do you think, Dan?” he said. “Having fun yet? Learning anything?”

Having that experience with my dear friend made me realize, once again, that writing about all of this is a

lot easier than actually doing it. Thank you very much.

Al’s crawl space had rough concrete, which was tough on my back, but I shouldn’t complain, especially

since another of my contractor friends told me about how he was dragging pre-insulated underground

piping through the crawl space of a shady motel when he was much younger. “There was everything from

condoms, to syringes, to animal carcasses in varying stages of decay down there,” he said. “And spiders! I

hate spiders. Fifteen years later, I’m still having nightmares about that place. Spiders!”

Another pro told me this one:

“Three years ago, my helper and I had to repair some condensate leaks on an old steam system. This

crawl space was all dirt up to about 18 inches below the �oor joists. Oh, and there were the usual rocks,

nails, wiring and broken light bulbs all over the place. You sort of expect that. In this one, there were

ditches that were three-feet deep, and that’s where the condensate returns were. The problem was the

ditches were not wide enough to work in. We had to crawl in about 40 feet before we found the leak.

Then we had to back out the same 40 feet because there was no room to turn around. The leaking steam

and the dust we kicked up crawling around down there sure made it hard to breathe. We ended up

pulling up a part of the �oor to get access to the leak. I don’t know how we would have �xed it otherwise.”

A friend from Alaska said: “I have been in a lot of crawl spaces where I had to take the notepad and pen

out of my shirt pocket to squeeze in. You get pretty good at using your toes to pull yourself back out.

Around here, there are not many spiders other than daddy longlegs. I was working on a broken pipe

under a mobile home where there was the usual insulation hanging down in my face. There was also

plenty of garbage and it was wet everywhere I looked.

“So, I’m lying on my back, with just a foot of clearance to my face. I turn on my �ashlight, and there are

about 50 daddy long legs right above my eyes. They got really agitated when I �red up your torch to �x

the leak. I’ve learned that it best to just roll your lips in and just get it done when daddy longlegs are

around. They’re one of the most poisonous spiders there are, but their teeth are too short to bite humans.

That’s a small blessing; but I’ll tell you this. They sure do smell musty.”

“Long ago, I was running wiring in a tight crawl space

with a friend. It was so tight there wasn’t even room to

turn over. My friend had a spider walking across his face

and he couldn’t get his hand near it. So he just swallowed

it. He said it was crunchy.”

Speaking of spiders, how about this one from my buddy in California.

“Long ago, I was running wiring in a tight crawl space with a friend. It was so tight there wasn’t even room

to turn over. My friend had a spider walking across his face and he couldn’t get his hand near it. So he

just swallowed it. He said it was crunchy.”

Crunchy.

Uggghhh!

And how about this one from another friend?

“There was a crawl space under a large commercial kitchen. The largest of four grease traps was leaking.

It recessed through the �oor and into the crawl space. This thing was so big that six men could stand

side-by-side next to it, and there would still be room to spare. There was so much piping in the way down

there that we couldn’t get to the thing. The crawl space’s �oor pitched from two feet to about four feet,

and there was no easy access. It was also dark in there, and it smelled like death. I was never

claustrophobic up until then. That was my last time in a crawl space.”

Got enough Halloween yet?

No?

OK, listen to this guy.

“Back in the day, when I was a plumber employed by the New York City Housing Authority, most of the

buildings had crawl spaces. People used these as dumping grounds for all kinds of trash. The Housing

Authority’s exterminators constantly had to treat the crawl spaces for rats, cockroaches, water bugs,

silver�sh, spiders and other creepy crawlers. The only people who went into those crawl spaces were

plumbers, electricians and exterminators.

“My �rst real nasty experience was the crawl space at Smith Houses, down by the Brooklyn Bridge. A

maintenance man from Emergency Services caused this one on a Sunday night. Rather than clearing a

stoppage on a back-to-back toilet riser, he knocked out the cleanout plug in the soil stack. That caused

32 toilets and bathtubs to empty their waste into the crawl space. Housing assigned my helper and me to

clear the stoppage.

“That crawl was three-feet high at the entry point and it had a foot of �lthy water everywhere. My �rst

move was to shut the water supply to 128 apartments. I then pumped the wastewater out of the crawl

space. We got it down to about six inches and proceeded to bring in the sewer cleaning cables. All the

lights down there had burned out, so we went in with �ashlights to change the bulbs. Then we started

rodding the stopped-up lateral line from the stack. We brought in a �re hose from the standpipe to blow

out the lateral line. Then we found that there was another stoppage on the house drain.

“At that point, I decided to �nd the house trap and remove the clean-out plug from the sewer side of the

house trap. Once I did that, all of the water eventually drained from the crawl space.”

“Oh, and along the way, we found many dead rats, cat poop and the lime others had used over the years

trying to sterilize that crawl space. You can imagine what I looked like after that one.”

I can.

And some think Halloween is scary. P�t.

SLRadcli�e/iStock / Getty Images Plus via Getty Images

Dan Holohan and his wife, Marianne, founded www.heatinghelp.com in 1997. You can reach Dan Holohan at

dan@heatinghelp.com. He loves hearing from you!
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THE BLUE COLLAR COACH
B Y  K E N N Y  C H A P M A N

Keeping your focus will save your
business
The alternative — losing focus — may crush it.

We’ve all heard the expression, “Keep your eyes on the prize.” Of course, we all know it means to stay

focused on what’s really important in your business and life. But, in reality, how much time do you spend

making sure you’re focusing on the right things? In my time coaching, leading and shaking things up, I’ve

seen the mistakes over and over in regards to focus, and it kills me a little bit every time. Why do we cling

to these mistakes?

I’m sick of it for you, my friends. It’s not what I want for me, and it’s certainly not what I want for you. I’ve

had the pleasure of working with some very focused people who’ve driven their teams to great success in

the home service industry (and beyond), and I’ve learned from them. Here are four essential steps I’ve

picked up in how to stay and keep focused on saving your business and making it grow.

1. Start with the end goal in mind

The �rst step of focused leadership is obvious to everyone. We want to keep the end in mind. This is

where that saying from earlier comes in. Most people do this, but they fail to follow through with the rest

of the steps.

This is where your primary purpose and goals for your team and business come into play. Take some

time to really be speci�c about what it is you want and what you want your team to do. It’s OK to make

shoot-for-the-moon goals, as long as you realize you may not get there right away.

After taking the time to set your goals, now you need to discuss, list and strategize the steps and

milestones along the way you’ll shoot for. These little signposts will help keep you motivated to work

longer and also keep you focused when things get tough.

After setting these goals and getting your plans sort of in place, be sure to share this with your

stakeholders and the leadership on your team. I’d even encourage you to share the key ideas of your

overall dream and goals with every member of your team, so they can see why they’re doing what they’re

doing and the bigger picture they are part of. After all, the whole team is working toward this goal; they

want to see how they help everything progress, too.

Don’t watch the problems so closely you forget where

you’re heading.

2. Get the right tools and people in place

Here is where most leaders start to fall short in their focused goals. They have the “why” in place, but they

fail to follow through with setting up the people and resources they need to get it done.

Focused leaders move quickly onto what they need. Ask yourself:

Who needs to be or is best placed on my team to help with this goal?

What training does my team need to get this done better?

Are there tools we can implement to help the process? and

Is everything we’re doing working toward the same goal, or have we lost focus in other areas?

Re�ect, share, discuss and re�ect again. Take steps to help your individual team members step into their

purpose and strength with your focus in mind. Without setting this up now, it’s like you’re a baseball coach

who’s got the pitcher playing in left �eld and the shortstop is the catcher. Yeah, they may be able to do a

decent job, but is it really where their strengths lie? Are you setting yourself up for the win?

Get the right people in the right spot with the right training. This is a key part of focused leadership.

3. Watch out for challenges

Show me someone who said their plans went o� without a hitch, and I’ll show you a liar. No plan, no goal

and no team works with zero problems. Challenges live around every corner, and it’s the leader’s job to

deal with them.

A focused leader can anticipate some of what to look out for. You need to think ahead and guess what

may be a problem on your focused path. Then, come up with potential plans. But here’s the danger a lot

of folks fall into: Don’t watch the problems so closely you forget where you’re heading.

Some problems are minor and some are huge. But your goals were probably good ones. The challenges

don’t make them impossible in most cases, but it will mean you need to adapt. Keep your endgame in

mind, anticipate the challenges and when they show up, deal with them in a way that honors your focus.

4. Go all out

Goal setting, team building and challenge-watching set you up, but when the rubber hits the road, it’s time

to go all out — 100% with everything you’ve got toward your focused goal. Things will come up and

distract you. Stay focused. Challenges will pop up. Deal with them and get back on track.

This is where regular re�ection will help you a ton. By spending time daily or at least once per week

thinking about your team, business and personal leadership, you’ll catch yourself when you’re slacking.

You’ll be able to address those challenges in a focused way. You’ll realize when someone on your team

doesn’t have the training they need to be successful, or they may be better suited to a di�erent spot on

the team.

Being a leader in your business is a big responsibility, and failing to keep the focus may be disastrous.

You have the power to lead your team astray. You have the power to set people up for failure by putting

them in the wrong spots or failing to give them the right tools to work with — it’s scary.

But you also have the power to make everything you lead grow, break through barriers and be more

successful than ever before. Find your focus, set up your people, anticipate challenges and go all out.

Watch your business step into its greatness!

VectorInspiration/DigitalVision Vectors via Getty Images

Kenny Chapman, “The Blue Collar Coach,” is an award-winning trainer. Visit www.thebluecollarsuccessgroup.com for more

information.
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CONTRACTOR’S CORNER
B Y  D A V E  Y AT E S

Take a seat
Tips and tricks for repairing older faucets.

My apprentice years were �lled with a wide exposure to all manner of plumbing and heating jobs. At that

time, F. W. Behler had just four seasoned employees who had been with the company for many years.

Paul Strayer was an outstanding retro�t plumber with an abundance of patience — he tolerated me after

all! Smoke, whose real name was Elton Rehmeyer, was the expert repair technician for all things from

faucets to steam boiler controls. We discovered, many years later during a company Christmas party, that

it was his uncle who was murdered in an infamous crime known as the Hex Murder of Rehmeyer’s Hollow.

Smoke was just a young boy when he and an uncle discovered the body. Beyond that, there were two

younger men who handled larger installations and new construction jobs.

Working with Smoke was, for me, a real treat and presented the opportunity to learn the �ner art of top-

notch repair work. No one — and I’ll repeat that — no one was better at repairing faucets and toilets than

Smoke. Smoke, like all the other seasoned veterans working at Behler, gave me loads of opportunities to

participate in expanding my skills by jumping in with both feet to tackle the more advanced work, with

supervision, naturally.

Then came a new hire that was a loud-mouth a-hole of major proportions. I ended up being assigned to

him as the apprentice and work became a miserable experience. Time to move on, and, as they say,

timing is everything. A new start-up PHVAC �rm was looking to hire a service mechanic and hired me to

head up their service division. Every week, we would meet to go over the jobs performed, and let’s just

say they really hated callbacks. I recall catching the devil for constantly running to supply houses for

faucet stems and seats. Then, when I would skip replacing faucet seats, I’d end up with callbacks! Catch

22, and I was tired of the back-and-forth during our Friday evening (on our own time, mind you) arse-

chewing sessions.

The following Monday, while waiting at a supply house counter to obtain some brass faucet seats, I

mentioned the really nice kit they had full of all manner of faucet seats. The cost was well in excess of a

hundred dollars, which I knew would land me in the Friday evening doghouse. It did. I began saving every

faucet seat I replaced in a large co�ee can. I knew the cost average for standard brass seats and what

they were charging for them. Sure enough, a few months later, my two bosses were fussing about the cost

for that seat kit, so I produced the over�owing co�ee can and told them they were looking at a tidy fat

pro�t they had made. Besides which, I added, by eliminating the literally hundreds of trips to the supply

house, I was more productive with virtually no callbacks and reduced wear/tear on the van, plus less gas

expense. End of argument!

If you are servicing older homes, you will no doubt encounter older faucets that the owners do not want

replaced under any circumstances. Disassembly is required to begin this task and marring/scratching the

faucet �nish while using toothed plyers is the mark of a hack — don’t do that! Both Smoke and Paul had

sheet-metal covers for their faucet (and �ush valve) plyers if an adjustable wrench jaw wasn’t wide

enough. They would place a cloth strip between the sheet-metal slipover covers to ensure the protection

of the �nished surfaces. As they both intoned: do it right or don’t touch the faucet! I used fabric spray-on

glue and strips of felt for mine.

Renewable seats will either have a square or hexagonal

opening for utilizing a seat removal tool. Tip: Wrap a bit of

Teflon tape around the business end so the seat doesn’t

fall off once it is ready to be lifted out of the faucet body.

I’ll let you in on my tips for replacing faucet seats to virtually eliminate callbacks. Renewable seats will

either have a square or hexagonal opening for utilizing a seat removal tool. Tip: Wrap a bit of Te�on tape

around the business end so the seat doesn’t fall o� once it is ready to be lifted out of the faucet body.

Closely examine the seat’s surface for defects to determine if that was the source of the dripping faucet.

It’s out — don’t reuse the old seat! Match the old seat to the new seat from your kit and place the old seat

in the same box so that when you go to reorder, the old seats will be a stark reminder of which ones are

needed. Place the new seat on the hex or square seat tool. Tip: This one eliminates callbacks! While

holding the seat removal tool in your left hand, wrap Te�on tape clockwise around the threads just below

the head of the seat. Remove/trim excess Te�on tape using a sharp knife at the bottom of the seat and

reinstall in the faucet. A pro will replace both seats even if only one of them has an obvious defect — the

intent here is elimination of callbacks while providing a top-notch repair.

But what about faucets with non-removable seats? Great question! A high-quality seat dressing tool (not a

cheap seat grinder, which leaves a rough surface) like the bib seat forming tool by JA Sexauer will return

the seat to as-new condition. You can pick one up for a very reasonable cost by searching online.

The tool has several adapting ends to enable you to capture the stem opening on the faucet body,

internally or externally, which centers the tool directly over the seat. Choose the head that matches the

indentation on the bib washer, attach the tool, work the stem down until it rests �rmly against the seat, and

begin working it clockwise while continuing to tighten down the stem until you have provided a renewed

polished seat.

Next came the bib washers and always install new bib screws. Tip: Before installing the new bib screws,

place the threaded end at an angle across the teeth of your adjustable plyers and squeeze to mark it with

an indentation across the threads. That provides for secured installation of the bib screw, allowing you to

tighten it down onto the bib washer without squashing the bib washer and prevents bib screws from

loosening. Ever hear a loose faucet bib washer when running a faucet? Sounds like a machine gun in

action! If you’ve done the job properly, �at bib washers will be all that’s required.

If the bib washer cup on the stem is at all compromised – missing a portion, cracked or deteriorated,

you’ll need to break o� the remainder, �le it �at, and install a new brass retainer cup. Parts like that are

available from many suppliers such as RPM Products, which picked up the former Radiator Specialty Co.

The stem must be checked for wear and tear, too, as well as the internal threads in the faucet body. How’s

the packing? Hard as a rock? That too gets replaced as needed, and of all the crazy things, we used

graphited asbestos wicking for that purpose! I still have several rolls. We also used wicking yarn cotton

threads that we dragged through the heat-proof grease to impregnate the cotton wicking. Tip: Install the

packing, tighten the packing gland to compress the new packing, open it back up and add additional

packing until you have adequately �lled the packing gland so that future compaction adjustments are

possible.

Last, but certainly not least, I’m going to add some heat-proof grease to the stem to allow for easy turning

of the stem after tightening down the packing gland. One faucet to be careful of when using heat-proof

grease (or silicone grease) is the American Standard Aquaseal faucets because too much O-ring/stem

lubricant will make you think a poltergeist has settled in as you watch the faucets stems turn themselves

on! No worries, simply disassemble and, using a clean rag or paper towel, wipe o� the excess grease.

Give yourself a pat on the back for a job well done!

BigshotD3p/iStock / Getty Images Plus via Getty Images

Dave Yates began his career in the PHCP-PVF trades in 1972 with F. W. Behler, a third-generation plumbing/HVAC �rm he

purchased in 1985. He can be reached at dyates@fwbehler.com.
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SERVICE PLUMBING PROS
B Y  M AT T  M I C H E L

This is why we plumb!
Plumbers make a tangible difference.

 It’s no secret. Plumbers get little respect… until things go wrong — then the plumber is the homeowner’s

best friend. So, why do it? Why bail people out when they treat the trade poorly? It’s not the money.

Money is not enough. It’s something else, something more. Here is why we plumb.

We all know about the art deco, Soviet-style posters that proclaim the plumber is the protector of the

health of the nation. Honestly, it’s true. Think of a world without plumbing. Ugh. It’s nasty; it’s disease-

ridden; it smells. It’s a Monty Python skit.

The value of plumbing dates back thousands of years. The ancient world recognized the need for and

value of plumbing. After all, it is plumbers who make sure tap water is fresh, toilets �ush and showers are

hot. These are all functions taken for granted until they are missed. Then, they are urgent.

Of course, hindsight is 20/20. Responding to an emergency that involves leaving home, traveling to a

prospect/customer’s home after-hours to �x a leak seems gratifying until the customer slams you on a

review site because you charge less than a ride-sharing app to send a fully stocked truck with a trained

professional earning overtime rates to the customer’s home.

There is no shortcoming of people like this, which is why you need to dismiss them. They are not why you

plumb. You plumb because you can protect people in ways they do not understand and do not

appreciate. This is your burden and your superpower. You can plumb; your customers cannot.

It all seems bleak. Then, you hear a story like Rick Joy’s. Rick is a plumber who is the son of a plumber.

He bought out his father, then sold his business. This alone, makes Rick an oddity. Not many plumbers are

able to sell their businesses.

After selling his company, Rick scooted down to Marco Island, Florida, to enjoy the good life. The only

problem was Rick underestimated the price of the good life. After six months, his bride announced that

they lacked the money to continue. In short, Rick had to return to work. For Rick, this was “no joy.”

Rick bought his �rst newspaper in six months. He saw an ad for a contractor group and enrolled. The

group helped him with his processes.

You [plumb] because it needs to be done, because you

have the ability and knowledge others lack and because

you make a tangible difference.

A few months later, around 1998, Ray bought his �rst sewer camera. He bought it as soon as he saw it.

This, he thought, will come in handy. This will make some bank.

A few days later, his wife who was also his dispatcher, sent him on an emergency call. When it involves

plumbing, aren’t they all emergencies? Of course, this one clearly was problematic. The sewer line was

backing up and the whole house smelled like a sewer. Plus, a whole lot of people were due to arrive

shortly for some function at the house.

When Rick got to the home, a woman greeted him at the door, exclaiming, “Please help!” With a backed-

up sewer and guests on the way, Rick instantly became her new best friend.

Rick said the problem was simple. It wasn’t the main sewer, but the master bath line to the main junction

where they tie in. He removed the toilet and snaked the drain. He went in around three feet, hit the

blockage and cleared it. He was 20 minutes into the call and all that was left was the clean-up.

Then, Rick remembered his new toy. He remembered he had a sewer camera he had yet to use. Here

was an opportunity in the form of a 30-year-old cast iron pipe. He cleaned up, hustled out to his truck,

and brought in his new camera.

Three to four feet down in the pipe, he thought he could make out a ring of some kind. Rick had a four-

foot-long claw parts grabber, which he used in one hand to grab the ring while he controlled the camera

with the other. It took a few tries, but he got it.

It looked like a diamond engagement ring. Rick opened the vanity, found some cleaner and a stack of

small disposable spit cups for mouthwash. He dropped the ring in one and �lled it with cleaner. After a

few minutes, he rinsed it o�. The ring looked good as new.

He cleaned up, walked out of the master bath and realized this was not an ordinary party. It was a wake.

The aged widow and the woman who greeted him at the door walked in. Rick o�ered his condolences,

then presented the ring. “Does this look familiar?” he asked.

The widow broke down immediately. She began sobbing. She hugged Rick and thanked him again and

again. She was so overcome, she had to sit down. Rick had returned her engagement ring to her on the

day she buried her husband.

“I never wrote her an invoice,” he recalled. “There are di�erent ways to receive payment.”

Rick made a tangible di�erence. Plumbers do this every day, though seldom in a manner so dramatic.

Yes, money is important. Yes, you need to charge and charge enough to pay your people well, fund future

growth and reward the owners of the company for putting their capital at risk. Yet, the money is an

outcome of plumbing. It is not the reason you do it. You do it because it needs to be done, because you

have the ability and knowledge others lack and because you make a tangible di�erence.

AndreyPopov/iStock / Getty Images Plus via Getty Images

Matt Michel is the founder of Service Nation. He can be reached at matt.michel@serviceroundtable.com.
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CODES CORNER
B Y  A N I S H  D E S A I

What is WaterSense certi�cation?
WaterSense-labeled products meet EPA’s speci�cations for water
ef�ciency and performance, and are backed by independent, third-
party certi�cation.

WaterSense-labeled products are certi�ed to use at least 20% less water, save energy and perform as well

or better than similar products.

Criteria for WaterSense certi�cation are developed by the U.S. Environmental Protection Agency (EPA) in

collaboration with standards development organizations such as IAPMO R&T and other stakeholders,

including manufacturers, retailers and consumers.

Before they are adopted, WaterSense criteria are released to the public for review and commenting. First

established for WaterSense tank-type toilets in 2007, certi�cation has since grown to include

showerheads, bathroom faucets, �ushing urinals, �ushometer valve toilets, irrigation controllers and spray

sprinkler bodies.

Why WaterSense makes sense

Nationwide, if every product eligible was replaced with a WaterSense-certi�ed version, it could save more

than one trillion gallons of water per year, which is enough to �ll Florida’s Lake Okeechobee, the second

largest natural freshwater lake in the continental U.S.

Is certification mandatory?

Although certi�cation is voluntary, awareness and use of WaterSense-labeled products has steadily

increased since it was �rst introduced.

In addition to the EPA’s focus on water conservation and promotion of WaterSense-certi�ed products as a

means of achieving it, many utilities o�er rebates and incentives for purchasing WaterSense-certi�ed

products. Re�nements in design and production have also made it easier for manufacturers to achieve

certi�cation. As a result, WaterSense products are currently available wherever similar products are sold

and can be found in a variety of styles at a wide range of price points.

The single greatest use of water in today’s households is

for flushing toilets. This typically accounts for up to 30%

of total household use, with older, less efficient toilets

consuming up to six gallons in single flush.

Applying for certification

Manufacturers applying for use of the WaterSense label must have a signed partnership agreement with

the EPA, and qualifying products must be certi�ed by IAPMO R&T or another third-party testing

organization as meeting WaterSense criteria for e�ciency and performance.

WaterSense-certi�able products

The single greatest use of water in today’s households is for �ushing toilets. This typically accounts for up

to 30% of total household use, with older, less e�cient toilets consuming up to six gallons in a single �ush.

WaterSense-labeled toilets are independently tested for both water-saving e�ciency and performance.

Certi�ed to use no more than 1.28 gpf, they are also required to perform as well or better than models that

meet the existing standard of 1.6 gpf.

For the average family, WaterSense-certi�ed toilets could reduce in-house water consumption by as much

as 60% or up to 13,000 gallons per year and provide cost savings of as much as $140 annually or $2,900

over the life of a toilet.

Viewed from a broader perspective, if every aging and ine�cient �ush toilet in the U.S. was replaced by a

WaterSense-quali�ed model, it could save up to 360 billion gallons of water a year or enough to �ll

250,000 Olympic-sized swimming pools.

Certification criteria

Besides the general requirements for a single-�ush water closet to ASME A112.19.2/CSA B45.1, with certain

exceptions or dual-�ush capabilities to ASME A112.19.14, the additional water e�ciency criteria for the

e�ective single-�ush and dual-�ush toilet volume shall not exceed 1.28 gallons (4.8 liters) when evaluated

in accordance with the 10 CFR 429.30 sampling plan. For dual-�ush toilets, the e�ective �ush volume is

the average �ush volume of two reduced �ushes and one full �ush. The speci�cation fails products with

an average �ush volume more than 0.10 gallons (0.4 liters) greater than their rated �ush volume.

All statistics are from the U.S. EPA WaterSense website.

ByoungJoo/iStock / Getty Images Plus via Getty Images

Anish Desai, P.E., is vice president of R&T Product Certi�cation for IAPMO.
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MARKETING MAGIC
B Y  TA M M Y  V A S Q U E Z

Secure market dominance during
a home improvement boom
Strategies to take your business to the next level.

There’s no question that the demand for home improvement projects is red hot. Yet amid the current

remodeling boom, there are also more contractors than ever vying for those projects. So how can you set

your business apart from those competitors? Here are a few e�ective and immediate marketing strategies

you can deploy to take advantage of the current home improvement trend.

Google My Business

One of the easiest things to do is claim your Google My Business page. When consumers search for

something they are looking for through Google, local businesses pop up. This channel is highly

convenient for potential customers as they see local options and then can click on their webpage for

more information. Consumers immediately see your business name, location via map, star rating and

reviews, phone number and hours. Claiming and updating your Google My Business page is a simple

step in marketing your business and extending your consumer reach.

Fine-tune your website

Take a long look at your website. Imagine you are a consumer landing on your homepage for the �rst

time. How easily can you navigate it? Do you have your services listed and explained? How quickly can

they �nd your phone number and service hours? It’s important to �ne-tune your website to eliminate any

potential confusion on who you are and what you do. Small changes can make a big di�erence in how

long visitors stay on your website and what desired actions they take.

Utilize search engine optimization tools

Search engine optimization can also drive consumers to your website via keyword searches. Insert

keywords relevant to remodeling into your website, speci�cally for specialized services you o�er. You can

also increase SEO by adding videos and photos online. Consumers will often click on a link with video or

pictures to learn more. Short how-to videos or examples of completed remodeling projects add another

layer that attracts consumers to your website and highlights your services.

Proper advertising placement

The right kind of advertising can go a long way, especially when there are a variety of people looking for

remodeling contractors. Think about who your consumers are and whether you want to expand your

demographic. From newspapers to online to billboards, there is a wide spectrum of advertising options.

Evaluate your advertising budget and consider what types of advertising will bene�t your business the

most.

There’s no shortage of marketing strategies you can use

to propel your business to the top. Once you build a solid

marketing foundation, each additional tool you use should

complement the others.

Develop a public relations plan

Advertising is one way to gain exposure, but what about free exposure through media? A newspaper ad

or television commercial will reach a big audience, but an article or spot on your local news may be most

impactful. Consumers can make an immediate connection with your business by seeing you on TV while

making dinner or reading their newspaper at breakfast. Maybe your business has something to celebrate,

or you’ve done a good deed worth reporting. Do you have any remodeling tips you can o�er your

audience? By presenting what you o�er the community beyond direct services, you show consumers you

genuinely want to help, and that they can trust your business.

Stay active on social media

Social media is a driving force in reaching consumers where they spend time on a daily basis. From

posting on Facebook about appreciating your customers to blogging about the current trends in

remodels, there are so many ways to take advantage of social media. Connecting through social media

keeps your name out there, and it can create trust that keeps your current customers loyal and leads to

attracting new customers. Consider which social media platforms will be most e�ective in reaching your

targeted audience. YouTube is extremely helpful in showing what kind of services you o�er as well as

�nished projects. Facebook, Twitter, Instagram and LinkedIn give you the chance to immediately show

results or extend special o�ers.

Loyalty programs

How do you reward your customers? Finding ways to show appreciation for your customers will keep

them coming back to you for remodeling projects and also encourage them to sing your praise to others.

Word of mouth can be a powerful tool, so any kind of positive talk from your customers to others is

helpful. Loyalty programs could include awarding current clients a referral fee each time a friend or family

member makes a purchase with you. Another option is providing a complimentary upgrade to the next

level of service selected.

There’s no shortage of marketing strategies you can use to propel your business to the top. Once you

build a solid marketing foundation, each additional tool you use should complement the others. Your

advertising and SEO will take remodeling consumers to your website and phone number. Your website

and Google My Business page will encourage them to use your remodeling services over others. E�ective

social media will create and keep connections with your consumers. All these channels, working

harmoniously together, can help take your business to the next level during this remodeling boom.

Gal-Art/iStock / Getty Images Plus via Getty Images

Tammy Vasquez is senior head coach for Business Development Resources, a provider of business training and coaching to

home service contractors across North America.
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GUEST EDITORIAL
B Y  D A G O  G A R C I A

8 tips for upselling plumbing
projects
Upselling leads to greater pro�tability for your company.

Quali�ed leads are not cheap. As your plumbing business grows, it becomes obvious that upselling and

upgrading materials is a skill that you need to develop to get the most out of your deals. Here are eight

ways you can upsell a plumbing project to optimize your leads and deliver the best possible projects to

your clients.

Remind them about home resale value

Home prices are increasing across the country due to inventory and economic circumstances. This means

homeowners are open to spending on new �xtures or repairs to prepare to sell their homes. Early on, ask

your clients about their long-term plans for their homes. If they are selling soon, you now have a window

to introduce new services or products that may increase the value of their homes. O�er things like higher-

quality materials or features that will increase interest in their homes. Things people don’t want to worry

about are the foundation, plumbing, electrical, HVAC or roof when buying or selling their homes.

Educate them on possible tax credits

Installing energy e�cient appliances or upgrades can come with a tax bene�t to the homeowner. As a

plumber, it’s your job to properly inform homeowners of the tax bene�ts of certain types of renovations.

Research ways you can o�er energy-e�cient products and what tax bene�ts these additions could

provide a homeowner. Be honest in your assessment of their tax credit eligibility and inform the

homeowner that they should consult their tax advisor before making a decision on tax credit-eligible

projects.

Tweak your sales script

What you choose to focus on with a client can a�ect your ability to upgrade their plumbing project. Use a

consultative approach. Instead of focusing on the things the homeowner needs, begin by asking

questions about what they want. Focusing on their long-term pains instead of just their immediate needs

can open their minds to upgrades. Positively reinforcing a homeowner’s desires can open up a lot of

possibilities. Make sure they know your company can deliver the project of their dreams that will improve

their home for years to come.

Flat pricing

Pricing can be hard for any industry. But, in plumbing you have to consider the cost of materials, labor

and any markups you need to apply to make it worth doing the job. However, homeowners don’t want to

hear this. O�ering a �at price for an enhancement helps you make the upgrade easier. Telling someone

an upgraded piece costs $75 rather than explaining out labor and parts is a lot easier.

Make sure [homeowners] know your company can

deliver the project of their dreams that will improve

their home for years to come.

Stay informed

You can’t sell what you don’t know. Stay informed through trade publications, industry news and keeping

an eye on the market. It’s easy to keep your head down and focus on your work, but knowing about the

latest products and trends will make you a better upseller and resource. Talking about upgrades doesn’t

have to feel like pulling teeth. Find ways to make your customers’ lives easier with new products. O�er

products and services that bring joy into everyday life. How can products make activities such as

showering, getting ready in the morning or cooking more enjoyable or easier?

Keep it simple

Don’t use complicated language when talking about upgrades. Every pitch is an opportunity to educate

your customers on something that can make their lives better. Patiently walk them through the bene�ts of

the products and materials you think can help them improve their home, even if they don’t get it at �rst.

Also, make a point to discuss how easy it could be to upkeep some of the upgrades you’re proposing.

Have it on-hand

Keep samples of upgradable �xtures and products in your work truck. Homeowners respond better to

seeing a product in person rather than having to imagine the product or see it in photos. Let them hold

the product or material so they can imagine it in their homes better.

Offer financing early

Because insurance might not cover everything or a homeowner may not have cash on-hand, it’s important

to know what a client can commit to. Financing and payment tools, like Hearth, o�er a pre-quali�cation

application in a secure way to understand your client’s buying power without impacting their credit score.

In a couple of minutes, pre-quali�ed clients receive �nancing options for the amount they requested. They

will also be able to see the highest amount they can �nance through their results. If they ask for $4,000,

the �nancial entity will alert them to how much �nancing they actually qualify for. There is a big di�erence

between a $4,000 job and an $8,000 job for your bottom line. Knowing your client’s buying power is a

crucial tool in your sales arsenal.

dusanpetkovic/iStock / Getty Images Plus via Getty Images

Dago Garcia  is senior content marketing manager for Hearth. For more information, visit www.gethearth.com.
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DELUXE PLUMBING
& HEATING

2021 RESIDENTIAL CONTRACTOR OF THE YEAR:

Bethlehem, Pennsylvania-based contractor is dedicated to
training.

Like most kids after graduating high school, Larry Shoemaker went to
college. However, he came home after about a year, and started working

in his father’s plumbing business, Deluxe Plumbing & Heating.

Deluxe Plumbing & Heating offers a four-year night
school apprenticeship program that allows its

technicians to get technical training as well as receive
journeyman and master plumbing licenses.

Deluxe Plumbing & Heating’s of ce staff. From left to
right: Kimberly Shoemaker, Alyssa Evens, Michelle

Buttner, Cassie Easterly and Heather Long.
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PHCCCONNECT
RETURNS LIVE AND IN PERSON

PHCCCONNECT2021 will take place
Oct. 20-22, in Kansas City, Missouri.

This year’s Apprentice Contest will feature
16 plumbing apprentices and eight HVAC

apprentices demonstrating their skills and
competing for the top prizes.

The success of the Apprentice Contest relies
on a small army of volunteers, staff and
generous equipment and tool donations

from manufacturers.

MEET THE KEYNOTES

PHCCCONNECT SCHEDULE

Wednesday, Oct. 20

Thursday, Oct. 21

Friday, Oct. 22
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Beating the odds: Bradley
celebrates 100 years

Plumbing manufacturer’s success lies in problem-solving.

Reaching 100 years is quite a milestone for any business, let alone for a
family plumbing business. Especially when you consider the average
lifespan for a family-owned business is 24 years, according to Cornell

University’s SC Johnson School of Business.

Bradley’s touchless washbar gives you
soap, water and drying.
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New age net-zero
emerges from

sustainable lifestyle
Creative retro t nabs British Columbia home distinction
as one of the most energy ef cient residences in Canada.
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WaterSense-certi ed
toilets: Low- ow and

high-performing
How plumbers can bene t by offering WaterSense-

certi ed products.
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PHCC WELCOMES NEW PRESIDENT
Joel Long takes the reigns of national contractor association.

B Y  N I C O L E  K R A W C K E

Joel Long
PHCC 2021-2022 President, owner of Gastonia, North Carolina-based GSM Services.

PHCCweb.org

There is a changing of the guard (so to speak) every fall during PHCC’s annual conference and trade

show. This month, PHCC — National Association President Hunter Botto, president of Botto Brothers

Plumbing & Heating in St. Petersburg, Florida, will hand the title o� to Joel Long, owner of Gastonia,

North Carolina-based GSM Services. Plumbing & Mechanical Chief Editor Nicole Krawcke had a chance

to chat with Long about what he hopes to accomplish during his term and the many opportunities for

PHCC members over the next year.

PM: Where’d you get your start in the industry, and did you ever think you would be president of an

organization like PHCC?

JL: I grew up in our family HVAC business. I started working in the �eld when I was 16 on some of our

commercial projects, installing ductwork systems and gas piping systems. I knew early in those days that I

really liked the industry. For me, it was seeing the progress at the end of each day and the knowledge that

we were improving a customer’s building. I fell in love early on. I also loved the people. Our teams are

made up of the true American worker. Focused on performing at a high-quality level so they can make

sure their kids have it better than they do. Love them!

On the PHCC leadership front, I am not sure I saw that coming when I joined PHCC. On the �ip side, I

have been fortunate throughout my life to be mentored by extremely generous people, who have pushed

me to do more by their examples. In PHCC, several past presidents gave me encouragement and

direction on how I could grow and maybe help PHCC at the same time. They really have inspired me to

do this, and hopefully I can continue their success.

PM: What are the top three items on PHCC’s national legislative/regulatory agenda?

JL: I would say we are really focused on a variety of issues a�ecting our businesses and industries, and

three of our main agenda items are infrastructure, decarbonization and better government support for our

small businesses.

We are hearing every day that we will be seeing a massive focus on infrastructure improvements, but

unfortunately, most of these are focused on the infrastructure we see, like roads. We are pushing for the

improvements of our drinking water, wastewater treatment and HVAC systems. The American Society of

Civil Engineers grades our drinking water infrastructure a C- and estimates that we will need at least one-

trillion dollars to address these shortcomings in the next 25 years. The ASCE gave our public-school

systems a D+ rating and reports that more than half our schools need HVAC system replacements to

improve air quality and indoor climate. At the same time as this report on our schools, we have decreased

school capital investments by more than 30% in the last decade. We need to focus now on improving

these important parts of our infrastructure to build a better future for the next generation.

We do not believe in the current decarbonization push we are seeing in di�erent parts of the country.

Natural gas, for instance, is a low-cost energy source for millions of American households that reduces

stress on the electric grid, keeps electric bills low, and provides a reliable source of heat and hot water.

Natural gas is a clean product we make here in the U.S., which helps us be more energy independent and

helps our most vulnerable households e�ciently heat their homes. We believe Americans should have

more choices in the supply of their energy and that competition leads to better outcomes for our

consumers. We are asking our representatives to provide legislation that helps expand these choices

instead of reducing them.

All across the country, many of our members are facing the threat of extinction — in large part due to this

pandemic. They are also facing the growing burden of our government’s tax policies. Our members are

small business owners who are the backbone of our American job growth. At a time when we are �ghting

a pandemic, a worker shortage and material delivery delays, our state and federal governments should

be making it easier for our businesses to thrive. We are advocating for reduced taxes which will help our

companies provide products to our consumers at lower prices and boost the American economy. We are

asking for more funding for registered apprenticeship programs to help us build a skilled workforce. We

are asking our legislators to improve our tax policies to make producing in America more attractive for

our manufacturing partners, so we reduce the supply chain and become a stronger self-reliant nation.

We have a long history of working to improve the

quality of water and air systems in homes and

businesses, and our members stand ready to supply

these services to consumers.

PM: Where do the greatest business opportunities lie for PHCC members over the next few years,

and how is PHCC going to help them take advantage?

JL: I am extremely encouraged about the opportunities that lie ahead for our members, as many will

diversify and grow their businesses coming out of this pandemic. We have a long history of working to

improve the quality of water and air systems in homes and businesses, and our members stand ready to

supply these services to consumers. Our members have always protected the health of the nation, and

our current services will �t directly into our heritage of staying at the forefront of this important service.

I also believe we have been putting ourselves in the position to recruit young people coming out of high

school directly into our industries better than most. I believe more and more young people and their

parents are tired of the four-year college path that results in large debt and often supplies a questionable

career path. Our PHCC members o�er a clear alternative that supplies immediate wages, education and a

path to earn six �gures and/or own your own company. Sounds like the American dream to me.

PHCC o�ers tons of education and apprenticeship programs which prepare our owners, technicians and

apprentices, and provides a clear path to improve their lives.

PM: What other areas of growth do you see for PHCC member companies?

JL: I have grown more over the years by getting involved in our Enhanced Service Groups at PHCC. For

instance, our Construction Contractors Alliance (CCA) group is made up of contractors who specialize in

residential and commercial new construction. These contractors are from all over the country and meet

several times a year to share best practices, learn from each other and share knowledge. Being in these

meetings has positively changed the direction of my company for the better. There are opportunities all

throughout PHCC for our members to learn from each other and grow our businesses, but they must also

get involved. I urge all our members to get beyond sending in that basic membership check and really

dive deep into your connection to PHCC.

PM: What are the biggest challenges PHCC members will face over the next year?

JL: Unfortunately, I believe we will still be wading through this COVID-19 mess, material/labor shortages

and how to deal with our customers and personnel in a positive way. At this point, I know I am sick of

dealing with the masks, the vaccines and the heated variety of opinions we all have on how to move

forward. Over the past year and a half, our essential companies got up each morning to face the world

like we always have done. We should all be proud of that record of success. We must press forward with

the old, brash American “can do” attitude and not let this disease and other issues sidetrack us.

PM: What is the No. 1 thing you hope to accomplish in your time as PHCC president?

JL: I want to continue and expand the successful work of our past presidents and boards. We are just

�nishing our latest �ve-year strategic plan and will be meeting early in 2022 to build the next �ve-year

plan. I want to take a hard look at what we accomplished from our old plan, assess what we should

continue and really take a deep dive into where we need to go for our members, partners and industry.

I already know I want to make sure we are extremely focused on building the federation at all levels. The

national association is only as strong as our partnership with our state associations, and I believe we

need to take the lead from our state leaders and help them win �rst. PHCC National wins when our state

associations win.

PM: What is one piece of advice you would like to pass along to the younger members of this

industry?

JL: I have received so much advice that has helped me over the years. I think some of the best is to live

your best life every day and strive to listen more than talk. There is so much opportunity in our industry,

but you must decide that no one can slow you down except yourself! I do truly believe that our only

competition is with ourselves. Hustle more than anyone else, and you will be luckier than everyone else.

PM: What would you say to students who are on the fence about college or entering a trade?

JL: I would recommend students who are on the fence go talk to the most successful HVAC and plumbing

contractor owners in the community, and ask them if they can start a career with their businesses. Most of

our members are pillars of their communities, support their local charities and love to help students start

their careers.

PM: What are some of your hobbies outside of PHCC and work?

JL: My kids are both in college now, and I have taken up trout �shing again. I grew up �shing with my

father, and in North Carolina, we are blessed to be able to enjoy the mountains, lakes and ocean for

�shing. I realized after my kids started college that I had really lost that time doing something I really

enjoy. There is something therapeutic about a crisp, cool morning in the mountains chasing those elusive

trout. If anyone has any advice on catching those elusive trout, I am taking advice from everyone!

PM: What is one thing about you that most people don’t know?

JL: I grew up very unsure of myself and was terri�ed to speak in public on any level. Just speaking in a

classroom setting would scare me to death. My father entered me in an Optimist Essay contest when I

was in the sixth grade that included a presentation in front of a panel of judges. I was terri�ed and so mad

at him at the time! I think I �nished last in the competition, but I had faced my fears and speaking got

easier after that. Since then, I have often tried to face my fears directly, and that has served me well.

Nicole Krawcke  is chief editor of Plumbing & Mechanical.
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CLEAN AND COLORFUL
Four Seasons Plumbing

Asheville, North Carolina

B Y  N I C O L E  K R A W C K E

“The right call any time of year” is the perfect slogan for Asheville, North Carolina-based Four Seasons

Plumbing. The company was founded in 2006 by husband and wife team, Max Rose and Rachel Rose,

thanks to a monetary gift from Max Rose’s grandmother. The couple used the money to purchase a work

van and got right to work.

“We started Four Seasons with the idea of creating a plumbing company where people who are driven to

improve their lives and the lives of others can come together and advance their knowledge and career,”

Max Rose says. “We decided to name the company Four Seasons because it �ts with our beautiful area.”

Max Rose got his start in the plumbing industry in Colorado, maintaining a 4.0 GPA while attending three

years of trade school at Red Rock Community College. In 2002, he pursued a plumbing apprenticeship at

Colorado State with Kelly Vowel. Two years later, Rose received his Colorado state residential plumbing

license. Shortly after, he earned several certi�cations in North Carolina, including a P1 unlimited plumbing

license and a North Carolina state license. Rachel Rose has a background in o�ce management and

customer service that has served the business well, as she manages the call center and o�ce.

In the beginning, the Roses generated work by calling di�erent building contractors that had Yellow Page

listings. Max Rose would walk door-to-door handing out business cards. Slowly, they built up the brand

and then began using more traditional marketing and advertising. The company has positioned itself as

the leader for reliable and professional plumbing services throughout Asheville and Hendersonville, as

well as in the surrounding communities, the Roses note. The company o�ers leak repair and detection,

recirculating systems, ejector pump services, kitchen plumbing, water heaters, gas line repair and

installation, and more. One of the company’s avid supporters is the Asheville Humane Society.

Four Seasons now boasts 26 employees and 17 �eet vehicles, including a 2014 Chevrolet Express

cutaway with a Hackney P2000 box; seven Isuzu NPR with a Hackney P2000 Box; two Ford Transit

Connects to run parts and do site visits; �ve Ford Transit 350 XLs with the extended body and high roof,

as well a Hackney Shelving package; two Ford F250s; and two brand-new Ford Transit 350 XLs, which

were delivered in June.

“I like the Ford Transits for their durability, comfort and gas mileage,” Max Rose says. “I like the Isuzus for

their movability (they can turn on a dime), the ramp and the space in the back.”

When it came time to wrap his 17 vehicles, Max Rose sought help from well-known industry expert Dan

Antonelli and his company KickCharge Creative. Antonelli helped design the eye-catching colorful and

bright vehicle wrap.

Max Rose says the wraps have helped increase brand recognition, which was his goal all along.

“People tell us they see our trucks everywhere,” he says.

Photos courtesy of Four Seasons Plumbing.

Nicole Krawcke  is chief editor of Plumbing & Mechanical.
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PRODUCTS

ON DEMAND, ENDLESS HOT
WATER

With an integrated recirculating pump, the new

In�niti L Tankless Water Heater provides on

demand, endless hot water to every faucet in

the home. It features built-in �ush ports for

easier installation, outstanding e�ciency

(ENERGY STAR-certi�ed up to .96 UEF), �exible

venting options (2" or 3" PVC or polypropylene

up to a maximum length of 280'), industry-

leading modulation (22:1 turndown ratio), SRT

Scale Reduction Technology for longer life and

STEADISET Technology for accurate water

temperatures. Learn more at

www.bradfordwhite.com/in�nitiseries.

Click to learn more

B RA D FO RD  W HITE  CO RP.

DIRT SEPORATOR

Introducing the DIRTMAG PRO — the latest

advancement in ferrous and non-ferrous debris

separation. Containing powerful, dual magnetic

�elds and a redesigned collision mesh, the

DIRTMAG PRO delivers 40% more power for

greater e�ciency in dirt removal. All debris is

quickly purged from the system via a blow

down valve. No disassembly or scraping of

magnetite from wetted magnets is required,

which means clean hands and fast, easy

servicing. www.cale�.com

Click to learn more

CA L E FFI

GAS VENT SYSTEM

Go further with InnoFlue 10' e�ective vent

lengths. Made from UL1738-listed

polypropylene, you’ll reduce time, cost, �ttings

and labor with industry leading 10' e�ective

lengths. Every InnoFlue polypropylene vent has

a male/female gasketed connection, so you

never need glues, primers or solvents. Just

push the �ttings together and you’re done! With

10' e�ective lengths, you’ll need less

components to complete the job. Save time

and money with InnoFlue Polypropylene Vent

Systems.

www.centrotherm.us.com/contact.aspx
Click to learn more

CE N TRO THE RM

LEAK DETECTOR

E-WATERBLOCK by ELTEK is a brand-new

smart device to detect water leaks and prevent

damages. As soon as a problem occurs, it

shuts down the �ow of water. Fully managed by

the ELTEK app, it can be easily installed

between the tap and the water inlet hose of a

device like a vending machine. No professional

tools, power or internet connection are

required. E-WATERBLOCK is the best life

preserver against �ooding.

https://bit.ly/2VAtH1p

Click to learn more

E LTE K

LEAK DETECTION SYSTEM

The industrial-grade FloLogic System is the

only comprehensive leak detection auto shuto�

device that detects leaks beginning at a half-

ounce-per-minute in real time. FloLogic’s U.S.-

made cast bronze valve is available in 1", 1.5"

and 2" sizes with exclusive trade pro discounts

when you call 877-356-5644. Learn more,

become a referral installer and dealer at

www.�ologic.com.

Click to learn more

FL O L O GIC

OIL-SENSING CONTROL

The IntelliOil, an intelligent oil-sensing control

system, is designed to help protect the

environment and equipment from the

dispersion of oil and hydrocarbons in elevator

pit applications. The system automatically

detects the presence of hydrocarbons such as

oil and hydraulic �uid in a sump pit and

prevents them from being pumped into the

normal discharge area. Our complete system

solutions for elevator pits and vaults include

packaged pump systems. We can customize a

complete package that is tailor-made to meet

the unique speci�cations of each project.

www.metropolitanind.com.
Click to learn more

ME TRO PO L ITA N  IN D U STRIE S

THE ORIGINAL WITH
STEALTH TECHNOLOGY

Experiencing a job delay due to the product

shortage? Niagara® can help! Niagara’s

Original™ toilet is one of the world’s most water-

e�cient toilets. Utilizing Niagara’s patented

vacuum-assist Stealth Technology®, this ultra-

high-e�ciency toilet provides a powerful �ush

that clears the bowl every time.

The best part? The Original is fully stocked and

ready to ship wherever it’s needed! With lead

times continuing to extend from month to

month, let us help get your projects back on

schedule. Ask your local wholesaler or supply

house if the original is in stock or browse the

line. www.pro.niagaracorp.com

Click to learn more

N IA GA RA  CO N SE RVATIO N

STAIR-CLIMBING HAND
TRUCKS AND LIFTGATES

PowerMate is a motorized electric hand truck

for moving loads up and down stairs, on and

o� vehicles, loading docks and across �at

surfaces while keeping the load in a safe, well-

balanced position. PowerMate does 100% of

the lifting and is proven to reduce the physical

e�ort to move heavy loads by 87%, thereby

saving backs and lost time o� work. Most loads

can be moved by one person instead of two or

three, thereby saving time, manpower and

money. www.powermate.info

Click to learn more

PO W E RMATE
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Secondary issues
The Glitch:

Sometimes multiple mistakes show up in small portions of hydronic systems. The piping con�guration

shown in Figure 1 is one example. It represents a simple secondary circuit within a primary/secondary

system. Can you spot at least four speci�c installation details that could create problems within this

system?

ENLARGE

Are you an ace troubleshooter?

Within the pages of this magazine, PM’s Hydronics Editor John Siegenthaler, P.E., will pose a question to

you, our readers, to review a system’s schematic layout and discover its faults, �aws and defects. Discover

archived “The Glitch & The Fix” exercises at its radiant-focused website, www.radiantandhydronics.com.

Good luck!

DISCOVER THE FIX
www.radiantandhydronics.com
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FAUCETS & SINKS
B RA D L E Y  CO RP. CHICA GO  FA U CE TS

TOUCHLESS OPERATIONTOUCH-FREE HANDWASHING

GE RB E R KO HL E R

KITCHEN FAUCETSBRIDGE FAUCET

CA L IFO RN IA  FA U CE TS MO E N

BATHROOM FAUCETBATH SERIES

E L KAY TO TO

SENSOR FAUCETSTAINLESS STEEL SINK
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PRODUCTS & LITERATURE
A SA HI/A ME RICA RE CTO RSE A L

SOLVENT CEMENTSELECTRIC ACTUATOR

A L L IE D  A IR E N TE RPRISE S MATCO -N O RCA

PEX BALL VALVESINVERTER HEAT PUMP

RID GID RIN N A I A ME RICA  CO RP

WALL-MOUNT SYSTEMPRESS TOOL

CA L E FFI WAY N E

HALO SMART SUMP PUMPTHERMOSTATIC MIXING VALVE
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Directory Sponsors

Below are the premium listings from our B.I.G Book and Rep Locator

directories. For the complete list of companies and products, please visit

www.plumbingbigbook.com and www.locatearep.com.

B.I.G. Book

Rep Locator

October 2021PMmag.com

https://www.supplyht.com/directories/2742-b-i-g-book
https://www.supplyht.com/directories/2743-rep-locator


B.I.G. Book Premium Listings

Merit Brass Co.

One Merit Dr. P.O. Box 43127

Cleveland, OH 44143

(800) 726-9800

sales@meritbrass.com

www.meritbrass.com

CLICK HERE to see all product photos, downloads, and more!

Manufacturer of stainless steel, brass, chrome-plated, and aluminum pipe nipples. Master distributor of related pipe, valves, �ttings 

(including A105-N Carbon Steel and tube �ttings), and tubing.

BACK TO PREMIUM LISTINGS INDEX

mailto:sales@meritbrass.com?Subject=%20%20
http://www.meritbrass.com/
http://www.supplyht.com/directories/2742-b-i-g-book/listing/5426-merit-brass-co
http://www.meritbrass.com/


Oatey Co.

20600 Emerald Pkwy.

Cleveland OH 44135

(800) 321-9532

https://www.oatey.com

CLICK HERE to see all product photos, downloads, and more!

Since 1916, Oatey has provided reliable, high-quality products for the residential and commercial plumbing industries, with a 

commitment to delivering quality, building trust and improving lives. Today, Oatey operates a comprehensive manufacturing and 

distribution network to supply thousands of products for professional builders, contractors, engineers and do-it-yourself consumers.

B.I.G. Book Premium Listings

BACK TO PREMIUM LISTINGS INDEXBACK TO PREMIUM LISTINGS INDEX

https://www.oatey.com/
http://www.supplyht.com/directories/2742-b-i-g-book/listing/6959-oatey-co
https://www.oatey.com/


QuickDrain USA

2597 W. 64th Ave.

Denver, CO 80221

(866) 998-6685

https://www.quickdrainusa.co

CLICK HERE to see all product photos, downloads, and more!

Part of the Oatey Co. family of brands, QuickDrain USA is a premier manufacturer of curbless and curbed shower solutions for 

showers and wet areas. Balancing elegant design with exceptional performance and universal design, QuickDrain’s shower 

solutions o�er best-in-class accessibility, �exibility and ease of installation, making them the ideal choice for healthcare, hospitality 

and residential renovations and new builds alike. For more information, visit www.quickdrainusa.com or follow QuickDrain on 

Facebook, LinkedIn or Instagram.

B.I.G. Book Premium Listings

BACK TO PREMIUM LISTINGS INDEX

https://www.quickdrainusa.com/
http://www.supplyht.com/directories/2742-b-i-g-book/listing/6393-quickdrain-usa
https://www.quickdrainusa.com/


Reed Manufacturing Co.

1425 W. 8th St.

Erie, PA 16502

(814) 452-3691

reedsales@reedmfgco.com

https://www.reedmfgco.com

CLICK HERE to see all product photos, downloads, and more!

Cutters and cutter wheels, groovers, power drives, cordless tools, dies, vises, water services tools and machines, plastic pipe tools, 

large diameter pipe tools, specialty and regular wrenches and general pipe working tools.

B.I.G. Book Premium Listings

BACK TO PREMIUM LISTINGS INDEX

mailto:reedsales@reedmfgco.com?Subject=%20%20
https://www.reedmfgco.com/
http://www.supplyht.com/directories/2742-b-i-g-book/listing/5012-reed-manufacturing
https://www.reedmfgco.com/


Rep Locator Premium Listings

Associated Marketing Inc.

11500 Roosevelt Blvd. G1

Philadelphia, PA 19116

(215) 677-6870

hunter@associatedmarketing.net

www.associatedmarketing.net

CLICK HERE to see all product photos, downloads, and more!

Philadelphia based �rm that is focused on Results, driven by Passion, performed through Professionalism & Involvement while 

committed to continual Progress. We work long, hard hours, not only because it’s a requirement — but because it’s what 

challenges us to be better than our best.

Product Categories

Fire Protection

Heating

Hydronics

Industrial Supplies

Irrigation

Pipe, Valves, Fittings (PVF)

Plumbing Products

Pumps-Well Supplies

Refrigeration

Solar Heating/Cooling

Ventilation

Waterworks

BACK TO PREMIUM LISTINGS INDEX

mailto:hunter@associatedmarketing.net?Subject=
http://www.associatedmarketing.net/
http://www.supplyht.com/directories/2743-rep-locator/listing/4430-associated-marketing-inc
http://www.associatedmarketing.net/




Rep Locator Premium Listings

FIA Inc.

7 Sixth Rd.

Woburn, MA 01801

(800) 423-7187

custsrv@�ainc.com

https://www.�ainc.com

CLICK HERE to see all product photos, downloads, and more!

Fluid Industrial Associates, Inc. is a stocking manufacturer’s representative of plumbing, heating, & HVAC products. With full 

territory coverage of the six New England states, FIA supports the residential & commercial markets, selling products through a 

strong network of wholesale distributor partners. Our mission is to provide our customers industry leading energy-e�cient 

products & solutions, while delivering superior customer service, & being a leader in training & educations.

Product Categories

Air Conditioning

Heating

Hydronics

Pipe, Valves, Fittings (PVF)

Plumbing Products

Pumps-Well Supplies

Solar Heating/Cooling

BACK TO PREMIUM LISTINGS INDEX

mailto:custsrv@fiainc.com?Subject=
https://www.fiainc.com/
http://www.supplyht.com/directories/2743-rep-locator/listing/4601-fia-inc
https://www.fiainc.com/


Rep Locator Premium Listings

Reece-Hopper Sales

14348 Proton Rd.

Farmers Branch, TX 75244

(713) 691-5103

sales@rhsalesreps.com

https://www.rhsalesreps.com

CLICK HERE to see all product photos, downloads, and more!

Covering all of Texas & Oklahoma markets, Reece-Hopper Sales is dedicated to bringing value to both our wholesale customers & 

manufacturers alike. We pride ourselves in the excellent service we provide, as well as our representation of world class 

manufacturing partners. Reece-Hopper Sales continues to build a platform for growth & undeniable sustainability for the future.  

Our dynamic sales team is comprised of industry veterans as well as young, educated & results driven individuals. WE. BRING. 

VALUE.

Product Categories

Kitchen/Bath

Plumbing Products

BACK TO PREMIUM LISTINGS INDEX

mailto:sales@rhsalesreps.com?Subject=
https://www.rhsalesreps.com/
http://www.supplyht.com/directories/2743-rep-locator/listing/5861-reece-hopper-sales
https://www.rhsalesreps.com/


Rep Locator Premium Listings

Woods & Jaye Sales Co.

33-09 37th Ave.

Long Island City, NY 11101

(718) 786-8260

sales@wjny.com

https://www.wjny.com

CLICK HERE to see all product photos, downloads, and more!

Woods & Jaye is a full service Manufacturer’s Representative, Marketer & Distributor of speci�cation grade plumbing, heating, 

hydronic equipment, steam, waste & wastewater products, controls, plumbing supplies & specialties that cover a vast range of 

applications. We cover the territory of New York City’s 5 Boroughs, Long Island, Westchester, & Northern New Jersey. We o�er a 

deep range of services to our manufacturers, architects, engineers, kitchen designers, owners, facilities, wholesalers, & contractors. 

As an agency, we hold ourselves to the highest standards possible & are committed to providing ethical & professional 

representation. We know our manufacturers. We know our customers. We know our market.

Product Categories

Fire Protection

Heating

Hydronics

Industrial Supplies

Pipe, Valves, Fittings (PVF)

Plumbing Products

Pumps-Well Supplies

Solar Heating/Cooling

Ventilation

BACK TO PREMIUM LISTINGS INDEX

mailto:sales@wjny.com?Subject=
https://www.wjny.com/
http://www.supplyht.com/directories/2743-rep-locator/listing/4997-woods-jaye-sales-co
https://www.wjny.com/
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ACCURATE, EASY TO LEARN, EFFICIENT
FASTEST, INC.

SEE A DEMO TODAY!

1-800-828-7108

www.fastest-inc.com/pm

BACK

https://www.fastest-inc.com/pm
https://www.fastest-inc.com/pm


Do you have an innovating plumbing
product?
Contact Michael Whiteside, President at mwhiteside@mifab.com for a

con�dential discussion.

Royalties paid on quali�ed products.

www.mifab.com

BACK

mailto:mwhiteside@mifab.com?Subject=Hello
https://www.mifab.com/
https://www.mifab.com/


THE BEST PRICES ON THE TOUGHEST
BLADES

DIABLO

Fast Free Shipping & Lock Blade Knife on orders over $150.00.

Over 10 Million Blades Sold

Reciprocating Blades for Metal & Wood Cutting

1-888-641-9798

www.DISCOUNTSAWBLADE.com

BACK

http://www.discountsawblade.com/
https://www.discountsawblade.com/Default.asp


WOOD & METAL CUTTING DISCOUNT SAW
BLADES

FAST FREE shipping & FREE lock blade knife on orders over

$150.00

Wholesale pricing SAVES 53-67% over big box stores

Inventory purchase control

100% satisfaction guaranteed

Made in the USA

As Low As $0.79 Each

www.DISCOUNTSAWBLADE.com

1-888-641-9798

BACK

http://www.discountsawblade.com/
https://www.discountsawblade.com/Default.asp


Chimney Caps * Liner Kits * Accessories
Made In America

“Nothing Else Even Comes Close”

1-800-262-9622

www.chimcapcorp.com

BACK

http://www.chimcapcorp.com/
http://www.chimcapcorp.com/


ATTENTION CONTRACTORS
Ready to Start Running Your Contracting Business With LESS Stress 

and MORE Success?

THE 7-POWER CONTRACTOR® by AL LEVI is for YOU!

“If you’re an experienced contractor and you’re still working in the �eld, 

doing estimates, running techs, and working crazy hours with no end in 

sight, and you’re wondering if there’s a way out, Al’s seven powers are 

the answer.” — Mark Paup, Golden Rule Plumbing, Heating & Cooling, 

Grimes, Iowa

Learn more: 7powercontractor.com/book

BACK

https://www.7powercontractor.com/book
https://www.7powercontractor.com/book
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IAPMO C LIC K  HERE TO  VIEW  A Dwww.iapmo.org
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Let us know your thoughts about this month’s 
features and columns on our social media outlets.

CONVERSATIONJOIN THE




