
 

 

Message from the President —  Al Luke 

September’s training will be a 

discussion regarding the bene-

fits of using Hybrid Electric 

Heat Pump Water Heaters and 

the impact of water quality on 

water heaters.  The discussion 

will be led by Paul Burke and 

Chris Kidwell of ROI Marketing.   

 

During the presentation, Chris 

and Paul will cover the follow-

ing topics:   

*  How the efficiencies of 

hybrid electric heat 

pump water heater 

compare with a stand-

ard 50- gallon electric 

heater. 

*  How heat pump water 

heaters work. 
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tee.  Laura has taken charge 

increasing membership and 

awareness of our organization. 

With new marketing ideas, like 

the MWPHCC Informational 

Rack Cards, the design of new 

table coverings to promote 

MWPHCC during our trainings, 

and meetings and Trade Show 

outings, Laura and the commit-

tee are broadening our efforts 

to meet your needs as contrac-

tors and Industry experts.   

The National Office, PHCC, is 

making a major push to in-

crease membership across the 

nation and I am pleased to 

share with you that we have 

two former members returning 

to the organization, with a few 

Friends:  Usually in the Septem-

ber newsletter, the President 

will take the opportunity to re-

flect on the summer and look 

ahead to the upcoming year at 

MWPHCC.  But I want to go in a 

different direction and take the 

opportunity to recognize and 

thank our Board of Directors.   

In keeping with tradition, the 

Board gathered at Steve and 

Monica Heidler’s home to cre-

ate the game plan for 2018.  

Our focus, as  always, was  

looking at training events, initia-

tives and opportunities and 

ways to increase membership.   

As you are reading this, our 

annual Golf Tournament is  

underway, all thanks to the 

commitment and hard work 

of Dick Rhodes, Carl Ander-

son, Gary Markle and Ray 

Handy.  Without this crew, we 

wouldn’t have a successful 

tournament. That’s a fact.   

In the spring, with the dili-

gence and persistence of 

Glenn King, MWPHCC offered 

a well-attended and success-

ful Fishing Tournament and I 

can say, firsthand, that those 

fish were jumping that Friday 

morning in April.! 

Further, I would be remis 

without giving a shout-out to 

Laura Warshaurer, Chair of 

our Membership Commit-

* Where they should be 

installed. 

*   Cost benefit analysis 

*   Environmental impact 

 

They will also cover how water 

quality has a direct impact on 

water heaters; especially tank-

less heaters. Issues caused by 

poor quality water are not cov-

ered by manufacturer’s warran-

ty’s.  During the T4 training you 

will learn about solutions to this 

problem.  Low cost, high quality 

water filtration systems are now 

available that will reduce sedi-

ment and inhibit scale for all 

gas or electric water heaters. 

Monthly Meeting 

September 7, 2017  

 5:00 - Board Meeting 

 6:00 - T-4 Training       

 7:30 - Dinner and  

General Meeting 

new members 

on the horizon. 

You will read 

more about 

them in this 

issue.  

Good things 

are happening at MWPHCC 

and needless to say, we have 

a very dedicated group of 

men and women. I am most 

appreciative and proud of 

who we are and the direction 

in which we are moving.  

  

See you on the 7th!   

Happy Labor Day! 

September T4 Training  
Presented by ROI Marketing-Chris Kidwell and Paul Burke 

ROI Marketing is a 

decorative, plumb-

ing and HVAC Man-

ufacturers’ Repre-

sentative.  We pro-

vide unsurpassed 

service and sup-

port to all of our 

customers, both 

present and future, 

in the wholesale 

channel. 
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 MWPHCC Fishing Trip 

 FRIDAY  APRIL  21 

The weather cooperated…. 

The fish were biting… 

A successful day all around! 

 

Keep your eyes open for infor-

mation on this year’s fishing trip! 

MWPHCC  Social Media  

Follow us on Facebook —   
 

Metropolitan Washington 
PHCC 

 Follow MWPHCC on   
Twitter 

 
@MWPHCCconnected 

MWPHCC Membership Corner 
 

MWPHCC  Welcomes    
Bob Clendening…. 

 
Bob is the owner-operator of 

Capital City Plumbing  
 

A former member of the 
MWPHCC, Bob is looking for-

ward to get back to the organi-
zation after his brief hiatus. He 
enjoys the camaraderie, net-

working and trainings  
Welcome back, Bob!!  
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CONNECT,                                    

our national meeting and           

trade show, 
where you can learn more about     

management and technical  issues, 

meet friends and colleagues,             

connect with potential partners and 

suppliers, and more. 

PHCC National Conference                  October 3—6, 2017             Milwaukee, Wisconsin 

CONNECT 2017 heads to the shores of Lake Michigan, a city rich in history and culture.  

Whether you’re in service and repair or in new construction, plumbing or HVAC, open shop or signa-

tory, make plans now to join us in Milwaukee! 

 

 Go to the PHCC website (http://www.phccweb.org) to reserve your space now…. 

http://www.phccweb.org/connect
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The Role of Marketing in Peak Season 
Peter Troast | Aug 11, 2017 

Industries of all kinds deal with seasonali-

ty: snowboard shops, ice cream trucks, 

and certainly the HVAC and home perfor-

mance industry. In the heat of summer, 

customers want air conditioning; in the 

winter, they want furnace repair and insu-

lation. The response of many business 

owners is to relax marketing efforts 

through the busy season and turn them 

up in the off-season. 

Marketing is about attracting customers 

and explaining to the public the value of 

your services. So why would you not opti-

mize your marketing during the peak sea-

son, since this is the time when the most 

people are interacting with your brand? 

 

Choose The Jobs You Want To Do 

If you’re looking to be more selective 

about the types of jobs you complete (say 

you are looking to do more big-ticket 

whole-home projects and fewer filter re-

placements), the key is more leads from 

which to select. Having the option to do a 

comprehensive project versus a small AC 

repair will obviously boost your average 

ticket size, and that might be a central 

goal of your peak season. Being picky is a 

beautiful thing: It allows you to specialize 

in whatever direction you see your compa-

ny heading in as well as become more 

profitable with the work you do choose to 

do. 

Continue your marketing during these 

busy seasons to allow more leads than 

usual to roll in. If your marketing is work-

ing this summer, you can recommend 

these smaller leads to other companies 

willing to do the work, while keeping the 

larger more profitable jobs for yourself. 

Alternatively, if you are too busy to do a 

handle the volume of leads, consider us-

ing your website as a filter. For example, 

add a section “Are we the right contractor 

for your job?” that makes it clear that your 

specialty is comprehensive work, not one-

offs. 

 

Brand Awareness 

When the leads are pouring in at a rate 

faster than you can schedule, it might be 

time to change your marketing objectives. 

Instead of focusing on getting phone calls 

and online leads, brand awareness can be 

the new key performance indicator. 

People seek you out during the busy sea-

son. This is a rare opportunity to expose 

people to your message while they are 

willing to listen. During the peak season, 

your brand is going to be viewed more 

than ever, so spending the time and effort 

to give viewers a good impression will be 

worth the effort. 

 

Example Brand Awareness Campaigns 

Shift your marketing spend to high-

impression mediums like Facebook Ads, 

Google Display network, and even 

YouTube ads, and use these ads to be 

informative about your company as a 

whole. This will not only expand your reach 

in your service area, it will also get people 

familiar with what your brand stands for, 

rather than focusing on driving conver-

sions for a particular service. Strong brand 

awareness builds trust in your client base, 

which can lead to you being top-of-mind 

for customers after the peak season has 

ended. 

 

 

                        (continued on page7) 

 

 

https://email.bcps.org/owa/redir.aspx?C=ODTdD3VLIqD2RZ95hn43YlEjvO91CF7n2Kh6UH2eH3zbp_iS6uPUCA..&URL=https%3a%2f%2flinkprotect.cudasvc.com%2furl%3fa%3dhttp%3a%2f%2fwww.contractingbusiness.com%2fauthor%2fPeter-Troast%26c%3dE%2c1%2cwTH8_zsveAZP3UEYIxsj4eGCI8x_P
https://email.bcps.org/owa/redir.aspx?C=6OC7KazIy9St5Y0Dw6joacyCkB69kCE2VZmLDqEQ5ELbp_iS6uPUCA..&URL=https%3a%2f%2flinkprotect.cudasvc.com%2furl%3fa%3dhttp%3a%2f%2fwww.energycircle.com%2fguide%2fsocial-media-advertising-home-performance-hvac-companies%26c%3dE
https://email.bcps.org/owa/redir.aspx?C=6OC7KazIy9St5Y0Dw6joacyCkB69kCE2VZmLDqEQ5ELbp_iS6uPUCA..&URL=https%3a%2f%2flinkprotect.cudasvc.com%2furl%3fa%3dhttp%3a%2f%2fwww.energycircle.com%2fguide%2fsocial-media-advertising-home-performance-hvac-companies%26c%3dE
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The Role of Marketing in Peak Season 
(continued from page 6) 

Strengthen the Interconnection of Your 

Services 

Expanding your brand to represent more 

than the seasonal service customers are 

looking can mean the difference between 

a one-time repair and a return customer 

with high lifetime value (LTV). 

If all customers see is ads for AC repair 

during the summer, they may only think 

you have one service. Mentioning energy 

audits, air sealing, heating season prep, 

or solar installs increases the likelihood 

that you’ll be their go-to for HVAC and 

home performance needs all year long. 

 

Use Your Busy Season for Discovery, Im-

provement, & Reviews 

During the busy seasons, your entire team 

from sales to service will be spending 

more time with customers. With such high 

volume comes valuable information. 

Discovering what your customers are 

looking for, asking the right questions, 

and learning what they will need in the 

coming seasons can help shape the rest 

of your year. It is also a good opportunity 

to objectively evaluate current processes 

in your business and make revisions and 

changes to increase your team’s produc-

tivity and effectiveness. 

 

Referrals & Reviews During the High Sea-

son 

Another perk of dealing with many cus-

tomers is gaining referrals. If you market 

all your services during the summer and 

show people top-of-the-line service, 

your  customers will talk to their friends 

and suggest your services to their neigh-

bors. 

Marketing efforts like review manage-

ment are also a great opportunity in the 

summer. If you are not coming out of your 

peak season with significantly more Yelp, 

Google, or onsite reviews than you had 

previously, it might be time to re-evaluate 

your process. Soliciting reviews from sat-

isfied customers over the summer will 

help build your company’s online reputa-

tion, so when potential customers are 

searching for you during the off-season, 

they’ll be more likely to give you a call. 

Dealing with large numbers of customers 

means you can get large amounts of re-

peat business. Our team at Energy Circle 

knows that digital marketing isn’t a hard 

stop-and-go process, but rather a highly 

adaptable and flexible set of offerings 

that can be tailored to specific needs at 

specific times for maximum impact. By 

shifting your marketing efforts as neces-

sary and staying consistent through this 

busy time, you’ll reap the rewards during 

the off-season! 

Don't spend October wondering why your 

phone isn’t ringing. Take advantage of 

your marketing even when you are busiest 

to see results all year long!  
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At Ferguson, nobody expects more from us than we do. And why      should 
they? We’re the ones who set the bar. Who expect more than    the industry 
standard. From the warehouse to the job site, whatever it takes, we’ll take you 
there. Put us to work for you. Visit Ferguson.com. 

 

Ferguson proudly stocks 

 
 
 

Beltsville 11730 
Baltimore Ave 

(240) 264 –3600 

 
©2017 Ferguson Enterprises, Inc.  0217   390022 FERGUSON.COM 

4 Leadership Styles to Help You Get the Most Out of Your Team 
Prepared by SESCO Management Consultants 

Most teams don’t naturally get better on 

their own. Left alone, they don’t grow, 

improve, or reach championship caliber. 

Instead, they tend to wind down. The road 

to the next level is always uphill, and if a 

team isn’t intentionally fighting to move 

up, then it inevitably slides down. 

 

The team loses focus, gets out of rhythm, 

decreases in energy, breaks down in uni-

ty, and loses momentum. At some point, it 

also loses key players. And it’s only a mat-

ter of time before it plateaus and ulti-

mately declines into mediocrity. 

 

The good news is that your leadership 

style can build a winning team, or trans-

form the one you have. Here are four lead-

ership styles you can employ that can 

make or break your ability to succeed – 

because no one succeeds alone. 

LEADERSHIP STYLE #1: ENCOURAGE SIG-

NIFICANCE 

One is too small a number to achieve 

greatness. Become a better team leader 

by thinking about the greatest dream you 

have for your life. 

Start by asking yourself: 

- Is my dream bigger than me? 

- Does it benefit others as well as myself? 

- Is it worth dedicating part of my life to? 

If you answer yes to all of these questions, 

then think about the kinds of people who 

should join you to achieve that dream. 

Make a list of the like-minded people you 

know who might want to join you in the 

process, then begin inviting them to take 

the journey with you. And be on the look-

out for others who would benefit from 

being part of the team. 

 

LEADERSHIP STYLE #2: SHARE IN THE 

BIG PICTURE 

The goal is more important than the role. 

A team isn’t supposed to be a bunch of 

people being used as a tool by one indi-

vidual for his or her own selfish gain. 

Members of a team must have mutually 

beneficial shared goals. They must be 

motivated to work together, not manipu-

lated by someone for individual glory. 

 

To employ this leadership style, think 

about a team you are currently part of 

(preferably one with a big goal). What kind 

of attitude do team members have about 

the big picture? Are they team players 

who desire to do whatever it takes for the 

team to succeed? Or do they desire to 

benefit only themselves? 

 

Begin to foster a team mind set in others 

by modeling a willingness to serve the big 

picture, rather than yourself. Motivate 

people by painting the big picture. Publicly 

honor team play, and give rewards to peo-

ple who sacrifice for the good of the team. 

 

 

             Article continues on Page 10 …. 

 

 

https://email.bcps.org/owa/redir.aspx?C=n9RcupAA9H8JiwV_iKrrWMTzpck2r7FnnETEYD-4AklCljln4OPUCA..&URL=https%3a%2f%2flinkprotect.cudasvc.com%2furl%3fa%3dhttps%3a%2f%2fsescomgt.com%2f%26c%3dE%2c1%2ccPMpyx4o7R1xytCNzVmtORe1vJ1fme8CmuVKeVKc4JV-X4DlVOdWgZwwHlfbxRch
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As much as half of the energy used in your home goes to heating 
and cooling. The high energy efficiencies of these systems slash utili-

ty bills by up to 24%. To encourage customers to buy energy effi-
cient products, many local utility companies offer significant rebates 

for the purchase of a ductless mini-split system. To solve your 
heating and cooling needs visit www.fujitsugeneral.com. 

800-556-7556  
www.harryeklof.com 

http://www.harryeklof.com


 

 

Newsleak 

Page 10 

4 Leadership Styles to Help You Get the Most Out of Your Team 
(continued from page 8) 

LEADERSHIP STYLE #3: BENCH STACKING 

Every team has three groups of players. 

First, there are starters, who directly add 

value to the organization or who directly 

influence its course. Second, there are 

bench players, who add value to the or-

ganization indirectly or who support the 

starters who do. 

 

The third group is a core group within the 

starters that I call the inner circle mem-

bers. These are the people that without 

whom, the team would fall apart. 

 

Your job is to make sure each group is 

continually developed so that bench play-

ers are able to step up to become start-

ers, and starters are able to step up to 

become inner circle members. 

 

To employ this leadership style, try this 

exercise: Write the names of the people 

on your team who are starters. Now, look              

at the people supporting your starters. 

These are your bench players. How can 

you lead, train, or inspire them in order to 

create a strong, deep bench? What value 

can they add from their position, and how 

can you create an environment for them 

to grow and succeed? 

 

Every team member is valuable in their 

own way. But it’s important to figure out 

which group they’re in. Moving in from 

bench to starter to inner circle member, 

you’ll discover that each group becomes 

more and more important to the big pic-

ture vision for the team. Develop your 

bench, and you’ll always have a pool of 

fantastic team players who can help the 

team win. 

 

LEADERSHIP STYLE #4: CLEAR COMMUNI-

CATION & GOOD LISTENING 

As the leader of an organization, you set 

the tone for communication. Your commu-

nication must be consistent, clear, and 

courteous. Leaders must also be good 

listeners. When leaders don’t listen... 

- They stop gaining wisdom. 

- They stop “hearing” what isn’t being 

said. 

- Team members stop communicating. 

- Their indifference begins to spread to 

other areas. 

- Ultimately, poor listening leads to hostili-

ty, miscommunication, and a breakdown 

of team cohesion. 

 

To employ this leadership style, give your-

self a 360-degree listening review. Ask for 

feedback concerning your listening skills 

from your boss or mentor, your col-

leagues, and your subordinates. If you 

don’t get good grades from all of them, 

then quiet down and listen up. This is one 

of the most effective ways to improve as a 

communicator. 
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Sixteen Words to Avoid in HVAC Sales 
Matt Michel | Aug 10, 2017 

Some words trigger emotions.  If you are 

in a sales role and say something that 

generates negative or angry emotions, 

your job becomes harder.  Improve your 

sales effectiveness by avoiding the follow-

ing 16 words or phrases and use their 

substitutes instead. 

1. Avoid saying “contract.”  Instead, use 

“agreement” or “paperwork.”  Here is our 

service agreement.  Let’s complete the 

paperwork. 

2.  Avoid saying “buy.”  Instead, use 

“own.”  Would you prefer to own this one 

or that one? 

3.  Avoid saying “sign.”  Instead, use 

“authorize” or “approve.”  I just need to 

get your authorization and we’re ready to 

go. 

4.  Avoid saying, “sign up.”  Instead, use 

“enroll” or “join.”  Would you like to enroll 

in our service agreement program? 

5.  Avoid saying “deal.”  Instead, use 

“special” or “special offer.”  We have a 

special this month. 

6.  Avoid saying “salesperson.”  Instead, 

use “advisor” or “consultant.”  Let me 

send  

a comfort advisor to take a look at it.  

7.  Avoid saying “problem.”  Instead, use 

“challenge.”  There’s only one challenge 

we need to overcome. 

8.  Avoid saying “customer.”  Instead, use 

“client.”  She’s one of our clients. 

9. Avoid saying “cheap.”  Instead, use 

“affordable.”  It’s our most affordable 

choice. 

10. Avoid saying “cost.”  Instead, use 

“total” or “total amount.”  And, the total 

amount is only $5,000. 

11. Avoid saying “objection.”  Instead, use 

“concern.”  Do you have any other con-

cerns? 

12. Avoid saying “no.”  Instead, use the 

phrase, “here’s what we can do.”  Can 

you give me a discount?  Well, here’s 

what I can do… 

13. Avoid saying “afford.”  Instead, use 

“budget.”  Is this more than your budget? 

14. Avoid saying “HVAC.”  Instead, say 

“air conditioning system” or “comfort sys-

tem.”  I’m in the comfort business, which 

is another way of saying I’m in the air 

conditioning business. 

15. Avoid saying “SEER,” “EER,” “AFUE,” 

or “HSPF” alone.  Instead, use “efficiency” 

with them.  The system efficiency is 18 

SEER, which is 80% more efficient than 

your current system was, when it was 

new. 

16. Avoid saying “tons” or “Btus” 

alone.  Instead, use “capacity” with 

them.  The system has a 3 ton capacity, 

which is generally sufficient for 1200 to 

1500 square feet. 

https://email.bcps.org/owa/redir.aspx?C=CpmS9Ld4po_Aurnfo0kKJdDsXM9UBCVH-rr5tDf-Sy-ARfaS6uPUCA..&URL=https%3a%2f%2flinkprotect.cudasvc.com%2furl%3fa%3dhttp%3a%2f%2fwww.contractingbusiness.com%2fauthor%2fmatt-michel%26c%3dE%2c1%2c2G5ZeGbk-1wQgqIKdtwvvUPT4EwT37
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Al Luke, Jiffy Plumbing & Heating, 

301-277-9111 
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Dave Warner, Real Plumbers 

301-567-2001 

realplumbers@earthlink.net 
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Fred Werth, Kensington Plbg 

301-864-1117 

mystical.plumber@comcast.net 
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Buck Hudson, CW Hudson Plumbing & Htg 
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hudplumb@aol.com 
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Glenn King , G.R. King Plbg 

301-982-5373 

grkingplumbing@comcast.net 
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Charlie Perkins, Beltsville Heating & AC 

301-937-6700 

cperkbhac@hotmail.com 

 

MWPHCC Auxiliary 

Marcia Shapiro, President 

301-475-6760 
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(301) 278.2962 
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Hyattsville, MD 20781-1318 
Board of Directors 
 

Carl Anderson 240-264-3600 

Jamey Gray 301-953-9370 

Steve Heidler 410-268-7191  

Gary Markle 202-421-6195 

Dick Rhodes 443-561-1692 

Otto Seidel 202-397-7000 

David Shapiro 301-475-6760 

Bill Warshauer 301-924-3500 

Laura Warshauer  301-924-3500 

     We’re on the web!   Visit us at www.mwphcc.org or at www.facebook/MWPHCC 

PHCC Mission 

Dedicated to the promotion, advancement, edu-

cation and training of the Industry, for the pro-

tection of our environment and the health, safe-

ty and comfort of society. 

To Contact the National PHCC Office  
1-800-533-7694 or on the web at 

www.phccweb.org 



 

 


