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have replaced high efficiency as
the latest “buzz” word in the in-
dustry. The term is used daily — to-
day’s customers compare systems
based mostly on their sgEr rating,
adding to their belief that HVAC equip-
ment is a commodity. Yet SEER ratings
should only be one factor when making
a system selection.
The term seer came into being when

S easonal Energy Efficiency Ratios

SEER (Seasonal Energy Efficiency Ratio) is a
dead issue! What? I repeat, SEER is a dead is-
sue! Comfort is what you must concern your-
self with.

there is no such thing as low efficiency!
Equipment with an 8.0 SEER was
tagged high efficiency just a few short
years ago. Now 10.0 seer is the standard
and it could rise even more, Contractors
sell equipment based on these numbers
and try to “out-SEEr” their competition.
This whole system is a disservice to
the consumer, The United States is a
vast area with broad comfort demands.

the good our g

were politely foisted upon this industry.
On that day, the Energy Efficiency Ratio
(eER), which was used when electric con-
sumption was based on actual electric
use, was gone. By using more sophisti-
cated computerized designs to achieve
an average efficiency over a broad range
of conditions, the Department of Energy
(DoE) created the “Seasonal EER.”

This new standard became part of
our daily language as an acronym
freely interchanged with the word effi-
ciency. But the truth is another matter.

Recently, a new home builder pointed
out to me that the air conditioning units
installed in his projects were “high
sEER.” They were rated at 12+ SEER.
When | asked him if this was high effi-
ciency, he replied that it was indeed.
When | commented that I don’t use air

di and asked for a ded
for a low efficiency unit, he told me

“Comfort is THE product
we must provide.
Efficiency without comfort
is @ half-baked idea.”

What works in Houston, doesn't work
in Anchorage. Does your customer
need higher SEER in areas where run-
time in the summer is low?

Houston's coaling run-time is, on av-
erage, 2,400 hours, Higher SEERs in this
climate are more justified than in, say,
Ohio. Yet manufacturers have concen-
trated on SEER ratings almost exclu-
sively and comfort has become a by-
product of system design.

Comfort is THE product we must

DON’'T JUST SELL SEER

SELL GOMFORT

provide. Effidency without comfort is a
half-baked idea.

Any system can remove heat efficiently
if the proper equipment is selected and in-

stalled. What's proper for a given design
condition is zhe big question. This is ap-
parent when a customer taking multiple
bids is totally confused by the different
approaches to their design needs. They
tend to select the most SR for the money.

How many times have you heard the
statement " You're all doing the same
thing, so why do you charge more? The
quotes I've received are all for 12+ SeEr
equipment.”

If you can’t convince the customer,
you'll be “out-segred” on the dollar
amount of your bid versus your
competitor.

The customer needs to understand that
all 12+ sER systems do not perform the
same. The key is proper selection of
equipment, proper installation, and
proper refrigerant balance. [t's unrealistic
to put a 12+ seeR design with a fixed ori-
fice metering device and the same
performance as a properly sized and in-
stalled expansion valve control, Yet they
are both 12+ seer. There's a difference!

How many times has a 12+ s&&x con-
denser been installed on an old coil
only to create an overcharged system
with a resulting failure? These systems
are installed by quick-buck artists who
install good enough to last “their * war-
ranty. The manufacturer picks up the
tab on future failures and the customer
curses both of them.

Manufacturers are clamping down
on the contractors who do this type of
work, but not fast enough. It's compe-
tition, we're told. IVll always be there
and we must adjust to each job’s
unique challenges.

High efficiency equipment lasts
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seER, Manufacturers bundle equipment

ackages with longer warranties and
fower pricing, to make them more at-
tractive to consumers. Tomorrow is
sacrificed for today’s dollar.

Depending on the amount of use it
receives, standard equipment will
serve the needs of most clients for a
long time. In some areas, run-times are
50 excessive that longer warranties can
be more beneficial to the consumer than
higher seers. It should be the cus-
tomer’s decision, not ours or the manu-
factarer's. As contractors, our job is to
present the facts and offer options.

Since the oil crisis of the 70's, we've
been led to believe that higher efficencies
are the answer to everything. We're sav-
ing the environment and using less en-
ergy. While this may be true to some de-
gree, it's all simply overstated, oversold,
and forced on customers through rebates.

Rebates! Rebates are a form of decep-
tion. Do customers need rebates to make
a decision? 1 don't think so. Customers
need an intelligent approach to equip-
ment selection. Every component must
be selected based on system design and
the needs of the consumer.

Why is seen So Overstated?

When you buy an automobile, doesn't
it have an EPA rating? You bet it does! Is
that the mileage you attain if you pur-
chase this vehicle? Hardly! What if you
live in Denver? There are no adjust-
ments for your altitude. But common
sense says you must interpolate for the
conditions of your area.

What about sEeR ratings? Will all
equipment selections work in your area
and provide the actual rat-
ings as listed in the book?
Manufacturers provide
such ratings without re-
gard to specific geograph-
ical and climatic situation.

These ratings are based
on conditions that don’t
necessarily exist in the
real world. We must in-
stall the comfort system
for the worst conditions
that exist.

How often do you have
Manual | conditions
for your area?
Maybe 10% of the
timeona yearly
basis? Hardly!
But you must
design based
on these con-

I you ean’t convince the
customer to buy com-
fort, yau'll be “out-
seerad” on the dollar
amount of your bid ver-
sus your compatitor.
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longer than low efficiency equipment. ‘ ditions or your customer will call you
This is another fact used to sell higher | on a hot day and tell you all about that

lousy system you installed. It doesn’t
matter how high the sEER rating is when
a customer is uncomfortable. Comfort
is the solution, efficiency is the result,
not the other way around

Sell Comfort, Not seer

When selling air conditioning, we
often hear the question, “How much
will [ save with this new, higher effi-
ciency unit?”

If you answer with a dollar figure, in-
variably you'll receive an angry phone
call when the customer's utility bills
don’t drop significantly

Yet this question is asked of me so
many times, I now respond with a ques-
tion instead of an answer: “What are
your goals in making this investment?”
You'll be surprised — their objectives
may be different than you think.

The customer will generally say “We
want to reduce our electric consumption.”

My next question is, " Are you com-
fortable now?”

“NO," is usually the response.

Then, in my detailed response on
saving energy | say, “If you keep your
house as miserable with the new sys-
tem as you keep it with the old system,
your electric bills may go down 60%."
But is that what you want? “

When they answer no, | say, “Do you
want your electric bills to go down and
at the same time your comfort to go up?”

"Yes,” they say, nearly every time.

Because this is reasonably attainable, |
make only the following promise. “Your
electric bill will be as low as possible
with the system we install. If we raise
vour comfort level to a higher setpoint
with more ef-

ficiency,

your elec-
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tric bill will be comfortable and so will
your house.”

That’s all anyone can promise.

Want some examples? [n Houston,
the local electric utility gave rebates for
high efficiency. We sold against the
whole concept. Here, humidity is a
given, and we don’t live under ARl test
conditions. We have approximately
10% more heat and double the humid-
ity of the average U.S. city.

In one house, we designed a system
to be comfortable at 78F with 50% rela-
tive humidity (RH). This is no easy task,
but applied engineering and experience
showed us that proper equipment se-
lection and sizing could accomplish it.

A family of five lives in this 2.600-sq. ft.
house which has five tons of cooling.
Based on our design and equipment se-
lection, the highest utility bill they've
had in three years was only $118.00. This,
in an area where electric rates are about
9.5 cents per kw and consumption is the
highest per capita of the 10 largest cities
inthe U.S.

Yet, their air conditioning system
was deemed not efficient enough to
qualify for a rebate based on the util-
ity’s SEER requirements. This perfor-
mance was accomplished with near
perfect design and a simple one-stage
cooling system.

In 1980, in my own house, | installed
12 tons of cooling using four systems,
The equipment is rated at 9.0 seer, yet
my cost to cool the house comfortably is
40% below similar designs we en-
counter today.

Integration of comfort, efficiency,
clean environment, and personal health
knows no bounds

If you Emv:de for the consumer’s
needs without compromising anything,
you truly have a success story on your
hands. If you install any system with
the proper equipment, SEER ratings
won't be an issue.

Customers can only lead you so
far, At same point your experi-
ence must take over. Sell
against seeR. Show the real
issues. Consumers are try-
ing to hire someane who
will fight for what's
right for them.
When you sell
against the SEER
rating, you don’t
totally de-em-
phasize it’s im-
portance. Explain
to the customer
that SEER is im-
portant, but




VIEWPOINT |

it's only part of the equation. Proper en-
gineering and system selection to meet
their needs is the other part of the equa-
tion. These factors involve proper duct
designs, correct coil sensible heat ratio
selection, better air filtration, proper
furnace selection, and the unique way
you differ from the competition.

1f you offer the same thing as every-
one else, price will be the only differ-
entiating factor between you and the
competition.

Several years ago, I ran into a con-
tractor in New York having problems
selling gas furnaces. He claimed that
the gas company was giving them
away with long term financing. Peo-
ple didn’t care about furnace effi-

ciency, only cost. He said they were
putting him out of business and asked
how he could isolate himself from the
competitios

Itold lum ta look the customer right
in the eye and say the following, “We
only sell gas furnaces. We don't sell gas.
We live and die on doing a better job
than the utility :arﬂﬁ:ny ?hty don’t
address

Sure, you'll still lose many pol:enml
sales to the giveaway and yes, the com-
petition is brutal. But you'll appeal to
human nature and can succeed because
you aren’t status quo. Customers can
get status quo from anybody.

Your job is to offer the customer out-
standing service and value that only
your company can deliver. When you
do this, SEER is a minor detail. Cus-
tomers are already oversold on SEER.
Look beyond the obvious!

David Debien is president/oumer of Cen-
tral City Air Conditioning, Houston, TX.
He began working in this industry as a re-
[frigeration contractor doing commercial
work and then changed his entire business
over fo strictly tial work. He can be
reached at 713/861-1977.
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