
D uring the 2009 NEBB Annual Convention, ASHRAE President Gordon 
Holness addressed the audience on his presidential theme,  Sustaining Our 

Future by Rebuilding Our Past.  He gave his presentation at the Opening Session 
of the NEBB Annual Meeting in Oklahoma City, Oklahoma, where he was pre-
sented with a check for $10,000 from our NEBB National President John Ste-
venson and NEBB National Marketing Chair and NEBB Golf Committee 
Chairman, Eric Jenison.   
   NEBB has enjoyed a long-time relationship with ASHRAE, with many 
NEBB Certified Professionals being members, and at last count, more than a 
dozen are ASHRAE Fellows.  There have been NEBB Certified Professionals 
on the ASHRAE National Board of Directors for many years including the 
ASHRAE National President for 1990-1991.  NEBB publications are refer-
enced by ASHRAE and are part of the ASHRAE catalog of publications.  In 
2008, NEBB and ASHRAE jointly adopted a Memorandum of  Understanding 
(MOU) to promote expansion of the relationship to meet mutual goals and the 
current needs of the HVAC industry.  NEBB will continue to support ASH-
RAE committees and special projects, as well as explore with ASHRAE ways to 
promote sustainability through commissioning and retro-commissioning. 
   On a local level, the Northern California/Hawaii NEBB Chapter has arranged 
a reciprocal agreement with the following ASHRAE Chapters to support each 
others’ organizations by free participation in local meetings and trade shows, 
advertisement in newsletters and on Chapters’ websites, exchanging of technical 
information by way of articles and speakers.  The Northern California/Hawaii 
NEBB Chapter would like to thank and congratulate the Board of Directors of 
these ASHRAE Chapters for their foresight in recognizing the value of a joint 
supportive arrangement: 
 

 San Jose ASHRAE Chapter - Yindy Chow, President 

 Golden Gate ASHRAE Chapter - Scott Wayland,President 

 N. Nevada ASHRAE Chapter - Brenna Smith, President 

 San Joaquin ASHRAE Chapter - Jim Orr, President 

   In December our Chapter attended a joint ASHRAE meeting of the San Jose 
and Golden Gate Chapter as a table top vendor at the San Mateo Event Center. 
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O ur January 20, 2010 Associates Meeting and Re-certification meeting was well at-
tended with over 60 in attendance, 5 table-top vendors participating and a special 

presentation on the status of NEBB and relevant information affecting us all by the 
NEBB National Chapter Affairs Committee Chair, Leonard Maiani. 
   This year’s meeting was held at the Newark Hilton Hotel and all agreed that the venue  
and lunch was outstanding.  Our table top vendors participating in our January 2010 Asso-
ciates and Re-certification meeting were:  Dennis Thompson, Siemens, Dave Day, Mike 
Mann and John Allan from Ebtron, Scott Stadheim from AirNab and Rick Spears and 
Mike Ryder from RF MacDonald and Jim Schumacher from TSI, Inc.Thank you to the 
Education Committee in organizing a superb meeting! 
   During the Associates meeting, Steve Smith, Technical Chair gave a presentation on re-
port preparation and meeting NEBB minimum standards to our Procedural Guidelines.  
Starting in 2009 our Chapter made the decision to include report reviews in the re-
certification process.  Two NEBB certified reports and two non-NEBB certified reports, 
if available were turned into the Chapter along with their re-certification paperwork.  The 
Technical Committee, along with the following volunteers have spent their time reviewing 
all reports.  Thank you to:  Doug Buote, Certified Testing, Romy Gonzalez, Alpha Air Bal-
ancing, Greg Bluhm, CSI, Inc.,  Troy Stenstrom, Therma, Jeff Balvanz, Air Systems, Peter 
Hirashima, Air Balance Hawaii for volunteering to help out the Technical Committee with 
this task!  Steve noted that we have received 16 Form C-1s and only 1 was approved at 
first review and 26 reports have been submitted so far with only 6 being approved to date.  
Although this average is not unique to our Chapter we are taking steps now to bring this 
average up and to make sure that minimum NEBB standards are being met by all.   
  At the conclusion of the Associates meeting the Re-certification Meeting was convened.  
Our first guest speaker was Matt Donahue, P.E., Rolf Jensen Associates, Inc. who pre-
sented Smoke Control Commissioning. His one hour  presentation on smoke control systems 
concepts, code requirement, how to utilize the smoke control report and testing program 
and more can be found on the Chapter website at www.nocalhawaiinebb.org. 
   Our second speaker, Mark Hydeman, P.E., Taylor Engineering, spoke on Title 24-2008. 
Mark has been the lead contractor for development of the non-residential HVAC require-
ments for the past 4 revisions to Title 24  and is on contract for development of  Title 24 
2011.  His expanded presentation of 2008 Title 24 Non-residential HVAC and Acceptance Test 
Requirements can be found on our Chapter website at www.nocalhawaiinebb.org.  
  At the conclusion of our meeting we held a raffle drawing.  The Education Committee 
would like to thank  Jim Schumacher from TSI, Inc. for donating the Velometer Air Ve-
locity Meter Model AVM440 for our raffle prize.  Congratulations Jim Kaufmann for win-
ning this! 
   See you at our next meeting on Wednesday, June 16, 2010! 
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Matt  Donahue, PE 

Mark Hydeman, PE 



A  cleanroom is generally defined as a room that has controlled filtered supply airflow, is positively pressurized to the outside 
environment, has deliberately selected construction materials and furnishings, and has specifically created standard operat-

ing procedures, all to create an environment to control airborne particles within the room in order to meet cleanliness levels as 
defined by the standard in which the cleanroom is attempting to meet (ISO-14644-1 in most cases).  That definition is certainly a 
mouthful, but what does it mean in a practical sense?  This article is a brief primer on cleanrooms to hopefully give you enough 
information to help you have a good understanding when working in and around cleanrooms. 
   Firstly, let’s look at the filtered supply airflow component.  Cleanrooms need supply air that is filtered through either HEPA or 
ULPA filters.  These filters are designed to remove greater than 99.99% of all particles in the air that is flowing through them.  
The type and amount of filters used is highly variable and strictly dependent on what level of cleanliness the room is attempting 
to achieve and the expected particle load that the processes and personnel within the room will generate.  Obviously, this compo-
nent is critical to the proper functioning of the cleanroom, because without filtered supply air, there is nothing to remove/dilute 
particles brought into or generated within the room. 
   The next component is the pressurization.  This is the second most important component of a cleanroom, because in any room 
there is going to be gaps between building components where air can flow (e.g. holes around sprinkler heads or process piping, 
gaps under doors, etc).  If the room is not pressurized to the exterior uncontrolled space, then air from that space can easily make 
its’ way into the cleanroom.  Per cubic foot, that air could contain millions of the very particles that the cleanroom is attempting 
to eliminate.  If the cleanroom is not pressurized, it would be like leaving the door propped open on your refrigerator; in other 
words, not very efficient. 
   Then there are the deliberately selected construction materials and furnishings.  The cleanroom must be constructed and fur-
nished with materials that will not easily shed particles.  Items like paper, wood, exposed drywall, and cardboard shed particles 
easily and should not be used in a cleanroom.  The materials and furnishings are somewhat variable as well, depending on the 
level of cleanliness that is being attempted.  For example, paper might be allowed in lower class cleanrooms, but strictly forbid-
den in higher class rooms. 
   Lastly there are the specifically created standard operating procedures.  These are the procedures developed by the cleanroom 
user and are designed to minimize the impact that personnel and processes have on the cleanliness of the cleanroom.  Personnel 
are an often overlooked part of the cleanroom, but they can have the greatest impact on cleanliness if they are not wearing the 
proper gowning (i.e. hairnets, booties, coveralls, etc.) or are not carrying out their activities properly (i.e. keeping their movements 
slow and purposeful, limiting particle generating activities, etc.).  These procedures will also let you know what you can and can-
not bring into the cleanroom in question and how to properly wipe down anything that does need to be brought in. 
   ISO-14644-1 is the most widely used standard for defining a cleanrooms’ level of cleanliness.  The scale ranges from Class-1, 
which is the cleanest, to Class-9, which is the least clean.  It is based on a variety of particle sizes or multiple particle sizes in a 
given volume, but the most common is 0.5µm (~100 times smaller than a human hair).  For anyone familiar with the old super-
seded FS209E standard, the ISO standard is similar and the units are in metric. 
   Just a quick word about testing cleanrooms; in order to insure that the cleanroom is functioning properly, the filters should be 
tested at least annually and the airborne particle concentration should be tested at least quarterly, but preferably monthly.  This 
testing should be performed by a qualified testing agency, as the potential for damage to the cleanroom, its’ operations, the cli-
ents’ products, and misinterpretation of the results is high. 
   In conclusion, you can see that a cleanroom that lacks or is deficient in any one of the four major components will not truly be 
clean and the test results will undoubtedly show that.  So, you must take great care when working in and around cleanrooms and 
you must be familiar with the clients’ procedures, otherwise you risk contaminating the cleanroom.  (Part Two of this 2 part series will 
be in the April newsletter.) 
   

By Greg Bluhm, Vice-President of CSI, Inc., Santa Clara, CA 

Cleanrooms: A Basic Guide  (This is a two-part series) 

 

Page 4 





Page 6 

No Fee Required For Conformance Certification Certificates 

N EBB firms may now apply and receive Conformance Certification Certificates without any charges.  In addition, the appli-
cation form is now streamlined and is available on the website ( www.nebb.org) under “Building Resources,” “Quality As-

surance”.   Also, a Conformance Certification Certificate is available for any project, whether called for in the specifications or 
not.  However, it must be applied for if required by specifications.  Questions may be directed to Elana@nebb.org.         

E ffective February 1, 2010, the prices of selected NEBB publications will be increased.  This will be the first general in-
crease in publication prices implemented by NEBB in more than six years.  It comes at a time when the cost of printing 

NEBB publications has continued to rise making the price increases necessary.  The new prices will be shown on the website 
on-line order form, as well, you can confirm prices with Elana@nebb.org. 

Publication Price Increase To Be Implemented 

Cleanroom Procedural      
Standards Are Now Available 
 

T he third edition of NEBB Procedural Standards for 
Certified Testing of Cleanrooms has been released and is 

available as a download or for purchase. 
To download a copy for the Procedural Standard, please 
go to www.nebb.org.  

 

JTS 

Jeffrey Tax Solutions 
“Providing Pro-active Tax Preparation Services” 

 

Our Services include: 
 Financial Statement Compilation 

 Business Entities and Non-Profit Tax Preparation 

 Individual Tax Preparation 

 

 

 

 
 

Nicole A. Jeffrey, MST, CPA 
najeffrey@att.net 

925.425.7295 
www.jeffreytax.com 

 

We are the “Official Northern Califor-

nia/Hawaii NEBB Chapter’s” CPA 

Northern California/Hawaii 
Chapter Board Decides To 
Lower Technician Exam Fees 

 

T he Northern California/Hawaii Board of Directors 
decided to lower the exam fees for Technicians try-

ing to attain their NEBB Technician Certification.   
   Effective January 2, 2012, all NEBB certified projects 
shall be manned on-site, at minimum, by either a NEBB 
Certified Professional or a NEBB Certified Technician 
to provide project supervision.  The Firm may use any 
combination of on-site manpower, including multiple 
non-certified technicians, under the supervision of the 
designated NEBB  Certified Professional or NEBB Cer-
tified Technician.  The NEBB Certified Professional is 
responsible for:  supervision of technicians working on 
their projects, including NEBB Certified Technicians 
designated to meet these requirements stated above. 
   With this in mind, NOW is the time to start certifying 
your technicians! Contact the Chapter to see about test-
ing. 

http://click.icptrack.com/icp/relay.php?r=34722141&msgid=505051&act=NS5F&c=283700&destination=http%3A%2F%2Fwww.nebb.org%2F
mailto:Elana@nebb.org
mailto:Elana@nebb.org
http://click.icptrack.com/icp/relay.php?r=34722141&msgid=506536&act=NS5F&c=283700&destination=http%3A%2F%2Fnebb.org%2Fneb%2Fproceduralstandardin.php
mailto:najeffrey@att.net


F or at least the past decade, the topic of “branding” has dominated marketing discussions to the point that the concept has 
numerous definitions and explanations. This proliferation has not necessarily increased the credibility of branding as a mar-

keting function, but instead seems to have created confusion regarding the actual value that brand identity provides—if the 
value can even be measured. The majority of business people would likely agree that branding is important, and developing a 
“brand identity” for their organization should be part of their long-range planning. However, organizations operating in today’s 
economy are under tremendous pressure from stakeholders to focus on current financial results. 
   Because of this, the challenge has been to measure the financial benefits of branding to an organization from both short- and 
long-term perspectives. How does brand identity contribute to the financial health of an organization? And, if it does not con-
tribute, does branding hold any value at all or is it just a good topic for the latest marketing guru book? 
   This article will provide you with insight into six financial benefits that a strong brand identity contributes to an organization, 
and will explain how brand differentiation and brand relevance can be valuable tools for increasing an organization’s operating 
margin. 
   What is brand identity anyway? Before addressing its financial benefits, here is a brief definition of brand identity. An organi-
zation’s brand identity represents how the company wants to be perceived in the market, what the company stands for, and 
most importantly, implies a promise to the company’s customers. 
   The value of a strong brand based on the research presented in his book, Building Strong Brands, Dr. David Aaker cites a 
number of financial and non-financial benefits to building a strong brand.1 AVS sifted through these benefits and discovered 
that six of them have direct impact on an organization’s financial performance. Each of these benefits can be measured and they 
are interdependent and build on each other. 
   Research also showed that achieving the six benefits is a linear process. Achieving Benefit 1 will assist the organization in 
reaching Benefit 2, and so forth. In addition (and probably the most powerful benefit of all), when an organization has achieved 
all six financial benefits, it loops back to the first and repeats the process like a continuum. This is a powerful process, because 
as an organization repeats its journey through the continuum, the brand gets stronger and stronger. Each pass through the con-
tinuum produces more financial benefit to the organization. AVS calls this brand identity building process the Brand Contin-
uum. 
Here are the six financial benefits to a strong brand identity: 

Benefit 1: Brand identity commands a price-premium. Why is someone willing to pay thousands of dollars more for a Lexus 
than for a Toyota? They are virtually the same product with the exception of some 
additional options and accessories. “You can also buy exotic cars from Jaguar, Volvo, 
and Range Rover. And every one of them is made by Ford—and you shouldn’t be sur-
prised to discover that they even share parts.” 
   The value proposition is wrapped around the brand. The Lexus, Jaguar, Volvo, and 
Range Rover brands are worth more in the minds of consumers regardless of whether 
the product actually functions better. 
 
Benefit 2: A price premium creates the perception of quality. This follows the age-old 
axiom of “you get what you pay for.” If a Lexus costs more than a comparable prod-
uct, it must be because the Lexus provides better quality. Right? Not necessarily. There 
are plenty of lower-cost, high-quality vehicles available, yet people still pay more for 
what they perceive to be a better or higher-quality brand. So the axiom lives on. 

Benefit 3: Perceived quality has been shown to positively affect customer usage. Con-
sumers tend to select brands they perceive to be quality brands. This also connects to 
repeat buying or brand loyalty. Consumers tend to continue buying brands that reward 
them with a good experience versus repeating the evaluation process time after time. 

Benefit 4: According to Dr. Aaker’s research, perceived quality is the single most-
important contributor to a company’s return on investment (ROI), having more im-
pact than market share, R&D, or marketing expenditures. Brand identity perceives 
quality that contributes to profitability in part by enhancing prices and market share. 
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A t the January 20, 2010 Associates Meeting, Randy Silva, Northern California/Hawaii NEBB’s Chapter President presented 
a Certificate of Appreciation to out-going Board Member, Bill Jeffrey for his years of hard work and devotion to promot-

ing the NEBB Chapter.  Bill Jeffrey, a Building Systems Commissioning 
Certified Professional with DPR Construction, Inc. has been on the Board 
of Directors as the Education Chair from 2008-2009.  He and his commit-
tee members have been instrumental in raising the quality of our Chapter’s 
Re-certification meetings.  Vendor participation, raffle prizes and new ven-
ues have all been introduced during his term.  Bill has also started the proc-
ess in bringing the Associates Meeting and Re-certification Meeting back to 
a one day meeting which will start in 2011.  Although retiring from the 
NEBB Chapter Board and reducing his working hours for DPR Construc-
tion, Inc., Bill will continue to volunteer his time by being a committee 
member on the Marketing committee and the Education committee for 
2010.   
   Thank you Bill for your dedication to NEBB and our local Chapter!  

 

 

Improve perceived quality and the organization’s ROI will improve. 

Benefit 5: Customers relate value with quality. This is closely connected to Benefit 2. If one brand is perceived to be of higher 
quality than another brand, customers tend to perceive that the higher-quality brand is a better value. 

Benefit 6: Perceived quality can be a point of differentiation. Smart companies are continually looking for ways to differentiate 
their brand's identity from competing offers. Perceived quality can be used to differentiate, and in doing so, enable the com-
pany to loop back to Benefit 1 and charge a price premium for their strong brand.  

   Brand differentiation and brand relevance are both important on their individual merits. However, a strong brand identity is 
only formed when an organization blends its differentiation with relevance. McKinsey & Company defines brand differentia-
tion as “…the ability for a brand to stand apart from its competitors. A brand should be as unique as possible. Brand health is 
built and maintained by offering a set of differentiating promises to consumers and delivering those promises to leverage value. 
Relevance is the actual and perceived importance of the brand to a large market segment. This gauges the personal appropriate-
ness of a brand to consumers and is strongly tied to market penetration.” 
   Uncovering your brand’s differentiation and relevance through an unbiased brand differentiation analysis is important to dis-
tinguish your brand from competitors’ brands. Within the analysis, it is important to uncover the brand features that consumers 
would categorize as antes, drivers, neutrals, and fool’s gold. 
   Antes are features that are highly relevant to consumers but also provided by competitors. Drivers are both highly relevant to 
consumers and also unique from competitors. Combining both antes and drivers together forms the foundation of a strong 
brand identity. According to the Young & Rubicam Brand Asset Valuator®, companies that increase their brand’s differentia-
tion over competing brands have about a 50 percent higher operating margin on average versus companies that allow their 
brand differentiation to decrease. 
   In summary, investing toward building a strong brand identity is a continuous process. Today’s economy requires organiza-
tions to maximize their financial effectiveness. Working through the Brand Continuum helps ensure that brand identity will 
deliver the financial value necessary to keep an organization ahead of the competition. 

Thank You Bill Jeffrey!  

 
 

From Left to Right: 

Randy Silva, Chapter President and 

Bill Jeffrey, Out Going Education Chair 



 

 

 

 

A t the November 1, 2009 meeting, the NEBB Board approved new language to be inserted in the next edition of the 
Operational Procedures.  The adopted language covers:  Electronic Stamps and Signatures.  “With regard to affixing a 

NEBB stamp and signature to a hard copy of submission of an electronic file/document, the requirements are: 
 

 Hard Copy - A wet seal/stamp issued by NEBB shall be used with an original signature.  A signature stamp may not be 
used.  The signature and date shall not obscure the Certified Professional’s name or firm number in the seal/stamp. 

 

 Electronic File/Document - An electronic version of the NEBB issued seal/stamp (digital representation) shall be ap-
plied to the certification page, along with an electronic version of the Certified Professional’s signature.  This allows the 
Certified Professional to affix a computer-generated seal/stamp and an electronic signature to a document. 

 
Note:  Certified Professional’s shall take reasonable steps to ensure the security of their physical (wet) or electronic seal/
stamp and electronic signature.  For electronic seals/stamps and electronic signatures, Certified Professionals must have rea-
sonable security measures in place to protect these files.  Such measures may include using Adobe Acrobat Portable Docu-
ment Format (PDF) with its various security features. 
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New Operational Procedures Language Approved 

 

Thank You Bill Jeffrey!  

 
 

A re you familiar with the book Who Moved My Cheese by Spencer Johnson, M.D.?  I was re-listening to the audio tape 
the other day and it struck me as how timeless this piece really is.  In fact, the theme dates back thousands of years ago 

to the Jews who had become slaves in Egypt.  Pharaoh and his overseers were harsh and cruel in the treatment of their 
slaves.  After four hundred years of captivity a leader emerged out of the reeds.  Moses led his people out of Egypt and wan-
dered through the desert for forty years.  During the journey, the Lord used a cloud to signal Moses that it was time to 
move.  When the cloud moved, Moses and the Jews moved. 
   Are you paying attention to your cloud?  Him and Haw, the main characters in Who Moved My Cheese, recognized that 
their cheese had moved but they did not know what to do about it.  Both mice went hungry.  Him finally figured it out and 
found the moved cheese.  Haw never did. 
   Someone keeps moving my cheese.  Although I am not a big fan of change, I recognize that change is inevitable.  If I want 
to survive, I must be ready to read and react to change.  Maybe some of you are seeing change in your business climate.  Per-
haps you have noticed your margins eroding, diminishing competency of a qualified labor pool, or markets collapsing be-
cause of poor workmanship by your competitors.  I’ll bet you even have some Engineers that won’t let a NEBB firm bid 
their project.  Guess what, your cheese has moved.  Do you keep going back to the same place hoping that a morsel of 
cheese awaits you?  Or are you like Him, you aren’t sure where the cheese is but you are willing to search for it.  Three thou-
sand five hundred years ago, Moses did not know where he was going, but he knew to follow the cloud.  God was leading 
Moses and His people to the Promised Land. 
   In business, there are several simple facts that most people lose over time.  We forget our mission and what made us suc-
cessful.  The industry expects you to be the expert in your field.  None of us has cornered the market in intelligence but I 
hope that you are good at what you do.  Ask yourself this question, “Who do you work for?”  Most people answer “my 
boss, myself, or my company.”  This is precisely why your cheese has moved.  Instead of complaining about what you don’t 
have, why don’t you focus on what you want to get?  You work for your customer!  Without the customer, you have noth-
ing.  People buy from people.   
   The next time someone asks you if you want some cheese with that whine, take note.  Your cloud (or cheese) has probably 
moved. 
 
Submitted by Stephen Archer, NEBB National Marketing Committee Member 

Who Moved My Cheese? 
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Carrier Commercial Service 
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FEATURED ASSOCIATE 

 

C arrier started in 1902 when the founder invented the basics of modern air conditioning.  Carrier Commercial Service is a 
wholly-owned subsidiary of United Technologies Corporation and is the world leader in air conditioning, heating and refrig-

eration systems.  Carrier’s Mission is to be their customers’ first choice for air conditioning, heating and refrigeration solutions 
everywhere around the world.  They have built upon a legacy of innovation and commitment.  They are constantly striving to 
help people live more comfortable, healthy and productive lives.  Carrier is headquartered in Farmington, Connecticut with ap-
proximately 45,000 employees in 172 countries.  Their local operation is located in San Leandro, California.  This division han-
dles industrial and commercial projects only.  They handle service and construction jobs.  Their client base in California for main-
tenance, service and repair is approximately 4,000 customers with 40 employees handling this divi-
sion. 
   Carrier Commercial Service has the following technical abilities:  Design/Build, Installation/
Rebuild/ Replace/Repair, Chillers, Compressors, Boilers, Cooling Towers, Heat Exchangers, 
Pumps, Fans and Air handlers, Piping Systems, Package Units, Turbocor Compressors, In House 
Engineering, Project Management, Air and Hydronic Balancing, Sound and Vibration Testing and 
is a NEBB Certified Company. 
   Morris Konnoff, P.E., is a registered Professional Mechanical Engineer with the State of Califor-
nia and is the Engineering Manager, Tech Consultant , Service Engineer and NEBB Certified Pro-
fessional for Carrier Commercial Service.  Morris has 38 years experience in the design and installa-
tion of heating, ventilation, air conditioning, refrigeration systems, environmental designs of all 

types of specialized HVACR systems which include computer rooms, server areas, communica-
tion, transmission, specialized environmental test facilities, design and installation of clean rooms 
and cleaning of air pollutants.  Morris has over 35 years of testing, adjusting and balancing of en-
vironmental system air and Hydronic balancing and testing and measuring and testing of sound 
and vibration in environmental systems.  He has been involved with specialized systems as well as 
standard systems, computerized load calculations, consulting, energy management and control 
design, both commercial and industrial.  Morris graduated from Cal Poly, San Luis Obispo, with 
a Bachelor Degree in Environmental Engineering, HVACR with additional complete studies in 

Air Pollution Control and Water Pollution Control.  He is a member of ASHRAE and has been 
NEBB certified since 1983 in Air and Hydronic System Balancing and certified Sound and Vibration 

Testing since 1987.  Morris is Past President of the Local Chapter for Northern California/Hawaii NEBB 2002 and 2003 and 
Past National Board of Directors for NEBB National from 1990 to 1994 and was technical chairman multiple times.  He has 
taught classes for the UA at Local 342 for over seventeen years, teaching Start Test and Balance and other classes. 
   Morris originally worked for Comm Air since 1972 until the firm was bought out by Carrier in 2005.  Currently the San Lean-
dro location has between 3000-4000 repeat clients.  Therefore, they rarely need to bid on jobs unless contacted by a referral.  
Since most jobs are design/build, Morris balances his own projects.  He pre-tests before redesigning the system.  His in-house 
clients required certification since the balancing on projects was also done in-house.  This tends to eliminate any questions on the 
balancing job.  Morris also does Indoor Quality Testing and is the only person at Carrier to do this.  A typical year will find him 
with 4-8 large projects and up to 20 small jobs. 
   Some projects of note that Morris Konnoff and Carrier Commercial System completed, was the San Francisco Airport plate 
and frame, completed in Fall of 2009.  A 2,000 ton plate and frame heat exchanger is connected on the existing cooling towers, 
this water is used to cool the existing chilled water system to reduce energy costs.  It provided an energy savings of 27% in place 
of using one of the chillers when it was operational. 
   Why NEBB?  “Our NEBB certification keeps us up-to-date through the on-going training provided by NEBB.  It let’s our cli-

ents know that we are on top of our knowledge for balancing and gives them confidence in our work.” 

Morris Konnoff 

Carrier Commercial Service 
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CALENDAR OF EVENTS  

 



 SEMINARS: 

 

 Fume Hood Seminar 

 

 National Written Exam for Certified 

    Professional 

 

 BSC Basic  

 

 Cleanroom Technician 

   

 Local  Chapter Associates & 

   Re-certification Meeting  

 

 National Annual  Meeting 
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     March 9 - 12, 2010, Labconco 

 

     March 20, 2010, 8:00 a.m.—4:00 p.m. 

           San Leandro JATC 

 

     March 29  - April 1, 2010, NEBB TEC 

 

          April 5 - 9, 2010, NEBB TEC 

 

    june 16, 2010, 10:30 a.m.—3:30 p.m. 

           Location TBA 

 

           November 4 - 6, 2010,  
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   “We are now accepting paid  

  advertisement for our  

  chapter newsletter.” 
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NEBB Opens 

Lands’ End 

Store for all 

your NEBB 

needs! 

ces.landsend.com/NEBB 

 
 

 

 

 January 20, 2010 Re-Certification Meeting 

New 2010 Slate of Officers  

 

 

 

From Left to Right:  Vic Congi, Randy Silva, Steve Conn, Dan 
Moore, Curtis Worley and Steve Smith 

V oted in at our January 20, 2010 Associates Meeting is our new 2010-2011 Board 
of Directors: 

 
Randy Silva, President, ICOM Mechanical 

Curtis Worley, Vice President/Treasurer, T.A.B.C.O., Inc. 
Steve Smith, Technical Chair, T.A.B.C.O., Inc. 
Steve Conn, Education Chair, Air Systems, Inc. 
Vic Congi, Marketing Chair, Carter Air Balance 
Dan Moore, Past President, Pyramid Balancing 



 

T he Northern California/Hawaii Chapter would like to thank the following people for 
volunteering to help on Chapter Committees for this year.  This Chapter could not 

run without the help of our members and we want to highlight these individuals for taking  
their time to participate! 

 

2010 Marketing Committee: 

Bill Jeffrey, DPR Construction, Inc. 

Sargon Ishaya, Pragmatic PE 

Dan Moore, Pyramid Balancing 

Troy Stenstrom, Therma 

Greg Bluhm, CSI, Inc. 

Romy Gonzalez, Alpha Air Balancing 

 

2010 Education Committee: 

Ryan Chang, TAB Engineers, LLC 

Martin Burke, TSS, Inc. 

Bill Jeffrey, DPR Construction, Inc. 

Art DeLeon, Final Air Balance 

 

2010 Technical Committee: 

Carey Tomasa, Air Balance Hawaii 

Jim Taylor, TK & Associates 

Jason Huffman, Pacific Test & Balance 

Greg Bluhm, CSI, Inc. 

Art DeLeon, Final Air Balance 

 

    If you are interested in volunteering for one of these committees please contact the  
local chapter at akearns@nocalhawaiinebb.org.  Thank you. 

Phone: 510-386-1270 
Fax: 510-438-6853 
E-mail: akearns@nocalhawaiinebb.org 
www.nocalhawaiinebb.org 

Northern California/Hawaii NEBB 

COMMITTEES: 

Technical: 

Steve Smith, TABCO, Chair 

Greg Bluhm, CSI, Inc. 

Jim Taylor, TK & Assoc. 

Carey Tomasa, Air Balance  

     Hawaii 

Jason Huffman, Pacific Test & 

Balance 

Art DeLeon, Final Air Balance 

 

Education: 

Steve Conn, Air Systems, Chair 

Bill Jeffrey, DPR Construction 

Ryan Chang, TAB Engineers 

Martin Burke, TSS,  Inc. 

Art DeLeon, Final Air Balance 

 

Marketing: 

Vic Congi, Carter Air, Chair 

Romy Gonzalez, Alpha Air  

     Balancing 

Dan Moore, Pyramid Balancing 

Sargon Ishaya, IEM Corp 

Greg  Bluhm, CSI, Inc. 

Troy Stenstrom, Therma 

We’re on the 

Web 

www.nocalhawaiinebb.org 

39899 Balentine Drive 
Suite 200 
Newark, CA  94560 

 

 

2010 Committee Members 
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