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A s a kid, I grew up in Boston, so I talked with my friends a
lot about how we hated the New York Yankees. It was an
awkwardly enjoyable, though questionably productive feud.

But it wasn’t an option – it was our obligation as Red Sox fans.
“Our truth: Yankees have no morals; Yankee strategies are, at
their root, corrupt; Yankees are ruining baseball.” But the reality:
deep down, we always had tremendous respect for the Yankees
and knew that the game thrived on such rivalry.

Fast forward. Now as an adult, I am privileged to serve in the
roofing industry. For the first several
years in the industry, I shared a lot of
time with hundreds of people involved
with professionally managed roofing
contracting firms. I heard a lot about
the roles and responsibilities of roof
consultants from many contractors and
the dreadful pain consultants often
cause that “if not stopped, might ruin
our industry.”

But over the past few years, I’ve
shared a lot of time with a few hundred
of the most prominent roof consultants
in North America, and now I also hear
about the roles and responsibilities of
professional roofing contractors. I hear
from them that the roofing contractor
market is “overwhelmed with convicts
and scam artists.”

So, I have developed some questions. First,
what insights about one another can be
learned from contractors and consultants that
might actually benefit our industry? Second,
does our industry actually “enjoy” a feud
and relationship similar to Yankee and
Red Sox fans who are “programmed”
to say they dislike each other, but do
have respect for and actually know each

Table 1

HOW SHOULD PROPERTY OWNERS CHOOSE A ROOFING CONTRACTOR?

Table 2

HOW SHOULD PROPERTY OWNERS CHOOSE A ROOF CONSULTANT?
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is good for the other? Or, are these feelings ones of real and
mutual disgust? Third, how can the relationships be
improved?

Fortunately, Rick Damato, editor for Roofing Contractor and
Kristen Ammerman, publications director for the Roof
Consultants Institute, thought these questions were interesting
too. They helped to sponsor this study, inviting 906 consultant
readers of Interface to participate (342, or 39% responded). Also
invited to participate were 1,500 readers of Roofing Contractor
(286 or 19% responded). This article shares the results, analy-
sis, and some considerations to strengthen one’s consulting
business and to benefit the industry.

How Should a Property Owner
Choose a Professional?

Since contractors see professional consul-
tant work – and vice versa – it seems

reasonable to see how “educated
buyers” might recommend

each other’s services. We
asked both contractors
and consultants for the
most important factors in
hiring roof consultants
and professional roofing
contractors.

Both professions
ranked “Years of
Experience” as the
most important crite-
ria in choosing
either professional.
It is interesting
that roofing con-
tractors rank this
attribute signifi-
cantly more
important (63%)

for choosing a
contractor
versus
choosing

a roof con-
sultant

(47%). See
Tables 1 and 2. 

For choosing a consultant, both contractors and consul-
tants stated “Credentials and Certifications” were the second
most important criteria (20% and 18% respectively).
Consultants, however, ranked “Client List of Completed
Projects” as third (16%) while contractors rated it third, but
only with 7%. 

For choosing a contractor, the professions were split on the
second and third most important criteria. Consultants thought
“Client List of Completed Projects” was second most important
(23%) and contractors rated this third (17%). Consultants
ranked “Credentials and Certifications” third (15%) while con-
tractors were 25% less likely to rank these criteria as important.

And so does the real value of a roof. 
The way we see it, the real cost of a roof is 

calculated over 20 to 25 years. (Of course, it

helps if you start with a FiberTite® roof that 

can actually last that long.) Do the math. Or,

call 800-927-8578 ext.1335 to let one of our 

professionals demonstrate our life cycle 

cost calculator.

trustfibertite.com

Visit us at RCI Booth #409

Sometimes,
real beauty 
takes time
to be seen.
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Agree To Disagree?
If you want to hear a complaint about another professional, ask if they are “in bed

with” a specific manufacturer, and therefore the accusation they are being excluded,
prices are inflated, and the property owner is being brutalized. Interestingly, the data
suggest that this belief is widely held by each profession about the other. Consultants
have relatively strong agreement (29%) and 69% general agreement that “most con-
tractors ‘are in bed’ with a specific manufacturer” and the same is felt by contrac-
tors concerning consultants (37% strong agreement; 63% overall agreement.) See
Table 3.

There are two significant “gaps” in perception between the contractors and
roof consultants. First, roof consultants strongly disagree that contractors gener-
ally approve their specifications when they exceed manufacturers’ requirements
(30%), while contractors believe that they do approve consultants’ specifications
that exceed manufacturer specifications (87%). Second, contractors believe that
they go to consultants with problems prior to approaching property owners
(95%), while consultants very much disagree (42%).

Consultants Want More From Contractors
Overall (89%), consultants believe that most contractors just want to get paid

and onto the next job. While 71% believe contractors offer 24-hour emergency service,
they appear less than satisfied (53%) with after-project service. See Table 4.

Table 3

BELIEFS RELATED TO TRUST

OVERALL CONSULTANT PERCEPTIONS ABOUT CONTRACTORS

Table 5

OVERALL CONTRACTOR PERCEPTIONS ABOUT CONSULTANTS

Table 4



March 2004 Interface • 7

Roof consultants perceive that their job site observers are
underutilized (48%) by contractors. It is likely positive for the
industry that 83% of consultants believe that in general, roof-
ing contractors appreciate the value that consultants provide
to projects.

Contractors Have Mixed Feelings About
Consultants

Most contractors (69%) believe that the typical consultant
will purposely find fault with a roofing contractor in order to
demonstrate his or her value to the client property owner; 37%
of contractors “very much” believe this to be true. Further,
64% of contractors perceive that the typical consultant’s
knowledge is outdated. Almost all contractors (94%) agree that
projects using consultants will result in a higher price to the
property owner. See Table 5.

Contractors feel positively about consultants’ effect on
change orders. Most (70%) believe that consultants help justify
change orders getting approved. Most importantly, contractors
(92%) believe that most roof consultants are fair.

Big Picture - How Do We Really Feel?
It’s one thing to ask about “typical” perceptions. But asking

about “last” experience often obtains the most accurate reflec-
tions of relationships and true beliefs.

The “last” or most recent experiences between roof consul-
tants and roofing contractors demonstrate that in general,

relationships are okay – with room for improvement.
Specifically, a quick data scan of Table 6 shows that
essentially half or more of the consultants rated the
contractor of their last experience as “very good to
outstanding.” Further, “good to outstanding” ratings

are over 70% in all cases.
Both contractors and consul-

tants are most frustrated with
each other when asked about

“timeliness,” with only 71%
of consultants and 76% of
contractors satisfied with
their last experience. Also,
only 72% of contractors
were satisfied with change
orders in their last experi-
ence.

Bottom Line –
Contractors Claim

Consultants Add Value
Business is pretty simple – when there is significant value

added, issues at the detail level tend to work their way out.
Clearly, contractors conceded in the privacy of this direct mail
market research study that consultants do, in fact, add value.
The strength of this perception of consultants’ worth is over-
whelming in both “strength” of belief (“very much agree”) and
overall agreement. See Table 7.

Specifically, 89% of contractors believe that having a con-
sultant on the job results in the project requirements being
more clearly defined. The majority of contractors (87%) believe

Our roofing membranes are 
engineered for rough treatment.
We've incorporated the industry's toughest

fiber in a proprietary design to create an 

internal barrier to puncture. Even our 36-mil

can outperform the other guys' 60-mil 

membranes. And we've got an 80-mil 

that can just about withstand a whole herd of

stampeding rhinos. For facts and samples,

check trustfibertite.com. Or call 800-927-8578,

ext. 1335, for a free roof evaluation.

trustfibertite.com

Visit us at RCI Booth #409

Puncture it?
I barely left

a mark.
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that project requirements are more uniformly and consistently
enforced when consultants are utilized. They believe (82%) that
specifications provided by consultants are useful and practical.
The preponderance of contractors (76%) claimed that design spec-
ifications from consultants are better than design specifications
from architects. The majority (66%) judges that jobs using consul-
tants increase the job quality. And, almost all contractors (95%)
believe that jobs utilizing consultant observers enhance the overall
project.

However, there is one judgment of contractors that is most
important... 83% believe: “Consultants add value to the project for
the property owner.” That’s the bottom line. That’s overall respect.
This suggests that contractors and consultants will continue to
have an evolving relationship of mutual dependency, if we are to
build an even healthier industry of which we can all be proud.

What Are The Demographics?
Listening to the stereotypes, one sometimes get the picture

that most roof consult-
ing is performed by
companies with one-
to two-person offices
with gross revenues
of under $150,000
per year. If you’ve
heard that stereo-
type, throw away
that myth. This sur-
vey received a 39%
response rate from RCI’s
professional mem-
bership, and the
“typical” (median)
revenues were reported as $900,000.
The range went as high as $70 mil-
lion. The “average” (mean) was $4.4

million. See
Table 8.

For roofing contractors, the typical
firm in this study had revenues of $1
million and 12 employees. The mean
(average) was $4.1 million, with 30
employees. The range was up to $300
million. See Table 9.

The technologies used in the primary
workloads of the participating contractors
and consultants in this study are shown
in Table 10.

Table 6

YOUR LAST EXPERIENCE?

Table 7

CONTRACTORS EVALUATE CONSULTANT VALUE

Table 8

TYPICAL CONSULTANT BUSINESS PRACTICE
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So, Is There A Feud?
So, what did I take away from all of this? First, this indus-

try does “enjoy” a Boston Red Sox vs. New York Yankees type
of rivalry between roofing contractors and consultants. There
is cultural programming to spew foul generalizations of each
other’s effects on the industry – and there is buried but deep
mutual respect and interdependency that is likely to continue
become even more vital in future years.

Why? When there is acceptance that overall value is gener-
ated, and it is at the tactical level where issues are significant,
these problems are, in their essence, annoyances. Capitalistic
economics dictates that these issues will be resolved. Big pic-
ture: as consolidation and sophistication of property owners
continues to increase, the interdependence of consulting and
contracting will continue to flourish.

So, what might strategic-thinking, ambitious, and motivat-
ed consultants consider doing with the lessons learned from
this study to build their businesses even further? 

A Wake Up Call To The Roof Consultant
Industry!

I believe this
study provides

data that can be
utilized to help
significantly
affect the pros-
perity of the roof

consultant indus-
try. To accomplish
this will require
active leadership
and commitment
at the national,
regional, local,
and personal lev-
els. The primary

commitment: com-
munication.

Why? This
research data is

robust with core commu-
nication value that can
be used to educate prop-
erty owners and man-

agers in the value of utilizing roofing
consultants – in the most credible way – from the “mouths” of
roofing contractors.

Just imagine sharing the power of a national market
research study demonstrating the following:

“Professional Roofing Contractors Claim,
Using A Professional Roofing Consultant...” % Who Agree

1) Enhances The Overall Project 95%

2) Adds Value For The Property Owner 83%

3) Provides Better Specifications Than From Architect 76%

Like Mother Nature, 
we got it right the first time.
Year after year, FiberTite® continues to prove

itself in the toughest environments: blistering

UV, gale force winds and harsh chemicals.

And, we've been using the same formula for

over a quarter century. Many of our 

competitors' membranes are barely 10 years

old. Over 99% of FiberTite roofing systems

ever installed are still performing. To learn

more visit trustfibertite.com. Or call 

800-927-8578, ext. 1335.

trustfibertite.com

Visit us at RCI Booth #409

If it’s not broke
don’t fix it.
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The key to any business is simple. Understand the customers’
pain. Share that you understand your customers’ pain.
Demonstrate that you can help resolve your customers’ pain.
Conversely, the “build a better mouse trap and they’ll find you”
theory is ridiculous.

Property owners and managers are concerned with value.
They’re concerned with quality. They’re concerned with eliminat-
ing hassles. Use this data to help communicate proof that you’re
delivering value.

As far as the “feud” with contractors, perhaps it will continue
in dialogue, but clearly there are building blocks of respect in the
industry. However, there is room for improvement.

The roof consulting industry leader-
ship, as well as individuals, will help the
evolution of the relationship with con-
tractors by focusing on core issues of
friction, including sensitivity, communi-
cation, and simplicity of processes relat-
ed to 1) change orders, 2) punch lists,
and 3) the contractors’ schedule.

The future of roof consulting contin-
ues to strengthen. This research proves
it. Build on strengths and attempt to
resolve annoyances, and the myths
between contractors and consultants will
become a memory. ■
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