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Objectives & methodology
This report is based on an annual survey with Zondaõs Builder audience. The online survey was conducted over the course of 

several weeks w ith  bu ilders fro m  all over th e U n ited  States.

8

PROJECT OBJECTIVES 

Th is research  is in ten ded  to  iden tify bran ds utilized  by bu ilders over the cou rse of th e previo us 

year.Specific areas of inq u iry includ ed :

Á The num ber an d  average sale  price of residen tial un its bu ilt in  2020.

Á Fam iliarity, use , an d  rating of bran ds in  52 pro d uct catego ries.

Á Im po rtance of facto rs in fluen cing brand  selectio n  w ith in  each  pro du ct catego ry.

PROJECT M ETHO DO LO GY

Á 784 surveys were com p leted  on line w ith  Bu ilders, Bu ilders-deve lo pers or G eneral 

Co n tracto rs.

Á Respo n den ts were asked  questio ns in  each  pro du ct catego ry to  fu lfill th e pro ject 

ob jectives.

Á Respo n den ts were on ly asked  abo u t pro d uct catego ries in  w h ich  they have in fluence in  

selectin g or pu rchasin g those pro d ucts.
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Project results
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Á Th is repo rt has tw o  m ain  sectio ns fu rth er sub-d iv ided  by pro d uct catego ries used  in  the 

on line survey.

Á The first large sectio n  is a visual sum m ary of each  pro duct catego ry. O n ly th e to p  th ree 

brands have been  inclu ded  in  the charts fo r each  pro duct catego ry questio n . Th e to p  3 

brands are  based  on  the percen tage of respo n den ts ind icatin g each  bran d  or based  on  the 

average rating provid ed  fo r each  bran d . 

Á Fu ll resu lts fo r all brands an d  qu estio ns are  listed  in  th e Detailed  Resu lts sectio n  of th is 

repo rt, th e seco n d  m ain  sectio n . Th ese tab les show  all bran ds m en tio n ed  fo r that pro d uct 

catego ry questio n .

Bases for results

Á The sam p le bases fo r the percen tages of each  chart vary depend ing on  the num ber of 

products respondents have influence in selecting or purchasing for their firmõs projects.

Á Resu lts of the quality ratings are  based  on  th ose respo n den ts giving a rating fo r each  

brand . Respo nden ts are  on ly asked  to  rate  a brand  if they are fam iliar w ith  it.

Á Brands no t m en tio n ed  (rece ivin g 0% m entio ns) are  no t includ ed  in  th e detailed  resu lts.
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Respondent classifications
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Primary business

TO TAL Northeast M idwest South W est
Less 

than 5 5 ð49 50+ Under $1 50K$1 50K - $499K $500K+

H o m e Bu ild er 50.5% 29.5% 48.0% 62.2% 47 .4% 44.2% 36.9% 71 .1 % 1 6.2% 49.5% 58.8%

Resid en tial G eneral 

Co ntracto r
41 .1 % 63.4% 43.9% 32.1 % 40.1 % 52.2% 58.4% 1 2.4% 76.5% 42.3% 32.4%

M u lti-Fam ily Bu ild er 8.4% 7.1 % 8.1 % 5.7 % 1 2.5% 3.6% 4.7 % 1 6.5% 7.4% 8.2% 8.8%
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Number of residential units built in 2020

TO TAL Northeast M idwest South
W est Less 

than 5 5 ð49 50+ Under $1 50K$1 50K - $499K $500K+

Few er than  5 28.4% 36.6% 35.1 % 25.3% 24.1 % 1 00.0% 0.0% 0.0% 58.8% 24.9% 26.4%

5 - 9 1 7 .8% 1 6.1 % 22.3% 1 9.3% 1 3.8% 0.0% 47 .0% 0.0% 1 1 .8% 1 6.7% 20.3%

1 0 - 24 1 3.1 % 20.5% 1 4.9% 9.8% 1 2.5% 0.0% 34.6% 0.0% 8.8% 1 2.3% 1 4.8%

25 - 49 7.0% 1 2.5% 9.5% 4.7 % 5.6% 0.0% 1 8.5% 0.0% 5.9% 7.2% 7.0%

50 - 74 5.5% 3.6% 3.4% 7.1 % 5.6% 0.0% 0.0% 1 6.2% 5.9% 5.4% 5.5%

75 - 99 3.7 % 2.7 % 3.4% 3.4% 4.7 % 0.0% 0.0% 1 0.9% 0.0% 4.1 % 3.9%

1 00 or m o re 24.6% 8.0% 1 1 .5% 30.4% 33.6% 0.0% 0.0% 72.9% 8.8% 29.5% 22.1 %
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Average 2020 sale price 

TO TAL Northeast M idwest South W est
Less 

than 5 5 ð49 50+ Under $1 50K$1 50K - $499K $500K+

Less th an  $1 50,0008.6% 1 2.5% 1 0.1 % 7.8% 6.9% 1 7 .9% 6.0% 3.8% 1 00.0% 0.0% 0.0%

$1 50,000 - $299,999 1 8.4% 1 3.4% 31 .1 % 22.0% 8.2% 1 9.2% 20.1 % 1 5.8% 0.0% 37 .2% 0.0%

$300,000 - $499,999 31 .1 % 31 .3% 27 .7% 33.4% 30.2% 24.1 % 27 .2% 41 .4% 0.0% 62.8% 0.0%

$500,000 or m o re 41 .9% 42.9% 31 .1 % 36.8% 54.7% 38.8% 46.6% 39.1 % 0.0% 0.0% 1 00.0%
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Willingness to try new brands in 2020

TO TAL Northeast M idwest South W est
Less 

than 5 5 ð49 50+ Under $1 50K$1 50K - $499K $500K+

Som ew h at m o re  

w illing
47 .6% 46.4% 51 .4% 45.3% 48.7% 43.8% 51 .0% 47 .0% 29.4% 48.7% 50.0%

Th e sam e 31 .2% 31 .3% 29.7% 32.1 % 31 .0% 29.9% 32.2% 31 .2% 41 .2% 30.8% 29.7%

M u ch  m o re w illin g 1 6.5% 1 7 .0% 1 3.5% 1 8.9% 1 5.1 % 21 .0% 1 2.1 % 1 7 .7% 1 6.2% 1 6.4% 1 6.7%

Som ew h at less w illin g4.3% 5.4% 4.7 % 3.7 % 4.3% 4.5% 4.4% 4.1 % 1 1 .8% 3.6% 3.6%

M u ch  less w illin g 0.4% 0.0% 0.7 % 0.0% 0.9% 0.9% 0.3% 0.0% 1 .5% 0.5% 0.0%
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Reasons for willingness to try new brands

TO TAL Northeast M idwest South W est
Less 

than 5 5 ð49 50+ Under $1 50K$1 50K - $499K $500K+

Advan ced  or new  

pro d u ct featu res
59.8% 73.2% 55.2% 56.3% 60.8% 69.0% 63.8% 47 .7% 61 .3% 57 .9% 61 .8%

Q u ality 54.3% 57 .7% 49.0% 57 .9% 51 .4% 51 .0% 60.1 % 50.6% 61 .3% 53.5% 54.1 %

Price 48.7% 39.4% 56.3% 45.8% 52.0% 35.2% 50.0% 58.7% 51 .6% 52.0% 44.5%

Availab ility/service 43.4% 32.4% 53.1 % 41 .6% 44.6% 36.6% 37 .8% 55.2% 35.5% 48.4% 38.6%

G reen /sustain ab le 

featu res
32.3% 35.2% 1 8.8% 28.9% 43.9% 33.1 % 37 .2% 26.2% 32.3% 26.8% 38.6%

Bu ild in g new /diffe ren t 

hou sin g typ es
30.7% 32.4% 27 .1 % 29.5% 33.8% 27 .6% 30.9% 33.1 % 35.5% 27 .6% 33.6%

Brand  rep u tation 29.9% 33.8% 30.2% 27 .9% 30.4% 26.2% 33.0% 29.7% 29.0% 25.6% 35.0%

Style 29.1 % 33.8% 28.1 % 25.3% 32.4% 23.4% 33.5% 29.1 % 38.7% 22.8% 35.0%

W arran ty 28.1 % 33.8% 20.8% 26.8% 31 .8% 1 8.6% 37 .2% 26.2% 29.0% 27 .2% 29.1 %

D ealer/distribu to r 

recom m end ation
1 9.6% 21 .1 % 31 .3% 1 2.6% 20.3% 1 5.2% 25.0% 1 7 .4% 1 9.4% 20.5% 1 8.6%

M anufacturerõs 

sales/m arketin g 

sup p o rt

1 4.1 % 1 6.9% 1 1 .5% 1 3.7% 1 4.9% 4.1 % 21 .3% 1 4.5% 9.7 % 1 3.4% 1 5.5%

O th er 2.4% 1 .4% 2.1 % 3.2% 2.0% 4.1 % 0.5% 2.9% 9.7 % 1 .6% 2.3%
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Timing for researching new brands

TO TAL Northeast M idwest South W est
Less 

than 5 5 ð49 50+ Under $1 50K$1 50K - $499K $500K+

Less th an  3 m on ths 

prio r
20.8% 26.8% 25.0% 1 9.3% 1 7 .2% 27 .7% 24.8% 1 0.5% 35.3% 20.3% 1 8.5%

3 - 5 m on ths prio r 31 .6% 31 .3% 35.1 % 32.1 % 28.9% 33.9% 31 .5% 29.7% 32.4% 33.6% 29.1 %

6 - 9 m on ths prio r 28.7% 28.6% 26.4% 28.7% 30.2% 22.3% 30.2% 32.3% 20.6% 28.5% 30.6%

1 0 - 1 2 m o n th s prio r 1 1 .0% 9.8% 8.1 % 1 0.8% 1 3.8% 7.6% 8.7 % 1 6.5% 5.9% 1 1 .5% 1 1 .5%

M o re than  1 2 m o n th s 

prio r
7.9% 3.6% 5.4% 9.1 % 9.9% 8.5% 4.7 % 1 0.9% 5.9% 6.2% 1 0.3%
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Final decision maker on brands

TO TAL Northeast M idwest South W est
Less 

than 5 5 ð49 50+ Under $1 50K$1 50K - $499K $500K+

Bu ild er 68.7% 61 .6% 68.9% 73.6% 65.5% 65.2% 67 .8% 72.6% 52.9% 71 .0% 69.1 %

H o m e buyer/clien t 1 5.2% 22.3% 20.3% 8.8% 1 6.8% 24.6% 1 7 .5% 4.9% 32.4% 1 3.3% 1 3.9%

Arch itect/designer 9.5% 1 4.3% 6.1 % 8.1 % 1 1 .2% 7.1 % 1 1 .1 % 9.8% 8.8% 7.4% 1 2.1 %

D ealer/distribu to r 1 .1 % 0.9% 1 .4% 1 .4% 0.9% 0.9% 1 .0% 1 .5% 0.0% 1 .5% 0.9%

O th er 5.5% 0.9% 3.4% 8.1 % 5.6% 2.2% 2.7 % 1 1 .3% 5.9% 6.7 % 3.9%



Builder Brand Use 2021

Geographic distribution

TO TAL Northeast M idwest South W est
Less 

than 5 5 ð49 50+ Under $1 50K$1 50K - $499K $500K+

Sou th 37 .6% 0.0% 0.0% 1 00.0% 0.0% 33.5% 33.6% 45.5% 33.8% 42.1 % 33.0%

W est 29.4% 0.0% 0.0% 0.0% 1 00.0% 25.0% 24.8% 38.3% 23.5% 22.8% 38.5%

M id w est 1 8.8% 0.0% 1 00.0% 0.0% 0.0% 23.2% 23.2% 1 0.2% 22.1 % 22.3% 1 3.9%

N orth east 1 4.2% 1 00.0% 0.0% 0.0% 0.0% 1 8.3% 1 8.5% 6.0% 20.6% 1 2.8% 1 4.5%
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Product category highlights
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Top 3 ςRoofing: Clay/Concrete/Synthetic

Bran d  Fam iliarity Bran d s U sed  in  Past 2 Years

Bran d s U sed  th e M ost High est O verall Q u ality Ratin g
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Top 3 ςRoofing: Clay/Concrete/Synthetic

Im p o rtance of facto rs in fluencing brand  selection
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Detailed results
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Roofing: Clay/concrete/synthetic tiles

TO TAL Northeast M idwest South W est
Less 

than 5
5 ð49 50+ Under $1 50K$1 50K - $499K $500K+

Certain Teed 69.1 % 91 .7% 68.8% 58.3% 72.7% 66.7% 75.7% 63.0% 57 .1 % 71 .1 % 68.9%

G A F TruSlate 44.3% 66.7% 37 .5% 41 .7% 42.4% 33.3% 51 .4% 48.1 % 42.9% 37 .8% 51 .1 %

Bo ral Ro o fin g LLC 33.0% 25.0% 1 8.8% 38.9% 36.4% 27 .3% 27 .0% 48.1 % 42.9% 22.2% 42.2%

Eagle 25.8% 0.0% 1 8.8% 30.6% 33.3% 24.2% 1 0.8% 48.1 % 57 .1 % 20.0% 26.7%

D aV inci 21 .6% 25.0% 1 8.8% 25.0% 1 8.2% 21 .2% 21 .6% 22.2% 57 .1 % 20.0% 1 7 .8%

EM CO 1 6.5% 33.3% 1 8.8% 1 3.9% 1 2.1 % 1 8.2% 1 8.9% 1 1 .1 % 42.9% 1 7 .8% 1 1 .1 %

Eco Star 1 6.5% 8.3% 25.0% 1 6.7% 1 5.2% 1 8.2% 1 3.5% 1 8.5% 57 .1 % 1 1 .1 % 1 5.6%

H anso n  Ro o f Tiles1 4.4% 0.0% 1 8.8% 1 6.7% 1 5.2% 1 2.1 % 8.1 % 25.9% 42.9% 1 1 .1 % 1 3.3%

In Sp ire  Roo fing 

Prod ucts (The Tap co  

G rou p )

1 3.4% 1 6.7% 1 2.5% 1 9.4% 6.1 % 1 5.2% 1 3.5% 1 1 .1 % 42.9% 6.7 % 1 5.6%

Lu d ow ici 1 0.3% 1 6.7% 1 8.8% 1 1 .1 % 3.0% 1 2.1 % 5.4% 1 4.8% 42.9% 4.4% 1 1 .1 %

N O N E O F TH E ABO V E1 5.5% 0.0% 25.0% 1 9.4% 1 2.1 % 1 5.2% 1 3.5% 1 8.5% 1 4.3% 1 7 .8% 1 3.3%

Bran d  fam iliarity
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Roofing: Clay/concrete/synthetic tiles

TO TAL Northeast M idwest South W est
Less 

than 5 5 ð49 50+ Under $1 50K$1 50K - $499K $500K+

Certain Teed 47 .4% 75.0% 50.0% 41 .7% 42.4% 54.5% 56.8% 25.9% 1 4.3% 44.4% 55.6%

Bo ral Ro o fin g LLC 1 5.5% 1 6.7% 0.0% 1 3.9% 24.2% 1 2.1 % 1 3.5% 22.2% 1 4.3% 4.4% 26.7%

Eagle 1 4.4% 0.0% 1 2.5% 1 3.9% 21 .2% 6.1 % 5.4% 37 .0% 1 4.3% 20.0% 8.9%

G A F TruSlate 1 4.4% 1 6.7% 1 2.5% 1 3.9% 1 5.2% 6.1 % 21 .6% 1 4.8% 0.0% 1 1 .1 % 20.0%

EM CO 4.1 % 1 6.7% 0.0% 5.6% 0.0% 6.1 % 5.4% 0.0% 1 4.3% 4.4% 2.2%

Eco Star 4.1 % 8.3% 1 2.5% 2.8% 0.0% 3.0% 5.4% 3.7 % 28.6% 4.4% 0.0%

D aV inci 3.1 % 0.0% 0.0% 2.8% 6.1 % 3.0% 2.7 % 3.7 % 0.0% 4.4% 2.2%

H anso n  Ro o f Tiles 3.1 % 0.0% 6.3% 2.8% 3.0% 0.0% 5.4% 3.7 % 1 4.3% 2.2% 2.2%

In Sp ire  Roo fing 

Prod ucts (The Tap co  

G rou p )

2.1 % 8.3% 0.0% 2.8% 0.0% 3.0% 2.7 % 0.0% 1 4.3% 0.0% 2.2%

Lu d ow ici 1 .0% 0.0% 6.3% 0.0% 0.0% 0.0% 0.0% 3.7 % 0.0% 2.2% 0.0%

N O N E O F TH E ABO V E28.9% 1 6.7% 31 .3% 33.3% 27 .3% 30.3% 27 .0% 29.6% 42.9% 33.3% 22.2%

Bran d s used  in  past 2 years
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Roofing: Clay/concrete/synthetic tiles

TO TAL Northeast M idwest South W est
Less 

than 5 5 ð49 50+ Under $1 50K$1 50K - $499K $500K+

Certain Teed 37 .1 % 66.7% 43.8% 27 .8% 33.3% 45.5% 45.9% 1 4.8% 1 4.3% 37 .8% 40.0%

Eagle 1 1 .3% 0.0% 6.3% 1 3.9% 1 5.2% 6.1 % 2.7 % 29.6% 0.0% 1 5.6% 8.9%

Bo ral Ro o fin g LLC 7.2% 0.0% 0.0% 5.6% 1 5.2% 9.1 % 5.4% 7.4% 1 4.3% 2.2% 1 1 .1 %

G A F TruSlate 7.2% 8.3% 6.3% 1 1 .1 % 3.0% 6.1 % 8.1 % 7.4% 0.0% 4.4% 1 1 .1 %

D aV inci 2.1 % 0.0% 0.0% 0.0% 6.1 % 0.0% 2.7 % 3.7 % 0.0% 4.4% 0.0%

Eco Star 2.1 % 0.0% 1 2.5% 0.0% 0.0% 0.0% 2.7 % 3.7 % 1 4.3% 2.2% 0.0%

In Sp ire  Roo fing 

Prod ucts (The Tap co  

G rou p )

2.1 % 8.3% 0.0% 2.8% 0.0% 3.0% 2.7 % 0.0% 1 4.3% 0.0% 2.2%

EM CO 1 .0% 0.0% 0.0% 2.8% 0.0% 0.0% 2.7 % 0.0% 0.0% 0.0% 2.2%

H anso n  Ro o f Tiles 1 .0% 0.0% 0.0% 2.8% 0.0% 0.0% 0.0% 3.7 % 0.0% 0.0% 2.2%

N O N E O F TH E ABO V E28.9% 1 6.7% 31 .3% 33.3% 27 .3% 30.3% 27 .0% 29.6% 42.9% 33.3% 22.2%

Bran d  used  th e m o st



Builder Brand Use 2021

Roofing: Clay/concrete/synthetic tiles

TO TAL Northeast M idwest South W est
Less 

than 5 5 ð49 50+ Under $1 50K$1 50K - $499K $500K+

Bo ral Ro o fin g LLC 5.66 6.00 3.33 5.93 5.83 5.89 5.60 5.54 4.33 5.30 6.05

Certain Teed 5.63 5.7 3 5.82 5.67 5.46 5.7 7 5.64 5.41 5.25 5.59 5.7 1

Eagle 5.56 0.00 4.67 5.55 5.82 5.38 6.25 5.46 5.00 5.56 5.7 5

G A F TruSlate 5.51 5.50 5.1 7 5.53 5.64 5.55 5.53 5.46 5.33 5.29 5.7 0

H anso n  Ro o f Tiles 5.29 0.00 4.33 5.50 5.60 4.7 5 5.33 5.57 5.00 5.40 5.33

EM CO 5.25 6.00 3.67 5.60 5.25 5.67 5.29 4.33 5.00 5.50 5.00

D aV inci 5.24 6.67 4.00 5.1 1 5.33 5.1 4 5.1 3 5.50 5.00 5.44 5.1 3

Lu dow ici 5.20 6.00 4.33 5.25 6.00 4.7 5 6.00 5.25 4.67 5.00 5.60

Eco Star 4.94 5.00 5.00 5.33 4.40 5.00 4.60 5.20 5.25 5.00 4.7 1

In Sp ire  Roo fing 

Prod ucts (The Tapco  

G rou p )

4.92 6.50 3.50 5.1 4 4.00 5.00 4.80 5.00 5.00 4.33 5.1 4

Q u ality ratin g
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TOTAL Northeast M idwest South W est
Less 

than 5 5 ð49 50+ Under $1 50K$1 50K - $499K $500K+

Prod uct pe rfo rm ance 6.41 6.1 7 6.31 6.54 6.39 6.45 6.49 6.23 6.57 6.27 6.51

W arran ty 6.26 6.25 6.25 6.37 6.1 5 6.33 6.24 6.1 9 6.7 1 6.1 4 6.31

Prod uct price 6.08 6.08 5.7 5 6.23 6.09 6.00 6.05 6.23 6.29 6.1 4 6.00

Availab ility of prod uct 

th rou gh  yo u r dealer
6.03 5.92 5.81 6.20 6.00 5.82 6.1 4 6.1 5 6.43 6.23 5.7 8

Ease of in stallation 5.82 6.00 5.56 5.94 5.7 6 6.06 5.86 5.46 6.43 6.05 5.51

Strength  of 

manufacturerõs 

brand/rep u tation

5.66 5.58 5.50 5.7 7 5.64 5.91 5.38 5.7 3 6.43 5.61 5.58

Stron g relation sh ip  w ith  

th e 

m an u factu re r/dealer

5.30 5.00 5.31 5.66 5.03 5.36 4.97 5.69 6.00 5.34 5.1 6

G reen /sustain ab le 

featu res
4.68 5.1 7 4.7 5 4.60 4.55 4.36 4.7 0 5.04 5.43 4.7 7 4.47

Roofing: Clay/concrete/synthetic tiles
Im p o rtan ce o f facto rs in flu en cin g bran d  se lectio n
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