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veryone wants to be cool.
The first step to becoming
cool is understanding cool.

In the metal roofing
industry, there has been plenty of dis-
cussion about manufacturing cool
products. Many manufacturers have
become cool, but what does a cool
metal roofing system mean to contrac-
tors and consumers? There are compli-
cated formulas and technical terms like
reflectivity and emissivity, but totally
understanding those may be too much
to ask, even if the payoff is becoming
cool.

So let’s try to simplify it. First of all,
the No. 1 incentive for any building
owner to install a cool roof is to reduce
energy costs during the air condition-
ing season. The “coolness” of a roof-
ing system is measured by reflectivity
and emissivity. Reflectivity measures
how much sunlight is reflected off the
roof. The more reflective the roof is, the
less heat is transferred into a building.

For residential applications, there
are basically two numbers to be con-
cerned with when it comes to reflectiv-
ity. A steep slope roof (greater than
2:12) must have an initial solar
reflectance of greater than .25, and a
solar reflectance of greater than .15
after three years to meet Energy Star
requirements. Energy Star is a govern-
ment-sponsored program designed to
help consumers protect the environ-
ment through the use of energy effi-
cient products.

Emissivity measures the ability for
radiant heat to leave the surface of an
object, the higher the better when try-
ing to keep a building cool. A roof with
low emissivity absorbs and stores heat,
releasing it slowly into the building —
even after the sun goes down — and
making it more costly to cool. Energy
Star does not currently include emis-
sivity as part of its program. According

to the Cool Metal Roofing Coalition,
an association of associations con-
vened to promote cool metal roofing’s
benefits, “this follows the logic of Oak
Ridge National Laboratory that the
desired radiation properties for a roof
should be based on an analysis of the
local situation, rather than on the gen-
erality that ‘high reflectivity, high
emissivity’ is good for everyone,
everywhere. With the variations
achievable with metal roofing, proper-
ties can be ‘tailored’ to make econom-
ic, energy-efficient sense for the spe-
cific location.”

With the introduction of reflective
pigments, metal roofing systems
picked up another selling point —
increased energy efficiency in a wider
variety of colors. Manufacturers are no
longer limited to white or the lightest
colors if a cool roof is desired.
Reflective pigments have provided
manufacturers with the ability to pro-
duce a roof in almost any color that
meets the Energy Star standard for
reflectivity.

Energy cost savings
We’ve established that a cool metal

roof is energy efficient and therefore
saves the building owner money. That’s
cool. What’s also cool is that by using
less energy, there is less strain on the
environment. It’s estimated that one-
sixth of all electricity used in the U.S.
is for air conditioning. In some cli-
mates, depending on building size,
cool metal roofing products could
reduce a building’s peak cooling
demand as much as 15 percent, and
reduce energy bills by as much as 50
percent.

Then there is the urban heat island
effect. Urban areas, where trees and
grass are replaced with buildings and
roads, tend to have higher temperatures
because buildings and roads have a
lower emissivity. These heat islands
also include heat-producing activities
like transportation and industrial
equipment.

Black surfaces, such as roofs, in the
sun can become up to 70 degrees
warmer than the most reflective white
surfaces. Combining all these factors
with the heat collected by the roof and
transferred inside creates an increased
demand for air conditioning. Roofs
with low emissivity heat the air around
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Warming up to cool metal

Copper Penny is one of the cool colors offered on Petersen Aluminum panels. The coatings
on these snap-lock standing seam panels help make Bowie Towne Center a more energy 
efficient building. PETERSEN ALUMINUM PHOTO
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them, adding to the heat island effect. 
Changing one asphalt roof to metal

isn’t going to make a big difference,
but it helps.

Getting the word out
The advantages of cool, like the advan-
tages of metal, are still fueled by
potential and both can only get bigger.

“It’s growing,” says Bob Scichili,
business development manager of
BASF, producer of Ultra-Cool reflec-
tive coatings. “In my mind, it’s a smol-
dering flame that’s getting ready to
burst through. What fuels it is its avail-
ability.”

Scichili says the three driving forces
in the market are government at local,
state, and federal levels, the
Department of Energy, and the Green
Building Council’s LEED program.
Also a factor is California’s Title 24,
the state’s Energy Efficiency Standards
for Residential and Nonresidential
Buildings.

“It’s going to spread across the
country,” he says. “Increasingly, in the
southern states and western states pre-
dominantly, manufacturers have a
complete offering for architects or any-
one making design decisions. That
goes from white, which is not desir-
able, especially for steep slope, to
black, and they meet the Energy Star
and Green Building reflectivity
requirements.”

Scichili calls it “design freedom.”
Marty Hastings of Valspar believes

the development of environmentally
conscious codes will educate home-
owners and building owners. He says
power companies are helping educate
as well. Electric companies offer
rebates or incentives for cool roofing
in an effort to keep their plants running
more efficiently by reducing peak
demand. “They don’t want more power
plants built,” Hastings says. “They
want to use the current plants more
efficiently.”

Renee Baker, marketing manager
for Steelscape, believes the industry is
doing a good job of promoting metal
roofing as a cool product. “The various
trade associations do a great job get-

ting the word out,” says Baker. “Still,
it’s been slow and it’s got to fall back
on the manufacturers to get the infor-
mation out there.”

In Tucson, Ariz., air conditioners
are standard equipment because every-
body wants to stay cool. Still, cool
metal is a hard sell, partly because the
word hasn’t reached everyone — yet.

“No one has asked me about (cool
roofing),” says Tucson roofer Phil
Kimmel. “It really doesn’t seem to be a
big concern. We’ve always promoted
metal as better because it’s not a heat
sink like asphalt is.”

Kimmel explains to customers that
homes with asphalt roofs soak up sum-
mer heat all day — so homes would be
hotter at 8 p.m. than they were during
peak sunlight hours. He said for years,
he advised consumers to install a white
roof to keep their homes cooler. 

“But nobody wanted it,” he says.
“When I sell a metal roof, more than
anything else, it’s because of the
color.”

A cool roof in a cold climate may
not always be the best thing. A roof
that absorbs heat and passes it into the
house during the winter sounds like a
good thing — and it is. Those benefits
are easily outweighed by the draw-
backs, taking into consideration the
shorter daylight hours and the lower
angle of the sunlight hitting those
roofs. Also, many of these roofs are
covered by snow.

It’s also easy to see that because cli-
mates vary so greatly across the U.S.
and Canada, codes to determine the
reflectivity and emissivity requirements

will more than likely come on the local
level. Opponents to California’s Title
24 point to the many different climates
within that state alone. 

What’s the holdup?
The metal roofing industry can do two
things — educate or wait for the mar-
ket to become educated on cool roof-
ing benefits. Where does that market
push come from?

“I don’t know if there is a driving
force yet,” says Tony Chiovare, presi-
dent at Custom-Bilt Metals. “It’s still
in its infancy. You wonder who you can
get to pay attention; it’s getting the
right audience to really care. People
aren’t really looking for it, but they’re
embracing it when it’s presented in the
right way. It’s too simple, people look
right through it.”

In a recent conversation with a paint
supplier, Chiovare said he was a little
surprised by the response when he
asked about obtaining a product simi-
lar to one he was getting from another
supplier. 

“He came right out and told me,
‘That cool metal roofing really hasn’t
caught on back here in the East,’” he
said.

Chiovare says people inquiring
about a metal roof are probably already
aware of all the environmental bene-
fits. “It makes a difference to home-
owners, especially with a metal roof,”
he says. “People who have committed
to buying a metal roof are intelligent
people. They find out a lot of things on
their own … energy savings, environ-
mental issues, heat islands. My guys
are out there promoting it every day.
The roofing contractor just wants to
know, ‘What’s my price? What’s my
price? What’s my price?’”

The difference in the cost of the
reflective pigments and the older pig-
ments is almost non-existent. “It’s not a
big difference,” Chiovare says. “When
you see the numbers, why wouldn’t
you buy it?”

Custom-Bilt is one of a number of
metal roofing manufacturers that have
made the switch to reflective coatings,
along with companies like Englert,
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A Rustic Shingle aluminum shake was
selected for this fire department in Piqua,
Ohio. It features reflective coatings, called
Hi-R Finish by Classic Products. CLASSIC

PRODUCTS PHOTO



Classic Products, Follansbee Steel,
Petersen Aluminum, and others.
Classic president Todd Miller believes
his company has benefited from mak-
ing the switch to reflective pigments.

“We completely switched over to
the reflective pigment, so I don’t have
a real good handle on what everyone’s
asking for, it’s everything we sell,”
Miller says. “That being said, our sales
were up substantially last year, part of
that is probably from that extra value to
sell. Can I say people are calling us up
all the time and asking for it? No, but I
can say we get a couple a week to
check and see if we offer reflective
pigments. So they’ve heard about it.

“Most people don’t care about the
environment unless there’s some eco-
nomic incentive to care, like a tax cred-
it, but even then, you’re not going to
see a mad dash.”

Most in the industry admit metal’s
ability to be cool hasn’t generated the
same thrill among consumers it has
within the industry.

“There was a lot of interest and
excitement initially,” Hastings says. “I
remember at the time when reflective
pigments were new someone said to

me, if nothing else, it gives us some-
thing new to sell, and I think that was a
pretty level-headed approach. I think if
you pin the butterfly to the pad, the
butterfly will tell you not as much has
sold as people first thought it would.”

Architects are cool
One segment of the industry that has
grasped and embraced the move to
cool roofing is architects. Architects
and other design professionals are
acutely aware of programs facilitating
the design of energy-efficient build-
ings, like Energy Star and Leadership
in Energy and Environmental Design.  

“I think it’s a word everybody loves
to hear, especially architects,” says Ed
Thomas, vice president and general
manager of Follansbee. “When I’m
giving a seminar for architects and I
use words like ‘cool,’ or ‘a solar reflec-
tivity of .25 or greater,’ it sparks an
interest.”

Metal roofing manufacturers have
grabbed the ear of the architectural
community. Architects often design
with the environment in mind.

“Architects like to talk about two
things: Energy Star and Green

Buildings,” says Kevin Corcoran, vice
president of sales and marketing at
Englert. “So the demand is coming
from the design community. They
know about Energy Star and they know
about LEEDs and incentives with
LEEDs.”

Corcoran also believes interest from
the consumer will grow, because of a
natural concern for the environment.

“It’s a hot issue politically,” he says.
“Any survey you see out there, people
are concerned about terrorism and the
economy, but one of the top two or
three is always the environment.”

Corcoran, whose company’s prod-
ucts are all Energy Star compliant,
believes the demand from the design
community will continue to drive the
market for cool roofing, specifically
cool metal roofing.

“I wouldn’t be surprised if, in two
or three years, it’s written right into the
specifications, to have it meet the
reflective requirements of Energy
Star,” he says. 

Considering cost isn’t really a fac-
tor, the industry may make the switch
to be cool on its own, without the push
from codes. “It’s going to be a no-
brainer,” says Miller. “It’s a matter of
time before everyone switches over
100 percent (to reflective pigments).
There’s no reason not to.”

Says Scichili: “The education
process is critical and it’s just beginning.
What we need are apostles out there,
spreading the gospel, if you will.”

Amen. ■
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Initiative

Energy Star Program
Low slope roofs

Steep slope roofs
Calif. Energy Commission�

Cool Savings Program�

Calif. Energy Code — Title 24

San Jose Cool Roof Incentive Program

Georgia Energy Code

Florida Energy Code
Residential�

Commercial

ASHRAE — 90.1 Commercial Buildings

LEED

Chicago Energy Code
Low slope roofs�
Steep slop roofs

Initial

�

Reflectance Emittance

0.65�
0.25�
�
0.65�
0.70�
�
0.65�
�
0.70�
�
�
0.65�
0.70�
0.70�
�
0.65�
�

0.65�
0.15

Cool Roof Energy Initiatives and Criteria

3-Year

0.50�
0.15�
�
n/a�
n/a�
�
n/a�
�
n/a�
�
�
n/a�
n/a�
n/a�
�
0.50�
�

0.50�
0.15

n/a�
n/a�
�
0.80�
0.75�
�
0.80�
�
0.75�
�
�
0.80�
0.75�
0.75�
�
0.90�
�

n/a (.4 metal�
coating
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The Parker River Wildlife Refuge in north-
east Massachusetts will open to visitors
this summer. The roof is an Energy Star-
compliant profile from Englert. ENGLERT
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