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PUBLISHER’S LETTER
B Y  G A R Y  R E I C H E R T

W elcome to the 2025 edition of the CSI-Annual & 
Market Report.  � is year the survey responses 
and sponsorships increased by approximately 40% 

and we went from 108 pages to 116.  � ank you to all of the 
people helping us grow this report.

One of the things about data is it has a shelf life and the fresher 
the better.

We delayed the survey in the fall until a� er the election results.  
We did an abbreviated survey in February to see how � rst quarter 
was living up to expectations.  � e results are interesting.

Gross sales are strong.  40% report the results were as predicted 

and 37% had better than anticipated results.  � e units sold and 
pro� tability show similar results.

� e other bright spot is the number of companies revising their
forecasts upward for the remainder of the year.  � is table breaks 
that down by the type of construction and region.

2025 starts with a lot of potential
Now we as business people have make good decisions and execute.
Hopefully the data in the 2025 CSI – Annual & Market Report 

helps.

Gary Reichert, Publisher

2025 CSI ANNUAL REPORT 
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How is Your Firm’s Gross Sales for Q1 2025 Comparing to Expectations? 
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How is Your Firm’s Units Sold for Q1 2025 Comparing to Expectations? 
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How is Your Firm’s Profi tability for Q1 2025 Comparing to Expectations? 
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Are You Revising Your General Expectations for the Remainder of 2025?

We are 
revising 
upward

Our 
expectations 

remain 
unchanged

We are 
revising 

downward

Q1 Which of these 
building types do 

you participate in? 
(check all that apply)

General Roofi ng 44.74% 46.05% 9.21%

Metal Roofi ng 51.16% 46.51% 2.33%

Other Roofi ng (gutters) 47.06% 47.06% 5.88%

Post Frame 45.83% 50% 4.17%

Metal Building (cold-formed) 46.67% 46.67% 6.67%

Metal Building (pre-engineered) 36.84% 57.89% 5.26%

Roll forming or metal forming 40% 60% 0%

Wood framed (stick built) 42.86% 47.62% 9.52%

Other Building (Temporary, modular) 35.29% 58.82% 5.88%

Other Building (sheds and carports) 40.74% 59.26% 0%

Other Building (masonry, SIPs, tip up concrete) 31.82% 54.55% 13.64%

Sub-Contractor (site prep, electrical, HVAC, 
plumbing) 31.43% 62.86% 5.71%

Manufacturing 22% 60% 18%

Q4 Where are you 
located?

East (NY, NJ, DE, CT, MA, RI, VT, NH, PA, WV, ME, MD, DC) 50% 45.24% 4.76%

South (VA, KY, TN, AR, LA, MS, AL, GA, NC, SC, FL, OK, TX) 29.69% 54.69% 15.63%

Midwest (MN, IA, MO, IL, WI, MI, IN, OH, NE, SD, ND, KS) 19.51% 65.85% 14.63%

West (ID, MT, UT, NM, AZ, CO, WY, CA, NV, OR, WA, HI, 
AK) 26.53% 59.18% 14.29%

Nationwide or multiple regions 55.56% 44.44% 0%
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Source: U.S. Bureau of Economic Analysis

Chart C1 – Real GDP
(Percent change from preceding quarter)
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GENERAL ECONOMY
TRENDS AND DATA

S ince 2021, the U.S. economy has experienced 
signifi cant shifts driven by inЄ ation, interest 
rate hikes, labor shortages, and supply chain 

disruptions. The post-pandemic recovery saw strong 
consumer demand, but inЄ ation surged to a 40-year 
high in 2022, prompting aggressive ʹederal ˅eserve 
rate increases. 

These actions slowed economic growth, cooled 
the housing market, and led to higher borrowing 
costs. While inЄ ation has eased, construction costs 
remain elevated due to labor constraints and ma-
terial price volatility. ʽob growth has been steady, 
yet skilled worker shortages persist. ˈnderstanding 
these economic trends is crucial for assessing their 
ongoing impact on the construction industry.

ˇwo ˌears o˙ ʵattlin˚ ʼnЄ ation
ʼnЄ ation has been a dominant economic chal-

lenge for nearly four years, peaking at 9.ʤ% in mid-
2022Ϟthe highest in four decades. The ʹederal ˅e-
serve responded with aggressive interest rate hikes, 
which helped cool inЄ ation but also increased bor-which helped cool inЄ ation but also increased bor-

rowing costs for businesses and consumers. While 
inЄ ation has since moderated, construction costs 
remain stubbornly high due to persistent labor 
shortages and supply chain disruptions. Contrac-
tors continue to navigate Є uctuating material prices 
and tighter fi nancing conditions, making cost man-
agement a critical priority in the industry.

GDP
ʴfter the pandemic, ˈ.S. ʺʷP growth has Є uctu-

ated due to the economic recovery, inЄ ationary 
pressures, and ʹederal ˅eserve policy. ʼn 202ʤ, the 
economy rebounded strongly, growing by 5.9% as 
consumer spending surged and businesses re-
opened. ʻowever, in 2022, growth slowed to 2.ʤ% as 
inЄ ation soared and interest rates rose. The fi rst half 
of the year saw negative ʺʷP growth, raising reces-
sion fears, but the economy avoided a prolonged 
downturn. C1

ʼn 2023, ʺʷP remained resilient, growing by ap-
proximately 2.5% despite high interest rates. Con-
sumer spending, a strong labor market, and govern-sumer spending, a strong labor market, and govern-

SECTION 1



SECTION 1:  GENERAL ECONOMY TRENDS AND DATA 9

ment investments in infrastructure helped sustain 
momentum. However, sectors like housing and con-
struction faced headwinds due to rising borrowing 
costs. Entering 2024, growth remains positive but at 
a moderated pace as businesses and consumers 
ad˝ust to higher costs. While inЄ ation has eased, 
economic uncertainty persists, with GDP expansion 
depending on labor market stability, Fed policy, and 
global economic conditions.

Wages
ʷriven by inЄ ation, labor shortages, and a com-

petitive job market, employee compensation for 
civilian workers has risen signifi cantly. ʴccording to 
the U.S. Bureau of Labor Statistics (BLS), total com-
pensation—including wages, salaries, and bene-
fi tsϞhas increased steadily each year. ʼn 202ʤ and 
2022, wages grew at their fastest pace in decades 
as employers struggled to attract and retain work-
ers amid the Great Resignation. Private sector wag-
es saw annual increases of over 4%, with some in-
dustries experiencing even higher growth. C2

ʻowever, these gains were often offset by inЄ ation, 
which peaked at 9.ʤ% in mid-2022. ʴs a result, real 
ʛinЄ ation-ad˝ustedʜ wages declined during much 
of 2022, eroding purchasing power for many work-
ers. ʼn 2023 and early 2024, compensation growth 
remained strong, but inЄ ation slowed, allowing for 
modest real wage gains.

Benefi ts costs have also risen, particularly for 
health insurance and retirement contributions, add-
ing to employer expenses. Sectors like construction 
have had to offer higher wages and improved ben-
efi ts to address persistent labor shortages. ʿooking 
ahead, compensation growth may moderate as the 
job market stabilizes, but demand for skilled labor, 
particularly in construction and manufacturing, will 
likely keep upward pressure on wages in those fi elds.

Unemployment
The U.S. unemployment rate has undergone sig-

nifi cant shifts, reЄ ecting the economyϠs post-pan-
demic recovery, labor shortages, and monetary pol-
icy effects. ʼn early 202ʤ, unemployment remained 

rollformingmagazine.com
715-252-6360

framebuildingnews.com
715-252-6360 readmetalroofi ng.com

715-252-6360

SPONSORED BY

�� �� �� �� �� �� �� �� �� �� �� �� �� �� �� ��

���� ���� ���� ����

•

Source: U.S. Bureau of Labor Statistics

•

•
•

•
• • •

•
• • • • • •

Chart C2 – Total Compensation for Civilian Workers
(Percentage changed from preceding 12-months)
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elevated at around 6% as businesses reopened and 
rehired workers. However, strong economic growth 
and government stimulus fueled rapid job creation, 
bringing unemployment down to 3.9% by the end of 
the year. C3

ʼn 2022, despite rising inЄ ation and interest rate 
hikes, the job market remained resilient. Unemploy-
ment hovered between 3.5% and 3.7% for most of 
the year, indicating a tight labor market. However, 
employers struggled to fi ll positions, particularly 
in industries like construction and manufacturing, 
where skilled labor shortages persisted.

In 2023, the labor market remained strong, with 
unemployment staying near historic lows at around 
3.5%–3.8%, even as the Federal Reserve raised in-
terest rates to slow economic growth. Job openings 
declined slightly, but demand for workers remained 
high, especially in sectors like healthcare, hospitali-
ty, and construction.

As 2024 unfolds, unemployment remains low, 
though signs of softening have emerged. While job 
growth continues, some industries face hiring slow-
downs due to higher borrowing costs and economic 
uncertainty. However, overall labor market condi-
tions remain favorable, supporting continued wage 
growth and consumer spending.

Manufacturing 
Since 2021, manufacturing employment has seen 

steady growth, driven by strong demand, supply 
chain adjustments, and government investments. 
After initial pandemic-related job losses, the sector 
rebounded, adding hundreds of thousands of jobs 
in 2021 and 2022. C4

However, labor shortages and rising wages cre-
ated challenges. In 2023, manufacturing employ-
ment remained stable, supported by infrastructure 
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Source: U.S. Bureau of Labor Statistics
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Chart T3 – Civilian Unemployment Rate
(Percentage changed monthly)
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SECTION 1:  GENERAL ECONOMY TRENDS AND DATA 11

spending and reshoring efforts, though higher inter-
est rates slowed expansion in some areas. Entering 
2024, job growth has moderated, with some sectors 
facing softer demand. Despite this, manufacturing 
remains a key employment driver, particularly in 
advanced manufacturing, clean energy, and semi-
conductor production.

Consumer Sentiment
The University of Michigan’s Consumer Sentiment 

ʼndex has Єuctuated significantly over the past four 
years, reЄecting economic uncertainty, inЄation, 
and interest rate changes. In 2021, sentiment was 

relatively strong as the economy rebounded from 
the pandemic, though concerns about rising pric-
es emerged. By mid-2022, sentiment plunged to a 
record low of 50.0 due to soaring inЄation, supply 
chain disruptions, and Federal Reserve rate hikes, 
indicating widespread consumer pessimism. C5

 ʼn 2023, as inЄation eased and the ˝ob market 
remained strong, consumer sentiment gradually 
improved, though it remained below pre-pandem-
ic levels. Rising borrowing costs and economic un-
certainty kept confidence restrained. By early 2024, 
sentiment showed continued recovery, reaching its 
highest level in over two years as inЄation moder-
ated and wage growth outpaced price increases. 

Chart C4 – U.S. Manufacturing Jobs
(in thousands)
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Source: U.S. Bureau of Labor Statistics
P= Projected
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Chart C5 – Consumer Sentiment Index 
(University of Michigan)
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Chart C6 – General Business Sentiment 
(by Location)
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General Metal Roofing Post-Frame Metal Building Rollforming Sheds & Other Overall
Roofing (cold-formed) Carports Buildings
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Chart C7 – General Business Sentiment 
(by Primary Area of Construction)

However, consumer outlooks remain sensitive to 
economic conditions, with factors such as interest 
rates, ˝ob stability, and geopolitical events inЄ uenc-
ing future sentiment trends.

CSI Survey 
Attitudes Toward the Future

When asked what the business climate will be 
across the industry, 546 respondents were almost 
perfectly divided between saying it will improve 
(38.8%) or stay the same (38.6%).  

The CSI survey went out after the November 5 
national election, so there was no ambiguity about 

how economic policies might be implemented. Our 
survey takers had every reason to understand that 
the changes in the administrative and legislative 
branches would be certain and the policies dis-
cussed during the election would be put in place. 

This represents a bit of sea change over the last 
several years where there was considerable partisan 
sentiment about handling inЄ ation and other issues 
affecting the economy. Now, there is one sustained 
vision, although the University of Michigan’s Joanne 
ʻsu, director of its Surveys of Consumers, said in ʷe-
cember 2024, “ˈncertainty over both short- and long-
run inЄ ation expectationsϨ are considerably higher 
now than a year ago. One reason for the elevated 
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14 CSI ANNUAL

uncertainty is the dispersion in beliefs about the con-
sequences of anticipated economic policy changes.”

So, maybe it’s not much of a surprise that the 
sentiments expressed about the future in this year’s 
survey were not signifi cantly different than last year. 
In the previous survey, 32.4% of respondents expect-
ed the general business environment to improve in 
2024, and this year it rose slightly to 38.8%. Those 
who thought the economy would worsen in the next 
year declined slightly this year to 16.1% of survey tak-
ers versus 18.9% last year.

It is notable that there was less uncertainty. Over-
all, only 6.5% of respondents expressed they were 
unsure about the business environment in 2025, 
whereas 7.9% felt uncertain about 2024.

Across the different regions, there was very little 
variation about business sentiment, although peo-
ple in the South did tend to be a little more positive 
with more than 80% of them saying the economy 
would improve or stay the same. Western respon-
dents, however, were more inclined to say the econ-
omy would decline with 19.3% reporting such. C6

When we broke down how respondents viewed 
the general business climate based on their primary 
area of construction, a couple of signifi cant outliers 
quickly drew notice. First, was companies in the post 
frame segment were far less likely to see the business 
climate in 2025 as improving with only 5.9% reporting 
that, which was well below overall sentiment of 38.8% 
of respondents. Companies in the post frame seg-

Chart C8 – General Business Sentiment 
(by 2024 Gross Sales)
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SECTION 1:  GENERAL ECONOMY TRENDS AND DATA 15

ment not only didn’t expect improvement in 2025, 
29.4% thought the business climate would decline. C7

Mark Stover, president, Perma-Column LLC, Os-
sian, Ind., doesn’t share that sentiment. He says he’s 
optimistic about 2025. “We have a lot of quotes go-
ing out,” he says. “Big ones.”

About half of respondents who said rollforming was 
their primary business looked for an improved busi-
ness climate, and none of them expected any de-
cline. When you add “improved” responses to “stay 
the same,” the survey takers in the cold-formed metal 
building segment (93.5%) and temporary or modular 
building segment (90.9%) were the most optimistic. 

We also looked at the general business senti-
ment based on how large the company was. For 
the most part, larger companies (greater than $10 
million gross sales in 2024) were more likely to say 
the economy would improve in 2025. Over 45% of 
them felt that. And smaller companies (less than 
$2 million in annual sales) were less inclined to see 
improvement with 34.5% of them feeling positive. C8

While the big companies were more likely to be opti-
mistic, they were also more likely to be pessimistic. Re-
spondents from companies with gross sales between 
$10 and $20 million felt the economy would decline in 
greater percentages (22.5%) than other cohorts.

SURVEY PARTICIPANT PROFILE

This year, the annual Construction Survey Insights market report had 565 respondents, nearly twice as many as par-
ticipated in the inaugural report in 2024. The respondents shared their knowledge on the industry, their specific markets, 
and their businesses. 

— LOCATION —
Survey takers represented all regions of the United States, but the largest group (34.8%) were located in the South. 

Among the other three regions, participation was nearly dead even. There were a small number of participants in Canada 
or with a national presence.

— PRIMARY AREA CONSTRUCTION —
The largest cohort of respondents to this year’s survey identified general roofing (25.7%) as their primary area of con-

struction. When combined with metal roofing specialists (7.8%) and other roofing contractors, such as gutter installers 
(3.9%), the total percentage of respondents in the roofing category represented more than a third of all respondents. Last 
year, 14.5% of respondents said manufacturing was their primary area and that was almost exactly equaled this year with 
14.7% focusing on that area. We had a number of respondents who selected other (11.2%) and they identified as remodel-
ing contractors, handymen, and building consultants among other selections.

— OTHER AREAS OF CONSTRUCTION —
Not surprisingly, respondents did a lot more than specialize in just one building type. Again, companies engaged 

in general roofing (36.5%) were the most common respondents, but metal roofing (24.5%) and wood-framed buildings 
(22.%) were done by a significant portion of the survey takers as well. 

— ROLES IN CONSTRUCTION —
Just over 40% of the respondents in the survey said they were builders or contractors. About a quarter (24%) identified 

themselves as designers, and 17% said they were material suppliers while 17.2% were manufacturers.

— PRIMARY MARKET SEGMENT —
More than 70% of survey takers worked primarily in residential construction with 51.6% doing single-family buildings 

and 19.7% doing multifamily buildings. Just over 10% identified their primary market segment as agricultural, 12.4% com-
mercial, and only 5.9% industrial. 

— OTHER MARKET SEGMENTS —
When asked what other market segments they worked in, our respondents again leaned toward residential with 54.8% 

participating the single-family market and 33.5% in multifamily. A much larger percentage were participating in commer-
cial (25.1%) than had identified it as their primary market segment. 

— 2024 GROSS SALES —
Those companies that participate in the construction industry as either designers or contractors tend to be small. 

There has been very little consolidation in these areas, although there are large firms in both. So, it’s not surprising that 
45.2% of the survey takers had gross sales less than $2 million in 2024. The next largest cohort, between $2 million and 
$5 million, only had 19.2% involvement in the survey. At the upper end, 61% of respondents reported gross sales greater 
than $50 million in 2024.

— PERCENTAGE OF NEW CONSTRUCTION VS. REMODEL —
Just about a third of our survey takers last year said more than 60% of their work is new construction. This year, almost 

half (45.3%) did more than 60% of their work in new construction with 20.4% saying almost all their work, i.e., more than 
90%, was new. Companies that did roughly half and half new vs. remodel accounted for 28.1% of respondents.
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GENERAL CONSTRUCTION
INDUSTRY DATA

SECTION 2

D riven in no small part by the investments as 
a result of the Infrastructure Investment and 
Jobs Act (IIJA), the construction industry has 

been on a steady rise over the last two years with in-
creased spending and greater employee demand. In 
spite of rising interest rates and their effect on the 
housing market, the industry overall has been a very 
positive point in the U.S. economy. 

Census Data and 
Association Forecasts

Between 2022 and 2024, U.S. construction spend-
ing exhibited notable growth. In 2022, total con-
struction expenditures were approximately $2.02 

trillion. By ʷecember 2024, this fi gure had risen to 
$2.19 trillion, marking an increase of about 8.5% over 
the three-year period. C1

˅esidential construction played a signifi cant role, 
accounting for 43% of all construction spending in 
2024, with expenditures reaching $930 billion annu-
ally. Within this sector, single-family homes com-
prised 45%, multi-family units 15%, and renovations 
40%. 

The implementation of IIJA contributed to this 
upward trend, with approximately $400 billion al-
located to over 40,000 projects by November 2023. 
By November 2024, funding had increased to $568 
billion for 68,000 projects, indicating accelerated in-
vestment in infrastructure. 

Chart C1 – Annual Rate of Total Construction Spending
(in millions of dollars)

Source: U.S. Census Bureau
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SECTION 2:  GENERAL CONSTRUCTION INDUSTRY DATA 19

Chart C2 – Annual Rate of Private Construction Spending
(in millions of dollars)
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Source: U.S. Census Bureau
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Overall, the period from 2022 to 2024 saw steady 
growth in U.S. construction spending, driven by sig-
nifi cant investments in both residential and infra-
structure projects. 

Total private construction spending from 2022 to 
2024 showed Є uctuations driven by economic con-
ditions, interest rates, and supply chain factors. In 

2022, private construction spending was robust, 
fueled by post-pandemic demand, low interest 
rates early in the year, and ongoing residential 
growth. However, as the Federal Reserve raised in-
terest rates to combat inЄ ation, residential spend-
ing slowed, impacting overall private construction 
investment. C2

Chart C3 – Annual Rate of Public Construction Spending
(in millions of dollars)
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Source: U.S. Census Bureau
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In 2023, spending growth remained mixed. The 
residential sector faced affordability challenges 
due to high mortgage rates, leading to a slowdown 
in new home construction. However, multifamily 
and nonresidential sectors, including manufactur-
ing and infrastructure-related projects, saw gains, 
buoyed by reshoring efforts and federal incentives.  

By 2024, private construction spending showed 
signs of stabili˭ation. ʸasing inЄ ation and expecta-
tions of potential interest rate cuts improved hous-
ing demand, supporting residential construction. 
Nonresidential investment, particularly in industrial 
and commercial projects, remained strong, driven 
by technology sector growth and federal invest-
ments in manufacturing. Despite lingering eco-
nomic uncertainties, private construction spending 
in 2024 reЄ ected a more balanced tra˝ectory, with 
resilience in nonresidential sectors offsetting con-
tinued affordability concerns in housing.  

Since 2022, public construction spending in the 
United States experienced notable growth. In 2022, 
the federal, state, and local governments collec-
tively invested nearly $451 billion in public construc-
tion projects. According to the U.S. Census Bureau, 
public construction spending in December 2024 

was approximately $503.6 billion, measured at a 
seasonally adjusted annual rate. C3

This upward trend was signifi cantly inЄ uenced by 
the IIJA. Spending on highway and street construction 
saw consistent increases, reЄ ecting federal and state 
priorities in transportation upgrades. Educational fa-
cility construction also trended upward, supported by 
local bond measures and funding for school modern-
ization. Additionally, public spending on water supply 
and sewage systems expanded as cities focused on 
climate resilience and sustainability. 

Housing starts in 2023 faced challenges from high 
mortgage rates, persistent inЄ ation, and supply chain 
disruptions. The year began with a slowdown as af-
fordability concerns dampened demand. However, 
as inЄ ation cooled and interest rates stabili˭ed in late 
2023, homebuilder confi dence improved, leading to 
a gradual recovery. C4  

Single-family housing starts saw a modest re-
bound, driven by pent-up demand and a short-
age of existing homes. Multifamily starts, however, 
declined due to oversupply in some markets and 
tightening fi nancing conditions. Builders responded 
by focusing on smaller, more affordable homes and 
offering incentives to buyers.  

Source: U.S. Census Bureau

Chart C4 – Seasonally Adjusted Rate of Housing Starts 
(in thousands)
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Chart C5 – NAHB Westlake Royal Remodeling Market Index
(current conditions)
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An Index below 50 means more remodeling contractors report 
market conditions are more poor than good.

In 2024, housing starts showed signs of strength-
ening as the Federal Reserve signaled potential rate 
cuts, improving affordability. Supply chain conditions 
also improved, helping construction costs stabilize. 
However, regulatory constraints, labor shortages, 
and high land costs remained barriers to rapid ex-
pansion.  

The National Association of Home Builders noted 
that builders added more supply in response to the 
housing affordability crisis, despite elevated mort-
gage interest rates and higher construction costs. 

The NAHB Remodeling Index (RMI) from 2022 to 
2024 has shown Є uctuating trends in the remod-
eling industry, however it has remained above the 
50 point mark, indicating remodeling contractors 
felt market conditions were good. In 2022, the index 
remained strong due to high demand for home im-
provements, driven by pandemic-related shifts in 
work and lifestyle. However, by 2023, rising material 
costs and interest rates began to impact consumer 
spending and project affordability. In 2024, the RMI 
stabilized, showing modest growth as the market 
adapted to economic pressures. C5

Between 2023 and 2024, the U.S. construction in-
dustry experienced notable employment growth. In 
the fi rst eight months of 2024, approximately ʤ.475 
million ˝obs were added, averaging ʤʫ4,000 new 
positions per month. This rate is slightly below the 
25ʤ,000 monthly average gain observed in 2023. C6

State-level data reveals that between June 2023 
and June 2024, 35 states added construction jobs, 
while ʤ4 states and the ʷistrict of Columbia saw 
declines. Texas led with an increase of 36,ʤ00 ˝obs 
ʛ4.4%ʜ, followed by ʹlorida with 29,900 ˝obs ʛ4.ʫ%ʜ, 
ˀichigan with ʤ4,400 ˝obs ʛ7.6%ʜ, and Nevada with 
ʤ2,ʫ00 ˝obs ʛʤʤ.5%ʜ. 

In spite of a skilled labor shortage, the construc-
tion sector employed over ʫ million people in No-
vember 2024, marking the highest employment lev-
el since 200ʫ. 

CSI Survey Attitudes
Shield Wall Media surveyed more than 550 con-

tractors, designers, manufacturers, and suppliers  
who answered questions about the construction in-
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2023-2024 Growth 2024-2025 Expected Growth
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Chart C7 – Gross Sales Growth 2023-24 vs.  Expected Growth in 2025 
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Source: U.S. Bureau of Labor Statistics
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Chart C6 – Total Construction Employment 2023-2024
(in thousands)
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dustry performance in 2024 and what they expect-
ed to see in 2025. 

When it comes to industry and economic trends, 
all perceptions are local. No matter how the indus-
try or market segment is doing, what matters is 
whether their business is growing and profi table. 
The following charts show how the respondents felt 
about the industry through the lens of their busi-
nesses. 

We asked survey takers about their gross sales 
growth in 2024 compared to 2023, and how they 
expected the growth to change in 2025. One very 
quick conclusion could be drawn. Our respondents 
didn’t expect much change from 2024 to 2025. C7

ʽust under ʤ3% said business was up signifi cant-
ly in 2024, and almost the exact same percentage 
said they expected the same kind of growth in 2025. 

It didn’t matter if we asked if they were up some-
what (less than 25%), business held steady, declined 
somewhat (less than 25%) or down more than 25%, 

the percentage of survey takers who said their busi-
ness would continue on the same growth trajectory 
was almost exactly the same. 

Mark Stover, president, Perma-Column LLC, Ossian, 
Ind., put some the activity in a different perspective. 
“The pace of activity has slowed down,” he says, “and 
is more normalized and seasonal.” After COVID, the 
pace and normality seemed to be upended. 

Unless a company experienced steady, controlled 
growth, itϠs incredibly diffi cult to match growth with 
profi tability. Too often gross sales ˝ump so rapidly, 
that costs accelerate beyond the normal mark-up 
and profi ts plummet. C8

Interestingly, respondents were more likely to re-
port signifi cant profi tability increases than gross 
sales jumps. As mentioned earlier, 12.8% of respon-
dents reported gross sales increases of greater 
than 25% in 2024, but ʤ3.6% said profi ts increased 
more than 25%. The difference in expectations for 
2025 among those who expected signifi cant gross 

2023-2024 Growth 2024-2025 Expected Growth
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Chart C8 – Compare Profi tability Growth 2023-24 vs Expected Grown in 2025 
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2023-2024 Growth 2024-2025 Expected Growth

sales increases (12.6%) also was less than those who 
expected signifi cant profi tability increases ʛʤ4.6%ʜ

The real differences showed among respondents 
who had more modest gross sales increases. In 
2024, 30.3% of our survey takers say gross sales in-
creased less than 25% and 29.6% expected a similar 
increase in 2025. 

But far more companies reported modest prof-
it increases than modest gross sales increases. 
ʿast year, 32.3% saw profi ts increase less than 25%, 
which isnϠt a lot more than reported gross sales in-
creased, but 36.ʫ% expect profi tability to improve 
moderately in 2025. That is a noticeable difference 
to those expecting gross sales to climb moderately 
next year. 

The following charts look at the overall expected 
growth in different market segments, then dig into 
what the growth in specifi c regions by each market 
segment is expected to be. C9

ˀore of our respondents expected to see growth 
in the commercial ʛ42.7%ʜ and residential ʛ42%ʜ 
markets than either agricultural ʛ35.9%ʜ or industri-
al ʛ3ʫ.5%ʜ.  But a much higher percentage of survey 
takers ʛ53%ʜ believed the agricultural market would 
hold steady than thought any of the other markets 
would remain constant.

Consequently, expectations for declines in resi-
dential, agricultural, and commercial building seg-
ments were almost identical. ʴnd ˝ust slightly more 
ʛʤ4.2%ʜ of respondents expected a decline in the in-
dustrial market.

Chance Shalosky, ˅oofi ng Product ˀanager, Pro-
Via, says, “ʴnticipated economic recovery and con-
tinued growth in construction activities, especially 
in sectors like residential housing and commercial 
developments, are likely to increase demand for re-
liable and innovative roofi ng solutions.” 

When we asked if respondents had plans to ex-
pand their business in the next year or the imme-
diate future, we received slightly different respons-
es between last yearϠs survey and this yearϠs. ʼn the 
2024 survey, nearly 30 percent of respondents ex-
pected to expand in 2024. But only 22.ʫ% of respon-
dents in this yearϠs survey had immediate expan-
sion plans. T10

ʻowever, this yearϠs survey takers were more op-
timistic about future expansion plans. Ben Nystrom, 
Cʸ˂ of ˀWʼ Components, Spencer, ʼowa, says, “ʸv-
eryone ʼ talk to ϝ builders, wholesalers, lumber yards, 
and rollformers ϝ say they are busy booking and 
quoting ˝obs.” 

There are a lot of positive signs, but companies 
still seem to be holding capital in check against a 
rainy day. 

˂f the top ten things our respondents plan to add 
to their businesses in 2025, the fi rst two are employ-
ees ϝ both construction and support. The chronic 
skilled labor shortage makes it obvious that a third 
of respondents would say they need construc-
tion employees. But the 30.6% who say they need 
support staff suggests that growth is outstripping 
their ability to keep up with all the back offi ce work 
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Chart C9 – Expected Growth by Market Segment 
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Chart C11 – Plan to Increase in 2025 

�����

�����

�����

�����
�����

�����
�����

����� �����
����

���

���

���

���

���

���

���

���

��

�� 	��������� ���

����­��
� ������

	��������� ���
������ 
��� ��������	����

Chart C10 – Expansion Plans 
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needed to control growth and serve customers. 
That can be good for profi tability ʛsee the previous 
chartsʜ in the short run but can slow growth in the 
long run. C11

The bottom six items ʛ˝obsite equipment, trucks, 
real estate or facilities, manufacturing equipment, 
material handling equipment, and metal forming 
equipmentʜ all support the ongoing work and rep-
resent an investment ϝ either through a capital in-
Є ux or leasing contracts ϝ in the company. 

˂ur respondents pointed to two items at the top 
of their list that are related to controlling cost of 
materials ʛ5ʤ.3%ʜ and inЄ ation ʛ3ʤ.7%ʜ. That more 
than half of survey takers identifi ed concerns about 
the cost of materials as one of their biggest chal-
lenges in 2025, speaks to the ongoing diffi culty of 
managing those costs since the beginning of the 
pandemic. ʹirst it was supply chain issues ʛno lon-
ger a challenge for most respondentsʜ and now it 
is increasing inЄ ation and worries about tariffs. C12
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Retaining employees in a rapidly increasing costs 
environment is always a challenge. Combine that 
with the now decades-old diffi culty of fi nding qual-
ifi ed skilled labor and itϠs surprising that employee 
recruitment and retention arenϠt identifi ed by even 
more respondents. 

ʴmong a long list of potential product or tech-
nologies that could impact their businesses, our 
respondents identifi ed a few they thought would 
be most impactful. Compared to last year, though, 
not a lot changed about those attitudes. ʷesign 
and engineering software, artifi cial intelligence, 
and manufacturing automation were all identifi ed 
by about a quarter of respondents as most likely to 
have the greatest impact on their businesses. C13

ʿast year, all three of these impacts were selected 
by about the same percentage of respondents. Two 
years ago, before this annual survey kicked off, artifi -
cial intelligence probably would not have warranted 
a second thought, but the introduction of ChatʺPT 
and other generative AI programs changed that.  
They have become more integrated into business 
operations, especially in marketing.

Not on this chart, but in the list provided, were 3ʷ 
printing and augmented reality, two technologies 
that a few years ago were thought to be poised for 
a signifi cant impact on businesses in the construc-
tion industry. None of that has panned out, and few-
er than ʤ0% of our respondents expected either of 
those to impact them.
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Chart C12 – Top Challenges in 2025 
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Chart C13 – New Product or Technology Impact 
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Companies serving the rural construction 
market fi ll a unique niche in the construction 
industry. Agricultural buildings – often the 

mainstay of the rural  builder – are different from 
commercial or other buildings. Contractors need 
to be more Є exible and canϠt speciali˭e in one type 
of building or one type of customer. Architects of-
ten feel they are working with more utilitarian design 

concepts instead of high design. 
The Shield Wall Media CSI annual survey looked 

at companies serving the rural builder market by 
focusing on companies engaged in single-fami-
ly, multifamily, commercial, and agricultural con-
struction. As is shown later, there is considerable 
crossover among these market segments within 
one company.

Single-Family Residential Multifamily Agricultural Commercial Average

Chart C1  – Kind of Building Type by Market Segment 
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Single-Family Residential Multifamily Agricultural Commercial Average
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Characteristics of Rural Builders
We surveyed more than 550 designers, contrac-

tors, suppliers and manufacturers, and according 
to them, companies doing agricultural construction 
do post-frame buildings and cold-formed metal 

buildings at a much higher rate than other market 
segments. C1

Nearly 30% of agricultural construction companies 
do post-frame buildings (29.3%), which compares 
to the average across single-family residential, 
multifamily, and commercial companies of 20.5%. 
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Chart C2 – Industrial Role by Market Segment 
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Companies engaged in single-family residential 
work were the least likely of the market segments 
to do post-frame buildings, clocking in at only 13.9%.

Looking at cold-formed metal buildings, again 
the companies engaged in agricultural construc-
tion were far more likely to execute this kind of con-
struction (25.9%). The average across all market 
segments was only 15.5% with companies engaged 
in single-family construction the least likely to do 
cold-formed metal buildings (9.0%).

Interestingly, our respondents reported that those 
doing agricultural construction were less likely to do 
general roofi ng work ʛʤ7.2%ʜ than the other market 
segments, although they were the most likely to do 
metal roofi ng work ʛ3ʤ.0%ʜ 

Obviously, a hundred percent of companies en-
gaged in single-family construction do single-fam-
ily work. But how much work do those companies do 
in the other market segments: multifamily, agricul-
tural, and commercial. C2

This is the measurement of how Є exible rural build-
ers are. Single-family home builders are the least 
likely to do construction in other market segments. 
Only 24.2% of companies engaged in single-family 
construction do multifamily, and they are least likely 
to do agricultural construction (14.4%).

In contrast, companies engaged in agricultural 
construction were very likely to also do single fam-
ily ʛ47.ʫ%ʜ, multifamily ʛ37.0%ʜ, and commercial 
ʛ47.ʫ%ʜ. The same is generally true of the compa-
nies engaged in commercial construction. They 
participate at a 43.6% rate in single-family residen-
tial work, 46.4% in multifamily, and 31.4% in agricul-
tural.

Of the four segments, the market segment other 
cohorts are least likely to participate in is agricul-
tural. Single-family, multifamily, and commercial 
companies don’t make the leap to agricultural as 
much as agricultural companies make the leap to 
those other segments. 
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Single-family Residential Multifamily Agricultural Commercial Average

Chart C3 – Percent of New Construction vs. Remodel 
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Single-family Residential Multifamily Agricultural Commercial Average

Chart C4 – Projected 2025 Construction Industry Growth for Companies
Engaged in Residential, Agricultural, or Commercial Work 
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Chart C5 – 2025 Growth Expectation by Market Segment 
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There are about 150 million existing housing units in 
the United States, which includes occupied and va-
cant properties. In 2024, we added about 1.5 million 
homes to that inventory, or about 1 percent of the total. 
The percentage of existing to new on the commercial 
side is even lower. So, it’s no wonder that the construc-
tion industry is gradually moving to more work being 
done on existing structures than new. C3

Shield Wall Media surveyed more than 550 people 
in the construction industry across all market seg-
ments. On average, only 7.4% of respondents said 
more than 10% of their work was on existing struc-
tures, but more than a fifth ʛ2ʤ.2%ʜ said more than 
10% was new construction. An almost identical re-
sponse came through for those doing between 60% 
and 90% of new construction ʛ29.2%ʜ and between 
40% and 60% ʛ29.0%ʜ new work.

But when we looked at how that broke out by mar-
ket segment, there were some more notable differ-
ences. Very few companies engaged in multifamily 
ʛ4.3%ʜ or agricultural ʛ4.4.%ʜ did less than ʤ0% new 
construction. ʼn fact, a total of ʤ3.ʤ% of companies 
engaged in agricultural construction reported do-
ing less than 40% of their work in new construction. 
Nearly 60% of agricultural companies did more than 
60% of their work in new construction.

Projected Industry Growth
The general sentiment about the construction in-

dustry in 2025 was remarkably consistent among 
companies engaged in single-family residential, 
multifamily, agricultural, and commercial. All of 
those segments expected the general business cli-
mate across the construction industry to improve at 
the same rate—just around 45%. C4

Slight differences in attitude begin to show among 
those who think the general business climate might 
decrease. On average, 14.9% said it will decline, but 
18.6% of companies engaged in commercial con-
struction anticipated a decline where only 11.1% in the 
agricultural segment saw a decline across the con-
struction industry.  

We also asked survey takers how they thought in-
dividual market segments would perform in 2025. Of 
the more than 500 respondents who said they were 

engaged in single-family residential, multifamily, or 
commercial construction, most were least optimistic 
about the growth of the agricultural market ʛ36.7%ʜ. 
More than half of the respondents thought that mar-
ket segment would stay the same in 2025. C5

Survey takers were evenly split about the residen-
tial market, with just around 44% saying it would in-
crease or stay the same. Also evenly viewed were 
the growth sentiments for residential ʛ43.5%ʜ, com-
mercial ʛ43.7%ʜ, and industrial ʛ40.5%ʜ markets.

Company Size and Growth Projections
˂n average, about a third ʛ34.7%ʜ of the respon-

dents in single-family, multifamily, agricultural, and 
commercial markets had revenues less than $2 mil-
lion, and only about a fifth ʛ2ʤ.ʫ%ʜ reporting gross 
sales greater than $10 million. C6

The biggest outlier was the in the single-family 
residential market segment, where nearly half of the 
survey takers said they had gross sales in 2024 be-
low $2 million. There were a number of companies 
in the home improvement and handyman markets, 
who responded to the survey, which likely drove 
down the size of the companies reporting.

The companies reporting gross sales greater 
than $20 million were more likely to be companies 
working in the commercial or agricultural markets. 
It’s important to remember that included in these 
numbers are manufacturers, and in the agricultural 
market in particular, they may be driving the larger 
gross sales numbers. 

Companies engaged in agricultural construction 
report that their gross sales increased significant-
ly in 2024 compared to 2023 at a higher percent-
age ʛʤ7.4%ʜ than companies in single single-family 
residential, multifamily, or commercial market seg-
ments. But they also report at a lower rate that sales 
growth in 2024 was only up somewhat ʛless than 
25%ʜ in 2024. C7

When we added significant growth reporting to 
some growth reporting and compared them across 
all the market segments, the percentage of respon-
dents identifying sales growth in 2024 was near-
ly the same. At the high end, 48.2% of companies 
engaged in single-family residential work said their 
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Chart C6 – 2024 Gross Sales 
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Chart C7 – 2024 Gross Sales Compared to 2023 
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Chart C9 – Expansion Plans 
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Chart C8 – Projected Sales Growth 2025 Compared to 2024 
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gross sales increased year over year, and at the low 
end, 42.2% of commercial segment companies re-
ported growth.

We averaged across all those market segments, 
and 45.2% of these respondents reported increased 
sales last year, 17.9% reported decreased sales, and 
36.9% said sales held steady. 

Befi tting the general optimism within the construc-
tion industry, companies engaged in single-family 
residential, multifamily, agricultural, or commercial 
market segments anticipated gross sales increases 
in 2025. Commercial market companies were most 
robust with 54.3% expecting gross sales ˝umps and 
ʤ3.6% of them said the increase would be greater 
than 25%. C8

Companies engaged in single-family residential 
work were most likely to expect signifi cant declines 
but even that, at 5.3% of survey takers, was a rela-
tively small percentage. 

ʼn last yearϠs survey, the companies engaged in 
agricultural work were much more volatile in their 
reporting. This year, with more than 550 survey par-
ticipants – compared to 300 last year – that vola-
tility seems to have decreased, and we are seeing 
more consistency across the board in this market 
segment. 

ʿater, weϠll talk about challenges in this market, 
but one of the concerns being reported by many re-
spondents is the issue of material costs. Paul Short, 
president of Combilift North America, points to the 
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Chart C10 – Top Five New Resources Planned to Add in 2025 
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difficulty in predicting this as the potential for tar-
iff increases. “ˀaterial prices could have an effect 
both positive and negative,” he says.

Future Opportunities and Challenges
˂n average, 6ʫ.5% of companies expect to expand 

their operations at some point in the future, with 22.ʫ% 
of them stating they intend to do so in 2025. The mar-
ket segment most likely to have plans for expansion 
were companies engaged in the agricultural segment 
as ʫ4% say theyϠll expand, most ʛ66.ʤ%ʜ pushing those 
plans to some point in the future. C9

The least likely to have expansion plans were 
companies engaged in the agricultural market 
segment. ˂nly ʤ6.ʤ% said they had plans to expand. 
Considering that this market segment was the most 
likely to report a decline in sales in 2024, and least 
optimistic about growth in 2025, having expansion 
plans on the board seems a stretch.  

ʴnother measure of how optimistic companies 

were about the future of their market segment 
was the kind of resources they planned to add or 
increase in 2025. We offered a list of ʤ2 options to 
survey takers. The top two were no surprise since 
adding employees is a perennial problem for com-
panies in the construction industry as a whole, es-
pecially on the skilled labor side. ʼn a bit of surprise, 
support employees tipped the chart ˝ust above 
construction employees, but only by a fraction. ˂n 
average, 32.9% of respondents said they would add 
support employees in 2025, while 32.4% pointed to 
construction employees as a need. C10

Companies engaged on commercial construction 
ʛ36.2%ʜ were the most likely to need support em-
ployees, identical to the percentage who reported 
the need for construction employees. Single-family 
residential companies ʛ36.4%ʜ also pointed to the 
need for construction employees as their most im-
portant resource to add. 

ʼn the agricultural market segment, only ʫ.9% of 
respondents said they would add ̋ obsite equipment 
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Chart C11 – Top Five New Products or Technology Impact 
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in 2025, which is well below other market segments 
and the average of 18.1%. In a big contrast multifam-
ily companies plan to add jobsite equipment at a 
29.4% rate.  

The fi ve new technologies or products that compa-
nies engaged in single-family residential, multifamily, 
agricultural, or commercial thought would have the 
greatest impact on their businesses were design and 
engineering software, manufacturing automation, ar-
tifi cial intelligence, manufacturing software, and busi-
ness management or sales software. C11

Technologies that didnϠt scrape the top fi ve in-
cluded drones, 3D printing, and structural material 
products among others. 

The biggest outlier was that 39.3% of multifamily 
companies identifi ed design and engineering soft-
ware as the technology most likely to impact them. 
But commercial companies identifi ed artifi cial intel-
ligence as having the greatest impact. 

Paul Short of Combilift identifi ed material costs 
and their variability as one of the main challenges his 
company expected to face in 2025. He was not alone. 
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Chart C12 – Top Challenges in 2025 
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Of the more than 500 respondents to this question 
from the residential, agricultural, and commercial 
market segments, nearly half ʛ49.ʤ%ʜ identifi ed ma-
terial costs as the biggest challenge for 2025. C12

˂nly companies engaged in agricultural construc-
tion (37.5%) responded at a rate lower than half. 
Those companies thought rising employee costs 
with 37.5% selecting that as the greatest challenge 
in 2005. 

While nearly half of the companies, on average, 
identifi ed material costs as the biggest challenge, 

the next highest percentage of companies (30.8%) 
engaged in residential, agricultural, or commercial 
construction believed inЄ ation would be a chal-
lenge. ThatϠs a 20 point gap between the most prev-
alent challenge and the next most prevalent.

˂f course, many of the challenges identifi ed im-
pact material costs, such as inЄ ation, rising employ-
ee costs, and interest rates, but that respondents 
overwhelmingly see material costs as the biggest 
challenge speaks to the focus on the problem the 
industry faces.
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Chart C12 – Top Challenges in 2025 
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POST-FRAME 
CONSTRUCTION DATA

SECTION 4

The post-frame construction market is primari-
ly centered in rural America, which also means 
that companies engaged in post-frame con-

struction are also likely taking on other building types. 
˅ural builders need to be Є exible. That kind of Є exibili-
ty is matched by the design Є exibility of the buildings.

Characteristics of the 
Post Frame Industry

While post-frame buildings are used extensively 
in the agricultural market, the companies in our sur-

vey who report their primary building type was post-
frame are more likely to be involved in single-family 
residential work ʛ4ʤ.7%ʜ. The rise of the popularity of 
barndomiums is likely driving that move, but ʤ7.7% 
of the respondents also said they were involved in 
agricultural construction. C1

When we broaden the scope and look at com-
panies who report they are engaged in post-frame 
construction, which would include those who have 
it as their primary building type, the survey-tak-
ers still report they are most likely to be involved 
in single-family residential (55.2%). Surprising, 50% 

Post-Frame is Primary Market Engauged in Post-Frame Construction
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Chart C1 – Market Segments Served by Companies 
Who Do Post-Frame Construction 
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Post-Frame is Primary Market Engauged in Post-Frame Construction

of those respondents also report that they are in-
volved in multifamily work, which probably speaks 
again to the Є exibility companies doing rural con-
struction need to exhibit. C2

Respondents to the CSI annual survey who were 
engaged in building post-frame buildings were 
more likely to be based in the ˀidwest ʛ32.3%ʜ or 
South ʛ27.ʤ%ʜ than the other ̍ .S. regions. We did have 
a few companies that worked nationally, though, 
they were probably manufacturers, not contractors 

or designers. ʴnd we did have one respondent of 
the 96 who said they were engaged in post-frame 
buildings in Canada. 

Most of the companies who responded to the sur-
vey and were engaged in post-frame construction 
were contractors ʛ54.2%ʜ, which is a 20% increase of 
the percentage of contractors who participated in 
this survey last year ʛ45.ʤ%ʜ. C3

ʽust over a fi fth of survey takers were designers 
ʛ2ʤ.9%ʜ and that was still less than half the total of 
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Chart C2 – Location 
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Chart C4 – New vs. Remodel 
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Chart C5 – Average Job Size 
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survey takers. Distributors represented 26.8% of re-
spondents while designers clocked in at 19.7% of all 
respondents. The smallest faction represented were 
manufacturers with only 8.5% of respondents. 

More than half (54.2%) of the companies engaged 
in post-frame construction say at least 60% of their 
work is in new construction, with only 11.5% reporting 
less than 40% of the work is new. Of the survey tak-
ers, 22.9% said almost all their work was new con-
struction. Approximately, a third (34.4%) reported 
they did between 40% and 60% new work. C4

We compared the average job size of companies 
engaged in post-frame buildings reported in last 
year’s survey to this year’s. An almost identical per-
centage said their average job size was less than 
$25,000. In 2024, 49.3% reported that, and this year 
51.0% reported it. But there was within that average 
size a very large shift to larger jobs. Companies that 
reported their average job size was between $10,000 
and $25,000 in 2023 were 19.2% of responders, but 
the companies in this year’s survey reporting their 
job size for 2024 in the same grouping totaled 31.3% 
of the respondents. C5

A job less than $5,000 is a small handyman or re-
modeling project, but a project less than $25,000 is 
a mid-si˭ed remodeling pro˝ect, such as a reroofi ng. 
About a quarter of the survey takers in both years 
report average job sizes greater than $100,000. 

Because of the lower participation in the survey 
last year, we saw considerable volatility when we 
analyzed participation by region or market seg-
ment. Of particular note, the East region was par-
ticularly unstable. This year, we had 93 companies 
reporting they were engaged in post-frame con-
struction, which is nearly double the participation 
from last year. C6

Respondents in the East (27.8%) were as likely to 
report revenues below $2 million as companies in 
the other regions. But only (55.6%) of companies 
in the East doing post-frame construction report-
ing gross sales in 2024 below $10 million, which was 
much lower than the other regions, where about 
70% reported revenues less than $10 million.    

Ben Nystrom, CEO of MWI Components, Spencer, 
Iowa, says “Last year was a strange year. The typ-
ically busy months were slower than expected. I’m 
usually fairly optimistic about our industry. We are 
still experiencing a C˂Vʼʷ correction from the fi rst 
half of the 2020s. ʼ hope we fi nd balance in 2025.”

Mark Stover, president, Perma-Column, Ossian, 
Ind., supports Nystrom’s analysis of 2024. “The pace 
of business activity started to slow,” he says, “and 
has become more normalized seasonality since 
post-C˂Vʼʷ.”

The Eastern region’s propensity to have lower 
gross sales in 2024 can likely be attributed to the 

$0 to $2 million $2 to $5 million $5 to $10 million $10 to $20 million $20 to $50 million Over $50 million

Chart C6 – 2024 Annual Gross Sales by Region 
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participation of very large companies. 11.1% of com-
panies in that region said 2024 gross sales were 
greater than $50 million. No other region came 
close to that percent, and companies in the West 
had no respondents reporting revenues that large.

Projected Industry Growth
In our survey last year, 31.5% of companies en-

gaged in post-frame construction expected the 
construction industry as a whole to improve in 2024, 
and 37% thought it would stay the same. Almost 30% 
(28.8%) anticipated a decline in 2024. C7

This year, the attitudes are more optimistic even 
though there seems to be cause of concern. Com-
pared to last year’s 31.5% expectation of improve-
ment, 46.8% of respondents in this year’s survey 

anticipated 2025 to be a better year. Only 14.9% 
thought the general business climate in the con-
struction industry would decline.

The positivism is leavened by the comments of 
people on the front lines. Mark Rhine, a regional 
sales manager for Leland Industries and based in 
Oklahoma says, “I’m neutral about the 2025 con-
struction economy. I’m not sure how potential tar-
iffs may affect the business climate.” 

We also asked survey takers to express their sen-
timent about 2025 for the different market seg-
ments, and there were some interesting differences. 
Among companies engaged in post-frame con-
struction, there was a consistency in whether they 
thought any given market segment would decline. 
Only 9.5% though the residential market would drop 
in 2025, 7.4% felt the same about agricultural mar-
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Chart C7 – 2025 Sentiment 
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ket, 11.6% about commercial and 9.5% about indus-
trial. C8

ʻowever there were signifi cant differences on 
whether they expected those market segments to 
improve or stay the same. Far and away, the larg-
est percentage of survey takers ʛ52.6%ʜ thought the 
residential market would improve. They were less 
optimistic about the other three segments with agri-

cultural sentiment about improving being the lowest 
ʛ37.9%ʜ. 

ʼn 2024, there were noticeable differences in gross 
sales growth compared to 2023 by region. ˀore than 
60% ʛ6ʤ.ʤ%ʜ of companies in the ʸast that were en-
gaged in post-frame construction reported their 
gross sales increased in 2024 year over year, while 
only a third of the countries in the West saw growth. C9
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Chart C9 – Gross Sales 2024 Compared to 2023 by Region 
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Chart C8 – 2025 Growth Expectation by Market Segment 
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The nature of the growth changed signifi cant-
ly from region to region as well. Companies in the 
South were far more likely (30.8%) to report growth 
greater than close up while only 6.5% of companies 
in the Midwest experienced similar growth. 

ʿess than a fi fth of any region reported a decline 
in gross sales in 2024. Extrapolating from that you 
can see that respondents were more likely to report 
growth or Є at gross sales than a decline in gross 
sales. 

ʴ third of companies engaged in post-frame con-
struction in the ʸast anticipated signifi cant growth  
(greater than 25%) in 2025. Combined with the 27.8% 
who thought gross sales would increase somewhat, 
it’s clear that companies in the East are far more 
robust about sales than the other regions. C10

Survey takers in the ˀidwest were not as like-
ly to expect to see growth in 2025, with only 32.3% 
of them feeling optimistic. However, they were not 
necessarily pessimistic, since more than half (51.6%) 
felt gross sales year over year would be Є at.

Companies based in the West were the most 
pessimistic, with 38.9% expecting a decline in gross 
sales, which is about double the next closest region 
(the South at 19.2%) to that sentiment.

Company Size and Growth Projections
In 2024, the likelihood of companies engaged 

in post-frame construction saying gross sales in-
creased in 2024 was about the same regardless of 
market segment. Those doing single-family resi-
dential work were slightly more likely to report an 
increase (66.0%) compared to the other segments, 
which all hovered around 50%. But the reporting on 
the single-family residential market was primari-
ly driven by survey takers who said gross sales in-
creased only somewhat. C11

Respondents working in the agricultural (31.4%) 
and commercial (30.0%) markets were more likely 
to report signifi cant, or greater than 25%, growth in 
2024 compared to 2023. ʴbout a fi fth of the com-
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Chart C10 – 2025 Projected Gross Sales by Region 
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Chart C12 – 2025 Projected Gross Sales by Market Segment 
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Chart C1 1 – 2024 Gross Sales Compared to 2023 by Market Segment 
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Plans to Expand in 2025 Plans to Expand Later No Expansion Plans

Chart C13 – Expansion Plans
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mercial and industrial companies also reported a 
decline in gross sales.  

Among companies working in the post-frame 
building industry, the prospects for 2025 were re-
markably similar no matter what market segment 
they worked in. About half of all the respondents, re-
gardless of the market segment, anticipated some 
kind of growth in gross sales in 2025 with the likeli-
hood ranging from 45 to 55%. C12

The only differences between segments depend-
ed on whether the survey taker thought the increase 
would be signifi cant ʛgreater than 25%ʜ or ˝ust 
somewhat. Among companies in the single-fam-
ily residential market, only a fi fth ʛ20.ʫ%ʜ thought 
growth would be signifi cant. ˂ nly multifamily ʛʤʫ.ʫ%ʜ 
respondents reported less likelihood of signifi cant 
growth. 

When looking at the potential for decline in gross 
sales across market segments, the story is slightly 

different. Only 7.6% of single-family residential re-
spondents expected a decline in 2025, but a third of 
industrial survey takers anticipated a drop. 

Future Opportunities 
and Challenges

˂n average, 3ʤ.ʫ% of companies have expansion 
plans in 2025 and 22.7% have no future expansion 
plans, leaving 45.5% planning to expand some time 
beyond 2025. Across market segments, about a 
quarter of the respondents engaged in post-frame 
construction report they have no expansion plans, 
but the multifamily ʛʤ7.0%ʜ and agricultural ʛʤ7.7%ʜ 
are less likely than the other market segments. C13

Companies in the agricultural market ʛ3ʫ.2%ʜ 
were most likely to report they planned to expand 
in 2025. Only 25% of industrial market companies 
looked to expand next year. 
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Chart C15 – Challenges in 2025 
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Chart C14 – Plans to Add Resources in 2025 
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Expansion plans require the addition of resourc-
es. For many companies, maintaining business size 
means adding resources as well, especially as em-
ployees depart or equipment goes out of service. C14

Among a list of twelve potential resources, re-
spondents from companies engaged in post-frame 
construction identifi ed the most pressing needs as 
adding employees, both construction and support. 
Of all the market segments, those doing multifamily 
(38.3%) work were least likely to say they were going 
to add construction employees. About half of each of 
respondents in the other market segments said they 
would add construction employees. But multifamily 
companies (48.9%) were more likely to look at add 
support employees than any other market segment. 

Companies in the construction industry face all 
kinds of challenges, some day-to-day and others 
potentially upsetting the entire industry. For years, 
the industry has battled a shortage of skilled labor, 
and companies engaged in post-frame construc-
tion have felt that bind as well. C15

But in our survey this year, one particular chal-
lenge kept rising to the top of the concerns: mate-
rial costs. On average, 62.5% of survey takers said 
rising material costs were going to be the big chal-
lenge in 2025. Respondents in all market segments 
agreed with that sentiment. The likelihood of them 
choosing that was 58.3% at the low end among 
industrial companies and 67.9% at the high end 
among single-family residential companies.

ʼnЄ ation, rising employee costs, interest rates, 
and material availability (shortages) all combined 
to make the material cost issue the most challeng-
ing respondents face in the coming year. And the 
specter of tariffs certainly had business owners in 
the post-frame construction market concerned.

Ben Nystrom, CEO of MWI Components, Spencer, 
ʼowa, sums it up. “Weather, fi nding quality candi-
dates, and uncertainty regarding a new adminis-
tration discussing tariff,” he says, “ are all going to 
be challenges.”
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“In an eagle, there is all 
the wisdom of the world.” 

Lame Deer, 
19th century Lakota leader

Eagle Feather Metal Roof Honors 
Native American Heritage & Culture

Kirsch Building products has a product for every roof-
ing and wall barrier project. Sharkskin Ultra SA® was cho-
sen as the roof and wall underlayment for Montana State 
University’s American Indian Hall, which honors Native 
American cultures, beliefs, and traditions.

Of special note on the Bozeman, Montana campus build-
ing, which has been in the works since 2004, is the metal roof 
designed as an eagle feather. 

Prior to the standing seam roof and metal wall panels 
being installed, Sharkskin Ultra SA® provided excellent pro-
tective qualities, which included long term UV resistance 
and excellent high wind uplift resistance.

The beautiful eagle feather metal roof detail was designed 
and specified to last. The roof is comprised of 22-ga. 70% 
PVDF-coated Galvalume panels that transition from Silver 
Metallic on the left end to Slate Gray as the middle tone to 
Dark Bronze on the right end. The Sharkskin Ultra SA® was 
selected as the roof underlayment beneath the multi-colored 
feather-shaped metal roof and metal wall panels, as it will 
provide long term moisture resistance. 

Beneath the standing seam metal roof and wall cladding, 
Sharkskin Ultra SA® is also providing high-temperature 
resistance.

In addition to benefitting the roofing system, Sharkskin 
Ultra SA® has benefits roofers will appreciate. Benefits include 
its excellent adhesion properties … it will adhere to the roof 
and wall substrate, at 10° F and rising, without the need for 
“primer” which saves the roofer time = labor dollars.

Another important benefit: Sharkskin Ultra SA® is slip-
resistant — even when wet — allowing for a safe walking sur-
face no matter the conditions during installation.

Sharkskin Ultra SA® is designed to perform in the most 
challenging circumstances. It is Miami-Dade County, 
ICC-ES, Florida Building Code and Texas Department of 
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“In an eagle, there is all 
the wisdom of the world.” 

Lame Deer, 
19th century Lakota leader

Eagle Feather Metal Roof Honors 
Native American Heritage & Culture

Kirsch Building products has a product for every roof-
ing and wall barrier project. Sharkskin Ultra SA® was cho-
sen as the roof and wall underlayment for Montana State 
University’s American Indian Hall, which honors Native 
American cultures, beliefs, and traditions.
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provide long term moisture resistance. 
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resistance.
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Ultra SA® has benefits roofers will appreciate. Benefits include 
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and wall substrate, at 10° F and rising, without the need for 
“primer” which saves the roofer time = labor dollars.

Another important benefit: Sharkskin Ultra SA® is slip-
resistant — even when wet — allowing for a safe walking sur-
face no matter the conditions during installation.

Sharkskin Ultra SA® is designed to perform in the most 
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In research released last ʹall, the ˀetal ˅oofi ng ʴl-
liance reported that the housing market slowdown 
in 2023 caused a decline in the metal roofi ng mar-

ket. That slight decline coincided, though, with an in-
crease in the share of the market. ˀetal roofi ng now 
has roughly ʤʫ% of the residential market. ʺoing for-
ward, the goal will be to hold market share and ride a 
rising construction market.

˅enee ˅amey, executive director, ˀetal ˅oofi ng ʴl-
liance, says, “We are optimistic the economy will be 
strong and that homeownersϠ desire to renovate uti-

li˭ing eco-friendly, durable, sustainable products will 
continue to grow. ˈnfortunately, the number of ex-
treme weather events ʛhurricanes, hail, and wildfi resʜ 
was not something ʼ think any of us anticipated. The 
amount of loss and the widespread need to rebuild 
was a surprise. ʼt is our hope we continue to drive 
awareness for more sustainable building materials 
that can help harden homes against such events.” 

The wildfi res in ʿos ʴngeles in early 2025, in par-
ticular, have drawn attention to the kind of resilient 
construction that metal roofi ng helps bolster.
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Chart C1 – Market Segments Served by Companies 
Who Do ˀetal ˅oofi n˚ 
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Chart C2 – Metal Roofer Locations 

Characteristics of the 
ˀetal ˅oofi n˚ ʼnd˨stry

The largest cohort of respondents (25.7%) to the 
2025 CSI annual survey were companies that pri-
marily did general roofing. (See Section 1: Survey 
Participant Profile.) Companies whose primary 
building type was metal roofing came in at 7.8%. 
When asked what other building types respon-
dents participated in, general roofing came in at 

36.5% and metal roofing 24.4%. Clearly a signifi-
cant portion of the respondents in our survey were 
general roofers who also offered metal roofing as 
a service.

Breaking that participation out by the markets 
they served, we compared companies doing pri-
marily metal roofi ng to those engaged in metal 
roofi ng. ʹor both types of companies, single-fam-
ily residential work was the predominant area of 
concentration, with 44.2% of companies primarily 
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Chart C3 – ˅ole in Constr˨ction Process 
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doing metal roofi ng in the single-family residential 
market and 5ʫ.0% of those only engaged in metal 
roofi ng. C1

Very few of our respondents did metal roofi ng on 
industrial pro˝ects and almost none of them ʛ3.6%ʜ 
were companies doing primarily metal roofi ng. 

The large percentage of companies whose prima-
ry service was metal roofi ng that work in residential 

construction speaks to the type of companies doing 
that work. ʼn our survey, they tended to be remodel-
ing contractors speciali˭ing in that area. Companies 
in the commercial roofi ng business often offered a 
variety of roofi ng types other than metal. 

Narrowing the survey down to only those compa-
nies that primarily did metal roofi ng left out a large 
number of companies doing metal roofi ng and at 
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Chart C4 – New vs. Remodel 
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Chart C5 – Average Job Size 
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what could be a significant level. ʴ general roofing 
company that did ʗ20 million in gross sales might 
be getting ʗ7 million of that from installing metal 
roofs, which would make them a much larger met-
al roofer than a ʗʤ million company installing only 
metal roofs. C2

When we broke out the companies engaged in 
metal roofing, we found most of them were based 
in the South, with 35.5% percent of respondents in 
that region. There were a few national companies 
ʛ2.9%ʜ, who were probably manufacturers, and 
both the ˀidwest and West regions accounted for 
about a fifth ʛ22.5% for both regionsʜ of respon-
dents.

˂f the 23ʫ companies reporting they were en-
gaged in metal roofing, 47.ʫ% were builders or con-
tractors. ʺiven the high percentage of respondents 
engaged in the residential market, that would be 
understandable. ʷesigners made up 26.ʫ% of the 
survey takers engaged in metal roofing, while ma-
terial dealers, distributors, or suppliers comprised 
ʤ4.5% and manufacturers ʤ0.9%. Those breakouts 
are nearly identical to the breakouts for the 2024 
CSʼ annual survey. C3

ʴs the ˀetal ˅oofing ʴlliance has shown in its 
reporting, a significant portion of the metal roof-
ing market is residential, and a large part of that is 
retrofit. ʼtϠs a little surprising to see the percentage 
of companies who do primarily new construction 
among the companies engaged in metal roofing. 
˂f the companies engaged in metal roofing, more 
than half ʛ53.7%ʜ did at least 60% of their work on 
new buildings. ˂nly 5.ʤ% of the companies did more 
than 90% remodeling work. C4

We contrasted the average ˝ob si˭e as report-
ed by companies engaged in metal roofing in the 
2024 survey to the survey takers in 2025. ʼn general, 
there was a higher predominance of smaller aver-
age ˝ob si˭es among this yearϠs respondents. This 
year, 56.5% of respondents reported they had an 
average ˝ob si˭e of less than ʗ25,000 compared to 
last year when 44.ʤ% said that. ʴs reported else-
where, there were a number of respondents who 
reported they offered handyman services, which 
may have skewed these numbers to smaller ˝ob 
si˭es. C5
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Projected Industry Growth
˂ur respondents to the 2025 CSʼ annual survey 

were generally more optimistic about the upcom-
ing year ʛ2025ʜ than last yearϠs survey takers were 
about 2024. The percentage saying the general 
business climate in the construction industry would 
improve in 2025 rose to 47.ʫ% from 4ʤ.ʤ% last year, 
which is a ʤ6.3% increase year over year. ʽust as im-
portantly, the percentage expecting a poorer busi-
ness climate in 2025 dropped slightly to ʤ5.2% from 
ʤ6.ʤ% from last yearϠs survey. C6

ʽim Bush, vice president of sales and market-
ing, ʴTʴS ʼnternational, ʴllentown, Pa., puts this into 
more specific terms. “While the industry appeared 
to enter into a softening period during the second 
half of 2024,” he says, “ʼ believe the first half of 2025 
will continue in this manner with an improving mar-
ket during the second half of 2025.”

Complementing that sentiment is ˅ob ʻeselbarth, 
director of communications, PʴC-Cʿʴʷ, y lk ̋ rove Vil-
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Chart C7 – 2025 Growth Sentiment by Market Segment 
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Chart C6 – Sentiment About Construction Industry in 2025 
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lage, Ill., who spends a lot of time talking to profes-
sionals at trades shows and industry meetings. “They 
indicate confi dence in 2025,” he says, “as do the in-
dustry reports and as do PʴC-Cʿʴʷ executives.” 

Our survey asked respondents to prognosticate 
whether the construction activity in individual mar-
kets would increase, stay the same, or decrease. 
ʴmong companies engaged in metal roofi ng, there 
was a relatively even sentiment across market seg-
ments about construction activity improving with 
50% of respondents saying the residential market 
would improve, 47.ʤ% seeing improvement in the 
agricultural market, 47.ʫ% expecting commercial 
construction activity to rise, and 46.4% looking for 
an increase in industrial construction. C7

ThatϠs not to say 2025 will come roaring out of 
the gates. Bush says, “The drawback of construc-
tion starts out of ground in 2023 and 2024 affected 
the industry in late 2024. ʴs we move into the latter 
half of 2025, we will see the upcoming construction 
starts begin to improve and the economy settle into 
the new market dynamics.”

Company Size and 
Growth Projections

ʴmong companies engaged in metal roofi ng, the 
year-over-year growth they experienced in 2024 
was remarkably consistent across all the market 

segments. ʴt the high end, 62.5% of companies 
serving the single-family residential market showed 
increased gross sales in 2024. ʴt the low end, 52.9% 
of companies serving the industrial market reported 
2024 gross sales increases. C8

Within those increases was some differentiation. 
The single-family companies ʛ26.3%ʜ and agri-
cultural companies ʛ25.0%ʜ were far more likely to 
have signifi cant ʛgreater than 25%ʜ growth than the 
other market segments. 

When looking at declining revenues, companies 
serving the commercial construction market ʛʤ9.2%ʜ 
were most likely say gross sales declined in 2024, 
but only ʤ.9% said the drop was signifi cant.  

While companies engaged in metal roofi ng work 
in the commercial market segment were most likely 
to report a decline in 2024, they were the most like-
ly to anticipate an increase in gross sales in 2025 
with 69.2% expecting sales to go up this year. Nearly 
a fi fth of them ʛʤ9.2%ʜ expected the increase to be 
greater than 25%. C9

Individual businesses are the engines that drive 
industry and market economies. For the most part, 
respondents engaged in metal roofi ng were bull-
ish on 2025, and the businesses serving this market 
more often than not expected their gross sales to 
increase this year. Survey takers responded almost 
evenly that gross sales would ˝ump signifi cantly. 
Twenty percent of agricultural companies saw a big 
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Chart C8 – 2024 Gross Sales Compared to 2023 by Market Segment 
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Plans to Expand in 2025 Plans to Expand Later No Expansion Plans
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Chart C10 – Expansion Plans
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Chart C9 – 2025 Projected Gross Sales Compared to 2024 by Market 
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Chart C12 – Top Five New Products or Technology Impact 
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Chart C11 – Plans to Add Resources in 2025 
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increase in gross sales coming, and at the bottom 
end, 17.2% of multifamily companies anticipated sig-
nificant growth.

Future Opportunities 
and Challenges

ʴnticipating growth is one thing, but planning to 
expand a business shows a robust belief in both the 
strength of your company and the prospects for 
the industry. By that measure, just under 40% of the 
respondents who were engaged in metal roofing 
had plans to expand their operations in 2025. Agri-
cultural companies ʛ40%ʜ were most likely to report 
expansion plans for this year and 32.7% of compa-
nies in the commercial market segment anticipat-
ed expanding in 2025, which was the least likely of 
all the market segments. C10

As far as plans to expand beyond 2025, 23.8% of 
companies in the single-family residential mar-
ket said they had no expansion plans, and 2ʤ.2% of 
commercial companies held similar attitudes. Only 
10.9% of respondents in multifamily said they had no 
expansion plans, making that market segment the 
most optimistic.  

In every section in the 2025 CSI annual survey, 
companies identified adding employees in 2025 
as one of those resources, but among companies 
engaged in metal roofing, finding employees ʛcon-
struction and supportʜ were the top needs. ˀore 
than half of the companies said they wanted to add 
employeesʭ 53.5% looking for construction employ-
ees and 50.1% hiring support employees. C11  

ʴmong companies engaged in metal roofing, the 
likelihood of saying they wanted to add construc-
tion employees was almost identical across the 
market segments. ʴnd the spread of response rates 
across market segments for companies looking to 
add support employees was not very significant ei-
ther, with 46.3% of single-family residential compa-
nies as the low end, and 53.9% of commercial com-
panies as a high end. 

˅ounding out the top five resources companies 
engaged in metal roofing planned to add were new 
products or building types, jobsite equipment, and 
manufacturing equipment. The only consistency 
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Chart C13 – Challenges in 2025 
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about adding resources across building types was 
everyone identifi ed the need for employees as a 
top three requirement.  

Technology is impacting every element of the 
construction industry. ʹor the companies engaged 
in metal roofi ng, the biggest impact they said will be 
from design and engineering software with 49.4% 
reporting that is most likely to have the greatest ef-
fect on their business. ˀanufacturing automation 
ʛ44.6%ʜ and artifi cial intelligence ʛ44.5%ʜ were close 
behind. ʴccording to our respondents, the impact 
of artifi cial intelligence on companies engaged in 
any of the building types in this report is remarkably 
consistent. C12

ʴmong the new technology and products men-
tioned by respondents, the top fi ve were all related to 
increased effi ciency. ˂ther advances, such as drone 
imagery and 3ʷ printing, rated much lower. 

ʴs with the respondents to the survey overall and 
for those engaged in each building type, rising ma-
terial costs was seen as one of the biggest chal-
lenge for our industry. ʴmong companies engaged 
in metal roofi ng, nearly two-thirds ʛ64.6%ʜ said ma-
terial costs would be a challenge in 2025. The next 

closest was fi nding employees ϝ the perennial diffi -
culty in the construction industry ϝ where 4ʫ.7% ex-
pected to be facing that diffi culty in 2025.

˂ther employee-related issues, such as increas-
ing employee related expenses and retention all 
came out near the top of the challenges the re-
spondents expected to see in 2025. C13

ʴll of the cost issues, of course, are interrelated, so 
itϠs no surprise that inЄ ation and high interest rates 
are also going to be challenges next year for com-
panies engaged in metal roofi ng.

ˈnlike other areas of the construction industry, the 
metal roofi ng sector still seems to be facing some lin-
gering supply chain management. ʴbout a third of re-
spondents ʛ34.6%ʜ said supply chain issues would be 
a challenge.

ʽim Bush brings a broader perspective to the 
challenges the industry is facing. “˅egulatory issues 
such as building codes and the over selling of com-
petitive products as having green or sustainable 
attributes are a challenge,” he says. “ʴs an indus-
try, the metal community must develop a consis-
tent message of the value we bring to this changing 
landscape of sustainable initiatives.”
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Any building project that involves metal com-
ponents will at some point require that metal 
to be manipulated. That’s where rollforming 

and metal forming come into place. Whether it’s be-
ing done on an industrial-grade machine on a facto-
ry Є oor or with a portable machine at the ˝ob site, at 
some point in the production process metal must be 
bent and formed into shape. Doing that requires pre-
cision and planning. New technologies are the driver 
of change in this sector of the industry. C1

Characteristics of the Rollforming 
and Metal Forming Industry

When we compared the markets served by com-
panies engaged in rollforming from the 2024 CSI an-

nual survey to the 2025 survey, we donϠt fi nd much of 
a difference. This year, we had 56 respondents in this 
category compared to 39 last year, and this year there 
were a far greater number of companies working the 
industrial market segment (39.7% compared to 5.4%). 
˂therwise, there wasnϠt a lot of difference. C2

The largest percentage of respondents doing roll-
forming came from the Midwest and the West (both 
at 26.ʫ%ʜ but we did have a few from Canada ʛ5.4%ʜ 
and some of the survey takers (probably manufac-
turers) worked nationally (7.1%). Respondents from 
the South represented 21.4% of the survey takers en-
gaged in rollforming. C3

Most of the respondents who were engaged in 
rollforming in 2024, fell in the builder or contrac-
tor (33.9%) category. Material dealers (25.0%) and 
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Chart C1 – U.S. Fabricated Metal Employment 
(in thousands)
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manufacturers (21.4%) made up a larger percent-
age of companies in this section than in building 
types covered in the survey. That makes sense since 
the work covered in this section is specifi cally relat-
ed to types of tools or machines more so than types 

of construction or building types. C4

Just over 30% of the respondents did about half of 
their work in new and half in remodel, but predom-
inantly companies who were engaged in rollform-
ing did new construction with 17.9% saying they did 

Primary Markets Served All Markets Served
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Chart C2 – Market Segments Served by Companies 
Who Do Rollfomring 
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Chart C3 – Rollformer Locations 
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ASCO USA is excited to step into a 
year that’s full of new opportunities and 
promise! With everything that’s happen-
ing, it’s clear that we’re entering a period 
of significant growth. ASCO USA is 
committed to developing new machines 
for your business to achieve new heights 
of production and quality.

Our company is built on a foundation 
of integrity and a strong commitment 
to service. We strive to create a positive 
impact on those we interact with, hoping 
that our e�orts will influence their com-
munities and, ultimately, the world. Our 
leadership promotes a culture of innova-
tion and a level of service that exceeds 
expectations. We are committed to 
delivering innovative and efficient solu-
tions tailored to your business needs.

ASCO USA is the premier provider of 
ASCO machinery and dedicated long-
term service across North America. We 
understand your need for innovative 
and efficient solutions in metal fabrica-
tion.

Quality trim is essential to your 
operation, and as the market picks 
up, now is the perfect time to ensure 
your equipment is the best it can be. 
If you’re planning to expand and take 
on more business, investing now is 
the key. This is a great opportunity to 
maximize production and minimize 
downtime. ASCO USA will make offers 
on any existing machines you may have 
currently to make this investment into 
your company more feasible.

ASCO USA Mission
We aim to conduct business in a way 

that positively influences our people, 
our partners, our communities, and the 
broader world.

We would love to discuss what you 
need to keep up with the upcoming 
growth and industry demands. We’re 
here to serve you. 

SPONSORED CONTENT

WINNER

http://www.asco-machines.com
tel:+12179552726
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Chart C4 – Role in Construction 
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at least 90% of their work in new construction. Only 
3.6% of survey takers said 90% or more of their work 
was remodeling, while 46.4% did at least 60% of their 
work in new construction. C5

As with other sections of this report, there was a 
greater preponderance of companies doing small-
er jobs this year compared to last year. In the 2024 
report, 41.5% of survey takers had an average job 

size below $25,000. This year 58.9% reported av-
erage job size below $25,000, although there did 
seem to be a shift within the smaller jobs from the 
extremely small (less than $5,000) to those in the 
$5,000 to $10,000 range. It’s hard to get any con-
struction project done for less than $5,000 so even a 
slight inЄ ationary push would get those pro˝ects into 
the next cohort. C6          
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Chart C5 – New vs. Remodel 
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maximize production and minimize 
downtime. ASCO USA will make offers 
on any existing machines you may have 
currently to make this investment into 
your company more feasible.

ASCO USA Mission
We aim to conduct business in a way 

that positively influences our people, 
our partners, our communities, and the 
broader world.

We would love to discuss what you 
need to keep up with the upcoming 
growth and industry demands. We’re 
here to serve you. 

SPONSORED CONTENT

WINNER
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Companies doing rollforming who reported an 
average job size greater than $100,000 were almost 
identical in the 2024 survey (24.4%) to the 2025 sur-
vey (23.2%).

Projected Industry Growth
We asked companies engaged in rollforming 

activity how they felt the general business climate 
would be in the construction industry in 2025. More 
than half (57.1%) expected it to improve. Last year’s 
respondents were not quite as optimistic about 
2024, when only 51.2% expected the construction 
economy to improve. The percentage who antici-
pated the following year’s construction economy 
would be poorer did decline from 2024 survey takers 
(12.2%) to 2025 (10.7%). C7

Of note, there seems to be a much greater certainty 
about the upcoming year. Only 1.8% of our respondents 
were unsure compared to 12.2% last year. That may 
have something to do with the presidential election, 
which always brings uncertainty, being decided. C8

When asked how specifi c market segments would 
perform in 2025, companies engaged in rollforming 
had very different ideas. The commercial market 
got the most positive attention with 57.2% of re-
spondents expecting that market segment to grow 
in 2025. 

The other three segments – residential, agricul-
tural, and industrial – all had similar responses from 

companies engaged in rollforming. About 40% to 
45% of survey takers thought those individual mar-
kets would increase in 2025 and between 41% and 
48% expected them to hold their own.

Generally, about 10% of the respondents thought 
any given market would decline in 2025.

Company Size and 
Growth Projections

Englert is a company that distributes nationally, 
both machinery and finished metal products, giv-
ing them a comprehensive perspective on the in-
dustry. James Hazen, national roofing sales man-
ager for the Perth Amboy, N.J.-based company 
says about 2024, “Despite some slowdown prior to 
the election in the economy, we continued to add 
new business, customers, products, and marketing 
efforts that resulted in year-over-year growth.” 

The total number of respondents who were en-
gaged in rollforming was 56 for this survey, so an-
alyzing information about specific regions, where 
participation can be slight, may lead to conclu-
sions with a greater variability. That shows when 
we looked at the growth of gross sales, where sur-
vey takers in the East offered significantly different 
responses, so it’s important to keep an eye on the 
average growth. C9

On average, 62.7% of companies engaged in 
rollforming reported growth in 2024 and 16.5% of 
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Chart C6 – Average Job Size 
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Chart C8 – 2025 Growth Sentiment by Market Segment 
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Chart C10 – 2024 Sales Growth Compared to 2025 Projections

2024 Growth Projected 2025 Growth
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Chart C9 – 2024 Gross Sales Compared to 2023 by Region 
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2024 Growth Projected 2025 Growth

them said their growth was significant or greater 
than 25%. Respondents in the East were most like-
ly to report gross sales increases. Only 16.1% of the 
companies reported a gross sales decline in 2024, 
and only companies in the East said they experi-
enced a decline.

In 2024, 50% of the survey takers saw their gross 
sales increase year-over-year, and 10.7% experi-
enced sales growth greater than 25%. On the other 
side of the ledger, 16.1% had declining gross sales 
last year, but only 1.8% said that decline was signif-
icant or greater than 25%.

In keeping with the general optimism of the 
construction industry, and the sense of confi-
dence that comes after an election year, our re-
spondents were optimistic about their company’s 
growth. More than two-thirds said the their gross 
sales would increase in 2025 and 21.4% expected 
the growth to be greater than 25%. A third of re-
spondents (33.9%) said 2024 sales were the same 
year over year, and 21.4% projected them to stay 
the same in 2025. C10

Future Opportunities and Challenges
Companies engaged in rollforming have different 

expectations of expanding their business depending 
on what market segment they serve. Companies in 
the multifamily market were most likely to have plans 
to expand with only 2.8% of them saying they had no 
plans. But companies in the commercial (15.2%) and 
industrial (15.0%) sectors were less likely to have plans. 
C11

Single-family residential companies engaged in 
rollforming (48.2%) were more likely to plan to ex-
pand in 2025 than the other segments, but not by 
a signifi cant amount. Companies doing agricultural 
work (36.0%) were least like to lay out plans for ex-
pansion in 2025.

When asked about resources they would add in 
2025, companies engaged in rollforming addressed 
the labor shortage with 68.6% saying they would 
add support staff and 49.7% looking to add con-
struction employees. Neither of those were surpris-
ing. The skilled labor shortage is well documented. 
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Chart C11 – Expansion Plans
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Since these types of companies were less likely to 
have employees on the jobsite compared to com-
panies such as metal roofi ng, the need for support 
staff would certainly outweigh the need for con-
struction employees. C12

Companies engaged in rollforming also had their 
eyes on adding resources that might require cap-
ital investments, and that included manufactur-
ing equipment ʛ43.6%ʜ, metal forming equipment 
ʛ43.2%ʜ, and trucks ʛ36.ʤ%ʜ. The more general cate-
gory of capital equipment also got a nod from these 
companies with 4ʤ.2% saying they would add those 
resources in 2025.

ʴdding employees ϝ support and construction 
ϝ as well as investing in equipment could all help 

companies prepare to expand their businesses by 
offering additional products or taking on new build-
ing types. ʴmong companies doing rollforming, 
53.0% said they planned to add new products or 
building types in 2025. C13

Companies that were engaged in rollforming 
were more likely to see manufacturing equipment 
ʛ50.3%ʜ as the innovation having the greatest im-
pact on their businesses. ʺiven that 2ʤ.3% of re-
spondents in this section were manufacturers and 
25% were material distributors that was not sur-
prising. ʼt was also not surprising that the innova-
tion that took second spot in the impact on their 
businesses was design and engineering software 
with 46.6% of respondents reporting that.
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Chart C13 – Top Five New Products or Technology Impact 
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Chart C14 – Challenges in 2025 
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Business management software (32.3%) and auto-
mation to save labor (31.6%) both relate to manufac-
turing automation and business effi ciency. ʹor com-
panies engaged in rollforming, those innovations were 
among the most likely to impact their businesses.

ʴrtifi cial intelligence ʛʴʼʜ continued to grab the at-
tention of survey takers, and 39.2% of companies doing 
rollforming said it will impact their businesses. ʴʼ could 
be part of the manufacturing automation or manu-
facturing software. ʴbout a third of survey takers said 
those two innovations would have an impact.

ʼn a bit of a one-off, the companies engaged in 
rollforming also identifi ed structural material prod-
uct ʛ3ʤ.9%ʜ innovations as likely to impact their busi-
ness. 

Companies engaged in rollforming were no different 
in their attitudes about the challenges of rising materi-
al costs than companies doing any other building type 
we surveyed. ʴlmost three quarters ʛ73.ʫ%ʜ said ma-
terial costs would be a challenge for 2025. C14

ʸnglertϠs ̔ ames ̒ a˭en says, “ˈncertainty in the mar-
ket, a new administration, new policies, and supply 
chain policies” are all challenges his company expects 

to face. All of those elements could have a negative 
impact on material costs. 

ʼn spite of that potential, Wayne Troyer, sales manag-
er, ɹ cu-ʹorm, ˀ illersburg, ˂ hio, was robust in his attitude 
about the prospects for 2025. His biggest challenge? 
“Not being able to produce machines fast enough,” 
he says. ʼncreased demand and constraints on man-
ufacturing space could combine to limit growth, and 
his comments speak also to the impact manufacturing 
automation will have on businesses. C14

ʼt wouldnϠt be a survey in the construction industry 
if one of the major challenges companies faced was 
fi nding ʛ52.9%ʜ and retaining ʛ50.6%ʜ employees. ʸven 
though far fewer respondents were likely to identify 
those challenges than rising material costs, still more 
than half of them said employee related issues would 
challenge their businesses. 

ʼnterest rates ʛ4ʤ.2%ʜ and inЄ ation ʛ40.0%ʜ also 
made the top of our list of challenges for companies 
engaged in rollforming. Standing as a bridge between 
them and employee recruitment and retention chal-
lenges were concerns about rising employee expens-
es ʛ49.5%ʜ. 
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SECTION 7

Home improvement contractors who sell spe-
cialty services, such as siding and roofi ng re-
placements, need to generate lots of leads to 

make a sale. The same is true with contractors who 
sell and install garages, sheds, and carports. They 
primarily market to homeowners, and without the 
leads, the sales dry up. In addition, they may also be 

a distributor or even a manufacturer of the product, 
making this supply chain nearly unique in construc-
tion.

In addition, these companies may also provide 
provide fi nancing for the pro˝ect in order to make 
the sale smoother. The result is a niche that oper-
ates like its own industry.

GARAGE, SHED
AND CARPORT 
CONSTRUCTION DATA

Primary Markets Served All Markets Served

Chart C1 – Market Segments Served
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Characteristics of the Garage, 
Shed, and Carport Industry

In the 2025 CSI annual survey, 22 respondents 
identifi ed their primary building type in the garage, 
shed, and carport category, and 70 said they were 
engaged in that area of construction. C1

The large ma˝ority of them worked in the sin-
gle-family residential market, although not exclu-
sively. ˂f those who identifi ed this building type as 
their primary business, 63.6% of them worked in sin-
gle-family residential, and 74.3% of those engaged 
in the industry worked in single-family residential. 
These companies also worked in all the other market 

segments, although none of the companies whose 
primary business was garages, sheds, or carports 
did industrial work.

ʴs with many of the areas of construction this 
report has delved into, the companies engaged in 
garage, shed, and carport construction tend to be 
heavily based in the ˀidwest ʛ2ʫ.6%ʜ and South 
ʛ30.0%ʜ. Very few companies worked nationally, and 
we had no respondents from Canada. C2

We inferred at the top of this section that con-
tractors tended to be the point people in garage, 
shed, and carport construction, and 5ʤ.4% of our 
survey takers engaged in this category identifi ed 
as a builder or contractor. We also had ʤʤ.4% each 
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Chart C2 – Location 
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of manufacturers and distributors. About a quarter 
were designers. C3

Judging what is new and what is a remodeling 
project in the garage, shed, and carport construc-
tion market can be a little tricky. Certainly, a re-
placement is a remodeling project, but a garage 
addition, while new, is according to the U.S. Census 
Bureau a remodeling project. C4

Of our survey takers engaged in garage, shed, 
and carport construction, 47.2% do more than 60% 
of their work in new construction, and 24.3% do less 
than 40% in new construction. There is a clear bent 
toward new construction, including the 14.3% who 
do more than 90% of their work as new. 

Again among this sector of the industry, our sur-
vey takers this year tended to skew toward smaller 
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Chart C4 – New vs. Remodel 
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Chart C5 – Average Job Size 
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2024 Survey 2025 Survey

projects. Over a third (67.1%) of companies engaged 
in garage, shed, and carport construction had av-
erage job sizes below $25,000, and 28.6% had jobs 
smaller than $5,000. As has been mentioned else-
where, we had a number of survey takers identify 
as handymen, which would bend the numbers lower 
on average job size. C5

Companies that did have large average job sizes 
(over $100,000) were about the same as last year. 
Although engaged in garage, shed, and carport 
construction, those averages were likely driven up 
by a company doing other work, such as new home 
construction. 

Projected Industry Growth
A lot of companies engaged in garage, shed, and 

carport construction offer fi nancing because many 
of their customers demand it. Having the product 
and fi nancing in one package, such as purchasing 
a new car at a dealership, makes the sales eas-
ier and gives companies a predictable revenue 
source. Consequently, low interest rates become 
a great harbinger of increased sales in this niche, 
and higher rates, such as has been experienced 

since the pandemic and the rapid inЄ ation that 
occurred afterward, can constrain the growth of 
companies. C6

Since the 30-year fi xed rate peaked in ˂ctober 
2023 at 7.79%, it dropped quickly to 6.61% at the 
beginning of 2024 and held relatively stable since 
then. There was a brief decline in late summer to 
almost 6%, but after the election, the rates rose back 
up to the levels they were at during the beginning of 
the year. The ʤ5-year fi xed rate followed the exact 
same path, but was generally about a percentage 
point lower.

While these rates are hurting affordability, their 
stability has allowed homeowners and building 
owners to make reliable decisions and budget ap-
propriately. 

Respondents to the 2025 CSI annual survey who 
are engaged in garage, shed, and carport con-
struction are more positive about 2025 than the sur-
vey takers in last year’s survey were about 2024. This 
year, 40% of respondents thought the general busi-
ness environment in the construction industry would 
improve in 2025, compared to 32.5% last year. That’s 
a 23% increase year over year. Survey takers could 
respond with “improve,” “stay the same,” “decline,” 
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Chart C6 – Mortgage Rates
(Jan. 2021 through Dec. 2023)
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or “unsure.” Only the percentage saying either im-
prove and decline changed signifi cantly from year 
to year, indicating a clear shift to a more positive 
sentiment about the business climate. C7

In addition to asking companies that are engaged 
in garage, shed, and carport construction what they 
felt the general business climate would be in the 
construction industry in 2025, we wanted to know 
how they felt about different market segments. The 
vast ma˝ority of our respondents ʛ74.3%ʜ work in the 
single-family residential market, so their familiari-
ty and understanding in that area is likely stronger 
than in the other markets. C8

ʼn the residential market, 40% of our survey takers 
felt 2025 would be a better year than 2024, 47.ʤ% ex-
pected it to be about the same, and ʤ2.9% thought it 
might decline. The only market segment to outstrip 
single-family residential in terms of expectation is 
the commercial one. There, 44.3% of respondents 
engaged in garage, shed, and carport construction 
felt 2025 would be better than 2024.

ʻigh percentages of respondents felt the agricul-
tural ʛ6ʤ.4%ʜ and the industrial ʛ55.7%ʜ market seg-
ments would stay the same year over year. And the 
fi nal measure of sentiment, a decline in activity, was 
thought to happen by about an equal number of 
participants regardless of the market segment.

Company Size and Growth Projections
˂n average, 5ʫ.5% of our respondents engaged 

in garage, shed, and carport construction said their 
gross sales increased in 2024 compared to 2023. 
Commercial and industrial companies were most 
likely to report increases. 65.2% of commercial and 
69.2% of industrial companies said they had year-
over-year increases. C9

ʼnterestingly, ʤ5.4% of companies serving this 
niche from the industrial market segment said they 
had declines in gross sales in 2024. ThatϠs above 
the average across all market segments of ʤʤ.ʫ%, 
so for industrial companies it was feast or famine, 
with only ʤ5.4% reporting their gross sales stayed 
the same.

There wasnϠt a high percentage of survey takers 
who said their gross sales ˝umped signifi cantly, or 
more than 25%. ʽust over ʤ5% of agricultural compa-
nies and industrial companies said they had a large 
jump.

There were 65 respondents engaged in garage, 
shed, and carport construction to the question 
about pro˝ected gross sales for 2025, and most of 
them worked in multiple market segments. The few-
est worked in the industrial segment and they were 
the most likely to expect year-over-year growth 
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Chart C8 – 2025 Growth Sentiment by Market Segment 
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in 2025 with 84.6% saying so. The least likely, were 
those companies in the single-family residential 
market – who also happened to be the greatest 
number of respondents – where 44.2% thought they 
would see increased growth in 2025. C10

Companies engaged in garage, shed, and carport 
construction who were working in the agricultural 
market segment were least likely to report antici-
pated declines next year. Only 5.3% of them thought 
their gross sales would drop this year.
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Up Significantly >25 Up Somewhat <25 The Same Down Somewhat <25 Down Significantly >25

Chart C10 – 2025 Projected Gross Sales Compared to 2024 by Market Segment 
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Chart C9 – 2024 Gross Sales Compared to 2023 by Market Segment 
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���

���

���

���

���

���

�� ������������������������� �����
����� ����
������� 	�����
���

Chart C11 – Expansion Plans 
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Chart C12 – Plans to Add Resources 
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Future Opportunities and Challenges
Above, we reported that companies engaged in 

garage, shed, and carport construction working in 
single-family residential markets were least likely to 
anticipate growth in 2025, so it’s not surprising that 
they – along with multifamily and commercial com-
panies – were unlikely to have plans to expand their 
businesses this year. However, 51.9% in single-family 
residential had no plans to expand their businesses 
in 2025 or even beyond C11

Companies in the agricultural market (36.8%) who 
did garage, shed, and carport construction were most 
likely anticipate expansion this year and next year. 

The problem that has vexed the construction in-
dustry for almost three decades, a shortage of 
skilled labor, continues on without an end in sight. 
For companies engaged in garage, shed, and car-
port construction, the same holds true. More than 
half (56%) plan to add construction employees next 
year, and 47.2% look to bring on more support em-
ployees. C12
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Companies that wanted to expand their offerings in 
products or move into working on new building types 
in 2025 totaled 42.9%. Of the options we offered survey 
takers, the top seven were rounded out by a need to 
add construction-related tools. Just under 40% iden-
tifi ed ˝obsite equipment and trucks as a need to be 
addressed in 2025. ˀaterial handling equipment was 
selected by 33.5% of respondents engaged in garage, 
shed, and carport construction as needing to be add-
ed this year. Rounding out the top seven was capital 
equipment ʛ32.6%ʜ, which is a catch all that includes 
metal forming equipment and other items. 

ʴrtifi cial intelligence is a wave that has swept 
across the construction industry since ChatGPT was 

launched Nov. 30, 2022, but among respondents 
engaged in garage, shed, and carport construction 
AI did not rank in the top three of technological or 
product innovations that they thought would im-
pact their businesses. Manufacturing automation 
ranked number one with 44.1% of survey takers say-
ing it would have the biggest impact. C13

Of course, manufacturing automation also now, 
by default, includes AI, as do the other two innova-
tions respondents thought would have the biggest 
impactʭ design and engineering software ʛ39.2%ʜ 
and automation to save labor ʛ39.0%ʜ.

ʴfter ʴʼ ʛ32.7%ʜ there is a bit of a drop in the per-
centage of respondents in this category regard-
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Chart C13 – Top Five New Products or Technology Impact 
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ing what innovations will impact their businesses. 
Manufacturing software (25.3%), structural materi-
al products (25.1%) and business management or 
sales software (23.5%) round out the top seven with 
drone imagery, 3D printing, and augmented reality 
not making the top of the list.

Across the board, regardless of the type of build-
ing our survey takers were engaged in, material 
costs ranked as the highest concern on their list of 
challenges for 2025. Among companies engaged 
in garage, shed, and carport construction, 70.6% 
thought rising material costs would be a challenge. 
In last year’s survey, material costs were only iden-
tifi ed by 54.3% of respondents as a challenge, and 
last year the issue ranked fi fth after the three em-
ployee-related issues and inЄ ation. C14

ʼnЄ ation contributes to rising material costs, and 
65.9% of respondents identifi ed that as one of the big-
gest challenges, ranking it higher than companies en-
gaged in other building types such as metal roofi ng.

ʸven though respondents in this area identifi ed 

construction employees and support employees 
as the two resources they are most likely to add in 
2025, they did not rank retaining ʛ4ʫ.ʫ%ʜ or fi nding 
ʛ44.6%ʜ employees at the top of the challenge list. 
For the companies engaged in these kind of build-
ings, it’s interesting to note that retaining employ-
ees ranks higher than fi nding them, which is the op-
posite of respondents in the other sections.

The fi nal three on the top seven list of challenges 
companies engaged in garage, shed, and carport 
construction anticipate facing in 2025 are inter-
est rates ʛ43.ʫ%ʜ, rising employee related expenses 
ʛ43.6%ʜ, and energy and transportation costs ʛ4ʤ.0%ʜ. 

Given how important low borrowing rates are to 
this segment of the industry, the concern about 
interest rates is understandable, but the needle 
doesn’t seem to have moved on this as a chal-
lenging aspect of the business for companies in 
this niche. ʿast year, a nearly identical 45.3% of 
survey takers identified this as a challenge for the 
upcoming year. 
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Chart C14 – Challenges in 2025 
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L ightweight and versatile, cold-formed metal 
buildings require less substantial foundations 
than conventional red iron buildings and serve 

as excellent outbuildings for equipment storage, 
small manufacturing, machine shops, and other pur-
poses. Open clear spans make them ideally suited 
for hangars as well, allowing unfettered movement 
throughout the interior. 

Not to be confused with metal building systems
or pre-engineered metal buildings, cold-formed
steel buildings use lightweight framing bent at room
temperature instead of heavy red iron.

Characteristics of the Cold-formed 
Metal Buildings Industry

The response rate to the 2025 CSI annual survey
among companies who do primarily cold-formed
metal buildings was much stronger than for the 2024
survey, with 69 respondents saying they were en-
gaged in constructing cold-formed metal buildings.
Among those survey takers who said these were their
primary type of buildings, 37.7% did single-family con-
struction and only 5.8% did industrial. C1

Among the companies engaged in cold-formed 
metal building construction, 53.6% did commercial

construction and 34.8% did industrial work. In sin-
gle-family and multifamily, 49.3% of respondents
said they worked in at least one of those market
segments.

Throughout this survey, companies located in the
Midwest have been the majority of participants,
and the same is true with those engaged in cold-
formed metal buildings. A third of the respondents
were based in the Midwest. However, while in other
sections, the next most likely region for respondents
to be located is the South, among these companies
only 18.8% were located there, but 29% were located 
in the West. C2

More than half (51.4%) of respondents said they
were builders or contractors. Cold-formed metal
buildings is a type of business that easily lends it-
self to design-build work, though 25.7% of compa-
nies engaged in this kind of construction were also
designers. Distributors (11.4%) and manufacturers
(11.4%) made up the rest of the participants. C3

Cold-formed metal buildings do not lend them-
selves easily to remodeling other than maintenance
and repair for something like punctured or dent-
ed wall panel. Half of the respondents engaged in 
cold-formed metal building construction do at least
60% of their work in new construction and only 18.8% 
do at less than 40% new construction. Because this

COLD-FORMED METAL BUILDINGS 
CONSTRUCTION DATA

SECTION 8

Primary Markets Served All Markets Served

���

���

���

���

���

���

�� �������������
�����������

����������� 
����������� 
	�������� ����������
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Chart C2 – Rollformer Locations 
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Chart C4 – New vs. Remodel 
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type of building is often found in agricultural or rural 
settings, it’s not surprising the companies doing the 
work offer quite a number of services across multi-
ple market segments. C4

When we compared the average job size among 
companies engaged in cold-formed metal build-

ing construction from the 2024 survey to this year’s 
survey takers, we found signifi cantly more have av-
erage job sizes under $25,000. Last year, 32.7% of 
respondents reported job sizes that small, but this 
year 56.5% said their average job size was under 
$25,000. As has been mentioned elsewhere, we did 
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Chart C5 – Average Job Size 
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Chart C6 – Sentiment About Construction Industry in 2025 
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have a large number of handymen responding this 
year, which likely drove down the job size. C5

Projected Industry Growth
We asked respondents how they felt the general 

business climate would be across the construction 
industry in 2025, and companies engaged in cold-
formed metal building construction had predom-
inantly the same expectation as the survey takers 
from last year’s CSI annual survey with a notable 
exception. Around 40% felt it would improve, slightly 
fewer thought it would stay the same, but a signifi -
cantly higher number thought the general business 
climate would decline in 2025. Last year 14.3% of 
respondents saw a decline coming, but this year, 
21.4% anticipated a poor business climate. That’s 
nearly a 50% increase. C6

Beyond just the general business environment, 
we surveyed companies engaged in cold-formed 
metal building construction how they felt individ-
ual market segments would perform in 2025. Our 
respondents were more bullish on the commercial 
(56.5%) and industrial (53.6%) market segments, 
saying that construction activity would increase in 
those segments. Both residential (47.8%) and agri-
cultural (43.5%) segments had below half of survey 
takers saying those markets would increase. C7

For the most part, though, few companies en-
gaged in cold-formed metal building construction 
thought any given market would decline. No more 
than 13% expected slower activity in an segment.  

After hitting a peak in late 2021, the producer price 
index (PPI) for cold rolled steel and strip had been 
steadily declining until the end of 2024. Based on 
a 1982 index that equals 100, the PPI for cold-rolled 



110 CSI ANNUAL

���

���

���

���

���

���

���

���

�

��
�

��
�

�
��

��
�

�
�


��
�

��
�

��



	�
�

�
��

�
�
�

�
�� ��
�

��
�

�
��

��
�

�
�


��
�

��
�

��



	�
�

�
��

�
�
�

�
�� ��
�

��
�

�
��

��
�

�
�


��
�

��
�

��



	�
�

�
��

�
�
�

�
��

���� ���� ����

Chart C8 – Cold-rolled Steel Producer Index 
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Chart C7 – 2025 Growth Sentiment by Market Segment 
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steel jumped to 711.611 in Nov. 2021, but closed out 
2024 at 322.156. That is a clear trend downward in a 
major commodity affecting the cold-formed metal 
building industry. C8

The U.S. Bureau of Labor Statistics has not yet re-
leased data for 2025 as of the writing of this report, 
so market reaction to tariffs against China, Canada, 
and Mexico by the Trump administration have not 

yet been reЄ ected and may affect sentiment about 
the 2025 business climate.

Company Size and Growth Projections
On average, 54.8% of our respondents engaged 

in the cold-formed metal building construction said 
gross sales increased in 2024 compared to 2023. 
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Chart C10 – 2025 Projected Gross Sales Compared to 2024 by Market Segment 
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Chart C9 – 2024 Gross Sales Compared to 2023 by Market Segment 
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Chart C12 – Plans to Add Resources in 2025 
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Nearly 20% said gross sales were up signifi cantly. 
Those survey takers working in single-family resi-
dential markets were most likely to report increased 
gross sales, with 70.6% saying they were up and 
23.5% saying they were up more than 25%. C9

Companies working in the other market segments 
were about equally inclined to report gross sales 
were down, with between 20% and 26% saying sales 
declined. But 26.9% of companies working in the ag-

ricultural market who were engaged in cold-formed 
metal building construction told us gross sales were 
down signifi cantly. 

Chance Shalosky, roofi ng product manager, Pro-
Via, points to “uncertainty and high construction 
costs” in 2024, which he says “negatively impacted 
the roofi ng segment of our business.”

When we asked respondents engaged in cold-
formed metal building construction what they ex-
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Chart C11 – Expansion Plans
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Chart C13 – Top Five New Products or Technology Impact 
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pected gross sales to be in 2025, they were remark-
ably consistent from market segment to market 
segment. On average. 65.6% of them expected gross 
sales to increase year over year. At the low end, 62.5% 
of companies working in the industrial market expect-
ed them to increase, and at the top end, 70.6% of sin-
gle-family residential market companies looked for 
an increase. Only companies in the multifamily mar-
ket expected signifi cant increases, with 35.3% saying 
gross sales would jump more than 25% in 2025. C10

Future Opportunities and Challenges
It’s one thing to expect your business to increase, 

and it’s a much stronger sentiment to take action 
and plan to expand your business. Nearly 90% of 
the companies engaged in cold-formed met-
al building construction planned to expand their 
businesses in the future with 86.7% reporting that 

likelihood. Even more impressive was the percent-
age of respondents who said they plan to expand 
soon. ʼn 2025, 43.ʫ% of survey takers had plans to 
expand. Companies in the single-family residential 
market were most likely to plan to expand in 2025 
with 52.9% reporting that, and commercial compa-
nies were least likely with 35.ʤ% reporting expansion 
plans. C11

Respondents engaged in cold-formed metal 
building construction who work in the commercial 
and industrial markets were most likely to say they 
had no plans for expansion. ʤʫ.9% of commercial 
companies and ʤ6.7% of industrial respondents re-
ported they do not plan to expand their companies. 

Expansion plans require resources. With 86.7% 
of companies having expansion plans in sight, the 
need for resources is imminent. In fact, some re-
sources will need to be added in 2025, and not just 
to meet expansion plans but to meet current mar-
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ket demands. In the least surprising insight of all 
insights, 56.9% of respondents engaged in cold-
formed metal building construction plan to add 
support employees and 50.8% will add construction 
employees in 2025. The great resource shortage of 
the modern construction era is labor. C12

Compared to companies engaged in other types 
of building construction, those engaged in cold-
formed metal building construction were generally 
more likely to plan to add new products or building 
types in 2025, with 49.1% reporting as such.

After those three resources that included employ-
ees and new products, there was a drop-off in the 
likelihood of respondents saying they would add re-
sources. The next four of the top seven were all related 
to fi nancial capital. The general capital category of 

resources garnered 37.1% of respondents engaged in 
cold-formed metal building construction saying they 
would add that resources. Manufacturing equipment 
(34%), metal forming equipment (32.4%), and jobsite 
equipment (32.4%) all had companies engaged in 
cold-formed metal building construction saying they 
would add that resource. 

We asked a number of industry leaders what sur-
prised them in the past year. Shalosky says, “Over the 
past year, the regulatory emphasis on durability and 
the capacity of building products to withstand ex-
treme weather was an unexpected shift. This change 
reЄ ects the growing impact of severe weather events 
and necessitates innovation in product development 
and strategy. It provides opportunities for growth 
in markets focused on enhanced durability and 

tel:+17152526360
https://rollformingmagazine.com
https://www.howickltd.com
tel:+14125265717
https://metalbuildermagazine.com
tel:+17152526360


SECTION 8:  COLD-FORMED METAL BUILDINGS CONSTRUCTION DATA 115

���

���

���

���

���

���

���

���

�� ���������
�����

�������
�����
���

������������
��
����������������

���������
�����
���


�������
�����


�	������ �����
�������

�����

Chart C14 – Challenges in 2025 
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safety standards, aligning with our commitment to 
high-quality, resilient products.”

Innovation comes from variety of technologies that 
can have an impact on a business, and respondents 
engaged in cold-formed metal building construction 
identifi ed seven innovations they thought would im-
pact their businesses. Design and engineering soft-
ware was selected by 49.4% of respondents and was 
the most often chosen option. C13

Close behind were manufacturing software 
ʛ44.6%ʜ and artifi cial intelligence ʛ44.5%ʜ. ʴʼ has 
been on the list in every section of this survey as a 
technology that will impact businesses and often 
about half of the respondents identifi ed it.  

To address Shalosky’s point directly, structural ma-
terial product innovations were selected by 31.4% of 
respondents as likely to have an impact on their busi-
nesses. But make no mistake, ʴʼ will be part of all the 
other innovations, and all the other innovations will be 
used to address the need for resilient building products.

If you could put into one word the biggest chal-
lenge that comes through across the entire 2025 
CSI annual report, it is concern about rising materi-
al costs. The concern shows in anecdotal evidence 

during conversations with respondents, and it arises 
time and again in the numbers. 

ʴmong companies engaged in cold-formed metal 
building construction, 74% identifi ed material costs 
as a challenge they will face in 2025. This was far and 
away the challenge with the greatest percentage of 
respondents. The second, third, and fourth challeng-
es ϝ fi nding employees ʛ5ʤ.4%ʜ, rising employee re-
lated costs (49%), and retaining employees (47.6%) 
– fell far behind in the percentage of respondents 
identifying them as challenges in 2025. C14

For years, finding employees – especially skilled 
construction workers – has been the number one 
challenge in the industry, and it’s been a prob-
lem for companies engaged in any kind of build-
ing construction. But interest rates (46.6%), infla-
tion ʛ40%ʜ, and supply chain issues ʛ35.7%ʜ, which 
round out the top seven challenges, will all con-
tribute to the rising material costs. ʴs will rising 
employee costs.

If, as Shalosky says, the industry needs to “focus 
on enhanced durability” then those rising material 
costs and labor shortages will make that goal even 
more challenging.



THANK YOU
2025 CSI ANNUAL REPORT

SPONSORS

SECTION 5, PG 71 SECTION 6, PG 82 SECTION 4, PG 53 SECTION 3, PG 28 SECTION 6, PG 84

SECTION 6, PG 78SECTION 2, PG 20 SECTION 6, PG 76

SECTION 5, PG 71

SECTION 3, PG 30

SECTION 8, PG 104SECTION 4, PG 44 SECTION 5, PG 60 SECTION 2, PG 16

SECTION 7, PG 92SECTION 5, PG 61SECTION 3, PG 29 SECTION 4, PG 46

SECTION 6, PG 80SECTION 4, PG 45SECTION 6, PG 77 SECTION 5, PG 62


	RB0425_CSI_PG004
	RB0425_CSI_PG005r1
	RB0425_CSI_PG016
	RB0425_CSI_PG044
	RB0425_CSI_PG045
	RB0425_CSI_PG080
	RB0425_CSI_PG084
	RB0425_CSI_PG092
	RB0425_CSI_PG104



