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PUBLISHER'’S LETTER

BY GARY REICHERT

>

2026 CSI ANNUAL REPORT

elcome to the third edition of the Shield
WWall Media CSI - Annual & Market Report.
If you are wondering, CSI stands for Con-

struction Survey Insights.

The purpose of any business is to provide a prod-
uct or service that solves a problem. Our corner of the
construction industry is in between; we are too big to
be small and too small to be big. That means many of
the “problems” are beneath the notice of businesses and
associations that handle larger construction segments,
such as single-family homes or high-rise construction in
metropolitan areas.

The businesses still have the same requirements for
data and information, but the people who can provide it
largely ignore us because there isn’t enough
money in it.

or 0.

The third area of concern is sample size. This is the
largest and probably most significant area of concern.

Sample size relates to how representative the respon-
dents are of the group being surveyed. The obvious best
case would be to ask every member of the population and
get a response from each. Then you know the results are
representative. The smaller the sample size relative to the
population, the less representative it is. This manifests in
a few ways.

The sample size affects the ability to make inferences
or extrapolate from the data. This relates to the concept
of “confidence interval” A simple goal in statistics is to
achieve a 80% or 90% confidence interval. That roughly
translates to it is 80% or 90% likely that the

actual data falls within that range.

The CSI - Annual & Market Report at-
tempt has limitations, but hopefully, over
time, we will receive enough industry sup-
port to increase the breadth and scope and
fulfill the needs of the market segments we
serve for data to help make business deci-
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Statistical significance occurs when two or
more results are compared. A concept like
confidence interval relates to a margin of
error. The larger the sample, the higher the
confidence level and the smaller the margin
of error. For a result to be statistically sig-

sions.

nificant, the margins of error for two or

Here I am going to break the rules and
not tell you how wonderful this book is;
I am going to point out the limitations.
This should help you use the information
appropriately and potentially help us make it
better.

The first limitation in any data collection is the instru-
ment used to collect the data. One obvious limitation is
that the survey is conducted by email. This has several
inherent limitations.

A significant portion of our audience does not use
email. They will obviously be excluded from the results.

The email lists are primarily composed of subscribers
to our magazines, so this does not represent a random
sample.

The second area to consider is survey design.

The standard concerns are reliability and validity. Re-
liability asks if the question will be answered the same
way by the same respondent every time it is asked. Valid-
ity asks whether the question measures what the person
asking it thinks it measures. These concerns are standard
across all tests and surveys.

The survey is self-reported. This brings validity into
question. If we ask how many widgets you sold in 2025
and you say 4, we have no way to know if you sold 4, 6,

AUTHENTIC
STATISTICS &
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more data points cannot overlap.
Large-sample statistical measures as-

sume that any sample will approximate a

normal distribution. Think of a bell curve

where most are “average,” and there are fewer re-

sults the farther away from average you get. Simply

put, any group with fewer than 30 responses lacks suf-
ficient data to reliably estimate the distribution.

Increased sample size in the desired population is the
holy grail for business data. Where this really impacts
our survey is in some of the geographic breakdowns. The
majority of our subscribers are east of the Rockies, and
many of those are east of the Mississippi River. The small
sample size on the West Coast makes drawing conclu-
sions from the data difficult.

We recognize the limitations of our data and want to
be certain you do as well. Bad or misrepresented data is
dangerous. Always check factors such as sample size and
methodology before using data to make business decisions.

Recognizing the shortcomings is the first step in ad-
dressing them. Now that you know them as well, hope-
fully you will make better decisions and maybe help us
improve our CSI - Annual & Market Report.

Gary Reichert, Publisher
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SECTION 1

GENERAL ECONOMY
TRENDS AND DATA

cautious normalization after several years of dis-

ruption and recalibration. After half a decade of
profound economic turmoil that began with the mas-
sive slump during the 2020 pandemic and the spiking
inflation that followed, the major economic indicators,
such as GDP growth, employment, and consumer
confidence, settled into more predictable patterns.

There was an exception to that predictability,
though. President Trump’s tariff strategy unsettled
markets and added unpredictability to the busi-
ness environment. The effect on the economy by
the tariffs is widely debated, and generally the neg-
ative effects were not as great as some predicted.
Nonetheless, there was an effect. According to the
Tax Foundation, the tariffs raised approximately
$132 billion in net tax revenue in 2025. The average
increase per household in 2025 was $1000 and ex-
pected to edge up to $1300 in 2026. Other estimates
place that burden slightly higher. Overall, the tariffs
reduced GDP growth rate by 0.23% in 2025 and will
have a greater effect, 0.62%, in 2026, according to
analysis by the Tax Foundation and the Peterson In-
stitute for International Economics.

In the construction industry, there were winners
and losers. Manufacturers of rollformers and other
machinery saw a decrease in imports that helped
them gain market share. Metal fabricators, though,
fell down a rabbit hole trying to sort out tariffs as
many of those materials move back and forth
across the borders in different stages of manu-
facturing. Kenneth D. Simonson, chief economist,
Associated General Contractors (AGC) says, their
surveys show “the threat and imposition of tariffs
led many owners to delay or cancel projects. Tariffs
also increased costs for a variety of materials and
machinery.”

I n 2025, the U.S. economy moved into a phase of

The best summary comes from Don Allen, execu-
tive director, Steel Framing Industry Association (SFIA),
who says, “Tariffs affected our members both positive-
ly and negatively. They helped protect domestic steel
mills and the markets they serve. However, they hurt
our Canadian members and the customers that relied
on Canadian steel. Overall, tariffs increased prices for
all our members.”

The New Normal

Economic growth remained steady but uneven,
supported by resilient consumer spending, easing
inflation pressures, and gradual improvements
in supply chains. Interest rates stayed elevated
compared with pre-pandemic levels, tempering
investment and housing activity while reinforcing
a renewed focus on efficiency and productivity.
Labor markets cooled from their historic tightness
but remained fundamentally strong, with wage
growth moderating rather than collapsing. Overall,
2025 was defined less by volatility than by adjust-
ment—a year marked by pragmatism, measured
confidence, and a slow return to economic bal-
ance.

GDP

U.S. GDP growth since 2022 has followed a chop-
py but generally resilient path, reflecting an econ-
omy adapting to post-pandemic shocks, inflation,
and tighter monetary policy. Growth stalled briefly
in early 2022, with a contraction in the first quarter,
but rebounded strongly by midyear as consumer
spending and business investment recovered. Mo-
mentum carried into late 2022 and through much
of 2023, highlighted by several quarters of solid
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Chart C1 - Real GDP
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expansion and a notable surge in mid-2023, when
GDP growth peaked above 4%. C1

In 2024, growth moderated but remained positive
overall. A slower first quarter gave way to renewed
strength in the middle of the year, suggesting under-
lying demand remained intact despite higher interest
rates. By early 2025, GDP growth turned slightly neg-
ative again before snapping back sharply in the sec-
ond and third quarters. Taken together, the data point
to an economy marked less by sustained decline than
by periodic slowdowns followed by strong rebounds—
underscoring durability, but also ongoing volatility.

2024 2025

Source: U.S. Bureau of Economic Analysis

Wages

Total compensation for civilian workers has steadily
cooled since 2022, reflecting a gradual normalization
in labor markets following the post-pandemic surge
in wages and benefits. In 2022, compensation growth
peaked above 5% as employers competed aggres-
sively for scarce labor, pushing up both wages and
benefit costs. That momentum carried briefly into
early 2023, but growth began to decelerate as hiring
slowed and inflation pressures eased. c2

Throughout 2023 and into 2024, year-over-year
compensation gains trended downward in a mea-

Chart C2 - Total Compensation for Civilian Workers
(Percentage changed from preceding 12-months)
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sured, consistent pattern, settling closer to the 4%
range. By late 2024 and into 2025, compensation
growth slowed further, slipping into the mid-3%
range. This deceleration signals a labor market that
remains healthy but less overheated, with employers
regaining some balance in compensation planning.
Overall, the trend since 2022 points to moderation
rather than contraction—suggesting compensation
growth is stabilizing at levels more consistent with
long-term productivity and inflation expectations.

Unemployment

Since 2022, the U.S. unemployment picture has
been defined by remarkable stability, even as broad-
er economic conditions shifted. Unemployment
started 2022 near 4% and drifted lower through the
year, settling into the mid-3% range as the labor mar-
ket tightened and employers continued to add jobs

at a strong pace. Throughout 2023, the rate hovered
around 3.5% to 3.7%, signaling an economy operating
close to full employment despite rising interest rates
and slowing growth in some sectors. €3

In 2024, unemployment edged modestly higher,
indicating a gradual cooling rather than a sharp
deterioration. Monthly readings moved into the
high-3% to low-4% range as hiring slowed and job
openings declined, but layoffs remained limited by
historical standards. By 2025, the trend continued
upward, with unemployment rising toward the mid-
4% range by year-end. Even so, these levels remain
low relative to long-term averages and well below
those seen in past economic downturns.

Overall, the unemployment data since 2022 sug-
gest a labor market transitioning from overheated
to balanced. The gradual increase in joblessness
points to normalization rather than distress, rein-
forcing the view of an economy adjusting to tight-

Chart C3 — Monthly Civilian Unemployment Rate
(Percentage changed monthly)
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Source: U.S. Bureau of Labor Statistics
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Chart c4 - U.S. Manufacturing Jobs
(in thousands)
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er financial conditions without a widespread loss of
employment.

One major uncertainty that can’t be overlooked is
the increasing lack of faith in the reported employ-
ment numbers. Federal Reserve chair, Jerome Pow-
ell, stated in early 2026 that the U.S. Bureau of Labor
statistics methodology for counting employment
consistently over-counts jobs, and that the actual
job growth might be 60,000 less per month than re-
ported. Reconciled against the reported numbers,
which have consistently shown small gains in em-
ployment, this would actually show a contracting
labor market.

2024 2025

Source: U.S. Bureau of Labor Statistics

Manufacturing

U.S. manufacturing employment peaked around
13 million jobs by late 2022, following a significant
rebound from the pandemic lows. The sector’s tra-
jectory shifted in 2024, with net job losses reported
in six out of twelve months. This downward trend in-
tensified through 2025, leading to job losses every
month in the second half of the year. c4

By December 2025, total manufacturing employ-
ment had declined to approximately 12.58 million
workers—the lowest level since March 2022. This
downturn resulted in nearly 70,000 fewer workers
than the previous year, with losses most notable in



Chart C5 — NFIB Small Business Optimism Index
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industries such as transportation equipment and
machinery. Factors like high input costs and interest
rates contributed to this decline.

Small Business Optimism

Small business optimism, as measured by the
National Federation of Independent Business (NFIB)
Small Business Optimism Index, experienced no-
table volatility between 2022 and 2025. The index

Source: National Federation of Independent Business

remained relatively subdued, mostly in the 90-95
range, through most of 2022 and 2023, hovering
near or slightly below its 52-year average of 98. ¢5

A significant shift occurred in late 2024, with opti-
mism surging to a peak of 105.1 in December 2024,
its highest level in more than six years. This was
driven by expectations of better business conditions
and a more favorable policy environment after the
election.

Chart C6 — Consumer Sentiment Index
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However, this peak was temporary. The index
gradually declined through most of 2025, falling to
a low of 98.2 in October before recovering slightly
to 99.5 by December 2025. Throughout this period,
small business owners consistently cited challeng-
es such as high inflation, labor quality and costs,
and taxes as their most important problems.

Consumer Sentiment

U.S. consumer sentiment experienced significant
volatility since 2022, primarily driven by concerns
over inflation and labor market conditions. The Uni-
versity of Michigan Sentiment Index plummeted to
a near-record low of 50 in June 2022. It saw a re-
covery throughout 2023 and into early 2024, reach-
ing a peak of around 79 in January and March 2024.
C6 However, the index experienced another sharp
downturn in 2025, falling below 60 and hitting lows

SECTION 1: GENERAL ECONOMY TRENDS AND DATA 13

near 51 in November 2025, a level not seen since
the 2022 record low. By December 2025, it stood at
52.9. Throughout this period, high prices and wor-
ries about future unemployment weighed heavily on
consumer outlook.

CSl Survey
Attitudes Toward the Future

Of the 421 respondents to the 2026 CSI survey, the
sentiment was cautiously optimistic, with 38% of re-
spondents expecting improvement in 2026, which is
almost exactly equal to the sentiment in last year’s
survey when 38.8% felt the 2025 construction indus-
try would improve. Just over a third (36.5%) expect-
ed conditions to remain the same and that also is
almost identical to last year’s results when 38.8%
expected the industry would hold steady. ¢7

Chart C7 — General Business Sentiment 2026
(by Location)
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Sentiment varied significantly by location:
« Decline Expectations: Were notably

: Eqst'ReglonE Showed the highest consistent across the West and Mid-
confidence in improvement (60.5%), .
a stark contrast to other regions west (oround ]8_204)' The East and
9 ’ South were much lower at 15.7-16.3%.
+ South and Midwest Regions: Were more . Uncertainty: Was lowest in the East

conservative, with 38.8% and 29.9% ex-

pecting improvement, respectively. (2.3%) and highest in the West

) . (12.9%), indicating a clear regional
* West Region: Displayed the lowest divide in business confidence and

optimism for improvement at 24.8%. predictability.

Chart C8 — General Business Sentiment 2026
(by Primary Area of Construction)
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Chart C9 — General Business Sentiment 2026
(by 2025 Gross Sales)
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When we diced the data by primary business fo-
cus, we discovered a mixed level of sentiment. ca

Among business whose primary area of construc-
tion was General Roofing, the sentiment about the
overall construction industry was very high, with a
commanding 57.3% of respondents expecting condi-
tions to get better, and only 11.1% predicting a decline.
Conversely, companies doing primarily cold-formed
metal buildings had the greatest expectation of de-
cline at 36.4%.

Among businesses primarily doing metal roofing,
the sentiment was slightly less optimistic compared
to the overall sentiment. A cautionary note about this
sector though. Nearly 15% of respondents who work
primarily in metal roofing were unsure about future
economic conditions.

B $2 million to $5 million

[ $20 million to $50 million

Unsure

Decline

$5 million to $10 million Il overall

B Over $50 million

Rollformers also held a fairly robust view of 2026
with 44.4% saying industry conditions willimprove. The
sheds and carports participants showed the highest
proportion of respondents expecting conditions to re-
main the same, at 46.7%.

About half of companies focused on other build-
ings—which includes masonry, structural insulated
panels, and tilt-up concrete—expected improve-
ment. Overall, the data paints a picture of guard-
ed optimism, heavily influenced by specific market
niches and the inherent volatility of the construction
industry. c2

When we broke out the sentiment data by the size
of the companies working in construction, there was
a very clear pattern of small companies being far less
optimistic than mid-sized or larger companies.
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SURVEY PARTICIPANT PROFILE

In late November 2025, Shield Wall Media put the Construction Survey Insights survey into the field.
When it closed about a month later, 421 survey takers had participated.

— LOCATION —
In previous years, the location of the respondents had tilted heavily toward the South, and there were
a comparatively small number from the East. This year, there has been a much more even split across the
country with the South (29.8%) still dominating. The other regions of the U.S. were between 21.4% and
24.1% of the participants. Only 10 said they worked nationally. Canada had only one respondent.

— PRIMARY BUILDING TYPE —

The largest cohort of respondents identified some aspect of roofing—general roofing (27.8%), metal
roofing (10.2%), or other roofing such as gutters (2.4%)—as their primary area of construction. They totaled
40.4% of all respondents. (In the survey last year, respondents primarily working in roofing represented
about a third of participants.) The next largest segments were trade contractors (10.0%) and manufacturers
(10.9%).

— ROLES IN CONSTRUCTION —

We asked survey takers to define their roles in construction, and 39.4% identified as contractors or

builders, 29.5% said they were designers, 17.1% distributors, and 14.0% manufacturers.

— PRIMARY MARKET SEGMENT —
About half of the 421 respondents said their primary market segment was single-family residential work,
and 21.9% identified themselves as working mainly in multifamily. So 70% of the total worked in the residen-
tial arena with 6.9% in agriculture, 16.9% in commercial, and 5.9% industrial.

— 2025 GROSS SALES —
As is true with the construction industry as a whole, our survey was dominated by small companies.
A third had gross sales below $2 million in 2025 and more than 60% had below $10 million in revenue last
year. We did have a few large companies. 20.4% had sales in excess of $20 million with about half of those
above $50 million.

— PERCENTAGE OF NEW CONSTRUCTION VS. REMODEL —

Compared to last year's survey, a much greater percentage of our participants were involved in new
construction. Last year a third said more than 60% of their work was new, but this year 45.9% of survey
takers did more than 60% of their work in new construction. Only 19.4% could be clearly identified as doing
mostly remodeling work.

Only 21.2% of firms with 2025 gross sales of less than
$2 million expected the construction industry to im-
prove. When you look at the companies below $10 mil-
lion, less than a third were optimistic about 2026. But
about half of larger companies, those with revenues
greater than $10 million, were feeling good about the
construction industry in the coming year.

Not only were smaller companies less likely to say

the industry fortunes would improve, they were more
likely to say they would worsen in 2026. About a quarter
of companies with 2025 gross sales below $2 million
said 2026 would be a declining year.

The final inference we can draw from these senti-
ments is that those companies under $10 million were
more likely to say the 2026 construction industry busi-
ness environment would stay about the same.
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SECTION 2

GENERAL CONSTRUCTION

INDUSTRY DATA

he big drivers of change in the construction

economy in 2025 were the imposition of tariffs

that, according to Ken Simonson, chief econo-
mist for the Associated General Contractors (AGC),
led to many owners delaying or cancelling projects.
In addition, the tariffs caused cost increases for a va-
riety of materials and machinery. “The only market
segment for which activity exceeded expectations—
which were already higher than for any other proj-
ect type—was data centers,” says Simonson. None-
theless, overall contractor sentiment was positive in
2025, according to the AGC of America/Sage Con-
struction Hiring and Business Outlook Survey.

Census Data and
Association Forecasts

From 2023 through 2025, total U.S. construction
spending showed steady growth overall, though
with some moderation as the cycle progressed, ac-
cording to the U.S. Census Bureau. In 2024, construc-
tion outlays reached about $2.15 trillion, up roughly
6.5% from the $2.02 trillion spent in 2023, reflecting
robust activity across private and public sectors
and a rebound in residential work.

By early 2025, monthly data revealed continued
but slower expansion, with total spending in De-

Chart C1 - Annual Rate of Total Construction Spending
Monthly Spending (in millions of dollars)
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Chart C2 — Annual Rate of Private Construction Spending
(in millions of dollars)

cember 2024 about 4.3% above December 2023.

Overall, the trend from 2023 to 2025 showed sol-
id growth in construction spending, with strong in-
creases in 2023 to 2024.

By early 2025, monthly data revealed continued
but slower expansion, with total spending in Decem-
ber 2024 about 4.3% above December 2023. Fore-
casts made in early 2025 projected total construc-
tion spending to rise by around 3 to 4% for the full
year 2025, reaching roughly $2.23 trillion, although
some estimates later hinted at modest contraction
depending on economic conditions.

Overall, the trend from 2023 to 2025 showed sol-
id growth in construction spending, with the stron-
gest increases in 2023 to 2024 and more tempered
growth in 2025 as market conditions evolved. c2

Private construction spending in the United States
showed growth from 2023 to 2024 also, followed by
signs of flattening in 2025. According to U.S. Census
Bureau data, total private construction, including
both residential and nonresidential work, was about
$1.57 trillion in 2023 and increased to roughly $1.66
trillion in 2024. That's an approximate 5.6% year-
over-year gain as both housing and non-housing
segments expanded. Residential private spending
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rose about 5.9% and nonresidential private was up
about 5.3% in that period.

By 2025, more recent Census monthly estimates
showed private construction at a seasonally ad-
justed annual rate near $1.65 trillion in October 2025,
indicating that while spending remained elevated,
annual growth had eased compared with the strong
increases in 2024. In some months, year-over-year
private activity was flat or slightly lower as high in-
terest rates and economic uncertainty restrained
momentum.

Overall, private construction spending grew sol-
idly in 2023-24 but showed signs of plateauing
through 2025 amid broader market pressures.cs

From 2023 through 2025, total public construction
spending in the U.S. has steadily increased. In 2023,
public construction outlays were lower than in sub-
sequent years. By 2024, spending climbed to about
$483 billion at a seasonally adjusted annual rate,
roughly 9% above 2023 levels, driven by highway, ed-
ucational, and other government projects as a result
of the Infrastructure Investment and Jobs Act enact-
edin 2021

In 2025, public construction maintained a slight
upward trend: monthly estimates show the annu-
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Chart €3 - Annual Rate of Public Construction Spending
(in millions of dollars)

alized public construction exceeding $520 billion in
mid-2025, reflecting continued investment in infra-
structure and government buildings. However, ac-
cording to Simonson, the Trump administration’s
cancellation, suspension, or refusal to award billions
of dollars of contracts dampened the growth.

Overall, from 2023 to 2025, public construction
spending has grown moderately as federal, state,
and local governments sustained capital invest-
ment in schools, highways, and other public assets.
c4

On the residential side, the National Association
of Home Builder's (NAHB) analysis shows diverg-
ing trends in U.S. housing starts in 2024 and 2025.
Shaped by persistent affordability challenges, total
housing starts in 2024 ended the year at about 1.36
million units, a 3.9% decline from 2023. Single-fam-
ily starts, though, grew roughly 6.5% as builders re-
sponded to ongoing demand and limited resale in-
ventory. Multifamily starts, by contrast, fell sharply
in 2024.

Entering 2025, builder expectations were for slight-
ly positive single-family activity, but actual data
through mid-year revealed mixed results. Early in
the year, strong February starts briefly lifted annual-
ized totals, but by spring and early summer, overall
starts weakened as multifamily production dropped
and single-family starts flattened or declined amid
sustained elevated interest rates and affordability
pressures. NAHB forecasts for 2025 reflect this soft-
ening. Total housing starts for 2025 were 1.36 million,
down 0.6% from the 1.37 million total in 2024. Sin-
gle-family starts in 2025 totaled 943,000, down 6.9%
from the previous year. Multifamily starts ended the
year up 17.4% compared with 2024..c5

From 2023 through 2025, remodeling market ac-
tivity remained positive but moderated, according
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to the NAHB/Westlake Royal Remodeling Market In-
dex.In 2023 and 2024, the RMI fluctuated around the
mid-60s, dipping into the low 60s during parts of
2024 before rising to 68 in the fourth quarter of 2024,
suggesting stronger remodeler confidence and de-
mand late in the year.

In 2025, readings indicate the remodeling market
continued to expand but at a slower pace than ear-
lier in the cycle. RMI figures, such as 59 in the second
quarter and around 60 to 64 in later quarters, re-
mained above the 50 threshold that signals growth.

Overall, NAHB analysis suggests the remodeling
market grew steadily from 2023 into 2024, and while
growth persisted through 2025, sentiment softened
somewhat.cé

According to U.S. Bureau of Labor Statistics (BLS)
employment data, total construction employment
remained elevated in both 2024 and 2025, reflect-
ing ongoing demand for labor even as broader
economic hiring softened. Payroll counts show con-
struction employment at roughly 8.17 to 8.24 million
workers through 2024, rising modestly from ear-
ly-year levels and ending the year slightly above
2023 figures.

In 2025, construction jobs continued to trend up-
ward overall, with monthly payroll employment
around 8.28 to 8.30 million by late in the year, al-
though gains were smaller than in prior years and
hiring was subdued compared with the broader la-
bor market.

These figures indicate steady construction em-
ployment growth across 2024 and 2025, albeit at
a decelerating pace as elevated interest rates and
economic uncertainty tempered hiring, even though
employment numbers stayed near record levels for
the sector.
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Chart C4 - Seasonally Adjusted Rate of Housing Starts
(in thousands)
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Chart C6 — Total Construction Employment 2024-2025

(in thousands)
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CSl Survey Attitudes

From the end of November 2025 through the end
of December 2025, Shield Wall Media surveyed more
than 421 contractors, designers, manufacturers, and
suppliers about the construction industry perfor-
mance in 2025 and what they expect to see in 2026.

General analyses of the construction industry, such
as what AGC provides, are extraordinarily helpful but
there are niches within the industry—metal roofing,
sheds and carports, cold-formed steel buildings—that
move separately from the overall currents of the in-
dustry. The following charts show how the respondents
feel about the industry through the lens of their busi-
nesses and market segments. €7

CSI survey results show that gross sales growth
softened in 2025 compared with 2024, while expec-

Source: U.S. Bureau of Labor Statistics

tations for 2026 point to a slightly more cautious
but stable outlook. When comparing 2024 to 2025,
20.9% of respondents reported sales up significantly
(more than 25%), while 27.2% saw sales up some-
what. The largest share (33.2%) reported sales were
about the same, suggesting a normalization after
stronger post-pandemic growth. Importantly, 18.8%
experienced some level of decline, indicating un-
even market conditions across firms.

Looking ahead to 2026, expectations reflect mod-
erated optimism. Fewer respondents (17.0%) antic-
ipate significant growth, but 29.1% expect modest
gains, and 33.9% believe sales will remain flat. The
share expecting declines remains similar to 2025
levels. Overall, survey takers appear to be planning
for steady but restrained growth in 2026, balancing
ongoing demand with tighter market conditions.
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Chart C7 — Gross Sales Growth 2024-25 vs. Expected Growth in 2026
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Chart C8 — Compare Profitability Growth 2024-25 vs Expected Growth in 2026
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Mike Green, vice president of sales and marketing,
Leland Industries, Toronto, Canada, says, “The North
American market as a whole was soft in 2025. The
economic uncertainty and changes with key trad-
ing partners had a negative affect on economic
growth.” Leland works substantially in metal roofing,
post-frame construction, and cold-formed metal
buildings markets.

Robert Tiffin, national accounts manager for Sil-
vercote points to a very specific reason for the mea-
ger growth. “There was no significant reduction in
interest rates,” he says, “that inspired or unlocked a
backlog of metal building orders.” cs

Profit growth in 2025 was more restrained than
revenue growth and notably softer than 2024, re-
flecting continued pressure from costs, labor, and
pricing discipline. Comparing 2024 to 2025, about
20.4% of respondents reported profits up significant-
ly, while 30.3% saw profits up somewhat. The larg-
est share (31%.3) said profits were about the same,
suggesting that many firms maintained margins but
struggled to expand them. Meanwhile, just over 18%
experienced some level of profit decline, underscor-
ing the uneven impact of interest rates, tariffs, and
competitive pricing.

Looking ahead to 2026, expectations suggest cau-
tious stabilization rather than acceleration. About 21%
of survey takers anticipate significant profit growth
and 33.7% expect modest gains, while 30.3% foresee
profits holding steady. Fewer than 16% expect declines.
Overall, respondents appear realistic about mar-
gin pressures but modestly optimistic that operating
conditions in 2026 will support steadier, incremental
profit improvement rather than a sharp rebound. ¢2

Respondents expect uneven growth across indi-
vidual construction market segments in 2026, with
most projecting stability rather than strong growth.
Residential and industrial segments generate the
most balanced outlooks, with roughly four in ten re-
spondents anticipating growth, and a similar share
expecting activity to remain flat. This suggests cau-
tious confidence, supported by steady demand but
tempered by cost pressures and economic uncer-
tainty.

Agricultural construction is viewed more conser-
vatively. More than 46% of respondents expect ag-
ricultural activity to hold steady, while less than 40%
expect the market to increase in 2026, making it the
least optimistic segment in the survey.

Overall, the data indicates that respondents see
2026 as a year of selective opportunity rather than
broad-based acceleration. Growth expectations
are strongest outside the agricultural segment,
while stability—not contraction—remains the dom-
inant outlook across most markets.

Simonson reports, “The only market segment for
which activity exceeded expectations [in 2025]—
which were already higher than for any other proj-
ect type—was data centers.” For 2026, those high
expectations seem to be continuing.

Don Allen, executive director of the SFIA concurs.
“The phenomenal growth of data centers has kept
our industry strong,” he says. 710

A great way to measure optimism among busi-
nesses is to find out if they plan to expand opera-
tions. Survey respondents indicate strong interest in
expansion—stronger than survey takers in the 2025
report—though most plans are weighted toward the

Chart C9 - Expected Growth by Market Segment 2026
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Chart C10 — Expansion Plans
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long term rather than immediate action. Across all
construction market segments, nearly 70% of re-
spondents report intentions to expand their opera-
tions at some point, reflecting underlying confidence
in future demand. However, fewer than a third plan to
expand in the near term, suggesting a cautious ap-
proach to growth amid cost and labor uncertainties.

In last year’s survey, only 22.8% expected to expand
in 2025 compared to the 31.8% who thought they would
expand in the next year. A smaller share of companies
(32%) report no expansion plans at all. €11

Expansion of operations is one measure of opti-
mism. Another is the types of resources businesses
plan to add, whether it's human resources or cap-
ital expenditures.

Responses show that planned resource additions
in 2026 are focused primarily on people and ca-
pacity rather than fixed assets. The most common
planned increase is staffing, with many respon-
dents indicating intentions to add field labor or
professional roles to support growth needs. That'’s
no surprise considering the ongoing skilled labor
shortage in the construction industry, which seems

39.5%

Plans to Expand Later

No Expansion Plans

B 2026

to have no end in sight.

Technology investments also rank high, reflect-
ing continued emphasis on efficiency, data, and
process improvement, as well as the potential in-
tegration of artificial intelligence into operations.
Fewer firms plan to significantly expand facilities or
equipment, suggesting caution around large capi-
tal expenditures amid economic uncertainty.

Overall, the data indicate that survey takers are
prioritizing human capital and operational capa-
bility in 2026, favoring flexible investments that can
scale with demand rather than heavy, long-term
commitments. €12

The tight labor market is the single biggest chal-
lenge survey takers expect to face, with workforce
availability and skilled labor shortages cited most
frequently. While that is a universal issue in con-
struction, there are elements that are particularly
local. Todd Carlson, president, AJ Manufacturing,
Bloomer, Wis., says, “Attracting qualified labor to
fully staff operations remains a regional challenge
as our community and surrounding area are the
fastest growing in the state.”
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Chart C11 — Plan to Increase in 2026
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Chart C13 — New Product or Technology Impact
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Royden Wagler, director of sales and marketing,
Smartbuild Systems, combines the challenge of
finding labor with the need for improved technol-
ogy. “Labor shortages continued across the indus-
try,” he says, “pushing builders to look for ways to
quote faster and reduce errors.”

Rising costs, including materials, wages, and op-
erating expenses, remain a close second to labor
issues, continuing to pressure margins. Economic
uncertainty also ranks high, reflecting concerns
about tariffs, interest rates, demand volatility, and
the broader business climate.

Concerns about inflation remain a persistent
concern among survey takers from year to year,
and that is closely tied to interest rates. Simonson
says, “Persistently high interest rates are also like-
ly to deter investors and force issuers of municipal
bonds to spend more of the bond proceeds on in-
terest payments, leaving less for construction.”

Wagler adds that sustained high rates “slowed
some agricultural and residential building starts,
especially for customers financing new construc-
tion,” an issue likely to continue unless the Fed de-
livers some relief.

Overall, the results suggest that respondents see
the coming period as less about chasing rapid
growth and more about managing risk, controlling
costs, and securing labor, with success depend-
ing on operational discipline rather than favorable
market conditions. ¢13

|

Manufacturing Business Management |  Structural Material
Software or Sales Software Products
I 2026

Technology-driven efficiency gains are the most
impactful force on their businesses, according to
survey takers. They outweigh the influence of indi-
vidual product innovations. The king of the pile in
technology is artificial intelligence (Al), and that
impact has increased dramatically since last year’s
survey. Nearly 40% of respondents see Al as hav-
ing an impact on their businesses now, compared
to only 26% last year. Automation, digital tools, and
software platforms—all Al related—rank highest in
impact among respondents, reflecting strong in-
terest in technologies that improve productivity,
estimating accuracy, project management, and
data visibility. These tools are viewed as essential
for offsetting labor shortages and rising costs rath-
er than as optional upgrades.

Advanced materials and new product innova-
tions show a more mixed impact. While some re-
spondents expect meaningful benefits—particular-
ly from products that improve durability, installation
speed, or sustainability—many rate their impact
as moderate, suggesting incremental rather than
transformative change. A smaller share anticipates
little to no impact from new technologies or prod-
ucts, indicating that adoption barriers such as cost,
training, or integration remain.

Overall, the graph underscores that CSI respon-
dents believe process-improving technologies will
have the greatest near-term impact, with product
innovation playing a supporting, longer-term role.
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SECTION 3

THE RURAL BUIL

DER:

AGRICULTURAL, RESIDENTIAL,
AND LIGHT COMMERCIAL

CONSTRUCTION

hen we think of rural builders, there's a
Wtendency to think only of the agricultur-

al component of their business. The cold-
formed metal buildings, re-roofing work that relies
heavily on metal roofs, and other tasks unique to the
agricultural environment. But to thrive in an area that
has a lower population density and fewer large nich-

DATA

es to serve, construction companies need to take on
all manner of projects from the equipment shed on a
farm to the high-density multifamily building in town.

In this section, we look at how rural builders per-
formed in 2025, what economic climate they ex-
pect to face in 2026, and where the opportunities
and challenges lie in the coming years.

Chart C1 - Kind of Building Type by Market Segment
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Chart C2 - Industrial Role by Market Segment
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Characteristics of Rural Builders

Companies serving the rural market rely on a
wide mix of building types shaped by agricultural
and light commercial needs as well as residential
opportunities. CSI survey data shows that agri-
cultural builders engage in roofing and construc-
tion of post-frame buildings at significantly higher
rates than other market segments, reflecting the
demand for efficient, durable, and cost-effective
structures. c1

Post-frame construction is a defining character-
istic of the rural builder. More than half of companies
working in the agricultural market (53.8%) report
using post-frame systems—more than double the
rate of those doing single-family residential con-
struction(24.8%). General roofing—and the more
specific metal roofing—are also important projects
among agricultural builders with nearly 60% doing
general roofing and 70% doing metal roofing. How-
ever, those engagement percentages are roughly
equal to companies doing multifamily projects. Not
surprisingly, companies doing single-family con-
struction are less likely (only 44%) to do metal roof-
ing and post-frame buildings (only 24.8%).

Rural builders tend to operate across multiple
market segments, reflecting the flexibility required

to remain competitive in those less densely pop-
ulated areas. Companies engaged in agricultural
construction are far more likely than other seg-
ments to work across single-family residential,
multifamily, and commercial projects. c2

Nearly half of agricultural builders report par-
ticipating in single-family residential construc-
tion (57.0%), with similarly strong crossover into
multi-family construction (61.3%) and commer-
cial work (43.0%). These rates of engagement rank
comparatively higher than any other cohort. This
contrasts sharply with single-family residential
builders, who are the least diversified. Only 42.3% of
single-family companies report doing multifamily
work, and just 22.7% participate in agricultural con-
struction.

Commercial builders show a crossover pattern
closer to agricultural firms, with 48.9% engaged in
single-family residential work and 48.9% partici-
pating in multifamily projects. Even so, agricultural
construction remains the least penetrated seg-
ment by companies whose primary focus lies else-
where.

Overall, the data reinforces the defining trait of
the rural builder: adaptability. Unlike more special-
ized urban or suburban firms, rural builders rou-
tinely balance multiple market segments, allowing
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Chart C3 — Percent of New Construction vs. Remodel
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Chart C4 - Projected 2026 Construction Industry Growth for Companies
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Chart C5 - 2026 Growth Expectation by Market Segment
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them to respond to shifting demand and maintain
steadier workloads across economic cycles. ¢3

Rural builders remain far more focused on new
construction than on remodeling with more than
80% of their work coming from new construction.
This is a pattern that is especially pronounced
among companies engaged in agricultural con-
struction who do more than 90% of their work in new
construction While the broader construction indus-
try continues to shift gradually toward work on ex-
isting structures, CSI survey data shows that rural
and agricultural builders are still heavily weighted
toward building new.

Across all market segments, relatively few re-
spondents report doing very little new construction.
However, companies engaged in agricultural con-
struction stand out for their strong reliance on new
builds. Nearly 60% of agricultural builders report that
more than 60% of their work is new construction, re-
flecting the ongoing need for new agricultural facil-
ities, storage buildings, and rural infrastructure. Only

B stay the Same

Commercial Industrial

Decrease

7.6% of agricultural firms report doing less than 40%
of their work in new construction.

By comparison, remodeling work on existing struc-
tures plays a more meaningful role in single-family
residential markets, where the housing stock is old-
er and renovation demand is more consistent. That
may also reflect a bias in the data because a huge
part of the residential roofing marketing, according
to many sources, is more than 80% re-roofing.

Multifamily, agricultural builders, and commercial
builders are the least likely to focus on remodeling,
with fewer than 5% reporting that new construction
accounts for less than 10% of their workload.

Overall, the data suggests that rural builders con-
tinue to depend on new construction to drive reve-
nue, with remodeling serving as a supplemental—
not primary—source of work.

Projected Industry Growth

The industry growth sentiment among rural build-

SPONSORED BY

COMBiliET

LiFTING INNOVATION
combilift.com
877-266-2456

@FOIL

rfoil.com
888-887-7645

Rural
Builder

ruralbuildermagazine.com
715-252-6360




SECTION 3: RB: AGRICULTURAL, RESIDENTIAL, AND LIGHT COMMERCIAL CONSTRUCTION DATA

35

Chart C6 — 2025 Gross Sales
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ers closely mirrors broader industry expectations,
with relatively little variation across market seg-
ments. The data shows that, on average, 48.3% of
companies engaged in single-family, multifamily,
agricultural, and commercial construction expect
the overall construction business climate to improve
in 2026. Agricultural builders are less pessimistic
than other segments, with only 10% anticipating a
decline, compared with 22% of commercial builders.

Generally contractors tend to be optimistic about
the future, but it is surprising to see the uniformity of
opinion about the overall construction industry re-
gardless of the market segment in which the com-
pany works. Still, companies working in commercial
construction were notably more pessimistic about
the overall industry growth than other segments. ¢4

When we asked survey takers what they expected
within their specific market segments—residential,
agricultural, commercial, and industrial—we found
similar uniformity with about 85% respondents say-
ing each of the segments would increase or stay
the same. The two outliers here are that more re-
spondents (48.8%) expected the commercial mar-
ket to grow compared to the other segments. And
respondents were slightly less pessimistic about the
industrial market. The data here revealed that 11.5%

$10 Million to $20 Million $20 Million to $50 Million Over $50 Million

Agricultural [ Commercial [ Average

of respondents expected a decline in this sector
where in the other sectors about 15% anticipated a
slowdown. C5

When looking at the growth prospects in the ag-
ricultural market, 39.1% of survey takers thought it
would increase, compared to between 43% and 48%
for the other segments. Given how dependent on in-
terest rates the residential construction market is, it
is a little surprising our respondents rated its growth
as positively as they did. At the time of this survey,
the Fed had made little progress in decreasing in-

terest rates, which remained stubbornly high.

Company Size and Growth Projections

The 2025 gross sales chart highlights the size dis-
tribution of rural builders across market segments.
Most respondents’ companies remain relatively
small, with 24.6% reporting annual gross sales below
$2 million. About half of respondent’s said they had
annual gross revenue in 2025 below $10 million. cé

The construction industry remains remarkably
fragmented, but no more so than in the residential
market, especially among companies engaged in
single-family construction. More than 60% of them
had revenue below $10 million and 34.6% had rev-
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Chart C7 — 2025 Gross Sales Compared to 2024

45%

SHIELD

40%

36.5%

MEDIA LLC

35%

35.2%

0%~ S'ﬂl'fs;‘l‘éiﬁ
35.6% s,

30%

Single-family Residential

B up significantly >25%

Multifamily

B Up Somewhat <25%

[ The Same

Agricultural

[ Down Somewhat <25%

Commercial

[ Down Significantly >25%

Chart C8 - Projected Sales Growth 2026 Compared to 2025
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enue below $2 million. That cohort is more likely to
include businesses that do a substantial portion of
their work on existing structures. In fact, 20.9% of re-
spondents doing single-family work do less than
40% of their work in new construction.

At the upper end of the scale, companies report-
ing gross sales above $20 million are more com-
monly found in the commercial segments. In the
commercial market in particular, manufacturers in-
cluded in the survey appear to contribute to higher
reported revenue levels.

Sales growth from 2024 to 2025 among rural
builders reveals a relatively consistent performance
across market segments with the exception of the
single-family residential market. Overall, slightly
more than half of respondents report year-over-
year sales increases, while slightly less than one-
fifth indicate a decline. About a quarter report sales
were flat. €7

Single-family residential companies report the
lowest share of growth, with 48.9% indicating sales
were either up significantly or slightly. Companies
engaged in multifamily construction were slightly
more likely than average to report increased sales
with nearly 65% saying 2025 gross sales were larger
than 2024.

On the down side, 2025 was not as good a year
for companies engaged in single-family residential
construction with 21.0% saying their gross sales de-
creased, and 6.0% of them report the decrease was
significant or greater than 25%. Only the companies
engaged in the agricultural market were as likely to
experience a significant decline.

All the cohorts were as likely to report a signifi-
cant increase, although the companies engaged
in commercial construction (20.0%) were less likely
to say 2025 gross sales were more than 25% larger
than 2024 gross sales than the respondents working
in the other segments.

Survey respondents project continued sales
growth from 2025 to 2026 across all rural construc-
tion market segments, reinforcing the generally
optimistic outlook seen elsewhere in the CSI data.
Companies serving the residential market—both
single-family and multifamily—are the most bullish,
with 55.2% and 58.8% anticipating increased gross

sales in 2026. The multifamily companies, in partic-
ular, are optimistic. More than 23% of them expect
sales to jump significantly. This segment continues
to show the greatest confidence in near-term mar-
ket opportunities. c8

Commercial and agricultural companies also
expect growth, though their outlook is more tem-
pered with about 52% of each planning for sales
increases in 2026. For commercial companies, that
contrasts noticeably with the number who antici-
pate a slight decline, with 17.3% looking for slower
sales, but only 2.3% thinking that slowdown will be
significant.

Future Opportunities and Challenges

Survey respondents serving rural markets show
a strong inclination toward expansion, even if most
plans are not immediate. More than 70% of compa-
nies across rural construction market segments ex-
pect to expand their operations at some point. On av-
erage, 41.6% of survey takers intend to expand in 2026
and another 34.8% will expand later. In last year’s sur-
vey, only 22.8% of respondents had expansion plans
for the next year. Companies engaged in multifamily
construction were the most expansion minded, with
85.8% indicating plans to grow, and single-family res-
idential companies were least expansion minded with
35.1% saying they had no plans to expand.

Overall, the data points to measured optimism,
with rural builders actively thinking about expan-
sion both in the short term and long term. c9

Survey respondents in the rural building envi-
ronment planning expansion in 2026 are primarily
focused on adding people rather than equipment
or facilities, reflecting ongoing labor constraints
across rural construction markets and the con-
struction industry as a whole. The most frequently
cited resources to add are construction employees
(53.8%) and support employees (48.1%), with nearly
half of respondents identifying each as a priority.
This reinforces the persistent challenge of staffing
both jobsite and administrative roles as compa-
nies look to scale operations. €10

Commercial construction firms are the least likely
to add support staff (35.6%) and single-family resi-
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Chart C9 - Expansion Plans
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dential companies are least likely to add construc-
tion employees (44.3%), which is not surprising since
most single-family residential contractors—especially
in the new construction arena—rely primarily on trade
contractors for on-site labor. This is in spite of the la-
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bor-intensive project demands of residential con-
struction.

After the addition of human resources, the likeli-
hood of rural builders to add other resources drops
significantly. The next selection, new products or

Chart C10 - Top Five New Resources Planned to Add in 2025
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Chart C11 - Top Five New Products or Technology Impact
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building types, was selected by 25% fewer respon-
dents on average than selected support employees.
However, far more companies engaged in agricul-
tural construction (45.6%) were likely to plan to add
products or building types than other cohorts.

Multifamily firms stand apart in this area, with
nearly 30% planning to add jobsite equipment, well
above the average. Across all segments, invest-
ments in technology and facilities trail far behind
workforce additions. Overall, the data indicates that
rural builders view labor availability—not tools or
technology—as the primary constraint on growth,
and expansion plans for 2026 are largely centered
on building organizational capacity rather than
physical infrastructure.

Our chart only reflects the top five resources re-
spondents plan to add. There is one very notable se-
lection not shown and that was among single-fami-
ly residential builders. More than 20% of them had no
expansion or addition plans.

What a difference a year makes. In the 2025 survey
of rural builders, the percentage, on average, of re-
spondents who said artificial intelligence (Al) would

Manufacturing Automation

Manufacturing Software Business Management or

Sales Software

Agricultural

[ commercial [ Average

have a great impact on their businesses was 24.6%.
It was the third highest selection after “Design and
Engineering Software” and “Manufacturing Automa-
tion.” In this year's survey, the average selecting Al
was 46.8%, about double last year, and it was the
leading selection among all products and new tech-
nology. c11

The impact on a business does not necessarily
mean its value to the business. Royden Wagler, di-
rector of sales and marketing for Smartbuild Sys-
tems says, “Al has not proved to be as valuable yet
as many had expected it to be.” Our survey asked
respondents what they anticipate will be impactful,
so clearly respondents are still thinking it will prove
valuable.

Across the board, each market segment selected
Al as having the largest impact on their business-
es with the exception of the agricultural segment.
Those respondents identified design and engineer-
ing software (50.0%) as a the top selection with Al
a close second. When you figure Al is now integrat-
ed into design and engineering, manufacturing au-
tomation, manufacturing software, and business
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management or sales software, the impact of Al will
probably be even more prominent.

Survey respondents anticipate a challenging oper-
ating environment in 2026, with cost pressures emerg-
ing as the dominant concern across rural construction
market segments. About half of respondents identify
material costs as the single greatest challenge they
expect to face. This concern outweighs others by a slim

margin, underscoring ongoing uncertainty around
pricing, availability, and the potential impact of infla-
tionary pressures and supply disruptions. €12

While material costs top the list overall, agricultur-
al builders diverge slightly from the broader trend.
Companies engaged in agricultural construction are
less likely than other segments to cite material costs
as their primary challenge and are more likely to point

Chart C12 - Top Challenges in 2025
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to rising employee costs (52.3%) as their top concern.
This reflects the difficulty of retaining skilled workers in
rural markets.

Finding employees has been a perennial problem in
the construction industry and for the last three years
has been near the top of the CSI annual survey. This
year, it ranks second on average among rural builders,
just ahead of rising employee-related expenses and

retaining employees. Clearly, respondents are con-
cerned about the availability and retention of human
resources.

Taken together, the data suggests that rural build-
ers enter 2026 focused less on demand risk and more
on managing costs, protecting margins, and main-
taining operational efficiency in an uncertain pricing
environment.
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SECTION 4

POST-FRAME

CONSTRUCTION DATA

ost-frame construction remains both a ru-

ral builder staple and generally concentrated

in the Midwest. Emerging markets in the East
and West show opportunity for expansion. Looking
forward, companies doing post-frame construction
are bullish about the future, but concerned about la-
bor shortages, rising employment costs, and interest
rates that are inhibiting investment.

Characteristics of the
Post Frame Industry

Companies engaged in post-frame construction
and companies with post-frame construction as their
primary focus remain closely tied to their agricultur-
al roots, but the market mix highlights a clear diver-

Chart C1 — Market Segments Served by Companies
Who Do Post-Frame Construction

70%

60%

60.8%

56.9%

ALY

MEDIA LLC

AUTHENTIC

50%

STATISTICS & SEEE—
GRAPHS

451%

40%

30%

20%

10%

0% . . I
Single-Family Multifamily
Residential

B Post-Frame is Primary Market

25.5%

Agricultural Commercial

B Engauged in Post-Frame Construction

SPONSORED BY

OUTDOOR
SUPPLY COMPONENTS

appleoutdoorsupply.com mwicomponents.com
800-704-8112 800-360-6467

ﬁ‘%\fsmartbuild

systems

smartbuildsystems.com
303-443-8033

.

2.9%

Industrial

THERMAL
L 3me

\ 4

thermalbuildingconcepts.com

319-232-2356



SECTION 4: POST-FRAME CONSTRUCTION DATA 47

Chart C2 - Location
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sification toward residential work. Among companies
that identify post-frame as their primary building
type, the largest share now serves the single-family
residential market (45.1%), far outpacing agricultural
construction (11.8%). When the lens widens to all firms
engaged in post-frame construction, residential ex-
posure grows even stronger, with 56.9% working in
single-family and more than half also participating in
multifamily projects. €1

This diversity underscores how post-frame’s de-
sign flexibility enables builders to cross market
boundaries, particularly in rural and small-town re-
gions where contractors must pursue multiple seg-
ments to sustain volume. Rather than being niche
agricultural specialists, today’s post-frame compa-
nies operate as diversified generalists, leveraging
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15.7%
- OIO% 1.0%
West Canada National

the system’s cost and speed advantages across
residential and light commercial applications.c2

In the 2026 CSI survey, respondents were heavi-
ly concentrated in the Midwest (38.2%), which ac-
counts for the largest share by a wide margin and
reflects post-frame’s deep roots in that region.
Compared to last year's survey, the response rate
from that region actually ticked up a bit from 32.3%.
The South ranks second at 23.5%. With a growing
population and mixed-use demand, that's not sur-
prising. Representation tapers off in the West and
East, suggesting these regions remain secondary
markets but offer room for expansion as awareness
and acceptance increase.

Nearly 70% of respondents who are engaged in
post-frame construction are either designers or

Chart C3 — Role in Construction
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Chart C4 — New vs. Remodel

50%

B gy |1
38.2% ALY

MEDIA LLE

40% . .

= AUTHENTIC
STATISTICS &
GRAPHE

30%

20%

8.8%
10% 2.0%
S | e el ...
0% Over 90% New 60-90% New 40-60% New 10-40% New Less than 10% New
builders. Each of those two roles in construction How much of the work companies who are en-

represented about a third of survey takers. Deal- gaged in post-frame construction do is new con-
ers (19.6%) ranked third, followed by manufactur-  struction vs. remodeling? Slightly more than half of
ers (10%) and other (3.9%). Of those who selected survey takers said they do at least 60% of their work
“Other,” when prompted to describe it, a significant in new construction. Only 10.8% do less than 40% new
number mentioned remodeling as their primary work. It is interesting that 38.2% do about half new
role. c3 and half remodeling work. Those figures are com-
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Chart C5 — Average Job Size
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parable to the 2025 survey with a slight tilt toward
more remodeling work. ¢4

There was a modest upward shift in average job
size among survey takers since last year. In 2025,
firms were more heavily concentrated in the low-
er-to-middle job-size ranges, reflecting cautious
project selection amid tighter margins and eco-
nomic uncertainty. This year, a larger share of re-
spondents report moving into higher average job-
size categories, while participation in the smallest
project tiers declined. ¢5

This suggests growing confidence and a willing-
ness to pursue more complex or higher-value work.
The upper-end categories still represent a minority
overall, but there was a huge increase in the per-
centage of respondents in the $100,000 to $500,000
range. Some of that could be due to increasing ma-
terial costs and labor rates, but most likely it rep-
resents owners taking on larger projects.

Overall, the year-over-year comparison points to
gradual expansion rather than a dramatic shift, with
post-frame builders cautiously increasing project

$25,000 to
$100,000

31%
5.9%

S
More than
$1 million
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$500,000

$500,000 to
$1 million

B 2026 Survey

size while maintaining a strong base of manage-
able, mid-range jobs.

Clear geographic differences in both scale and
concentration among respondents emerges when
you compare 2025 annual sales by region. The Mid-
west dominates overall sales volume, with a no-
ticeably higher share of firms reporting upper-tier
annual revenues. More than 54% of Midwestern re-
spondents report annual revenues in excess of $10
million. This reflects the region’s mature post-frame
market, strong agricultural base, and broad accep-
tance of post-frame in residential and commercial
applications. The South and West follow as the sec-
ond-largest contributors, with sales more evenly
distributed across mid-range categories, suggest-
ing a mix of growing firms and established regional
players benefiting from population growth and ex-
panding construction activity. cé

In contrast, the East displays smaller overall sales
volumes and a heavier concentration in lower rev-
enue brackets. This market is a much smaller post-
frame construction market, and fewer respondents
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reached the highest annual sales tiers. A fragment-
ed market with potentially higher barriers to entry,
such as regulatory complexity, land costs, or lower
post-frame penetration portend smaller jobs.

Overall, markets where revenues are strong
closely tracks regional familiarity and acceptance
of post-frame construction. The Midwest sets the
benchmark for scale, the South reflects momentum
and expansion, and the West and East remain de-
veloping markets where sales growth may depend
on education, code acceptance, and diversification
into residential and light commercial work.

Projected Industry Growth

Respondents to the 2026 survey who are engaged
in post-frame construction show a slight improve-
ment in confidence from 2025 to 2026 when you
compare the percentage who expect the next year
to be the same or improve. In 2025, 80.9% said the
overall construction economy would improve or
stay the same. In 2026, that rose to 85.7%. €7

Those who said they were unsure remained almost
identical in both years, but there was decided change
in the percentage of respondents who expected the
next year to be worse than the previous year. At the
end of 2024, 14.9% of respondents anticipated 2025 to
be worse economically. At the end of 2025, only 10.2%

thought the following year would be worse.

The 2026 survey shows a clear shift toward more
positive and optimistic outlooks. While neutral re-
sponses remain meaningful—suggesting contin-
ued uncertainty—the decline in negative sentiment
is notable. Overall, the year-over-year comparison
points to guarded optimism and suggests momen-
tum is improving rather than peaking, setting a
cautiously constructive tone for 2026.

When we looked at which market segment would
improve in 2026, we got a more detailed insight. Sur-
vey takers engaged in post-frame construction ex-
pected uneven but generally positive growth across
key sectors. The agricultural and commercial mar-
ket segments attract the strongest growth expecta-
tions, with a clear majority anticipating moderate to
strong expansion in 2026. c8

The other markets—residential and industrial—gen-
erally represent good growth expectations if slightly
lower than the other two market segments. Across all
markets except industrial, about 10% of respondents
see a decline on the horizon. While the industrial mar-
ket doesn't show the strong growth expectations of
agricultural or commercial, fewer respondents report
concern about a shrinking market.

Sales growth from 2024 to 2025 was uneven but
generally positive across regions. The South led by
a wide margin, with the largest share of firms en-

Chart C6 - 2025 Annual Gross Sales by Region
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Chart C7 — 2026 vs 2025 Sentiment
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gaged in post-frame construction (83.4%) report-
ing moderate or strong sales increases, and 41.7%
of them experiencing more than 25% growth. About
50% of the respondents in the other three regions
reported growth in 2025 although the amount of
growth reported varied significantly. Just under a
quarter of respondents in the East said growth was
significant, while about a third in the West experi-
enced significant growth. But in the Midwest, only
5.4% of respondents reported growth greater than
25%, which may be attributed to the maturity of the
market for post-frame buildings. ¢2

These patterns suggest that regional familiarity
with post-frame construction and overall construc-

4,3% 41%

I .

Decline Unsure

B 2026 Survey

tion activity played a significant role in shaping
sales outcomes.

In 2026, respondents expect broad-based growth,
with regional differences in intensity. The East leads
expectations, with 77.3% of survey takers engaged
in post-frame construction forecasting moderate
to strong growth. That slight decline from 59.1% who
experienced year-over-year growth in 2025 may
signal an optimism about a growing market. Giv-
en the comparative lack of adoption of post-frame
buildings in the East compared to other regions, the
increase may just be because it's easier to grow an
emerging market than a mature one. €10

Just over 45% of respondents in the Midwest and
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Chart C8 - 2026 Growth Expectation by Market Segment
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Chart C9 - Gross Sales 2025 Compared to 2024 by Region
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ChartC10 - 2025 Gross Sales Compared to 2024 by Market Segment
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56% in the South expect growth in 2026, while only
25% in the West predicted growth. In fact, 31.3% in
the West believe 2026 sales growth will decline. The
skewed responses in the West and East may have
as much to do with the acceptance of post-frame
construction in those regions as any growth. As
shown earlier, the market for post-frame construc-
tion in the South and Midwest is more mature, so
growth is steadier.

Company Size and
Growth Projections

Sales growth from 2024 to 2025 varied notably
by market segment. Industrial markets showed
the largest gains with 76.9% of respondents doing
post-frame construction saying that that market
segment grew. Between 61% and 67% of respon-

dents said the other segments grew in 2025, which
is strong growth across the field. However, the res-
idential segments—single-family and multifamily—
showed the lowest gains. c11

Companies in the post-frame industry were
equally likely to report significant growth (more
than 25%) in 2025 as overall survey respondents.
About 20% of post-frame respondents and all sur-
vey respondents said they hadq significant growth
in 2025. Across market segments in post-frame
construction, 2024-2025 sales growth was uneven
and largely propped up by industrial and commer-
cial markets. 12

Optimism about the growth of the post-frame
market in 2026 was evenly spread across the mar-
ket segments with those in the single-family resi-
dential market slightly more positive. Respondents
in all the markets were guardedly optimistic. About
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Chart C11 -2025 Gross Sales Compared to 2024 by Market Segment
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Chart C12 - 2026 Projected Gross Sales by Market Segment
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20% of survey takers in the residential markets ex-
pect significant growth in 2026, but in the other
markets that percentage was closer to 15%. Oth-
erwise, across the post-frame niche, between 45%
and 50% of respondents anticipated moderate
growth.

The exception is the agricultural market where
optimism was tempered, and respondents were
much more likely to say the market would stay the
same. In that instance, 32.7% expected 2026 to mir-
ror 2025 compared to between 19% and 25% in the
other segments. Mike Green, vice president of sales
and marketing for Leland Industries points to a spe-
cific reason for the lower growth in the agricultural
segment. “The tariffs have had the largest negative
impact on our business,” he says. Soybean farm-
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ers were especially hard hit with bankruptcies in-
creasing by 55% last year. The $12 billion bailout an-
nounced by the Trump administration in December
2025 may help reverse that fortune, but it could be
a while until farmers begin adding new buildings.”
While housing continues to lead expectations, con-
fidence is broadening across segments, pointing to
a more diversified and resilient growth outlook for
2026.

Future Opportunities
and Challenges

Survey respondents are taking a measured ap-
proach to growth. In the near term, nearly half the
firms plan to expand operations in 2026, reflecting

Chart C13 - Expansion Plans
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Chart C14 - Plans to Add Resources in 2026
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discipline after recent volatility. Slightly more than
a third have plans to expand in an undetermined
future. c13

When we look at these plans across market seg-
ments, companies doing post-frame construction
who are in the single-family market are least likely
to have any plans to expand. Part of that could be
due to uncertainty about affordability issues in light
of sustained higher interest rates.

Reflecting the optimism shown for growth by
those in the industrial market, respondents in that
segment also are more likely to have expansion
plans with 53.9% saying they will expand in 2026 and
a third offering plans to expand in the future.

Companies engaged in the post-frame construc-
tion industry are prioritizing people and core oper-
ational capacity over heavy capital expansion. The
largest share plan to add skilled labor and support
personnel, underscoring ongoing workforce con-
straints and the need to resolve higher workloads.
These reflect investments in efficiency and produc-
tivity rather than speculative growth. c14

Fewer respondents plan significant increases in
facilities, suggesting caution around fixed overhead.
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Overall, the pattern indicates disciplined expansion
focused on execution and capacity—adding re-
sources that directly support project delivery—while
avoiding overextension as firms prepare for steadi-
er, incremental growth in 2026.

Respondents in the post-frame construction in-
dustry expected rising employee costs would be
their biggest challenge in 2026, followed by retain-
ing employees and finding employees. Clearly, the
industry is focused on the issues surrounding hu-
man resources and the recognition of cost pres-
sures that make it more difficult to find and retain
skilled labor. €15

In last year’'s survey, by contrast, material costs
were the biggest challenge survey takers expect-
ed to face in 2025, while inflation and interest rates
ranked higher than in this year's survey. Material
availability, a top concern last year, didn't make the
top seven challenges this year.

Interestingly, concern over taxes popped up in
this year’s survey, with 32.5% of respondents saying
it will be a challenge in 2026. This is in spite of what
is generally perceived to be a political environment
focused on reducing tax burdens.
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al roofing has increased in large part due to

the fires in Los Angeles that January that de-
stroyed more than 18,000 homes in the Pacific Pali-
sades, Altadena, and other communities. Dwellings
in the wildland-urban interface (WUI)—a transition
zone between wilderness and areas of human de-
velopment—have increased over the years, and
those buildings need a greater degree of resilience
due to the unique nature of the environment. Metal
roofing can help supply that.

B eginning in January 2025, the interest in met-

Renee Ramey, executive director, Metal Roofing
Alliance, says, “As homeowners and builders reas-
sess risk in wildfire-prone regions like the Pacific
Palisades, there’s a clear shift in priorities toward re-
silience and long-term performance. Metal roofing’s
non-combustible, Class A fire-rated performance
and proven resistance to embers and radiant heat
have helped elevate it from a niche product to a
mainstream solution. That growing awareness is
reflected in industry trends: metal roofing's share
of the residential roofing market has climbed sig-

Chart C1 - Market Segments Served by Companies who Primarily do Metal
Roofing and Those Who Work in Metal Roofing
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nificantly in recent years, with data showing metal
roofing now capturing a meaningful percentage of
new installs and forecast to grow steadily as cli-
mate-driven extreme events influence homeowner
purchase decisions.”

Characteristics of the
Metal Roofing Industry

Across a diverse mix of markets, companies
engaged in residential construction—particular-
ly single-family—clearly dominate the participa-
tion in the survey, accounting for the largest share
of respondents. Nearly half (47.5%) identify sin-
gle-family residential as their primary market, far
ahead of multifamily at 26.0%. Commercial (14.6%),
agricultural (8.9%), and industrial (3.2%) trail well
behind, indicating that most firms still build their
core business around housing rather than large-
scale nonresidential projects. ¢’

This becomes more revealing when looking at
all markets served, which highlights diversifica-
tion. While only a quarter claim multifamily as their
main focus, more than two-thirds (68.4%) report
doing some multifamily work—the highest par-
ticipation of any segment. Single-family remains
broad at 65.2%, but the higher muitifamily share
suggests many contractors are branching into
apartments or condos to balance cyclical swings

in detached housing. Roughly four in 10 serve com-
mercial (41.8%) or agricultural (411%) projects,
showing meaningful secondary revenue streams,
while industrial remains a niche market at 27.9%.

Overall, the survey portrays a residential-first
industry with flexible operators. Most firms keep a
homebuilding base but supplement it with multi-
family and light commercial jobs, spreading risk
and capturing more opportunities as markets shift. 2

Survey participation is strongest in the East,
which accounts for 31% of respondents. The South
follows at 25.3%, with the Midwest close behind
at 22.8%. Together, those three regions represent
roughly four out of five responses, giving the sur-
vey a broad footprint across the country’s tradi-
tional construction strongholds for metal roofing.

The West accounts for about 16% of participants,
a meaningful but smaller share compared to the
eastern half of the U.S. A small percentage identify
as operating nationally (about 3.2%), while Cana-
dian respondents make up just over 1%

Overall, the regional distribution suggests a
well-balanced national sample with a slight tilt
toward the East and South—areas that historical-
ly experience steady residential and commercial
construction activity—while still reflecting input
from all major U.S. regions. ¢

Builders and contractors represent the largest
share of respondents at nearly 41.8%, underscor-

Chart C2 - Metal Roofer Locations
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Chart C3 — Role in Construction Process
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ing the survey’s strong connection to field opera-
tions. Designers follow closely at 38%, highlighting
significant input from the planning and specifica-
tion side. Suppliers account for 12.7%, while manu-
facturers make up roughly 8%. Overall, the results
reflect a respondent base led primarily by project
execution professionals, with meaningful repre-
sentation from upstream partners. ¢
Respondents lean heavily toward new construc-
tion, though many maintain a balanced mix. The
largest share (36.1%) report that 40-60% of their

Builder or Contractor

12.7%
; =
Material Dealer, Manufacturer

Distributor or Supplier

business is new work, while another 30.4% generate
60-90% from new construction. More than one-
fifth derive over 90% of revenue from new projects.
In total, more than half (51.9%) do at least 60% of
their work in new construction. Only about 12% rely
primarily on remodeling, indicating a strong new-
build orientation overall. <5

Average project size is trending upward, with a
clear concentration in mid- to upper-tier work. The
largest share of respondents in 2025 (26.6%) re-
port average jobs between $100,000 and $500,000,

Chart C4 — New vs. Remodel
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Chart C5 — Average Job Size
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Chart C6 - Sentiment About Construction Industry in 2026
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making it the dominant category. Another 12% av-
erage more than $1 million per project, signal-
ing meaningful participation in large-scale work.
Smaller jobs under $10,000 account for roughly
21% combined, while mid-range projects between
$10,000 and $100,000 remain steady but less dom-
inant. Overall, the distribution points to a market
increasingly driven by higher-value projects.

Future Opportunities and Challenges

Industry sentiment has strengthened among
companies doing metal roofing projects heading
into 2026, with a clear majority expressing opti-
mism. More than 56% expect business conditions to
improve, up noticeably from about 47.8% in the prior
year's survey. <6

At the same time, the share anticipating stable
conditions has declined to 25.5%, suggesting that
many who were previously neutral have shifted to-
ward a more positive outlook.

15.2%

12.4%

5.9%

3.6% -

Unsure

Decline

B 2025 Survey

Those expecting a downturn represent a relative-
ly small portion—just over 12%—and that figure has
edged down year-over-year. A modest increase in
respondents who are unsure, now nearly 6%, reflects
some lingering caution.

Overall, the distribution shows confidence out-
weighing concern by a wide margin. But there are
unspoken concerns. Royden Wagler, director of sales
and marketing, Smartbuild Systems, points to a
problem going into 2026, but also a solution. “Labor
shortages continued across the industry,” he says,
“pushing builders to look for ways to quote faster and
reduce errors.” 7

Growth expectations are broadly positive across
all major construction segments, with commercial
leading the way. About 63% of respondents doing
metal roofing anticipate increased commercial ac-
tivity, the highest optimism among the four sectors.
Agricultural follows closely at 60%, reflecting strong
confidence in that niche, a traditionally strong metal
roofing market.
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Chart C7 - 2026 Growth Sentiment by Market Segment
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Chart C8 - 2025 Gross Sales Compared to 2024 by Market Segment
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Residential and industrial markets both post solid
outlooks, with 58.4% expecting growth in each. Indus-
trial stands out for having the lowest share predicting
decline—about 7%—and the highest percentage ex-
pecting stable conditions, suggesting steady expan-
sion rather than volatility.

Across all sectors, fewer than 11% foresee contrac-
tion, underscoring a generally upbeat industry mood.
The distribution indicates consistent confidence, with
commercial and agricultural slightly outperforming
residential and industrial in growth sentiment.

Company Size and Growth Projections

The companies engaged in metal roofing who re-
sponded to our survey reported generally positive

Agricultural

The Same

Commercial Industrial

[ Down Somewhat <25 0 Down Significantly >25

gross sales increases in 2025. About two thirds said
they experienced growth and approximately one
third said the growth was significant. Gary Davel,
director of sales in metal roofing for ProVia reports,
“We saw a marked uptick in interest with distributors
wanting more quotes and knowledge of our prod-
ucts.” 8

Nearly 72% of multifamily respondents reported
increased sales, the highest growth rate among the
sectors. Industrial followed at roughly 68.2%, while
single-family and agricultural both posted gains
of about 66.7%. Commercial trailed slightly but
still showed solid momentum, with 65.1% reporting
growth. Those differences are markedly small.

Significant increases—greater than 25%—were
most common in single-family and multifamily
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work, highlighting strong residential demand. De-
clines were relatively limited, generally staying in
the low-to-mid teens, with agricultural and com-
mercial experiencing slightly higher pullbacks than
other sectors. Overall, the distribution underscores
a year of expansion, with growth clearly outpacing
contraction across the board. 7

Projected sales growth among companies en-
gaged in metal roofing from 2025 to 2026 was
strongly positive across all segments of respon-
dents, with expectations more concentrated on
moderate gains. Companies working in the sin-
gle-family market lead all segments, with 73.3% an-
ticipating higher sales, including about one-third
expecting increases above 25%. Industrial follows
closely at about 72.7% projecting growth, which is
statistically nearly identical to respondents in sin-
gle-family. Most (54.6%) foresee gains under 25%.
Multifamily also shows solid momentum at 71%,
while agricultural and commercial trail slightly but
still approach 68% expecting expansion.

Commercial and industrial respondents are par-
ticularly weighted toward “up somewhat” rather
than dramatic increases, suggesting steady, sus-
tainable improvement. Declines remain limited in

g

-

every segment, generally near or below 14%. Over-
all, the outlook points to continued expansion in
2026, driven more by incremental growth than by
sharp surges.

Future Opportunities
and Challenges

Expansion plans are widespread among com-
panies doing metal roofing work, with a majority
of respondents signaling near-term plans. Overall,
just over 53% report immediate plans to expand
in 2026, while another 30.9% anticipate expanding
in 2027 or later. Only 15.6% indicate no expansion
plans at all. €19

Firms in the multifamily and single-family markets
are the most aggressive, with roughly 59% planning
immediate expansion. Industrial follows closely at
54.6%. Commercial and agricultural respondents
are somewhat more measured, though nearly half
in each segment still intend to expand in 2026. Ag-
ricultural and commercial firms also show a com-
paratively higher share planning longer-term growth
rather than immediate moves.
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Chart C9 - 2026 Projected Gross Sales Compared to 2025 by Market

70%
AUTHENTIC
60% ST;';I‘SP'(:'Cssi
o

©

9

>
50%

40%

30%

20%

10%
0% . . N I . . .
Single-Family Residential Multifamily Agricultural Commercial Industrial
I up Significantly >25 B Up Somewhat <25 The Same [ Down Somewhat <25 [ Down Significantly >25
Chart C10 - Expansion Plans
o0% SALC
ﬂl’.ﬁil iL(
x
[Te]
S
&8
[{o]
<
40%
30%
20%
10%
[v)
0% Single-Family Residential Multifamily Agricultural Commercial Industrial

[l Plans to Expand in 2026

B Plans to Expand Later

No Expansion Plans




72 CSIANNUAL

Chart C11 - Plans to Add Resources in 2026
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The distribution points to a confident industry
posture for metal roofing and meets the ongoing
increases in market share, with most companies
preparing to scale operations either now or in the
near future rather than holding steady.

Hiring tops the list of planned investments for
2026, with 67.3% of respondents planning to add
construction employees and 60.8% also expand-
ing support staff. Multifamily and commercial firms
are especially focused on strengthening back-of-
fice teams, while single-family respondents slightly
prioritize field labor. "

Beyond staffing, 45.4% intend to introduce new
products or building types, signaling a push toward
diversification. Facility expansion is also notable at
nearly 36.4% overall, led by industrial firms, where
more than half anticipate adding or upgrading real
estate. It's not shown on the chart, but equipment
purchases remain targeted: roughly one-quar-
ter plan to invest in jobsite equipment, while 20%
or more in certain segments expect to add metal
forming, manufacturing, or capital equipment.

The pattern suggests companies are preparing
for growth by scaling people first, then selectively
investing in facilities and specialized equipment.
That's especially optimistic in light of economic
uncertainty and other market at the end of 2025
when this survey was in the field. Davel cites fluctu-
ating steel and aluminum prices caused by global
demand and tariffs. But those are offset for met-
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Chart C13 - Challenges in 2026
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al roofing by rising asphalt shingle prices making
metal roofing more comparable.

One specific piece of good news is what's hap-
ping in Florida where, “There is a growing trend..
where insurance companies are more favorable
toward metal roofing rather than asphalt shingles,”
Davel says. ¢12

Retaining Employees

52.0%

51.9%
50.8%

Material
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Artificial intelligence (Al) stands out as the technol-
ogy most likely to reshape the metal roofing industry,
cited by 59.4% of respondents overall and leading in
every major segment. Design and engineering soft-
ware follows closely at 53.3%, underscoring continued
reliance on digital planning tools. Manufacturing au-
tomation and related software also rank high, each
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approaching or exceeding 45% in several market seg-
ments, particularly industrial and multifamily.

Business management platforms and sales soft-
ware draw moderate interest, especially among
commercial and industrial firms.

Overall, the pattern shows companies prioritiz-
ing digital intelligence and automation to drive
efficiency, productivity, and competitive advan-
tage. That is corroborated by Royden Wagler, di-
rector of sales and marketing, Smartbuild Systems,
who says. “Builders who don’t modernize risk losing
business.”

Labor-related pressures clearly dominate the
2026 landscape. More than half of respondents
doing work in meal roofing cite finding employees
(56.3%) and retaining employees (54.3%) as top
concerns, with roughly 50% also pointing to rising
employee-related expenses. This pattern is con-
sistent from year to year and across all major seg-
ments, particularly in the single-family and multi-
family markets. '3

Material costs remain a significant issue, with
44.9% identifying the cost of materials as a chal-
lenge. Material availability and broader supply

[l Over $50 million

chain issues have eased somewhat compared to
previous years when disruption peaked. Nearly 30%
still flag availability concerns, though, and more
than one-quarter point to ongoing supply chain
complications.

Economic and policy factors also weigh heavily.
Taxes, which in previous years, have been at the
lower end of the challenges spread, are near the
top now with 32.8% saying they see them as a dif-
ficulty in 2026.

Other concerns in previous years, such as infla-
tion, don't make the top cut. One surprising result
is how little respondents are worried about inter-
est rates. Among many of the people we talked to,
almost all cited interest rates as a dampener on
growth. Kenneth D. Simonson, chief economist for
Associated General Contractors says, “Persistent-
ly high interest rates are also likely to deter inves-
tors and force issuers of municipal bonds..to spend
more of the bond proceeds on interest payments,
leaving less for construction.”

Robert Tiffin, national accounts manager, Silver-
cote is more specific. “No significant reduction in
interest rates to inspire/unlock a backlog of orders.”
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SECTION 6
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METAL FORMING
CONSTRUCTION DATA

mong the markets covered in this report, the

rollforming and metal forming area is probably

the one most affected by the Trump adminis-
tration tariff tactics in 2025. For companies in the U.S.
selling machinery, it was a boon. For off-shore com-
panies, it was at best confusing. Still, the market did
wellin 2025, and survey takers are generally optimistic
about 2026.

Metal fabrication employment held relatively
steady, but softened slightly from 2024 to 2025. Av-
erage monthly payrolls dipped from a peak of 1.453
million workers in February 2024 to a projected 1.442
million in Dec 2025, which is a marginal decline of
around 0.2%. The modest pullback suggests cau-
tious hiring as demand for fabricated components
like framing, panels, and roofing systems leveled off.

Characteristics of the Rollforming
and Metal Forming Industry

Survey takers were heavily anchored in residential
work, with 35.9% identifying single-family as their pri-
mary market and nearly 18.8% focused on multifam-
ily. Commercial follows closely, serving as the prima-
ry segment for about 26.6% of firms. Agricultural and
industrial represent smaller core specialties. However,
when looking at all markets served, commercial ris-
es to the top, touching roughly 60.9% of respondents,
followed closely by multifamily and single-family. This
indicates broad diversification beyond primary focus
areas. Industrial participation expands significantly
when considered as a secondary market, while agri-
cultural remains more niche. Overall, the data reflects

Chart C1 - U.S. Fabricated Metal Employment
(in thousands)
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Chart C2 — Market Segments Served by Companies
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The distribution of respondents doing rollforming
work is broad and nationwide, with the strongest
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Respondents are primarily contractors and build-
ers, who make up the clear majority of participants
(35.9%). Designers (26.6%) represent a meaningful

East and South suggests the survey reflects markets
with active construction pipelines and steady de-
mand for building systems that require rollforming

work €3 secondary group while distributors and suppliers
Chart C4 —Role in Construction
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account for a smaller but still notable share. Man-
ufacturers are on par with distributors. Overall, the
mix skews heavily toward firms directly responsi-
ble for project execution and purchasing decisions.
That makes sense since there are, of course, far
more contractors using rollforming machinery than
there are manufacturers making them. c4

Rollforming respondents remain heavily weighted
toward new construction. Nearly 11% report that more
than 90% of their work is new, and another 34.4% gen-
erate 60% to 90% of revenue from new projects. The
largest share—about 45%—falls in the balanced 40%
to 60% range. Fewer than 10% lean primarily toward
remodeling, and none report remodeling as their
dominant activity, underscoring new construction as
the sector’s core market driver. €5

The average job size trended noticeably upward
from 2024 to 2025, signaling a shift toward larg-
er, more complex projects. In 2024, nearly 60% of
respondents reported jobs under $25,000, with
the $10,000 to $25,000 tier dominating. By 2025,

that share fell to roughly one-third. Meanwhile,
midrange work between $25,000 and $100,000
ticked up modestly, and projects above $100,000
nearly doubled, climbing from 23% to about 45%.
The strongest growth occurred in the $100,000 to
$500,000 bracket, indicating companies doing
rollforming work are increasingly capturing high-
er-value commercial and large-scale residential
opportunities. cé

Projected Industry Growth

Industry sentiment among rollforming contrac-
tors declined fractionally from the 2025 survey (re-
flecting 2024) to the 2026 survey (reflecting 2025).
The share of respondents describing conditions as
positive or the same decreased for 2025, and neu-
tral responses edged down as well. This suggests
more respondents are taking a cautious approach
to the market in 2026. ¢7

Negative outlooks increased in this year's survey.

Chart C6 — Average Job Size
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Chart C7 - Sentiment about Contruction Heading into 2026

60%
571%

WAL

50%

MEDIA ilf.

AUTHENTIC
STATISTICS &
CRAPHS

40%

30%

20%

10%

0,
0% Improve

Stay the Same

B 2025 Survey

The shiftisn't dramatic, but it points to weakening con-
fidence, perhaps imposed by unclear tariff situations.
Overall, the tone transitions from cautious stability in
2025 to even more cautious stability in 2026.

Growth expectations among companies doing
rollforming work vary by segment, but the overall
tone is constructive with about 90% of respondents
expecting markets to improve or stay the same. In-
dustrial leads the way, with the largest share (60.3%)
of respondents anticipating a growing market. An-
other third expect the industrial market will stay the
same. Respondents were about even on the other
three markets with just over 50% saying the residen-
tial, agricultural, and commercial markets will im-
prove. €8

While rollforming respondents were least opti-
mistic about the growth of the residential market
(only 52.4% said it would grow in 2026), more of
them expected that market to remain the same
compared to other segments. The result is that roll-
formers’ market views are shaped mainly by their
pessimism. More respondents (11.1%) thought the
commercial market would decline while between
8% and 9% expected the residential and agricultural

10.7% 1.3%

B

Decline

6.5%
1.8%

Unsure

B 2026 Survey

markets to slip. The industrial market, according to
respondents, was least likely to see decline in 2026.

Company Size and
Growth Projections

Regional performance in 2025 shows broadly
positive momentum compared to 2024, though
gains varied by geography. On average, 65.5% of
respondents doing rollforming work reported gross
sales increased year over year in 2025. Among
manufacturers, tariffs may have been a large
contributing factor. Wayne Troyer, sales manager,
Acu-Form, Millersburg, Ohio, says, “Tariffs affected
our business in a positive way. We were seeing a
lot of machines coming over the pond and they
really slowed it down.” c9

New Zealand-based Howick Ltd. makes rollform-
ing machines and faced the opposite problem.
Cindy Posimani, head of global marketing and
export, says, “The U.S. is our biggest market, and
tariffs on U.S. imports have impacted not only the
US manufacturing companies, but also our po-
tential customer base. The frequent, unpredict-
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Chart C8 - 2026 Growth Sentiment by Market Segment
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able changes in tariff policy created uncertainty
amongst our customers and potential buyers and
made it harder for us to supply quotations. US cus-
tomers prefer shipments to be Delivered Duty Paid
(DDP), where the seller assumes all costs until de-
livery to destination. This has become unviable for
us as it is almost impossible to estimate the tariff
costs. We are now supplying on Delivery at Place
(DAP) or Cost Insurance Freight (CIF) where the
seller assumes all costs, including tariffs.”

Looking at the regions where the companies do-
ing rollforming performed best, we see the South
posted the strongest showing, with the largest
concentration of respondents (35.3%) reporting
significant growth and comparatively few indi-
cating flat or declining sales. When looking at to-

tal growth, though, 73.7% of companies in the East
reported 2025 increases, which was significantly
more than the other regions. The Midwest com-
panies were least likely to report growth over 25%
and most likely (13.3%) to say 2025 gross sales de-
clined. Companies doing rollforming based in the
West were least likely to say 2025 sales slipped
(91%) but all of them reporting declines said the
decline was significant.

Companies engaged in rollforming activity re-
ported healthy growth in 2025, with 59.3% of firms
experiencing year-over-year growth in 2025. Of
that, almost a quarter reported significant growth
of over 25%. Looking ahead to 2026, expectations
tilt even more optimistic. Far more companies
(46%) expect moderate growth (less than 25%) in

Chart C10 - 2025 Sales Growth Compared to 2026 Projections
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2026 compared to 2025, and that offsets the slight
decline in respondents in rollforming who thought
their firms would perform significantly better in
2026. c10

About the same percentage of respondents
(17%) expected a decline in 2026 as reported one
in 2025, but the decline has shifted to the be more
modest. No respondents thought their business in
rollforming would decline significantly in 2026.

Future Opportunities and Challenges

Expansion plans vary meaningfully by market fo-
cus. Respondents serving multifamily are slightly more
growth-oriented than those in the industrial segment,
with more than 90% saying they had plans to expand
either next year or sometime in the future. Those work-
ing in the industrial segment, though, were more like-
ly to have more imminent plans for expansion. Nearly
60% say they will expand operations in 2026. 11

As with other niches in this report, the respondents
doing work in the agricultural segment were more

pessimistic. Nearly a quarter said they had no ex-
pansion plans. Tariffs have hit the agricultural sec-
tor hard—especially soybean farmers. It's no sur-
prise that rollforming activity would not be as robust
in this market as elsewhere and caution toward ex-
pansion would be the rule of the day.

Single-family companies (80%) were as likely to
have expansion plans as any, but the multifamily
respondents, but they were least likely to look for ex-
pansion in 2026. That may be attributed to the un-
certainty about interest rates, especially in the first
quarter of the year.

Rollforming respondents’ 2026 investment plans
concentrate on seven primary resource categories,
led by workforce expansion. The strongest empha-
sis is on adding support personnel (65.4%), which
firms need to fulfil demand and actively pursue
new business. Combined with the focus on adding
jobsite personnel, the results reflect expectations
for higher job volume and larger projects as well as
addressing needs caused by the long-term skilled
labor shortage. Close behind are investments in

Chart C11 - Expansion Plans

60%

58.6%

50%

47.2%

42.9%
44.4%
42.9%

40%

Single-Family Residential Multifamily

Agricultural

Industrial

Commercial

SPONSORED BY

ALY

swimachinery.com
770-766-0880

METALFORMING

metalforming-usa.com
770-631-0002

AkzoNobel

coilcoatings.akzonobel.com

ASCO

machines ™

unitedsteelsupply.com
512-263-0954

EMAIL:
coilcoatings.akzonobel.com
/us/contact-us

asco-machines.com
217-955-ASCO



SECTION 6: ROLLFORMING AND METAL FORMING CONSTRUCTION DATA 91

Chart C12 - Plans to Add Resources
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new products or building types (43.6%), indicating a
need for diversifying revenue streams. €12

Add to those strategies the interest in investing in
real estate of facilities, and you have a picture of a
very expansion-oriented industry that is prepared to
invest capital to achieve growth. Collectively, the top
seven priorities underscore a balanced strategy: scale
labor and equipment, then reinforce infrastructure
and market reach to sustain projected growth.

Overwhelmingly, respondents doing rollforming
work view new products and technology as a posi-
tive force heading into 2026. About half (48.5%) ex-
pect artificial intelligence (Al) to impact their busi-
nesses, suggesting a desire to achieve gains in

Real Estate and Manufacturing Metal Forming
Facilities Equipment Equipment

efficiency, quality, and competitiveness rather than
wholesale disruption. Since Al is now integrated into
design and engineering software, manufacturing
software, and business management software, the
influence of Al is much greater than the response
from survey takers would immediately suggest.
Royden Wagler, director of sales and marketing,
SmartBuild Systems, cautions, “Al has not proven yet
to be as valuable as many expected it to be.” €13
The results among companies doing rollforming
create a picture of operational efficiency with the
expectation of improved productivity through up-
graded software and automation. That can reduce
labor strain, especially in a time of a labor short-

Chart C13 — Top Five New Products or Technology Impact
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Chart C14 — Challenges in 2026
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age. Close behind is enhanced precision and qual-
ity control, driven by better equipment calibration
and digital integration.

Another major impact centers on workflow op-
timization, particularly through estimating, sched-
uling, and production management software that
reduces errors and shortens lead times.

At the top of the list of challenges facing respon-
dents doing rollforming work into 2026 are issues sur-
rounding labor and cost control. Finding skilled pro-
duction and installation workers remains the most
frequently cited concern (53.7%), reflecting ongoing
workforce shortages and rising wage pressure. Near-
ly as important as finding employees is keeping the
ones companies have. About 44% of survey takers say
that is a challenge they'll face in 2026. Part of the rea-
son could be rising labor costs, which 38.4% cite as a
challenge. c14

Kenneth D. Simonson, chief economist, Associat-
ed General Contractors reports that the organiza-
tion’s 2026 AGC of America/Sage Construction Hiring
and Business outlook Survey indicated specific issues
among contractors arose as challenges. “Worries

38.4%

136.9%_

about labor quality, costs, and availability,” he says,
“were cited as major concerns by a majority of re-
spondents.”

Material costs, which was the number one concern
in last year’s survey, rank among the top challenges
as well. Economic uncertainty rounds out the upper
tier of concerns, as respondents weigh interest rates
and concern about taxes and tax policy. The tax issue
is tied to a worry about domestic policy. In this time of
political upheaval, it isn't surprising response made it
to the top of the list. What is surprising is rather that it
doesn't rank higher.

Collectively, these top seven issues underscore a
common theme: respondents expect demand to per-
sist, but profitability will depend on controlling costs,
securing labor, and navigating an increasingly com-
petitive and regulated environment.

One major challenge that companies engaged in
roliforming work faced in the recent past were mate-
rial availability and supply chain disruptions. Those, of
course, lead to material costs increasing. Those issues
haven't disappeared entirely, and Troyer says, “One of
the challenges we'll face in 2026 is long lead times.”

SPONSORED BY

ALY

AkzoNobel

coilcoatings.akzonobel.com

ASCO

machines ™

acuformequipment.com
330-674-4003

swimachinery.com
770-766-0880

METALFORMING

metalforming-usa.com
770-631-0002

unitedsteelsupply.com
512-263-0954

EMAIL:
coilcoatings.akzonobel.com
/us/contact-us

asco-machines.com
217-955-ASCO




SECTION 7

GARAGE, SHED
AND CARPORT
CONSTRUCTION DATA

[ SHIELD |
WALL

MEDIA LLC

AUTHENTIC
STATISTICS &
_GRAPHS

SPONSORED BY

Rolforming | VGG | rwebouonez | BEh. | ELAIN

rollformingmagazine.com readmetalroofing.com framebuildingnews.com ruralbuilder.com shieldwallmedia.com
715-252-6360 715-252-6360 715-252-6360 715-252-6360 715-252-6360




94 CSIANNUAL

SECTION 7

GARAGE, SHED
AND CARPORT

CONSTRUCTION DATA

he garage, shed, and carport segment rep-
resents a specialized but resilient niche with-
in the broader construction industry, focused
primarily on accessory and small-structure build-
ings. It is heavily residential in orientation, driven by
homeowner demand for storage, hobby space, and
vehicle protection, yet it maintains meaningful ties

to agricultural and light commercial work. The mar-
ket is largely contractor-led and skewed toward new
construction rather than remodeling. While histori-
cally associated with smaller projects, the segment
is showing signs of maturation, with rising job sizes,
growing interest in productivity-enhancing technol-
ogy, and cautious but deliberate expansion plans.

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

Survey respondents who identify garage, shed,
and carport construction as their primary business
show a strong concentration in residential work
(48.3%), but they still maintain a measurable pres-
ence in agricultural (13.8%) and commercial (19%)
markets. In contrast, firms that are engaged in this
segment, but not as a primary part of their business,
demonstrate a less sharp residential focus, with a
smaller share of their revenue tied directly to home-
owner-driven projects. C1

The primary group appears less diversified, with
comparatively lower participation in industrial ap-
plications. Meanwhile, companies for whom this
product line is a mix in other revenue streams tend
to leverage broader capabilities, allowing them to
capture incremental work in agricultural and small
commercial segments. Overall, exclusivity cor-
relates with tighter residential specialization and
less market diversification. c2

Respondents are well represented in the South
(32.8%), which holds the largest regional share of re-
spondents, followed by the Midwest and East at 25.9%
each. The West holds a smaller but notable portion.

Chart C2 - Location
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Chart C4 - Percentage of New Construction vs. Remodel
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Overall, participation aligns with regions where rural
land use and lower-density housing support strong
demand for accessory structures. €3

Most garage, shed, and carport respondents
identify primarily as builders or contractors, ac-
counting for more than half (51.7%) of survey takers.
Designers make up roughly a quarter, while material
dealers and distributors represent a smaller share.

40-60% New

AUTHENTIC
STATISTICS &

10-40% New Less than 10% New

Manufacturers comprise about one in ten respon-
dents, with only a handful selecting other roles, indi-
cating a contractor-driven audience. ¢4
Companies engaged in garage, shed, and car-
port construction lean strongly toward new con-
struction. About half say at least 60% of their work
is new builds, while 14.3% get more than 90% of their
work from new projects. Only 11.6% of respondents

Chart C5 - Average Job Size
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say they get more remodeling work than they do
new construction. ¢5

Average job sizes shifted noticeably upward year
over year. In 2025, smaller projects dominated, with
about two-thirds of respondents reporting aver-
age jobs under $25,000 and fewer than one in five
exceeding $100,000. By 2026, that mix flipped: the
under-$25,000 share dropped to under half, while
projects above $100,000 more than doubled, led by
strong growth in the $100,000 to $500,000 range.
The largest tiers, including jobs over $1 million, also
ticked up. Overall, the data signals a clear move to-
ward larger, higher-value garage, shed, and carport
projects. cé

Projected Industry Growth

A lot of companies engaged in garage, shed, and

carport construction offer financing because many
of their customers demand it. Having the product
and financing in one package, such as purchasing
a new car at a dealership, makes sales easier 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 inflation that occurred
afterward, can constrain the growth of companies.

Affordability remained the central challenge.
Home prices proved more resilient than many
analysts expected, supported by limited exist-
ing-home inventory as millions of homeowners
held onto ultra-low mortgage rates. Higher bor-
rowing costs, combined with still-elevated prices
and rising insurance and property tax burdens,
kept monthly payments near record highs rela-

Chart C6 — Mortgage Rates
(Jan. 2024 throuah Dec. 2025)
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tive to incomes. First-time buyers were particularly
constrained.

Optimism about the overall construction industry
in 2026 declined slightly compared to 2025 among
companies engaged in garage, shed, and car-
port construction. Views were more cautious, with
a sizable share describing conditions as flat and a
meaningful minority expressing negative expecta-
tions.

Respondents to last year’s survey reported the bal-
ance was more positive, with 40% rating the general
construction outlook as improving and 31.4% expect-
ing the economic conditions in construction to re-
main the same in 2025. However, more survey takers,
(27.3%) thought the market would decrease in 2026
as opposed to those from last year's survey. The 2024
respondents who anticipated a poorer year in 2025
were about 21.4% of the respondents, which is signifi-

Chart C7 - Sentiment about the Contruction in 2025
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cantly less pessimistic than this year’s respondents.

In the 2026 survey, fewer survey takers were uncer-
tain about what would happen in 2026, indicating a
more entrenched view of the economic conditions.
The overall tone moved from mostly optimistic to
guardedly cautious, suggesting declining confi-
dence in demand and project pipelines in the face of
broad economic headwinds including low consumer
confidence and continued elevated interest rates. cs

Attitudes toward growth in 2026 among garage,
shed, and carport respondents varied by market seg-
ment, but most categories showed net positive mo-
mentum. Industrial work led the way, with 85.5% of re-
spondents expecting that market to improve or stay
the same. Trailing slightly was the attitude toward
growth in the agricultural market, where 83.6% of sur-
vey takers expected an improving or flat market. The
residential and commercial segments posted nearly
identical expectations of growth, but there was more
pessimism about growth in the residential market
with 23.6% of respondents saying that market would

decline in 2026. About one in five respondents expect-

ed the commercial market to dip.

Companies engaged in garage, shed, and carport
construction were significantly divided about pros-
pects for the residential industry. More respondents
expected growth in 2026 than in any other segment,
but more respondents also expected a decline than
any other segment. Very few, in comparison, antici-

pated a flat market.

The data points to a market anchored by indus-
trial market strength, supplemented by steady
agricultural and selective commercial activity, as
operators navigated higher borrowing costs and
broader economic uncertainty.

Company Size and
Growth Projections

The sales performance in 2025 of companies en-
gaged in garage, shed, and carport construction can
be reported as generally positive, though results var-

Chart C9 — 2025 Gross Sales Compared to 2024 by Market Segment
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ied by segment. Across the board, about half of the re-
spondents in four segments—single-family residential,
multifamily, agricultural, and industrial—say their busi-
nesses grew. There was even consistency in whether
the growth was significant (greater than 25%) or in-
cremental. About 13% of respondents report significant
growth and about a third report smaller growth. 2

On the downside, about a fifth of companies in the
same segments report 2025 gross sales declined
year over year, although companies serving the
multifamily market say the decline was only about
17%.

Sometimes, it matters where companies are lo-
cated, but not always. Todd Carlson, president,
AJ Manufacturing, Bloomer, Wis., says, “There was
growth in nearly all sectors of building types and
geographies in 2025 compared to 2024."

Respondents in the commercial segment tell a
different story. Only 35.3% of them report increas-
es in gross sales in 2025 compared to 2024, and
nearly 30% report a decline. Most of those report-
ing lower sales (18.2%) say it was not significant.
Overall, the data reflects broad-based improve-
ment, led by residential demand and supported by
steady rural activity. €10

Looking toward 2026, respondents in the garage,
shed, and carport industry projected growth from
2025 across the multifamily, agricultural, and in-
dustrial segments, with about 60% of respondents
saying they expect to increase sales in 2026. But
compared to how they reported growth in 2025, all
of them are far more cautious. For the other two
segments—single-family residential and commer-
cial—fewer than half of the respondents were opti-
mistic about growth next year.

But even among those looking to grow, fewer
than 5% of respondents said the growth would be
greater than 25%. That's a very cautious outlook.
The optimism is tempered by the concern about
declining fortunes. About one in five respondents in
this industry say they expect to see year-over-year
reductions in sales. In the commercial market seg-
ment, that jumps to a quarter of all respondents.

Respondents in other niches that sales will re-
main the same. Not so here. Among companies
doing garage, shed, and carport construction,

32.4% of respondents in the commercial segment
expected a flat year. In single-family residential,
it was 30.8%. But the other segments were signifi-
cantly lower with around 20% or less seeing a year
of no growth.

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
companies — were unlikely to have plans to expand
their businesses this year. However, 51.9% in sin-
gle-family residential had no plans to expand their
businesses in 2025 or even beyond c11

Expansion plans among garage, shed, and carport
respondents are measured but generally positive.
Single-family residential firms were the least likely
to report expansion plans for 2026 (21.1%) and the
most likely to have no plans in the hopper (44.7%).
Matching the pattern established in the overall
construction industry sentiment and expectations
for growth areas, commercial companies join the
single-family respondents in holding their powder
on expansion. This is more confirmation of the low-
er optimism respondents in these segments have
about 2026. Interestingly, the agricultural niche is
split in thirds between planning expansion in 2026,
planning it for later, and having no plans to expand
at all.

Companies serving the industrial market were more
robust in their expectations about expanding opera-
tions. A caution about that response, though, since
only 1.7% of survey takers said this was their primary
market. €12

Companies engaged in garage, shed, and carport
construction plan to add resources in 2026 primarily
through workforce expansion and equipment invest-
ment. The most common additions center on hiring
support labor, with more than half of survey takers
saying they are looking to bolster back office oper-
ations. That coincides with an overall effort to grow
through addition of new products or building types
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Chart C10 - 2026 Projected Gross Sales
Compared to 2025 by Market Segment
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Chart C12 - Plans to Add Resources
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(39.7%), adding facilities (36.6%), and investing in
equipment.

The addition of support employees (53.1%) and
field crews (34%) will be required to meet the growth
demands from adding new products or increased
project volume in existing product lines. Overall, the
data reflects cautious but deliberate growth strat-
egies, with companies prioritizing people and in-
vesting capital in productivity-enhancing assets to
position themselves for increased demand in 2026
and beyond. €13

New technology is expected to play a meaning-
ful role going forward among companies engaged
in garage, shed, and carport construction, led by
strong interest (47.6%) in artificial intelligence (Al).
In addition, can improve estimating accuracy, sales
forecasting, and customer engagement, making it

one of the most influential emerging tools. Manu-
facturing automation (41%) and broader automa-
tion to save labor (31.2%) also rank high, reflecting
ongoing pressure to improve productivity amid
workforce constraints.

Business management and sales software re-
main central to operational efficiency, with many
firms viewing upgrades as essential to scaling op-
erations. Manufacturing software similarly stands
out as companies look to streamline production
workflows and reduce waste. Design and engineer-
ing software continues to gain traction, helping
firms deliver faster turnarounds and more custom-
ized solutions.

While 3D printing ranks below the others, it still
appears among the top technologies, signaling cu-
riosity about its long-term potential. This is the only

Chart C13 — Top Five New Products or Technology Impact
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Chart C14 - Challenges in 2026
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niche in the CSI report where 3D printing was one
of the top seven selected options. Overall, respon-
dents anticipate technology will enhance efficien-
cy, offset labor challenges, and sharpen competi-
tive positioning. c14

2026 will be shaped largely by cost pressures and
workforce constraints, according to respondents
engaged in garage, shed, and carport construction.
The cost of materials ranks as the leading concern
(54.5%), reflecting continued volatility and limited
pricing relief. Inflation (42.1%) remains closely tied
to that issue, influencing not only materials but also
overhead and customer purchasing power.

Labor challenges are equally prominent. Re-
taining existing staff (44.6%) and finding qualified
employees (44.2%) both rank near the top, under-
scoring persistent workforce shortages. Rising em-
ployee-related expenses—such as wages, ben-
efits, and insurance—compound those concerns,

43.8%

421%

Inflation Energy and Domestic | Rising Employee
Transportation | Politics and Related
Costs Policy Expenses

squeezing margins even as firms attempt to stay
competitive in hiring.

Taxes (43.8%) and domestic politics and policy
(38.8%) also appear among the most cited chal-
lenges, signaling unease about regulatory chang-
es, compliance burdens, and potential shifts in
fiscal policy. Meanwhile, the cost of energy and
transportation ( 41.4%) remains a significant oper-
ational hurdle, affecting delivery, fuel, and logistics
expenses.

Collectively, the top concerns point to an envi-
ronment where managing costs and securing reli-
able labor will be critical to maintaining profitability
in 2026. Putting that in a larger context, Mike Green,
vice president of sales and marketing, Leland In-
dustries, says, “Our largest challenge for 2026 will
be navigating the new economic landscape and
developing new opportunities amidst the uncer-
tainties that face most businesses.”

SPONSORED BY

R5SHNG

MAGAZINE
readmetalroofing.com
715-252-6360

Roliforming

715-252-6360

FRAMEBUILDINGZ

framebuildingnews.com
715-252-6360

Rural PLAIN
Builder BUILDER
ruralbuilder.com

715-252-6360 715-252-6360

shieldwallmedia.com



Build faster, smarter, and
more profitably with steel
framing automation

P e Y
LR i s v
AL O e T ] '

Put framing automation to work for
faster builds and stronger margins.

Deliver faster timelines, higher precision, and
better cost control with cold formed steel
components that assemble with ease.

Howick roll-forming automation transforms steel
coil into complete, ready-to-assemble framing

- cut to length with holes, notches and service
openings all pre-punched. No onsite measuring or
cutting means faster crews, straighter builds and
more reliable timelines.

Revolutionize your construction
business. Talk to our team today.

HOWICK

SHAPING THE WORLD OF CONSTRUCTION

Light Steel Framing Automation
Visit www.howickltd.com
or call +1 412 526 5717 /




SECTION 8

COLD-FORMED
METAL BUILDINGS
CONSTRUCTION DATA

[ SHIELD |
WALL
MEDIA LLC
PSS

AUTHENTIC
STATISTICS &
_GRAPHS

SPONSORED BY

Rolforming | HOWICK | ety

rollformingmagazine.com howickltd.com metalbuildermagazine.com
715-252-6360 412-526-5717 715-252-6360




106 CSIANNUAL

SECTION 8

COLD-FORMED METAL BUILDINGS
CONSTRUCTION DATA

ity, and material efficiency, cold-formed metal

buildings continue to gain traction in cost-sen-
sitive and schedule-driven projects. Used across the
broader construction sector, these buildings serve
residential, commercial, agricultural, and light indus-
trial needs. Demand is supported by ongoing inter-
est in durable, low-maintenance building solutions,
while advances in engineering, prefabrication, and
digital design tools are helping manufacturers and
contractors deliver larger, more sophisticated struc-
tures competitively.

K nown for speed of construction, design flexibil-

Characteristics of the Cold-formed
Metal Buildings Industry

Companies engaged in cold-formed metal build-
ing remain heavily concentrated in residential and
commercial work. Multifamily (64.6%) leads the mix
when considering all markets served, followed closely
by single-family residential (55.7%) and commercial
construction (55.7%), indicating broad participation
across mainstream building sectors. Industrial (40.5%)

and agricultural (36.7%) projects trail but still repre-
sent meaningful secondary opportunities, suggesting
diversification beyond core housing and commercial
demand. €1

When asked to identify their primary focus, re-
spondents to the CSI survey most often cited sin-
gle-family residential (35.4%), with multifamily and
commercial also prominent. Overall, the data shows
companies engaged in metal buildings are an-
chored in residential construction but supported by
a healthy spread into commercial and niche seg-
ments, reflecting both specialization and strategic
diversification. c2

Metal building respondents are broadly distribut-
ed across the United States, with the South (30.4%)
representing the largest share of participants. The
Midwest (25.3%) follows as the second-largest con-
centration, with the West (22.8%) and East (20.3%)
also posting solid representation. Very few firms re-
port operating nationwide participated in the sur-
vey, and none based in Canada. Overall, the region-
al mix shows the strongest activity clustered in the
South and Midwest, indicating where metal building
work is currently most concentrated. 3

Chart C1 — Market Segments Served
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Respondents who say they engage in cold-formed
metal building construction are primarily contractors
(43%), representing the clear majority of participants
in the survey. Manufacturers make up the smallest
group (6.3%), while designers (30.4%) and distribu-
tors (20.3%) account for the remainder. The mix indi-

West

Midwest

cates the survey results are strongly weighted toward
firms directly involved in project execution rather than
product supply or design services. ¢4

Survey takers doing metal building tilt strong-
ly toward new construction activity. More than half
(53.2%) say at least 60% of their work is new con-

Chart C3 — Role in Construction Process
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Chart C4 - Percentage of New Construction vs. Remodel
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struction and the largest share indicate that 40%
to 60% of their work is new. That's followed closely
by the 35.4% who report 60% to 90%. A meaningful
segment (17.7%) also perform more than 90% new
work. Only a small minority falls in the 10% to 40%
range, and none reported doing almost exclusively
remodeling work. Overall, the results show the sec-
tor is heavily driven by new builds, with remodeling
playing a comparatively limited role. ¢5

The average job size among companies doing
metal building shifted notably upward from 2024 to
2025. The share of smaller projects (under $25,000)
fell sharply, while larger work expanded. Most no-
tably, the $100,000 to $500,000 range became the
dominant category in 2025, and the portion of firms
reporting jobs over $100,000 grew to a majority

40-60% New

40.5%

AUTHENTIC
STATISTICS &
CRAPHS

6.3%
|
10-40% New

0.0%

Less than 10% New

(51.9%). Smaller-ticket work lost ground across mul-
tiple brackets. Overall, the data indicates a clear
move toward larger, higher-value projects in the
metal building segment year over year.

Projected Industry Growth

Metal building respondents expressed a generally
more positive outlook for 2026 than respondents in
last year’s survey did about 2025. A majority (54%)
expect industry conditions to improve in 2026, rep-
resenting the dominant sentiment by a wide mar-
gin. Last year, only 40% looked for improvement in
the coming year. cé

Roughly three in ten believe conditions will stay
the same, which is comparable to last year and in-
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Chart C5 — Average Job Size
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Chart C6 — Sentiment About Construction Industry in 2026
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dicates a meaningful but secondary level of cau-
tion. Only a small minority anticipate a decline, and
very few are unsure. Optimism clearly outweighs
concern. Overall, the data points to guarded confi-
dence among companies engaged in metal build-
ing, with most expecting forward momentum but
some remaining watchful about market stability. c7

In keeping with the good feelings about the over-
all construction industry among companies en-
gaged in metal building, optimism abounds about
growth in each of the market segments. The resi-
dential (61%) and industrial (58.4%) markets lead
the way, where the largest shares expect conditions
to improve in 2026. But agricultural and commercial
markets are just a tick behind.

Three segments show strong positive momen-
tum with relatively few respondents (less than 10%)
predicting decline. The commercial segment is the
most cautious with 52% expecting improvement but

16.9% anticipating the market will shrink. In all seg-
ments roughly a third of respondents expected 2026
to remain flat compared to 2025. Overall, respon-
dents see residential, agricultural, and industrial as
the primary growth engines, while the commercial
market is expected to deliver a steadier, more mea-
sured performance in the year ahead. c8

According to data from the U.S. Bureau of Labor
Statistics, the cold-rolled steel production price in-
dex showed moderation from 2024 into 2025, fol-
lowing earlier volatility. Prices eased during parts of
2024 before stabilizing and posting modest move-
ment in 2025 rather than sharp swings. The overall
trend suggests a cooling from peak pricing levels
and a transition toward greater price stability.

For the construction industry, this moderation
helps improve cost predictability for metal building
components such as framing. While prices remain
elevated compared with pre-pandemic norms, re-

Chart C8 — Cold-rolled Steel Producer Index
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Chart C9 — 2025 Gross Sales Compared to 2024 by Market Segment
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duced volatility supports more accurate bidding,
tighter margin control, and improved confidence in
project planning and contract execution.

Company Size and Growth Projections

Sales growth from 2024 to 2025 among metal
building respondents varied somewhat by market
segment. Single-family residential posted the stron-
gest performance, with the largest share (65.9%) of
firms reporting sales increases and comparatively
few (6.8%) indicating declines. Companies engaged
in metal building construction who work in the com-
mercial segment were most likely to report year-
over-year declines in 2025, with 15.9% saying sales
were down and just over 3% reporting the drop was
significant. c9

Agricultural sales were more moderate, with a no-
ticeable portion reporting steady results rather than
significant gains. The industrial market reflected a
tempered outcome. A comparatively high percent-
age of respondents (12.5%) said sales declined, but
this segment had the highest percentage who re-
ported significant growth with 28.1% of respondents

saying sales were up more than 25%. Across all mar-
kets, however, firms reporting growth outnumbered
those reporting contraction.

One of the impacts on sales growth (and profit-
ability) was the implementation of tariffs, which was
a double-edged sword. Don Allen executive director
for the Steel Framing Industry Association (SFIA) says,
“Tariffs affected our members both positively and
negatively. On the positive side, they helped protect
domestic steel mills and the markets they serve. The
negative is: tariffs increased prices for all our mem-
bers, reducing profits and making steel less competi-
tive against wood and concrete in several markets.” €10

Projected sales growth from 2025 to 2026 among
companies engaged in metal building shows
strengthening expectations across most market seg-
ments. Residential again leads, with the largest share
of respondents forecasting increases and only a small
minority anticipating declines. Among residential, re-
spondents doing multifamily work were the most op-
timistic about 2026 with 78% of them saying sales will
increase. Companies in the single-family market also
anticipate increased sales and were the most likely
(27.3%) to see a significant jump in sales.
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Chart C10 - 2026 Projected Gross Sales Compared to 2025 by Market Segment
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Again, companies working in the commercial
segment were most likely to anticipate declines,
with 9.1% of them saying 2026 sales will drop com-
pared to 2025. No respondents in any segment think
sales in 2026 will decrease significantly, though.

Agricultural optimism is more measured, with
many respondents predicting flat results and a
smaller—but still notable—group expecting growth.
Respondents working in commercial construction
reflect a similar caution as those in agricultural.
Across all four segments, those expecting growth
outnumber those predicting contraction. On aver-
age, 69.7% of respondents thought sales would in-
crease in 2026, and 22.4% of them thought the in-
crease would be significant.

Overall, respondents anticipate 2026 will bring
continued growth,, led primarily by the residential
markets, while agricultural and industrial segments
are expected to advance at a steadier pace.

Cost pressures will create a more competitive en-
vironment, though. Robert Tiffin, national accounts
manager for Silvercote explains, “A handful of cus-
tomers realized that market share will be the only
curve available for respective growth in 2026. Not
everyone can grow market share. Someone has to
lose.” C11

Future Opportunities and Challenges

Expansion plans among metal building respon-
dents are most aggressive in the residential—both
single-family and multifamily—and industrial seg-

ments. In both markets, the largest share of firms
report plans to expand in 2026, with fewer indicat-
ing they will delay expansion. Only a small number
report no plans to expand. Companies working in
the multifamily segment, in particular, indicate lit-
tle interest in holding off expansion plans, with only
6.1% reporting such.

Expansion among companies serving the agri-
cultural segment are more modest, with a sizeable
portion (17.9%) not having any plans on the books,
but a healthy contingent (42.9%) looking to expand
operations in 2026. Respondents in commercial
construction show the most conservative posture,
with only 37.2% expecting to expand in 2026 and
18.6%—the highest segment—having no expansion
plans now or in the future. Across all segments,
firms planning to expand far outnumber those with
no plans. Overall, the data reflects growth-oriented
strategies concentrated in residential and industri-
al work, while agricultural and commercial markets
are positioned for steadier, more measured devel-
opmentin 2026. c12

When we asked companies engaged in metal
building what resources they think they will add in
2026, labor led the list by a clear margin. The larg-
est share of respondents indicated plans to hire
additional support employees (67.1%), reflecting
confidence in continued project volume and bol-
stering their plans to expand, as discussed above.
Adding field employees—the constant need in the
construction industry—was identified by 48.7% of re-
spondents, placing it second on the list just above
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Chart C11 - Expansion Plans
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Chart C13 - Top Seven New Products or Technology Impact
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adding real estate or facilities. EquipmOent pur-
chases rounded out the top seven selections for re-
sources to add in 2026. Metal forming equipment,
jobsite equipment, and material handling equip-
ment all support the efficiency and productivity of
workers in the field.

Overall, the companies are in a growth-orient-
ed posture heading into 2026, centered primarily
on expanding workforce capacity and upgrading
equipment to sustain higher levels of production.

New technology and products are expected to play
a significant role in shaping metal building opera-
tions, with artificial intelligence (Al) emerging as one
of the most impactful developments. A large share
of respondents (57.6%) anticipate Al influencing op-
erations, which could be anything from estimating
to scheduling to cost control. Business management
and sales software also rank high, reflecting strong

Manufacturing Design and Structural Material |  Drone or Other
Software Engineering Products Imagery
Software

interest in tools that streamline customer manage-
ment, quoting, and financial oversight. €13

Manufacturing automation stands out as another
major influence, signaling continued investment in
labor-saving production systems. Closely related,
manufacturing software is viewed as a key driver of
efficiency, helping firms better manage workflows,
inventory, and production timelines. Design and en-
gineering software also scores prominently, under-
scoring the importance of precision modeling and
faster turnaround in increasingly complex projects.

Among product innovations, structural materi-
al products rank in the top tier. Advancements in
framing systems and metal components are ex-
pected to meaningfully affect project performance
and competitiveness.

Overall, the leading technologies cluster around
automation, digital management, and advanced
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Chart C14 - Challenges in 2026
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materials—pointing to an industry focused on pro-
ductivity gains, tighter coordination, and improved
performance in 2026. c14

The impact of those products and technology
will face headwinds as workforce pressures are the
most significant challenge for metal building re-
spondents heading into 2026. Finding employees
ranks at the top (52.3%). Closely tied to that con-
cern are rising employee-related expenses (52.1%)
as wages, benefits, and insurance costs continue to
climb. Retaining employees (49.8%) also ranks high,
underscoring ongoing competition for experienced
workers and the risk of turnover disrupting project
schedules.

SFIA executive director, Don Allen, ties together
technology and the labor shortage with technol-
ogy helping to make construction jobs look more
attractive to young people. “Implementing new
construction technology faster is another issue we
are working with other associations on,” he says.
“Using tech to help relieve labor shortages and

Material Taxes Cost of Material
Costs Energy and Availability
Transportation

material cost issues.”

Beyond labor, cost pressures remain promi-
nent. The cost of materials (44.9%) is among the
top concerns, reflecting continued sensitivity to
steel and related input pricing. Material availabil-
ity (30.8%) also appears in the top tier, indicating
that while supply chains have improved, reliability
remains a watch point for many firms.

Operational expenses round out the leading
challenges. The cost of energy and transportation
is a significant concern, affecting both production
and delivery. Taxes also rank within the top seven,
signaling broader worries about regulatory and fi-
nancial burdens. Overall, the data shows a sector
grappling primarily with labor constraints and cost
control.

It's a little surprising that interest rates did not
rise to the top of this list. As Tiffin at Silvercote,
says. “There have been no significant reduction
in interest rates to inspire or unlock a backlog of
metal building projects.”
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