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2010 ARMA/CMEC
Beyond the Printed Page
Proposal

Including

Low Slope Commercial Roofing Systems

Steep Slope Residential Shingles

ARMA News and Activities

Prepared by the Communications, Marketing and Education Committee
(CMEC) of the Asphalt Roofing Manufacturers Association (ARMA)
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Overview: The Changing Face 
of ARMA Communications

To effectively promote asphalt roofing, ARMA must
keep pace with what’s become the “new normal”
vehicles of communication.

Current challenges ARMA members face:

1) Evolving media: Beyond the Printed Page

2) Evolving issues: Why Asphalt?

3) Evolving audience: Reaching/influencing decision-
makers
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Why Asphalt?  Low-sloped Messaging

New trends and issues offer ample story angles…

• Applications (versatile mod bits, vegetative roofs, solar)

• Technologies (reflective, cold applied)

• Regulations (wind, fumes, gravel, solar index, insulation)

• Priorities (green, environmental, recyclable, sustainability)

… all underscoring advantages of asphalt

• Long life     • Reliability     • Maintenance 

• Problem free installation  • Energy efficiency

and

• marketing asphalts roofing’s multi-ply performance, durability, and adaptability

by aggressively implementing new media tactics
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Steep Slope Messaging 

• Why Asphalt Shingles?

– Versatility, Longevity, Durability, Aesthetics , & 

Affordability

– Metal’s Sharp Edge

• Solar and Asphalt Shingle Roofs

• White Lies: Myths of White Roofing

• Rid Your Roof of Algae

• Breath Easy:  Proper Ventilation for Steep Sloped Roofs

• Hurricane, storm, seasonal crisis preparedness/outreach



Low and Steep Priority Messaging Issues

• Sustainability and Green Messaging
– Shingle Recycling
– Life Cycle

• Cool Roofing
– Op-Ed Pieces
– Challenging the Science
– Whole Building Envelop Approach
– Trade Offs and Using the Calculators

• Fast Facts about Roofs
– History of Asphalt Roofing
– Cleaning Algae
– Reflectivity Tax Rebates
– Solar photovoltaic
– Fumes
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Overview: Overarching 
Objectives for 2010

• Introduce asphalt roofing to a new generation

• Raise awareness to asphalt roofing in a noisy marketplace

• Clarify the features and benefits of asphalt roofing

• Debunk myths about asphalt roofing

• Showcase the versatility of asphalt roofing

• Demonstrate the competitive advantage of asphalt roofing

• Build perception of asphalt roofing as a sustainable material
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Challenge #1:  Evolving Media

NOW:  Leverage ―new media‖ to achieve goals

Media:  Migrating content online

Audience demands:

• Relevant, practical info, educational content

• Interactivity

• Quick answers

• Searchable content and links

• Electronically delivered communications

Media Tactics

THEN:  Feature articles in core roofing trade publications
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Challenge #1:  Evolving Media

The E-dialogue begins with a strategic change of 
message delivery through:

• Integrated newsletters / email lists

• Continuing educational credits, online component

• Brochures, fact sheets: updated, online, downloadable

• Webinars (Live/Recorded)

• Podcasts

• Streaming video
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Challenge #1:  Evolving Media

Promote the e-dialogue in the mainstream:

• Wire service: increase distribution, reach

• Interactive news releases: video/digital components

• News engine: generate constant visibility, ONLINE
— news, features, op-eds, mat releases, calendar listings

• Media go-to: ARMA experts as resource

• Strategic alliances: CSR initiatives, footage swaps, etc.
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Challenge #2:  Evolving Issues

Additional Opportunities

Book:  Schiffer Sales Book / Shingles around the World

Explore Cause Based Partnerships / Strategic Alliances

• Make it Right Foundation: Brad Pitt’s New Orleans rebuild project 

• Homes for our Troops:  Builds/ modifies homes to accommodate 
injured servicemen

• Rebuilding Together:     Preserves, revitalizes affordable housing in 
low income areas

Live and Online Speaking Engagements:  Experts speak at trade, 
engineering, design, architecture schools to educate about asphalt and 
influence the next generation of industry professionals
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Challenge #3:  Evolving Audiences

Reaching and Influencing Decision Makers

Metrics: Measurable Results

• Basic deliverables: news engine, releases, educational modules

• News clippings, online placements: circs., impressions

• Web: traffic, visitors, downloads

• Google search visibility

• Opt-in subscribers

• Entries in asphalt competitions

• Schiffer book sales
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Examples
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Examples
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Recommendations for 2010

• Change Communications Committee name to 
Communications, Marketing and Education Committee 
(CMEC)

• Endorse $100,000 funding support of the CMEC within 
the proposed 2010 budget
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