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METHODOLOGY

This report details brand awareness, usage, and preference of suppliers in twenty-one
separate product categories among subscribers of Building Operating Management
magazine (building owners and facility executives) of commercial & institutional
buildings including commercial office, educational, health care, government, industrial,
retail and hospitality.

SAMPLE

The survey audience was drawn from 20,000 subscribers to Building Operating
Management magazine (building owners, facility executives). Survey recipients consisted
of a cross-section of 73,000 building owner/facility executive subscribers.

SURVEY

This survey was sent via e-mail to 20,000 participants on March 30, 2016. Follow-up
surveys were emailed to non-respondents on April 4, & April 8, 2016. A total of 15 chose
to opt-out or failed to respond due to an invalid e-mail address.

RESPONSE

The survey was closed on April 14, 2016 with 465 qualified questionnaires returned by
the deadline, and a net mailing of 19,985 the rate of response for the email was computed
to be 2.3%.

STATISTICAL CONFIDENCE

The overall estimated margin of error for this study is +4.53 percent at the 95 percent
confidence level.

SURVEY DEFINITIONS

Brand Awareness- The extent to which a brand associated with a particular product is
documented by potential and existing customers.

Brand Usage- The brands that facility executives are currently using or have used in the
past.

Brand Preference- The extent to which facility executives make purchasing decisions

based on a brand name.
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Brand Awareness, Usage, & Preference By Category

Access Control/Security Systems

Brand Brand
Brands Awareness* Usage*
ADT oo 82% oo 19%
Johnson Controls.............eevveeeeeeeeeveeeeeeieeeennnns 81%...cccovvveeeaaaaannn. 17%
Honeywell ........ccooviiiiiiiiiiiieieeeeeeee 80%....ccveiaiienne. 15%
SIEMENS ..o T1 D0, 16%
SimplexGrinnell...........ccocoeeviiniiiiiiniineene 69%.....ccovveeianne. 18%
TYCO ettt S56%..ccccciiiaiaaninanns 13%
D ) (RS A3%...ccoiiieiianiaiiiann, 10%
BOSCh...oviiiiiiiee A2%..ccciiireeeiaaaaaaaann, 7%
SATZENT ceeeiiiiiieeeiieeeeeee e 4290.ccccciiiiiiiiiaaann 13%
Panasonic ........oooovveveviiiieiiiiiiiiiiieieeeeien 360%....ccccoueiieaeaaaaannn. 6%
ASSA ABLOY ..o 340 15%
Corbin RUSSWIN.......ociiiviiiiiiiiiiieeieeieeiiieeen. 33%.cuueeiiiiiiieeinnn, 14%
HID oo 31%.ccueeeeeeeeeennn 15%
AlIEZION....cciiiiiiiiiiiieeieeeeeee e 20%1....ccovuieiiaienienn 5%
Kaba AcCesS......cooovviiiiii 13%....cccccoveeeeeeaaann.. 4%
VICOM et 11%..ooeeeeeaaaaaa 3%
ONILY oo TP 3%

(* Total exceeds 100% because multiple mentions were allowed.)
(** See Appendix)

Acoustic/Sound Masking

Brand Brand
Brands Awareness* Usage*
Armstrong Commercial Ceilings.................. 4 Po.eeeeiiaeiiaaiann, 59%
Cambridge Sound Management.................... 24P0..cccciiiiiiiieen, 4%
TeCtUM....eiiiiieeiiiecee e 19%...cccuviiiiiiaannne 6%
LOZISON ..vviieiiiieeieeeieeee e 13%..ceeeieiieiieeien, 1%
Lencore .......ooccuveeeeeeiiieieeiiee e 13%..eeeiieaaiiieanne, 3%
Other™™ ... 1P e 0%

(* Total exceeds 100% because multiple mentions were allowed.)
(** See Appendix)
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Building Automation

Brand Brand Brand
Brands Awareness* Usage* Preference
Johnson ControlS.........ccccceevvevvuveeeeeeeeeiiiinnnns 800...cuuueeeeeeeennannn, 28% e, 23%
Honeywell ..o 85%...ccuiiiiiinne. 18% ...oveeeeaiannn 13%
Trane ...c.ovveeeeeieeeeeeee e T8T0.ueeeaeacrreaaann, 29% ..o 16%
SICMENS ...coeieiiieiieeieie T5%..uuaaaaaaaaaaaannn. 19% ..ooeeeeeaaaa. 12%
G213 5 1S SRR 59%.....uiiieiiiaaann, 16% ...uuvveeeeiiaaan, 4%
Schneider Electric .........ccooevviiiiiiiiieeeieee. 39%...uuueaaeiiaaann 11% ..uueeeaeaaaaaann, 7%
Automated LogIC .......coovveeviieniiiiiiiiiieeene 32%...oocciiiiene, O% oo 4%
Delta Controls .......ccvveeeeeiiieeeeiiiiee e 27%0.ccccuueeeaaciieaaannnn 4D .oueeaaaveaaaarannnn 2%
Tridium. ..o 2590 Q% e 7%
ALCTEON ..o 20%....ceeeeeiiiaaann. T e 5%
Reliable Controls .........cccccveeeeeiiiieeenciiieees 14%....uuueeeeacrieaaannne 3% i, 2%
KMC Controls.........ccceveeeeeciiieeeeiieeeeeeieeeeene 13%....uueeaaciiaaanne 3% i, 1%
AmericanAuto-MatriX...........eeevevveeeveeveeeeeennnnns O%..oeoeaeaaaaaaa 2% oo 1%
Trend .....ooveeieeeeeee e S50, 1% oo, 0%
Other™ ™ ... 3%, 0% oo 3%
(* Total exceeds 100% because multiple mentions were allowed.)
(** See Appendix)
Ceilings

Brand Brand Brand
Brands Awareness* Usage* Preference
Armstrong Commercial Ceilings................... O5%...cceeiiiaiiaaians 64% ....ocovvveannn 76%
USG.. .. 56%.....ccouieeiiiiaann. 20% .., 9%
CertainTeed ........cccvveeeeciiieeieiiie e, 46%0......uveeeaaeiiaaanns 10% .o, 6%
Hunter Douglas ........cccccveeviiieniiieiniiecieeee, 43P0..ceeeeiiieeeiiaaian, S oo 7%
TECTUM ... 16%...ccueaeaaaaaaa AP e, 1%
Parkland PlasticS ............coovvevinvieeeeeeeeieiinnnnen. Toeuueaeiaaaaareaaann, 1% ccoeeeeaeeeiieaann, 0%

(* Total exceeds 100% because multiple mentions were allowed.)
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Data Center Management

Brand Brand
Brands Awareness* Usage*
SICMENS ..cceeeeieieieieieeee 80%....ccccovveeeeaaaannn. 14%
| 51510153 o OSSO UUPUURTRRRROOt 55%...cuuuuiiiiaaannnnn. 28%
GE ENergy.....ccccceeevieeeiiienieeeiieeeiee e 49%.....oveviiaiienne 3%
Schneider Electric............cccccco . AP0 .eeeeeeeeerrrnnnn, 12%
Caterpillar .........ccoeoveeiiiiiniiiieeeeee, A1 .ceeeeeieiieaniann, 8%
Eaton ....oovvviiieieeieeeeeeeeeeeeeeeeeeeeees 38%...ccccouueeeiiaaaannn. 10%
ASCO i 37%..ccuuueeeeeaennnnn. 13%
RUSSEIECIIIC ....coeieiiiieieeeee e, 13%..cuuueeeeeeeeaacnnn. 3%
MEPPL.....ooooiiiiii e, 12%..uuueeeeiiiiieeannnnn. 1%
Upsite Technologies...........cceceevieniiieniiennennne. 6T 1%
Other® ™ ... 1%.cceeeiaaeiieaannee 0%

(* Total exceeds 100% because multiple mentions were allowed.)
(** See Appendix)

Door Hardware

Brand Brand
Brands Awareness* Usage*
Stanley....cocceeeviiiiiiiie 85%..cccuviiiiiiicns 25%
KWIKSELt .oeeiiiiieeeeeeeeee e 80%...uvveeaeciiaaaennnnn, 24%
Yale .oooiiieiiee e T3P0.eueeeieaaiiaanans 24%
SAreNt ...ccvveiiiiiiiiiieieee e 602%...cccoiiaeiiannans 25%
Corbin RUSSWINL........oovviiiiiiiiiiiiiiiecieeee, 50%...ccccviiiiiiiinaans 21%
ASSA ABLOY ..oooiiiieiieeieeeee e 380 20%
NOTEON ..vvvvieeieeeeeeecieeeee e e 321 7%
DELEX weeiiiiieiiieeiieeteete e 20%..cccccieiiiieiieanne 8%
AlICZION....ceviieiieeieeeieeeee e 19%...ccovcueiiniiiacns 5%
Hager......oooiiiii, 16%.....coouiaiaiennns 3%
Alarm LocK ....oooiiieniiiiiiiiicieceee 14%...cuuveeieaaaannne. 2%
Construction Specialties Acrovyn................... BT.vveeaieeeeiiaaiaaanns 2%
Select Products..........ooceeviiieiieiiiiiciiiieeeeeee, AP, 1%
Other® ™ ... O0T0...eeeeieaeiieeiens 0%

(* Total exceeds 100% because multiple mentions were allowed.)
(** See Appendix)
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Elevators

Brand Brand Brand
Brands Awareness* Usage* Preference
OIS i 890 40% ooeeveeeeeeeeennnnnn, 42%
Thyssen Krupp......ccoveevveeveeniicenienieeeenene TOD0....oeoeeeareaeannne. 35% oo 29%
Schindler .......c.oovevvieeeeiiceeceeeeeeee e 68%.....ccveeeraareannn 22% .uooeeueeenannn. 15%
DOVET oo 63%...cccooviiiiiiiii 18% cccoovvveiiiiiiii 6%
KONE ...t 53%..uueiiariaannan. 13% ...ooooeeareannn. 6%
FUJItEC it 19%...couoveeaiiaaiaans 3% e 1%
Magnetek.......coooveeiiiiiniiiiiiiiiieeeee 13%.cccociiiniiiicanas 1% oo 1%
Other™™ ... .coooeieiieeieeee e 190.cccceeeceeareannann. 0% ooeereeeeeereannn. 0%

(* Total exceeds 100% because multiple mentions were allowed.)
(** See Appendix)

Fire/Life Safety

Brand Brand Brand
Brands Awareness* Usage* Preference
Honeywell ..o 85%....cccuiiaiiieannen 17% ..o 10%
ADT oo 82%0.c.ueeiaiiaaiaans 15% .oooeeeeaaiaannne. 10%
SimplexGrinnell...........ccoccoiiiiiiiiniinnenne. 80%0.....ueeeaeeeiiiaanns 30% ccovouveiiieanne 27%
Johnson Controls..........ccccuveeeviieeeeeiiieee e, T50.ccccceeeiaaeccieaaaannn, Q% e 7%
SIEMENS ..o 60%.....cuveeeeiaeiaan. 17% .ooeeeeavaanen 13%
TYCO ettt 604%0.....oveaeeaaarnan. 12% covoeeveaieeannnn 4%
Kidde Fenwal ........ccccoociiiniiiniiiiiiiiiene, 36%..cccuuiiiiiiiianne TDo e 2%
NOHIET .veeeieeeieeee e 31%1.cccceiaieaann, 17% ....uoeveaaanne. 13%
Silent Knight ........coccooiiiiiiiiiiiie 28%..uueeeiriaiiiaannannn 10% coooeevieaieeannee. 6%
FIre-Lite ...cocuveeviiiiiieeiieeieeeeeeeeee 230 U eveaeeeaieaaann 3%
Fenwal Protection Systems...........cccceeeuveenee. 18%..ccueeeeeeeaeaanne 2% e 1%
Gamewell/FCI..........ccccovviiviiiiieeeeeee 17%.ccuuiiieaieaeannen, A .oueaaeeeeaaaarraannn. 2%
FIKE oo 12%..ccoiciiiiiiieiaanns 1% e, 1%
POtter .o 10%..cccccieeiiiiaaiaan, 290 e 0%
AGF ..o Q%...ueeeeeieaeiaann 1% ceeeaciaeieenee. 0%
UTC et Q%...eeeaeiieiaann 1% e, 0%
Cooper Notification...........ccceeevveeerveeecneeennnnn. BTueveeaeeeeaereeaaenaanns 290 e 0%
Lubrizol/Blazemaster............ccccceeeevveeeennnnennn. 0T0.cccceiiaeeeeiieeeaans 1% oo, 0%
SYStemM SENSOT ....ccvvvieriieeriieeriieeeiee e S5.cueiiiiiiiiiaaann. 2P oo 0%
Armstrong Fluid.........cccceeveiiiiiiieniiecieeee, 4Po.neeeeeaeiaaireaannn, 1% ceeeeciieeieanen 0%
Other*™ .. . BP0, 0% c.ovveereeeeanee 1%

(* Total exceeds 100% because multiple mentions were allowed.)
(** See Appendix)
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Flooring

Brand Brand
Brands Awareness* Usage*
ATIMSITONG ..o 95%....ccooviveianannne 53%
MORAWK ..cooooiiiiiiiieeeee e, T3P0.ciureeeiaaaeaaacnnn, 33%
SRAW ..oeviiiiiie e 63%..cuuueeeeeeeennnn. 32%
Mannington .......c.ceeeeeeeueeneeniieenieeieeneeneeene A8P0....eeeveeeeeanennn. 20%
JOhNSONIte .....coovvvvvriiiiieeeeeeieee e, 43P0, 17%
BigeloW ...cooviieiiieeieeeeee e A2P0..eieveeenieieeaaannn, 17%
Y G151 S § DR 38 17%
TarKett .ovvvveeeeeeeeeeeeeeeeeeeeeeee e 351 13%
Bentley MillS.......ccoovvieeiiieiiieeiieeice e 21 %0 8%
ROPPE e 21%1..ueceeieiecnnne 11%
Empire Today .......cccceeviieeniiiiniieiiieeieee 20%..cccccuieiiiiaaiiaannne 1%
TaNAUS ..coeveeeeeieeeeeeeee s 20%.......ooooiiiiiil 10%
T e 17%1.ccccooeeiiiiiecnnnnnnnn.. 6%
Pateraft.........cooovvvinvieiiiiieeee e, 171 9%
AIMICO..ueiiiiiiiiiiicieeeeee e 16%.cccueeeeeeeeiecnnan.. 4%
FOrbO v, 15%..cuueeeeeeaaaennnn. 9%
FIEXCO . uuvveiiiiiiiieeeeeeeeeeeeeeeee e, 14%.......cccovvvueeennnnn. 3%
Musson RUbDET ............evvvvvviiiiiiiiiiiiiiiiiiiiiinns 12%....cccooeeeeeii 4%
INOTQ. i 11%. .o 4%
Stonhard .......ccocvvveviiiiiiiie, 11%. e 4%
Beauleau.............ouvvveviiiiiiiiiiiiiiaans 10%......coovvviiii 2%
Tate Access FIOOT .......ooiiiiviiiiiiiiiieecieieeeine, P ueeeeaaeeeeeeeecirnnnnn. 1%
BOLyU..ooiieeeeee TPocceeeaaeaaaireaannnnn 3%
FIEEAXCZ .. APoeeeeeeeeeeeeeeeeeeennnnnn 1%
Other® ™ .. o 1%0.ccuueeeeieeieacccnnnnen. 0%

(* Total exceeds 100% because multiple mentions were allowed.)
(** See Appendix)

2016 National Brand Awareness, Usage & Preference Study
Building Operating Management Magazine

Preference



HVAC

Brand Brand Brand
Brands Awareness* Usage* Preference
TIANE .evvveeeieeeeeeeceeeee e 90%0...uvvveeeiaeeeaaannnn, 480 v 37%
(OF: 15 5 1 GRS 8T %o.cccccoveeeeerennnn... 41% cooereeeeeanaaannn. 20%
Johnson Controls/YorK.........cccceveveveveeuveennnnns 10 e, 30% ....ccoooveeei 13%
Honeywell ........ccoooiiieiiiiiiieieeeee TOD..eeeaeeaaareaannnnn 19% ...oooveviaiaennn. 3%
LEeNNOX ..ovvvviiiiiiiiiiiieieeeeeeeeeeeeeeeeee s TO%.cueeeeeeeeeeeeeeennnnnn, 18% .cccoovvveeeiee 3%
Mitsubishi ......cooeevvvvieiieiieeiecieeee e, 65%..ccuueveeaeeernnnn.. 20% ..ouueeeeeennn 4%
SIEMENS ..o 03%..ccuueeeeieernnnn. 10% ..cccoveennnnnnn... 3%
ROEEM c.ovviiiiiiiieeeee e (Y 10% coueeeeeeeeiiiainnn, 3%
FUJItSU ceeeeiiee A5%..cccoeiiiireeeanaaann. 11% .ouueeeeeeeaeeeennnn, 1%
LG e A4 .c.ceireeiiiieeeeennnn, 39 e, 1%
Armstrong Pumps .........cccooveeiiiiiniieiniienne. 340 13% ooooeiaiean 1%
DaiKiN.....ooooooiiiiiiiiiiiiieeceeeeeceeee e, 32%.cueeeeeeeeeerann 13% .ouuueeeeaeeeeeenn, 1%
ReZNOT ...iiiiiiiiiieeeeeeeee e, 20%.....ccccooeeeernnnnn. 10% .ouueeeeeeeeeeeennn, 0%
ABB oo 230 % oo, 1%
Bradford White ............ccoovveiivieieeieiiiiinnnnen. 230, 5 .o, 0%
RiINNAL..cvviiiiiiiiiiiieeieeeeeeeee e, P AP cooeeeereeeinanaannnn 1%
MOAINE ..ooveiiiiiieiiieeeeeeeeeeeee e 18%..ceeeeeeeiiiiacaeannn.. S eueeeeeiiiiiieeiainnn, 0%
TIHEUS vt 17%1..cuueeeeeeeeeennan. 3% e, 1%
Carlisle HVAC .....oovvviiiiiiiieieeeeeeeee, 16%..cccuueeeeeeeannnnnnn.. 29 i, 0%
GOOAWAY ... 16%....ccoceeeaiinieannnne 6% .eooeeeeeerieene 0%
YasSKaWa ......ooovvvevrnriiiieeeeeeeieeeeee e 16%..ccueeeeeeeeeennnnnn.. AP cooeeeirveennaaaaann. 1%
SEMCO....ccciiiiiiiiiii 13%.....cccccovveieieii 1% ..o 1%
ACTCO ..o 10%......coovviiiiiil 2% .ccoooiiiiiiiiiii 0%
United Cool Ail.......cooeviiiiiiiiiiirieiieeeeieeeeineen, Q%0 29 e, 1%
FUlton ......oooiiiiiii e BRoueeeeeeeeeeeennnnnn.. B39 oo, 0%
Other® ™ ..o 2%..cciiirieiiaaiieaeeinn, 0% coeeverrrveeeaaaaann. 1%

(* Total exceeds 100% because multiple mentions were allowed.)
(** See Appendix)
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Lighting

Brand Brand
Brands Awareness* Usage*
GE Lighting ...ccccooiiiiiiiiiiiiiceeeeee 920, 64%
Philips .ooveeiiieiieeiiceece e 92%....ueeeeeireaannn, 61%
Osram Sylvania........cecceeeveveenciieeniieeenieeenne, 55%..uuiiiiiiiiiaannn 34%
SIEMENS ...ccooiiiiiiiiiiii 53%..ccueeeeeeeeeeeaannnnn, 18%
Panasonic .........cccovvveeiiiiiiiiiciieee e, 52, 16%
Hubbell Lighting........cccccovvviieiniieiiieniieeee, 49%0....uoeeeiieaiiannnn 23%
CREE oo A4P...cccvevieenanaaann. 22%
Eaton/Cooper .......ccceeevveeenieeiiiieeieeeiieee 40%....cooeiieeaiiannne 17%
Universal .......ooovvvvvveeiiiiieiiiieeeee e, 20%......cceeeeeeernnnn 10%
RAB Lighting....ccccooeeniiiniiniiiienieeeeee 220, 12%
ACUILY .. 19%....uuuueeeeeeeccnnnnnnn.. 7%
TCP e 17%¢.....ccoovviiueeanaann. 8%
ColUMDIA.....ceiiiiieiiiiieieeeeeee e 16%......cccoovvieeiii 6%
AlCTA...cvviiiiiiiiieecieeeeeee e 10%..cueeeeeeeeeeennnn.. 1%
EarthTronics.....ccoovvveeeiiiiiiiiiieeeeeeee e, TPocuveiireeniaeeeeeeiinn, 2%
EYE Lighting .....ccccoooiiiiininiiiiiccceee S0 1%
Other® ™ .. oo 3. 0%

(* Total exceeds 100% because multiple mentions were allowed.)
(** See Appendix)
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Lighting Controls

Brand Brand Brand
Brands Awareness* Usage* Preference
GE oo T2%.....uuuaaacceeaann 35% i 14%
Johnson Controls.........ccceeeeeeeiinieieeeeeeeeeennns T0%....cuuueeeeaeannnnee. 27% .., 11%
Philips .oveeeeiieeieeeieeeeeee e 65%...ccoiiaeaeiiaaann, 23% i 10%
LeVIton .....coooeuiiiieiiieeeeeee e 63%.....couaaaeaann. 349 e 17%
SIEMENS ... 59%....uuuueeieaaannn. 20% ..ouveeeaaaaaaannn 6%
LUtron.......ooooeoiiieieeee e 55%..ciuiiiaiiiiaann. 32% e, 14%
Schneider Electric/Square D...........cc....cc...... 48P0, 25% ..o, 9%
Panasonic ........ccoovvveeeeiiiieiiiiiieeee e, A4P.....cvveenaaaaeaann, U euueeeeeeecccrerannn. 0%
Hubbell.......ccovveiiiieeeeeeee e, 38, 16% ..., 4%
Osram Sylvania.........ccceeveenieiiiiniicniieenenne 36%....ccuoiiiiiaiannn. 11% oo, 3%
Watt StOPPET...coveiieiiiieeiieeeieeree e 20%...ccccuiiiiiiaiinanns 16% ccovueeeiaiaanann. 4%
COOPET .ttt 2590 9% .o 2%
Sensor SWitCh........oooovviiiiiiiiiiiiiieee 21%..cuuueeueaaaaaannnn TP ccreeeeaaaaaaann, 2%
ACUILY .. 16%....ueeeeaiieaannne 4P coueeaaareeaaannnnnn. 0%
Juno Lighting .......coovveeeiiiiiniiiiiiieeeicecieeee 13%..ceeecieeeiieeiens 1% cueeeeieeeieeannne. 0%
Daintree........cooeeevviieeieeieeeecieeeee e SP.cccueeeniaaiaaaacnnnee. 0% oo, 0%
Other™™ ... 3%, 0% coeeeevveeaaanann. 4%

(* Total exceeds 100% because multiple mentions were allowed.)
(** See Appendix)

Metal Roofs/Walls

Brand Brand Brand
Brands Awareness* Usage* Preference
Butler.......oooooiiiii e, 53%...uiiiaaiiiaann, 17% ... 29%
StEISCAPE.....eovvieiierieeieee e 38%...uucuiiiiienne. 10% ....oooueveeaennnnn 20%
CECO Building Systems...........cccecvveerveennee. 2T P0ueeeeeieaeeeeaeeeanne, TP eveeeeaeaeannenns 9%
Star Building .......coooeevieiiiiiiiniiiicicee 22%1...oooiiiiiiaieien, S5 oo, 7%
Petersen Aluminum Corp (PAC-CLAD)....... 20%....cuuueeiiiiaeennn O e, 6%
ATAS ..o 14%......uuueeaeriaaannn. 3% i, 8%
Metl-Span........cccceeviiiiiiiiiiiiccece 13%..eeoiiiiiiiiinicns B3% e 3%
VP Buildings.....ccccecveevieniiiniiiiiiicnieeeene 13%1..coooceviaiiaiennn, 3% oo, 5%
CONLIIA..ueiiieeiiiee e e 11%...uuveeeean 2% oo 2%
King Span........cccoooiiiiiiiiiicce | B O UROR 1% e 2%
Fabral .......ccooooiiiiiieee e, 10%....uieeeeeiieaannee, 1% oo, 6%
MBCI ..o 0., 3% i, 0%
Englert......cooiiiiiiiieee 0T0....ueeaieaieaieens 1% i 1%
Other™™ ... 1. 0% .coaeeevvveaaanann. 2%

(* Total exceeds 100% because multiple mentions were allowed.)
(** See Appendix)
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Paints & Coatings

Brand Brand
Brands Awareness* Usage*
Sherwin Williams.........cccovveeeiiiiiiiciiinineeeen, Q7 Po...veveeeaaaaaann, 73%
Benjamin MoOre ........ccceevviieiiiiiniiiniieee, T P0.ccueeeaeeaaeaans 44%
Glidden.........ooveiieecieieieeeeeeeeee e 8O0....ueeeeeieeaiaans 30%
Behr..oooieeeee e 85%.ueiaeiiaaiaan, 34%
Rust-Oleum .........coooeieviiiiniiiiiceiicceeeee TEDeeeaeeeaeeaaannn 40%
Krylon c..oooeiiiiiiieeeeeeeee e S5TP0.eueeecieaireaannnn 20%
KilZuooooiieeeeeeeeeeee e 430 e 27%
PPG ..o 41 e 14%
Pratt & Lambert .........cccceeevvieeeiieiiieeeiieene, 35%.cccceiaaiaaiane 8%
Kelly MOOTE .....cceeviieiiiiieieeiececeeeeee 32%...uuiciiiiiiien 5%
Bayer....coooviiie 24P0..cuiieiiaiieeiian, 2%
DUulUX..ooveeeeeiieiee e, 240....uuueeeiaaeeirannnn 4%
ICT e 17D, 4%
INPIo.....eeiiice e 1%..cueieeiiiiieeannn. 1%
Other*™ .. .o TDocceeaaaeaaereaannnnn 0%

(* Total exceeds 100% because multiple mentions were allowed.)
(** See Appendix)

Plumbing

Brand Brand
Brands Awareness* Usage*
American Standard............cccooeeeeiiiiieniinnne. 950, 70%
| 00 11 [ O P, 60%
Delta Faucet ..........oovveveveveeeiiieieieiieiieiieiiiinnnnns 93%.ueeeeeeeeeeeeeeeannnnn 55%
IMOCIL . 84%.....cccueeeicrennn.... 42%
Sloan Valve.........oooeeeiiiiiiiieieiiiiiieeeeeeeee, T5P0.uueieeeeeiaaaeeaainnnn, 56%
UM .ot 55%..cueueeeeeieaeaannnnn 34%
Chicago Faucet.........ccoocveevviienniiiniieeiieeee, S52%0...ueeiiiiiiiinnne. 30%
TOTO e 38%..cuuueiieiieinnnnn.. 18%
Bradley Corp.....c.cccooveviiiiiiniiiiciiceecneee 33%...ocooiiiiiennne. 13%
Armstrong Pumps ........cccceevveevviieniieeniieene, 32%...ucouiiaiaanne 15%
TES BIasS....coeuvveeeeeeeeeeeeeeeeeeeeeeeeeereeeeeeaveennnnns 24%..........oovieii 14%
FIowGuard ...........oeeeveeeeeeieiiiiiieieeeiieeieiieeennnnns 19%......ooeviiiiiiil 4%
[@F: 1011 - DO U RTTRRRRURP O00..uveeeaaaaeieeeccrnnnnn.. 0%
Other® ™ .. oo 2..cuueeiiiiiiiieiiinnnnnn. 0%

(* Total exceeds 100% because multiple mentions were allowed.)
(** See Appendix)
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Restroom Products

Brand Brand Brand
Brands Awareness* Usage* Preference
Kimberly Clark ........ccocoeeviiiiniiiiiiiieiieeee 81%1.cccueeeaeiaaeaan, A1 ceeeeeeeaeaanne 19%
Georgia Pacific........ccoooveeiiiiiiiiiiie T80, 39% ..o 27%
DYSON et 64%.....ouveeeeiiaaann, 16% .....uueeeeannnnn. 12%
American Dryer ........ccccceevvieiniiieinieecieene, 53%.ccccciiaaiiaaiian, 16% cooeeeeeeaeveaannen. 7%
BoObricK......oooiiiiiieieeee e, S51%...uueeeeecnaaann, 29% . 16%
EXCel DIYer...ccoovveiiiieiiiiiieeieeeeeee e AT Do eveeeveaeieaanann 16% ..oeoveieeanne. 6%
World DIyer .....coeeeeeeeeeiieeeiieeeiieeeee e 360%..ccccuiaaciiaainan, 1% oo 4%
American Specialties/The ASI Group........... 30%....cccciiiiiniiannns U e, 3%
WatSaU ......cooeeiiiiieeiiee e 20%....uieaeeeiiiaaennn 3% oo 0%
San Jamar.......cccccoeeiiiiiiiiiiiie e, 19%....cuuueeeeeannanen. AP v, 0%
SCA/TOTK . 18%....uueeeeecreeaaenne. TP oo 2%
Mitsubishi Jet Towel ..........ccocvivieeeinieeennnee. 15%...uuueaaaciiaaaannnnen. 29 oo 1%
Scranton Products ...........cccccveeiiiiiiiiiiiieeeenn. Q%....cuuveeaaaaeecrannnnn. 3% i, 2%
Other*™ ... it 1%...uoeieeieeecieaannnn. 0% .covveeeeaeeann. 1%

(* Total exceeds 100% because multiple mentions were allowed.)
(** See Appendix)
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Roofing

Brand Brand Brand
Brands Awareness* Usage* Preference
BASF. ... 63%...uuieaeeiieaaann, 19% ..o, 8%
FIreStOne.......ooovveuvvveieiiieieeeeeeeeeeee e 60%......cccovveeennnnn... 20% ..oevveeiiaaeaannnn, 15%
GAF ... 55%...uuiiiainiaann, 19% ....uueeeeannnn. 11%
Johns Manville ............ccoovvvvvivveeiinieeiininnnnen. 53%..uiiiiiaiiaaannn, 229 e 10%
CertainTeed ..........oevvveeeeeeieiiiiiieieieeieanns 50%...ccuueeeeeeeeeaannnnnn. 17% ...ooovveeei 10%
Duro-Last ........coeeeiiiieeeiieeeeeeeeeeee e 43%..cccccccieeaaaareaannn. 10% .., 5%
Carlisle ....oooeeiiieeecieeecee e, 410 25% e 11%
TIEIMNCO e 37%...cccovvvveeaaaa 14% ..ol 8%
Honeywell ........coooviiiiiiiiiieieee 31%.cccciiaieaieanne T oo 3%
Butler........ooooiviiii e, 30%..cueeaaeiieaannnen. 6% oo 1%
Garland............c.coooo 24%..ceueeeeeeeeeeeeeeeiannn. 6% ..ccvvvvveeeaii 3%
Flex ROOfING....c.uevvviiiiiiiiiieeiieeieeee 19%...ccooviiiiiiiaiaan, B3P oo 1%
Sika Sarnafil..........ccooeeiiiiiiiiiiiee, 15%...cuueieecueaann. 10% ...uuveeeeeiieann, 5%
TAMKO....vveiiiieeeeeee e 15%...uueeeeciaaannnee. AP .ooececrevaaaacnnannn. 1%
ATAS ... 13%...uueeeaaiieaeneen. 3% o 1%
Henry Company .........ccccccveeivviiieeenniieeeennee, 10%...uueeeeiiieiaen, 3% oo, 1%
Polyglass ......cooveriiiiiiiiice 10%....ccoceiiaiiniiannne 1% oo 1%
VEISICO. ..uiiiiiiiiiieeeiiee e 10%....uueeeaeiieaenneen. 3% o, 0%
NeOZard.....ccuvveeiieeeiieeciee e BU.eveeaeeeeaireaeirnaanns 0% cccovveeveeeanen 1%
Progressive Materials Inc..........cccocceneenenne BP0.eeeeeiaaiaeannen 1% oo 0%
Metl Span .......ccccveeviiieniiieiiieceeeeeee e TDocueeeaaieeaeiaannnn 2P oo 0%
MuleHide .........oooouviiiiiiiicceeeeee e, 0., 2% oo 1%
Seaman-FiberTite................ccccoo 5., | K 1%
ROXUL....oviiiiieeeee e BP0 0% .cooeeeveveaaannnn. 0%
MBCI ..o 3%, 1% .. 0%
Other™™ ... 10ccceeeiieeiiaaannn, 0% cooeaevveaaacrnannn. 2%

(* Total exceeds 100% because multiple mentions were allowed.)
(** See Appendix)
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Roof Coatings

Brand Brand Brand
Brands Awareness* Usage* Preference
DOW .o 69%.....ccccovveennnn. 20% ...l 29%
GAF ... 59%..cuuueeeeeeeianannnnnn, 23% ..ccccooiiei 26%
TIEMCO wevvviieeeeeeieeeeee e 51%.cuueueeeeiiaiiaaaannn, 19% ..oueeeeeeeeaannnnn. 20%
Garland..............c.ccoo 31%....ccccovvveeee 10% ..o 8%
Kemper.....ccoeoviiiiiiiiiiiee 160..ccccceiiaiiieaieanns S e 5%
UnifleX/KST .....coviovieeieeieeeeeeceeeeeeeeeeeveeee 15%0...uuoooeeeaeeaneannnn, 3% oeeeieeieeireiienn, 2%
Palmer Asphalt.........ccooceeiiiiiiiiniiiiniee, T1 % 3% e 2%
Karnak........oooovvveeeeiiiiiiiiieeeereeee, 10%..ccuuueeeeeeennan.. 29 v, 2%
TCC ASEEC covvviiieiieeeieeeeeeeeeeeeeeeeeeeevavavaaaaes B0eeeeeeeeeieeeeeeeenn 1% ..coeveeeeeaaan.... 2%
Other®™ .. 3%..ccccoaiiiiiiiiiiii 0% oo, 4%

(* Total exceeds 100% because multiple mentions were allowed.)
(** See Appendix)

Thermal Imager

Brand Brand Brand
Brands Awareness* Usage* Preference
FIUKE ..ooovviiiiieieeeeeeeee e 82%....cccuvaeerarannnn AP cccueaaeeanrann. 57%
Milwaukee ToOl ..........cooovvvvivrieiiiieiiiiiinnnen. 5T7%ccccccueeiiaacreaaannn, 9% e 16%
FLIR ...oooiiiieeeeeeeeeee e A5%1...uoceeiiaeannnn. | A 20%
TSt e 10%......coovieiiiiiil R L 2%
Palmer Wahl ..........c.cccoooiiiiiiiieee, Q... 29 oo 3%
Predictive Service COrp .......ccoeveevvieeniecenneen. S5.uueiiiiiiiiiinan 1% oo 1%
Other® ™ ... .o 0%0.ceeeeeeeieieeieaennns 0% .ooeveveeaianne 1%

(* Total exceeds 100% because multiple mentions were allowed.)
(** See Appendix)
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Windows

Brand Brand
Brands Awareness* Usage*
ANAEISEN .o 1%....ccovvvvieiii 39%
Pella....uueeeeiiiciieeeeeeeeee e, 80%.....cccovveecnnnnnn.. 22%
Jeld-Wen.......ooovvviiiiiiiiiieeeeeee e, 59%..cccuuiiiiiiannnnnn 15%
IMAIVIN i aaaenees 54%........ooiiiiiil 13%
Allied WINdow .........coeeveeeveeiiveeeeeeeeeeeeiennnnen, 29%...cuuuueeeiiieeiirnnnnn. 4%
Kawneer ........cccooovviii 25%......ooiiiiiiii 12%
TTACO vt 20%...cuuueeeieeeeirnnnn. 7%
EFCO oo, 12%..cuueeeeeeeeeeennnnn.. 3%
MechoShade...........eeveveeeeeiiiiiiieieiiiannnns 12%....cccooveeeei 6%
YEKK e O0..cuveeeaaaaieeeccrnnnnn. 1%
Other® ™ ..o 3%.cuueeeeiiiiieiieiinnnn.. 0%

(* Total exceeds 100% because multiple mentions were allowed.)
(** See Appendix)

Wire & GCable Solutions

Brand Brand
Brands Awareness* Usage*
Wiremold/Legrand .........ccccooveeniiniennicnnen. 69%.....coviaiaannn 44%
Panduit ..........oovvvveiiiiiiiiiiiieiiiiiieieeaaaens 4. .cuueeeeeeeeeeenennnnnn, 27%
Universal EleCtriC...........cooevvvvveeeeiieeeeiiinnnen. A3P0..cueiereeeiaaeeeeaennn, 18%
CONNECIIAC . 20%.....cccceeieeennnnnn. 10%
ANIXEET oo aaaeaeanaees 16%......ccooveviieiii 5%
FIECAXECZ couvveeieeeeeeeeeeeeeeeeeee e 3%.cuueeeeiiiiiieaeiinnnn.. 1%
Other® ™ ..o 0%..ccoviveeiniiiieieann, 0%

(* Total exceeds 100% because multiple mentions were allowed.)
(** See Appendix)
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Appendix

Access Control/Security Systems- Awareness
Other responses

AFP Fire protection Kastle (2)

AMAG Keri

Best Keyscan
Bluewave Lenel (3)
Comcast Open Options
Datawatch (2) Pelco

DMP (2) RS2

Door King Salient

DSX Access Systems (DSXinc) (2) Schneider Electric
eMerge Stanley Security (3)
Frontier Vector

Genetex WIN

Guardian-Alaska

Access Control/Security Systems- Preference
Other responses

AFP Keyscan

Best Lenel
Bluewave Open Options
Datawatch (2) Pelco

DMP Per Mar
Door King RS2

DSX Access Systems (2) Salient
Frontier Stanley Security (3)
GE Vector
Genetex WIN

Keri

Acoustics/Sound Masking — Awareness
Other responses

Radar

USG
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Acoustics/Sound Masking — Preference

Other responses

My interior designer or architect specs out the ceiling for my facilities.
Not sure but they often have “tegular edge”

USG

Building Automation- Awareness

Other responses

Andover EcoBee
Capron Prism 11
DAC-Digital Access Control

Building Automation- Preference

Other responses

Andover EcoBee

Crestron

Honeyewell was terrible...the only thing that their reps cared about was sales.
I replaced them 2 years after I came onto the job of managing 250 thousand
square feet of office clinic and office space.

We use what our vendor supplies

Ceilings-Awareness

Other responses

My architect or interior consultant picks window treatments, also ceilings
acoustical, and I make the final decision on tile and carpet.

Data Center Management-Awareness
Other responses
Great Plains

Data Center Management-Preference
Other responses
Great Plains Schlage

Door Hardware- Awareness
Other responses

Best Oak
Falcon Schlage (7)
Folger Adam
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Door Hardware- Preference
Other responses

Best

Folger Adam

Oak
Schlage (6)

Elevators- Awareness
Other responses
PS Mercado

Fire/Life Safety- Awareness
Other responses

Bass United

Edwards EST use, DMT use
GE

Hitachi
National Time

Fire/Life Safety- Preference
Other responses
EPS

National Time

Flooring- Awareness
Other responses
Interface (2)

Flooring- Preference

Other responses

Avenue Rugs

I had problems with Armstrong tiles
curling

Interface (3)

HVAC- Awareness
Other responses
AAON (2)
Goodman

Mammoth

HVAC- Preference
Other responses
AAON

Mammoth

2016 National Brand Awareness, Usage & Preference Study
Building Operating Management Magazine



Lighting- Awareness
Other responses

Advance Flightlight
All Lithonia (2)
Bratic Manairco
Earth Smart Spectrum
EcoSmart

Lighting- Preference
Other responses

All It depends on the application
Any brand made in USA! Manairco

Bratic The cheapest

Earth Smart

Lighting Controls- Awareness

Other responses

All Honeywell
Any brand made in USA! LC&D
Blue Ridge Technologies

Lighting Controls- Preference
Other responses

All Honeywell

Any brand made in USA! Most user friendly

Blue Ridge Technologies Prefer best value to life cycles
Bratic Willing to try a new style
Greengate

Metal Roof/Walls-Awareness

Other responses

Brand and materials manufactured in USA
Cleary

Metal Roof/Walls-Preference

Other responses

Brands and materials manufactured in USA  Prefer the company that meets my needs
Cleary
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Paints & Coatings- Awareness
Other responses

All

Anyone in local market

Dunne Edwards (4)

Dutch Boy

Ferrell Calhoun

Hallman Lindsay
Kwali

Miller (2)
Valspar (2)
Wasser

Paints & Coatings- Preference
Other responses
All

Dunn Edwards (5)

Any brand produced in USA Hallman Lindsay
Anyone in local market Miller

Depends on application Valspar
Plumbing-Awareness

Other responses Bell & Gossett
All WaterSaver (2)

Plumbing-Preference
Other responses
All

WaterSaver

Whichever one fits my needs for
the application at hand.

Restroom Products- Awareness
Other responses
American Hotel Register

Restroom Products- Preference
Other responses
A brand made in USA!

American Hotel Register

Roofing- Awareness
Other responses
Derbigum

EcoStart
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Roofing- Preference

Other responses

Derbigum That brand manufactured in USA!
EcoStart

Roofing Coatings- Awareness
Other responses

GACO Polyglass
Henry Siplast
Local brand

Roofing Coatings- Preference
Other responses

Any coating manufactured in USA! Local brand
GACO Polyglass
Henry Siplast

Thermal Imager — Preference
Other responses
Prefer it made in USA

Windows- Awareness
Other responses

Every manufacturer in the world Made in America
Fibertec Skyline
Gerkin

Windows- Preference
Other responses

Any brand made in USA! Depends on the application
Brands seem to have different applications,  Gerkin
all are not really comparable Skyline

Wire & Cable Solution- Preference
Other responses
Made in America is absolutely required!
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SURVEY QUESTIONNAIRE (SAMPLE QUESTIONS)

OF THE CEILING BRANDS LISTED BELOW, PLEASE CHECK WHICH
BRANDS YOU ARE AWARE OF, AND WHICH BRANDS YOU USE.

Brands You Are Aware of Brands You Use

Armstrong Commercial Ceilings
CertainTeed

Hunter Douglas

Parkland Plastics

Tectum

USG

Other (Please Specify)

OF THE CEILING BRANDS LISTED BELOW, PLEASE CHECK THE ONE
BRAND WHICH YOU PREFER THE MOST.

Armstrong Commercial Ceilings
CertainTeed

Hunter Douglas

Parkland Plastics

Tectum

USG

Other (Please Specify)
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