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When a contractor decides to grow his business, it typically 
means adding more crews and equipment to meet a growing demand 
for buildings. In essence, he is doing more of what he is already doing. 

But what if a contractor decides to look around for other options–
a new market–not to replace what he has, instead to compliment it? 

It’s called diversification, a theme long held as a basic moneymak-
ing strategy in the investment field, so why not also use diversifica-
tion in the construction field?

ABC Supply is one such proponent of contractor diversification. 
Founder Ken Hendricks followed in his father’s footsteps as a roofing 
and siding contractor, and later became the owner of two successful 
businesses. Then a recession hit. The company history explains what 
happened next: 

“During the economic slowdown of 1982, Ken and his wife, 
Diane Hendricks, decided not to sit back and wait for better times 
to come. Instead, they chose to take a risk and acquire three supply 
centers from Bird & Sons Inc. These centers were the first locations 
of the new American Builders and Contractors Supply.”

ABC Supply grew rapidly by acquiring other distributors and 
opening new facilities. Ken also established or acquired affiliate 
companies. The largest of these acquisitions was that of Bradco 
Supply Corp., with its nearly 2,000 associates and 128 locations, in 
2010 when the country was crawling out from under another reces-
sion.

Even after the untimely death of Ken, the list of company acqui-
sitions—and consequently diversifications—continued. Today, the 
company has more than 760 locations nationwide and is the largest 
wholesale distributor of roofing products in the United States, and 
one of the nation’s largest distributors of siding, windows and other 
select exterior and interior building products. Through L&W Supply 
Corporation, acquired in 2016, the company also offers an array of 
interior products that includes drywall, ceiling tile, steel framing and 
other interior building supplies.”

So it’s no wonder that the company, which continues to 

grow, is an advocate for businesses growing successfully through 
diversification. In a recent blog: “A Simple Guide to Growing 
Your Business: Boost Your Bottom Line Through Business 
Diversification,” ABC Supply encourages contractors to follow 
its example. “While it may be tempting to cut prices to win bids, 
there are other things you can do—like business diversifica-
tion—to help you stand out from the competition,” the company 
advocates.

It goes on to offer four points for builders to consider. Abbreviated 
they include:

1.  Expand the Types of Building Products and Services Offered
For example, can you do more with siding, windows or gutters? 

In broadening the products you offer and your area of expertise, 
you could grow your business by helping new customers and 
expanding projects for current ones.

2.  Become Certified
Earn a certification in a new area. By exploring industry trade 

events, associations and training resources available to construc-
tion professionals, you can polish your skills and stand out in 
today’s increasingly competitive industry.

Showcase any earned credentials by publishing relevant certi-
fications on your website and marketing materials. This will help 
customers see you as an expert with the skills to take on their home 
projects.

3.  Open Business Lines of Credit to Accommodate Extra Work
If you want to start tackling larger jobs, including more projects 

for current customers, opening business lines of credit can help you 
accommodate the required amount of work. If a customer asks to 
expand a project’s scope, you don’t want to miss out on potentially 
increasing that project’s revenue and, ultimately, your bottom line. 
Having access to credit puts you in a position to help more custom-
ers and grow your business.

4.  Build Connections by Networking
Being affiliated with a nationally- or locally-accredited asso-

ciation can lend third-party credibility to your company and 
help you diversify your services with connections to key industry 
resources. In addition to networking and industry tips, you can 
gain exclusive access to helpful events like training programs and 
trade shows.

ABC Supply offers additional help to its contractor customers in 
furthering any one of these goals. Check with your own suppliers 
and you will likely find helpful resources as well. RB

How to Grow Your Business
Through Diversification
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In today’s building market, you may be feeling a bit relaxed 
because the clouds of the Great Recession have long ago dissi-
pated. Business has been good, with ample orders for the future. If 
anything, not being able to find enough good employees has been 
a detriment to growing your business. As a consequence you may 
have decided to tread water and remain doing business as usual. 

But, of course, recessions come and go, and it’s not a matter 
of if but of when another one rears its ugly head. Is your business 
ready? 

Todd Meinhold never wanted to have to answer that question 
again. For him, diversification provided an answer.

He started working at a post-frame construction company in 
Roanoke, Illinois, in 2000. Located near the populous areas of 
Peoria and Bloomington, “things were gangbusters, people were 
spending money like mad,” he said. When the owners of the com-
pany decided to sell, he decided to buy. It was 2005. Talk about 
perfect timing: not long after came the Great Recession. 

When he first bought H+D Quality Builders there were 20 
employees on the payroll. By 2008, Meinhold said, “it was down 
to four of us; 2008, 2009 were bad.”

He knew that business as usual was no longer working. He had 
to find a way out. “I thought, geez, I’ve got to do something that’s 
recession-proof. This up and down stuff is killing us,” he said.

One of his good friends, Todd Harris, was the owner of several 
funeral homes: a recession-proof business. It got him thinking: 
“What is it that everybody needs? You don’t always need a house 
or a restaurant, a pole barn or an office building; what do people 
need?” 

With more time than money, he sat around the table discuss-
ing the issue with his brother and a friend. 

“We threw out some crazy ideas,” he said. “Everybody is going 
to die, but I’m not going to be a funeral director, so let’s take that 
off the list. Do we want to get into a new industry? Do we stay in 
construction? Do we try to sell tiny barns on the side of the road? 
Do I want to flip houses, sell bed sheets, whatever?”

They examined habits, hobbies and passions. They examined 
H+D’s current business model. With financial assets dwindling, 
the simplest answer was to find a new way to make money with 
existing resources. 

At some point, residential roofing came into the discussion. 
Recession or not, when there’s a hole in the roof, you need a new 
roof.

What’s more, H+D Quality Builders specialized in build-
ing churches, and churches are made up of lots of members, all 
of them with roofs on houses that would one day need to be 
replaced. A potential client list was ready-made.

But there were a lot of roofers already in the area. A lot of roof-
ers, that is, except metal roofers.

 At the time, metal roofing was not a popular choice for resi-
dential in his service area of Illinois; yet, his people were trained to 
work with metal, he had the right equipment, and he had a com-

pany with a good reputation. 
Metal roofing had been growing 
in popularity elsewhere, so why 
not here? And what better place 
to start than in the outlying 
farm community where metal 
was already familiar?

“I knew I could go out into 
the farm community and do 
those two-story homes that oth-
ers didn’t want to do or couldn’t 
do, a marketplace that’s cur-
rently not being taken care of,” 
Meinhold said. “So we said, 
‘we’re going to do the ones nobody else is going to want to do, the 
ones way out there in the middle of nowhere. I’ll bet we’re going 
to be the only bidder.’”

And he was right.

CREATING A BRAND
Meinhold decided early on that he didn’t want to just add a 

new job to his existing business menu, he wanted to create a new 
brand, a part of the business that could stand on its own. “Let’s 
name it a brand and not just Todd Meinhold Roofing, that’s bor-
ing,” he said. 

A trip to a farm show in DeKalb, Illinois, provided him the 
answer he needed. He found it in a conversation at the booth of 
Big Ass Fans, a company that makes supersized fans and has a 
donkey for a logo. He was drawn to the booth in part because 
of William “The Refrigerator” Perry, a former American profes-
sional football player who was at the show serving as a spokesman 
for the company. He settled into a conversation with The Fridge 
and the Big Ass company salesman.

Meinhold recalled: “I said ‘don’t you find that offensive to have 
a donkey for a logo?’ And, the company’s salesman said: ‘just look 
up, what do you see?’ I look up and I see a big ass fan. He said, ‘if 
you name your business what it says and what it does, people will 
remember it.’”

The name Meinhold eventually decided on was Cool Roofs. 
His reasoning: there’s technology in the metal world called cool 
roof technology; pigments in the paint that reflect UV heat and 
create a cooling effect. “And besides them cooling the home, they 
look awfully cool,” he said of metal roofing. “When we looked at 
doing it, my goal was to have everyone call in here and ask for a 
Cool Roof, not a metal roof. I wanted to be the Morton Salt of the 
roofing world. That’s where we set our sights.”

For a slogan, Meinhold once again found his answer through 
networking at an event.  

“I attended this marketing seminar, and this guy kept talking 
about three-word slogans. He said, ‘whatever you do, make your 

Death, Taxes ... and Metal Roofing?
A case study in diversification of a post-frame builder
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slogan only three words. Make it memorable.’” 
With metal roofing, it was fairly simple: a popular reason for 

why people seek out metal roofing is the idea that they will never 
have to replace their roof again: one and done. So that became the 
Cool Roofs’ slogan: One and Done.

Eventually, the company would also have a simple, green logo 
(because green is synonymous with recycled, environmentally-
friendly materials like metal) and its own website (www.1coolroof.
com): all simple and memorable. 

Cool Roofs was started in 2008, the middle of the recession. 
“Our first year we sold about $16,000 worth of Cool Roofs, from 
June/July to the end of the year,” Meinhold recalled. 

But the company stuck to Meinhold’s core business principles 
of always using the best materials, pricing fairly to cover expenses 
while still generating a profit, and leaving a good impression by 
doing a quality job.

Already in 2009, things started to turn around. The idea 
of serving the under-served rural area was a game changer. 
Meinhold knew he was on to something good.  Even better, 
metal roofing was growing in popularity, finding its way out of 
rural areas into cities. Timing is everything and Meinhold had 
stumbled into a trend that was starting to take off. 

“We pursue the non-mainstream homes but we market to 
everyone,” Meinhold said about his metal-roofing business today. 
“I don’t have a sales force because we don’t have to go out and sell 
it. We’ve developed such a brand inside of 90 miles of where we 
are; we’re the go-to people. People come to us.” 

WHAT MAKES IT A COOL ROOFS BRAND
You might be asking: what is so special about Cool Roofs that 

Meinhold can call it a brand? What separates Cool Roofs from 
your average generic roofing? 

Meinhold knew he had to be able to answer those questions, 
which is why he chose to selectively seek out suppliers that had 
great reputations and reliable metal roofing products to cre-
ate his brand. His search didn’t take him far. H+D had long 
been a dealer for Borkholder Buildings & Supply, Nappanee, 
Indiana. The metal for Borkholder Buildings comes from 
McElroy Metal, a national company headquartered in Bossier 
City, Louisiana. The coating on that metal is Sherwin Williams 
(formerly Valspar). The substrate is Galvalume with a Kynar 

finish and Sherwin Williams Fluropon coating, all notoriously 
high quality.

For stone-coated roofing that resembles traditional roofing 
(more commonly used in urban areas), Meinhold chose DECRA 
Roofing Systems.

Ken Gieseke, vice president of marketing for McElroy Metal, 
said it has been nothing but positive to have the company’s prod-
ucts associated with the Cool Roofs brand. “We’re impressed with 
what Todd has built in the last 10 years. I think it’s a safe to say 
that Todd has literally built the residential roofing market in the 
geographic area that he serves, and we really want to support his 
growth plan,” he said.

The growth Meinhold is experiencing isn’t just in roofing. 
“What we’re finding is, when we go in to sell a roof, that cus-
tomer finds out we’re a full construction company and we end 
up putting siding on the home, we add that garage they’ve always 
been wanting, or the room addition, we build their post-frame 
building. And in town, they ask, ‘hey, do you guys do office 
buildings?’ So the add-on work has kept our construction crews 
really busy.”

Today, H+D Quality Builders has one crew working on post-
frame buildings and two crews working Cool Roofs. All crew-
members are cross-trained and can help where needed. When 
winter sets in, crews can be switched around. 

Meinhold’s company isn’t always the cheapest, but it has the 
most experience in metal roofing in his service area, and its 
reputation has allowed them to pick and choose the work they 
do. Despite the growing popularity of metal roofing, Meinhold 
knows that, in many areas, experienced metal roofers are in short 
supply. “There aren’t a lot of people to doing it, and there aren’t 
many trustworthy ones doing it,” he said.

THE NEXT STEP FOR COOL ROOFS – DEALERS
Meinhold’s growth plans now include making Cool Roofs a 

nationwide brand. He had looked at franchising, but was advised 
against it by his attorney. “My attorney said it’s difficult to do 
franchises, there’s a lot of legality to them.” 
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As a Borkholder dealer, he was also more familiar with the 
dealer concept, so he decided to go the dealer route. He will be 
opening a training center on April 11 in Roanoke to bring the 
dealers in to tell them how to sell Cool Roofs, how to market them 
and how to install them.

The first dealers were recruited in January from Illinois, but 
a contractor in Atlanta, Georgia, also plans to become a dealer. 
Eventually Meinhold would like to take dealerships nation-
wide, “to show others how to take an industry that is growing 
very quickly and take all the fear out of this marketplace,” he 
explained. 

He said Coof Roofs-approved dealers continue to work under 
their own company names, simply adding the Cool Roofs product 
brand to their repertoire. “I want customers to know Cool Roofs 
is the brand and there is a construction company behind it,” 
Meinhold said. “So I want the dealer’s customers to know they 
are buying a brand [the McElroy-Sherwin Williams product, the 
DECRA product] and they are buying the local person in their 
community ... you are the local expert: Mr. Roofing Company, 
and [Cool Roofs] is the brand you work with.

“I want to specifically talk to the post-frame builder and show 
them it doesn’t have to be difficult. You can rethink what you’re 

doing just a little bit. Just tell your local community, ‘we do resi-
dential metal roofing,’ and doors will be opened...

“Put yourself in the position as the expert locally of metal 
roofs,” he continued. “Get yourself to that customer and let them 
see all the other features and benefits you offer, and the customer 
will go ‘whew, finally a person who can do it all!’”

Gieseke thinks the dealership route is a win-win for both 
McElroy Metal and Sherwin Williams who both want to make 
further inroads into the residential metal roofing market. “We 
want to help Todd promote and grow his dealers in as far as his 
brand name,” Gieseke said. “Sherwin Williams has such a fantas-
tic brand recognition. Sherwin Williams, McElroy Metal, along 
with Cool Roofs: you have three great companies to continue 
Todd’s vision of putting more metal roofs on houses in his part 
of the country.”

SKIN IN THE GAME
Because your last customer is just one referral away from your 

next customer, a significant part of the dealer training Meinhold 
will include is stressing the importance of quality, and building 
positive relationships with customers.

“Customers always want you to have skin in the game,” he 
explained. “They have skin in the game because they’re paying 
you. And the customer wants to know you have skin in the game.”

Showing you care about quality enough to offer a quality prod-
uct is key to winning the game. “We’re going to put on a roof, so 
let’s put on a good one. Let’s not put on an asphalt shingle that 
needs to be replaced in 10 years, or a “lifetime roof” that isn’t 
good stewardship of our customers’ money because it’s going to 
fail prematurely,” Meinhold said.

Gieseke agrees. He believes that if metal fails the customer’s 
expectations, it fails the entire industry. “If the homeowner is 
going to put metal roofing on his house, he wants it to look nice 
long term, and not fade and not chalk,” he said. “The challenge 
the industry faces is that a lot of people are putting metal roofs on 
houses that don’t have the highest-quality substrate and coating. If 
someone drives by a house that has a 5-10 year old metal roof that 
looks faded and chalked, they’ll say ‘I don’t want that on my house.’ 
So you have to provide value by providing high-quality products.” 

A RISING TIDE LIFTS ALL BOATS
Meinhold is a religious man and so his 

desire to succeed is not for himself alone. 
“I really want to see other small businesses 
succeed,” he said. He wants to show fellow 
rural builders that they can add an addi-
tional revenue stream without rethinking 
their business. 

He knows that change scares a lot of 
people, but not changing can be even scari-
er. There is, after all, that dreaded “R” word 
still lurking somewhere in the foggy future. 
And that one word, Recession, is enough to 
inspire and propel Meinhold forward. As he 
said of recession: “Been there—not doing 
that again.” RB
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Finding Your Own Niche
Don’t want to go the metal roofing route? That’s okay, Todd 
Meinhold believes his experience can be used in other areas and on 
any scale for rural contractors to make their businesses recession-
proof.  Here are some additional ideas and tips:

• It’s a good time in the construction industry to diversify; 
demand for services of all types are high. Plumbing, heating and 
cooling, electrical, and carpentry work are all areas within your 
wheelhouse to explore. Take a close look at your own business and 
service area, consider requests you have received, and you may 
find additional untapped or under-served services you could pro-
vide. Set yourself up now to become your local go-to expert.
• Learn from others through networking. Meinhold attended 
workshops and conferences to get ideas and discuss ideas.  He 
is now an active member of the Metal Roofing Alliance and has 
led workshops in diversification at the National Frame Building 
Association’s Frame Building Expo. 

• Take advantage of 
certification classes. 
Trade organizations 
often provide them 
at low cost, or can 
direct you to legitimate 
sources. 
• Don’t be afraid to 
fail. Meinhold admits 
that he hasn’t always 
made the correct deci-
sions, and he still has 
a lot to learn, but after 
bumping his head a few times, he found his direction.
• It’s all about relationships. The customer understands that 
some times you are going to make mistakes, but if you have estab-
lished a good relationship, the customer will trust that you are able 
to work through those mistakes and find a solutions that work for 
everyone. RB
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