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ROOFINGMARKET: 
STABILITY ON HAND
   Svetlana GALYUN 

Stagnation –is the most successful de�nition for the 
Ukrainian economy in general and for the roof 
market in particular. So 2013 passed away. Only a 
few competitive market operators with signi�cant 
resources noticed the improving of dynamics, for the 
majority there were no positive changes, rather in 
contrary.
No one wants to predict a further development of 
the industry any longer. Now, when the country is 
literally on �re, the market hid in anticipation of 
possible disasters, hoping at best, at least for the 
minimum losses.

Trends
The country is heading towards the default, investors 
leave Ukraine, the number of insolvent population 
increases, the volume of construction strictly falls, and 
it is becoming tighter and harder to survive at the 
market. If in 2012 the roo�ng market was busy 
preparing for the championship, there was nothing to 
revive it in 2013. Nothing contributed sales growth, 
industrial engineering practically died, private one 
decreased. Basically the old roofs were repaired. The 
buyer almost completely switched to the cheapest 
price segment, which, according to experts, was 
75-85% of the orders.
The structure of the roo�ng market changed as well. 
The materials that evolutionarily have had to go into 
the past began to �ght for their share, and they not 
only did not pass it, but on the contrary, they have 
increased it again. So, for �at roofs the most popular 
roo�ng material is ruberoid, and in pitched segment 
the most popular is slate, as well as cheap options of 
metal shingles, euroslate. Exactly these materials are 
used for the budget construction (social housing, 
home construction, etc.).
In order to compete in a crowded market more 
successful manufacturers and suppliers optimize the 
production, expand the range, develop dealer 
networks, improve the storage and delivery, develop a 
professional engineering, work on brand development 
and marketing technologies. Less fortunate operators 
reduce the quality of their products in order to reduce 
the prices. Often it discredits not only the producer, 
but also a group of materials.

In the battle for customers the well-known companies 
are increasingly focused on marketing technologies, 
adopting techniques from the sphere of retail or 
network sales. In addition to discounts on some 
models or colors of products and various kinds of 
o�ers, the companies actively introduce crediting for 
customers, specialization of delivery under the speci�c 
customer and the formation of group of loyal 
customers. For example, “TPK” company announced 
the beginning of the o�er: the buyer who buys 100 sq. 
m or more of metal shingles enters into the prize draw 
automatically. “Prushinsky” company combined its 
e�orts with Velux (manufacture of roof windows) to 
promote their products. “Tegola Ukraine” promises a 
diverse range of prizes for those who will score the 
number of points from 15 to 750 when buying 
shingles. To get 1 point, you need to buy 15 square 
meters of shingles line “Super”, 12 sq. m of line 
“Premium” or 1 sq. m of line “Exclusive”. The list of prizes 
is very wide. For example, those who score 15 points, 
won such a modest gift as branded Tegola bag, those 
who score 590 points - 3D TV Philips 42'', 700 points - a 
trip to Italy.
One of the problems of roo�ng market, oddly enough, 
became the development of the Internet and delivery 
services in Ukraine. “The territorial barriers of suppliers 
started to �atten, and each dealer gets into a situation 
where he published the advertisements, organized an 
exhibition space, provided booklets, held a consulta-

tion, made a calculation, persuade in the correct 
choice, and the sale took place through another 
vendor in the remote region. The representatives of 
plants and importers, realizing the con�ict of the 
situation, direct their e�orts to ensure the products to 
remain attractive for the seller and the buyer, 
otherwise it will be chaos in the market and after one 
or two seasons dealers will stop to deal with brand. 
This season we expect the settlement of policy in this 
regard and more rigorous attitude to the rules of 
discounts and observance of level of the recom-
mended retail prices”, - says Svetlana Dudnik, 
marketing specialist of “Tegola-Ukraine”.
Companies consistently curtail their activity. Even 
those who were in the best of times in the top ten now 
are among them. Thus, according to the information of 
Viktor Fyodorov, founder of “Arsenal” PG closed his 
production of metal shingles and decking at Dnipro-
petrovsk “Master Pro� Ukraine”Plant”. The company is 
among the largest in the sector, it participated in the 
impressive tenders, in particular, before the Euro 2012, 
it won the tender for the construction of the facade 
and shed of stands at the stadium “Olimpiyskiy”.
And as a complete surprise it was the termination of 
activity of the market leader in natural shingle – 
“Monie Ukraine” (TM Braas). The company has o�cially 
announced about that in December 2013. Its rights to 
sell products under the brandname of 



Braas it transfers to “Izobud-Trend” and “AST” compa-
nies, which will have the direct contact with the plants 
of “Monier” group. 

Ruberoid with "euro" and without 
Bitumen and polymer-bitumen materials, which are 

less than the others. Since the tough times returned to 

market. Of course, the volume of construction 

roofs are repaired mostly by “good old” ruberoid or 
more advanced euroruberoid.
Euroruberoid and ruberoid ratio also changed 

market, ruberoid - 28-30%. For comparison, in the 
pre-crisis 2008 ruberoid left only a 10% market share. 

much improved polymeric membranes (mainly PVC) - 
2-3%.
The largest producers of bituminous polymeric 
materials are companies “TechnoNIKOL” and “Akvaizol” 

company, which bought the plant “Italiana Membrane” 
in Italy, which is one of the largest manufacturers of 
building materials in Italy. The deal amounted to 
8,000,000 Euros. The plant has three lines for the 
production of bitumen-polymer roll materials, and also 

including water-based, line of polymer membranes 
based on TPO and line of heat-and moisture-proof 
panels, which were not presented in the product line 
of “TechnoNIKOL”. The purchase of plant will allow to 
expand the range of products and technologies 

Despite the drop in the volume of euroruberoid 

under the trademark “Akvaizol-Elast”. 

Slate and its mates
In the segment of pitched roofs the asbestos slate is 
leading, and in all crisis years its market share has only 
increased. This material is employed for the purposes 
of the budget social housing and industrial, agricul-
tural facilities, as well as while renovation of old roofs. 
In connection with this the material went up by 40%. 
To date, gray slate costs 30 UAH/sheet, colored - 52-82 
UAH/sheet. 

To date, the slate is mainly represented by the 
following manufacturers: “Ivano-Frankovskcement”, 
Balaklia Slate Plant (TM Balaklia), “Techprom”, 
“Delta-Bug” Company", “Kryazh Krasnogvardeyskiy 
Slate Plant”, “Kramatorsky Slate”. 
The slate of Ukrainian production is exported to the 
CIS countries. For example, Balaklia Slate Plant exports 
its products to Russia, Georgia, Moldova, Azerbaijan. 
“Krichevcementoshifer” (Belarus) creates competition 
to Ukrainian manufacturer. In 2012, Ukrainian 
producers have initiated the anti-dumping investiga-
tion against Belarusian enterprises, resulting in a 

the Interdepartmental Commission on International 
Trade of Ukraine. 

slate of TM ECO-DACH of “Ukrainskydahi” Company (its 
founders are “Ivano-Frankivsk” and “Ivano-Frankivsk-
Eternit”) became widely used. 
Former serious competitor of traditional slate - 

of its relative. Among the materials for pitched roofs 
there is euroslate which ranks third after metal. 
Nevertheless, the demand on it is stable.
Sales leader of euroslate is traditionally “Onduline”of 
French concern Onduline. Market is entered with 
production of plants from Russia, Italy and Poland. The 

Building Materials”.
Also on the market there are represented the euroslate 
of Aqualine and Ondura (supplier is “Avista” company), 
sheets of Guttanit TM Gutta (GuttaWerke AG, 
Switzerland, importer - “Euroizol” company), as well as 
Corrubit (BTM Company, Turkey).

to 113 UAH / sheet.
In Ukraine, there is also an analogue of euroslate, but 

of the material is plastic. On the market there are the 
products of two domestic producers –metal and 
polymer slate of “Metaplast” TM, produced by 
“Plastmodern” company (Kiev), and corrugated sheets 
on polyethylene base now manufactured by “Euroline” 
(Kherson), as well as wave ceramic and polymer sheets 
of TM Ceramoplastof Russian production (produced in 
Moscow since 2004).

Forgery remains to be the urgent problem of the 

substituted by branded, for example they use 
“Onduline” to name any bituminous wavy slate. Usually 
pseudoOnduline is sold in the southern and western 
regions. One of the frauds is the sale of inter sheets, 
which are used for transporting of euroslate, as the 
euroslate. To avoid the fraud, buyers are encouraged to 

installation manual with warranty card, stamped by an 
authorized dealer.

Shingles
Shingles market growth dynamics is not impressive. 
According to Svetlana Dudnik, market specialist of 
“Tegola Ukraine”, shingles market in 2012 was about 
3.73 million sq.m. and in 2013 - about 3.85 million 
sq.m. “In 2013, the demand growth on shingles slowed 
slightly. This is due both to the decline in growth of 
private construction, and with the increased variety of 
products on the market (more customers choose other 
materials: ceramic tile, composite metal shingles)”, - 
she says. 
But there is another point of view. According to Andrei 
Tolstenko, Head of Marketing Department of “Akvaizol” 

market volume was not more than 3.6 million sq.m, 
and in 2013 3.5 million sq.m was imported in Ukraine, 
but not all imports were implemented. by taking into 
account that “Akvaizol” shingles were sold in the 
amount of 300 thousand sq.m, we can say that the 
market grew to 3.8 million sq.m, so the statement of 
market growth slowing does not correspond to reality.
Approximately 92% of the market of Ukraine shingles - 
is import. About 8% of the market belongs to domestic 

materials plant” company, which produces products 
under the trademark of “Akvaizol” based on 

thousand square meters per year.
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In the structure of the market operators of shingles 
signi�cant changes have taken place. 
“TechnoNIKOL”corporation is not the �rst year the 
leader on the Shingles market (TM Shinglas). Its share 
makes up 42.8%. We can only envy the rates of market 
capture. The growing popularity is explained by a low 
enough price of the product, which is called “mass” and 
the wide own sales network and the availability of 
complementary goods. Operators believe anyone is 
unlikely to win the competition of a share with the 
company. 
“Diversi�ed company KRZ”with Roofshild trademark 
rapidly entered Ukrainian and Russian market. The 
production was launched by “MPK” JSC in Ryazan on 
the new specialized equipment with the capacity of 15 
million square meters per year, which was produced by 
Raichel&Drews Inc. from the United States (a leader in 
the development of equipment for the production of 
shingles). In summer 2012 the project was completed 
by the successful start of deliveries. A unique feature of 
the plant “MPK “KRZ” – is the presence of its own high 
performance systems for oxidation of bitumen 
production similar to scheme, common in the United 
States. In addition to its own plant for oxidation 
Russian factory involved the installations on modi�ca-
tion of bitumen, which allows obtaining products of 
high reliability and durability.  Developed shingles are 
adapted to climate conditions of East Europe and 
Eurasia together by Russians and Americans. In 2013 
the company became active in the Ukrainian market, 
appearing at many trade shows and gained a share of 
9.5% (according to the “Tegola Ukraine”). Roofshild 
o�cial dealer in Ukraine is “Finnish building materials”. 
The increased Russian presence is also due to the fact 
that in October 2012 in Saratov “Diana” association 
opened a plant Ru�ex. According to the 
“Diana-Kiev”company (it is included in “Diana” 
association), production capacity of the enterprise is - 
15 million square meters of roo�ng per year. The plant 
is equipped with modern tools of RDI Group (USA) and 
Boato International (Italy) - the world leaders in the 
�eld of equipment for the production of roo�ng, 
waterproo�ng materials and mastics. The opening of a 
factory in Russia has reduced the cost of production 
not at the expense of its quality, but by reducing the 
costs for customs and logistics. In Ukraine, the �rst 
production of Ru�ex was introduced in April 2013 and 
was sold on the Ukrainian market at a�ordable prices. 
However, in 2013 it could achieve a target of 3% on the 
Ukrainian market of bitumen shingle.“Diana Kiev” 
company, which was previously a primary dealer of TM 
Katepal (plant KatepalOY, Finland), now sells products 
directly under the Ru�ex brand. Products of Katepalare 
is now imported by one of the market leaders 
“MKM-group” almost single-handedly.  
Another outstanding player of shingles market –is 
Concern TegolaCanadeseSpA (Italy, Russia), according 
to Svetlana Dudnik, it transferred its Nordland brand to 
the management of “ERA” company.
Among other operators there have been no changes. 
On the market there are still famous brands IKO 

Svetlana DUDNIK, market specialist of

“Tegola Ukraine” Company:

- Construction of houses for sale has ceased to be a 

highly pro�table business for private investors, and 

customers have become more cautious to the 

number of objects and scale construction, so the 

market has reached a level of rational stability. A 

positive aspect of the market situation remains 

that consumers do not use credit money for 

construction, and that means no arti�cial 

instruments of market in�ating. From the players it 

requires the most rapid response to consumer 

preferences, active pricing and marketing policies. 

The market is saturated with shingles, and 

therefore is highly competitive, which requires of 

participants to a maximum of professionalism. 

Marginality of any business in the market with a 

similar level of competition is reduced, which will 

push all manufacturers to innovations in 

technology and design. I do not exclude that in 

three or four years the o�er on the market of 

shingles will be radically di�erent from the today's 

one. And also distribution channels change. Today 

the average consumer prefers to buy directly, but 

in search and selection of an independent 

consultant on average visits �ve to six outlets 

before the �nal decision to purchase. If we 

consider that the time to choose the buyer has an 

average of two to three weeks, you can imagine 

how fast selection is made. Each seller in this 

market, which will assemble in the trading point all 

the key success factors (availability of product 

samples, components, quali�ed consultants, own 

teams for installation, convenient working hours 

and convenient location, short delivery time, the 

possibility of paying cash), can reduce number of 

outlets visited and increase its own conversion and 

marginality.

Paul KHRISTENKO, director of “Diana-Kiev”:

- The year of 2014 is partly similar to 2009 year. And 

though there are di�erent causes of the crisis - the 

consequences are similar. Reduced purchasing 

power is de�nitely the place to be, but it is added 

with the mood of potential clients who prefer to 

wait for better times. The growth of currency rates 

also made adjustments to the interest of buyers in 

the redistribution of roo�ng materials. At even 

greater compression of construction and, 

consequently, in the grip of roo�ng materials 

market client will consider all o�ers more closely. 

What does the end user need - the perfect 

price/quality ratio. Rising energy prices will make 

to build houses consumption more economical. 

And the question about additional investment in 

construction immediately arises. Where can I get 

money? Let us remember the adage: “I saved –I 

earned” it is particularly relevant at this time - the 

time of steady rates growth. That market operator, 

who will be able to o�er a package of solutions for 

the end user, who can o�er a good price without 

compromising quality, only will stay on the market 

of roofs, in particular, and construction in general.

(Canada, Belgium), Icopal (Poland, France, Finland), 
Nordic Waterproo�ng Group (Finland - TM Kerabit, 
Finnmaster). The shingles of the following companies 
are represented locally: Baltijos Brasta (Lithuania), 
CertainTeed (USA), GAF-ELK (General Aneline & Film 
MC, USA), Lemminka-Inen (Finland), NBP (USA, 
Canada), Onduline (France), Teglass (Italy), “TechnoN-
IKOL” (Lithuania).
The following companies import and sell the products: 
“Avista” (TM Interdakh, Kerabit), “Albion Roo�ng 
Center” (IKO), “Budstars”, “Misol” (IKO), “TBS-Service”, 
“Partek's” (TM Icopal), “IKO Sayles Ukraine”, 
“METROTAYL-Ukraine” (IKO), “Diana-Kiev” (Ru�ex, Roser 
Co.), “Onduline Building Materials”, “Sovі-Bud” (Icopal, 
Brai), “Roo�ng Service”, “Warm House” (Katepal, Ru�ex, 
Shinglas), “The Third House” (Kerabit and Finnmaster), 
“STS Service”, “Techno-Import”, “BaltijosBrasta Ukraine” 
and others.
The structure of demand compared to 2012 has not 
changed. Consumers still prefer to save money and 
buy cheap, as it is often very di�cult for them to 
navigate among the qualitative di�erences of materials 
(they just do not understand what is inside.) This is 
facilitated by the retail resellers and trading networks. 
They either do not recommend any material at all, or 
convince the buyer that his/her desire to save is 
correct. It facilitates the buying process (it is always 
easier to buy cheap) and increases the conversion of 
the seller. Since it does not give any warranties to the 
consumer, then it does not matter whether the 
material is applied correctly, whether it is calculated 
correctly and what accessories are used, etc. The main 
struggle of manufacturers is concentrated in the 
low-price segment and it is the most curious that it is 
the struggle of almost identical colors and cuts.
The dynamics of the seasonal demand for products 
remains similar from year to year, but in April 2013th 
(due to heavy snow in March) there was a slight 
decline, in the rest the monthly demand of 2013th was 
the absolutely parallel curve with the respect to the 
demand of 2012. In winter months, demand falls, and 
during the period from December to February about 
6% of the annual volume of shingles is sold.
The price of shingles varies over a wide range 
depending on the quality, as well as the production 
site. In the lower price segment there are products of 
Ukrainian and Russian producers. Thus, Ukrainian 
products of “Akvaizol” will cost between 57 and 81 
UAH/sq.m, Russian - 65-80 UAH/sq.m. In the mid-price 
segment there are American and European low cost 
and more advanced models, as well as some Russian 
(e.g., premium products of Roofshild - 99-145 
UAH/sq.m).
The range of this cut –is 100-160 UAH. Usually most 
diverse products from a technological point of view, 
mainly of modi�ed bitumen and a rich palette of colors 
and designs are sold in this segment. In this segment 
there is the most intense competition as well. From 160 
to 350 UAH/sq.m - it is premium shingles with the high 
quality and unique design.



Structure of demand for shingles in 2013
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Also there is a separate “supersegment” shingles, which 
is actually a mix of shingles (bottom) and metal (top). 
Such prestige products are o�ered by “Tegola-Ukraine” 
company. This shingle, depending on the metal 
(copper, patinate copper, lacquered copper, titanium-
zinc, aluminum) is from 800 to 2286 UAH/sq.m.
Referring to the price it should be noted that since the 
beginning of the season the total price increase will 
take place. For example, “AkvaizolPlant of roo�ng 
materials” plans to raise prices in March. Importers 
switched to dollar prices, in which the in�ated margin 
is already involved.
Metal shingles and pro�led roo�ng
The market of metal shingles and pro�led roo�ng 
observes stagnation. Dmitry Sofronov,“TPK” company 
believes that in 2013 the market of roo�ng materials 
for pitched roofs in Ukraine has not grown. Rather, it 
was a slight decrease of consumption. As in previous 
years the bulk of demand is for the renovation of old 
roofs, rather than on new construction.
“Arsenal-Center”company has a di�erent point of view. 
“The domestic market of metal roofs in 2013 grew by 
10% compared with 2012, surpassing the bitumen and 
slate roo�ng.  Processing volume of painted metal –is 
120-130 thousand tons, most of which is low-quality 
Chinese-made metal with the thickness of 0.26-0.35 
mm”,- said the commercial director of “Arsenal-Center” 
Boris Kukaylo.
However, if you can call 2013 stable, then after the New 
Year under the in�uence of political events the market 
stands still. “The production of metal roo�ng for 
January 2014 decreased compared to 2013 by 20%. 
Frosts also "fettered" builders and customers. However, 
depreciation of hryvnia (UAH) on the contrary 
encourages the customers to purchase roo�ng 
products, which will surely go up in 2014”,- said Boris 
Kukaylo.
Demand for metal shingles are currently being met by 
more than 90% (according to the TIC, by 99%) of 
domestic production. Imported products come to 
Ukraine only as deep pro�led roo�ng and in very small 
amounts. Also cheap metal is imported from China and 
some other Asian countries.

In Ukraine the �nishing processing - cutting and 
pro�ling is made. Raw materials for metal shingle (roll 
sheet steel polymer coated) are imported from abroad 
(85% - according to TPK).
Manufacturers of metal shingle and pro�led roo�ng 
now are in almost every city. Total number of pro�lers 
on Ukrainian market now is about 200. This includes 
both large national companies with substantial 
manufacturing facilities and small entrepreneurs 
(“garazhniki”) having one or two small grading 
machines. Among the leaders of the market there are 
triple of major ones – “TPK”, “Ruukki Ukraine” and 
“Arsenal-Center”. According to Dmitry Sofronov, in 
2013, they accounted for about 40% of the market of 
metal shingles. Previously, their share was 60% 
(according to “BudMayster”). However, as the expert 
mentions, the share of these companies declined due 
to the growth of low-quality and low-price segment, 
which is primarily served by small regional pro�lers. 
Second-tier companies are headed by “Albatross”, 
“Bulat”, “Centrostal-Domstal”. Boris Kukaylo, however, 
insists that the market leaders, by contrast, increased 
their market share. “Arsenal-Center” �nished 2013 
particularly well, dominating in Kiev, Kiev region, 
Odessa, Khmelnytsky, Kharkiv, Donetsk, Kherson, 
KakhovkaZhaporozhe”, - he says. “Arsenal-Center” 
produces most of the private orders of Korean painted 
metal with a zinc content of 220 g/sq.m. In 2013, the 
company has signi�cantly increased the number of 
orders from construction companies and developers of 
commercial real estate.
 “Staleks” GK in January of this year has completed the 
commissioning and commissioned a new pro�ling 
machine H-75, which became the �rst on the territory 
of the new production facilities in Kiev (at “Leninskaya 
Kuzneca” plant). Introduction of a new machine was 
the stage of the investment program for 2014.
“Aqueduct LTD” (Kyiv region, Vasilkov) together with 
the Finnish side launched the production of metal 
drainage systems, which successfully thronging plastic 
gutter system from the market. The company entered 
the market of the Baltic states and Russia. First batch of 
metal drainage systems have been delivered to Russia 
–to Moscow and Belgorod.

The rest of the market operators have nothing to boast 
too much. So, according to Boris Kukaylo, Dnepro-
petrovsk plant for the production of metal shingles 
and pro�les roo�ng “Master Pro” closed its production, 
a lot of leading operators signi�cantly reduced their 
production volume.

Olga Afonina, deputy director of “Onduline 

Building Materials” company:

- Market of pitched roof in 2013 continued its 

reformation. Before the crisis, in 2008 the proportion of 

asbestos slate declined steadily, starting with 2010, 

slate began to regain its position again. This is due to 

the deterioration of the economic situation in the 

country and, consequently, falling of the purchasing 

power in general. According to our pitched roof market 

research, there have been signi�cant changes. The 

share of “Onduline” last year compared to the share two 

years ago, in 2012, has not changed and remained at 

the same level, although it must be admitted that the 

roo�ng materials market continued its narrowing. Now, 

in a time of crisis, it is di�cult to  forecast the market 

growth in 2014.

Obviously, with the weakening of hryvnia and increase 

of the euro and the U.S. dollar all imported items will 

start to go up, which also a�ects the consumer 

demand. However, despite all these factors, the market 

of repaired roofs is quite stable and roo�ng material 

“Onduline” in many cases is almost ideal for 

reconstruction that allows us to count for holding of 

our leadership position in the market of Ukraine 

pitched roofs. 

According to “Tegola-Ukraine” According to “TPK”



polymer coating layer is not less than 25 microns and 
30% cheaper than the “middle” option in terms of 
price/quality (metal thickness of 0.45 mm, galvanizing 
layer 140-200 g/sq.m, the thickness of the polymer 
coating 25 microns). In 2013, the share of low price 
segment increased from 33% to almost 40%, while the 
upper and middle price segments shared equally the 
remaining market share. “Thanks to this trend of 
reduction in price by reducing the quality, “Chinese” 
metal shingles gradually began to compete with the 
cheapest traditional roo�ng material - asbestos 
cement slate. Because of this, according to our 
estimates, the proportion of metal shingle in the 
structure of consumption of roo�ng materials 
increased. However, this trend is unlikely to be 
regarded as positive. It is caused by the complete lack 
of quality standards for metal shingles in Ukraine, 
because of what the consumers will eventually su�er 
who in most cases do not have reliable information 
about the characteristics of products purchased and 
are not interested in them”,- said Dmitry Sofronov. 
In 2013, the prices of colored steel were relatively 
stable and were kept at a low level compared to the 
previous years. In connection with this the price for 
metal shingles in 2013 barely rose. Now the price for 
metal shingles starts from 47-49 UAH/sq.m (metal 
thickness of 0.4 mm of Asian origin with polyester 
coating). Production with the thickness of 0.45 mm 
costs within 55-60 UAH/sq.m, of 0.5 mm - 60-125 
UAH/sq.m.
In 2014 it is expected that prices will rise, this is related 
to the political and economic crisis.
Polymer-sand shingles
This material has the following composition: 29-30% 
polymer, 69-70% sand, 1% pigment and UV stabilizer. 
In Ukraine, we use various categories of pigments: high 
quality durable ones from the well-known manufactur-
ers (for example, inorganic pigments of Vauferox 
company, Germany), as well as short-lived dyes and 
stabilizers, imported from China. 
This submarket is very narrow and in recent years it is 
held at around 65 thousand square meters.  2007-2008 
observed a burst within50-100% per year. But since 
then, sales do not grow, sometimes they even fall.
This market was left by some operators, not only a 
short-lived companies, but even those who stood at 
the origins of these technologies and was a signi�cant 
�gure in the segment: “Ekotayl” (left in 2009), “Tokada” 
(shut down the production and reformed for the 
import and sales of ceramic tiles, slate, etc.). However, 
as the director of “Tokada” Michael Zdorovtcov a�rms, 
who was the initiator of the production closing, the 
company stopped its production not because of the 
crisis at all, but because of the uncompetitiveness of 
the product. “The durability of the recycled polyethyl-
ene, which is in the content of the shingle, is seven 
years maximum. At the molecular level, the polymers 
do not have good bond with sand until the polymer is 
melted, it bonds well, but under the in�uence of the 
sun it dries and the shingle crumbles with time. If use 

the primary polyethylene, it will increase the service 
life up to 10-12 years, but it still will not be an 
advantage over, for example, metal shingle and the 
cost of polymer-sand shingle will be the same 
ascement-sand. Even if you add UV stabilizers, they will 
not help to keep the bond at the molecular level.  
Germany adds rubber, and this shingle is used for the 
reconstruction of buildings, in which you cannot load 
heavily. Its service life is 40 years. It costs about 30 
Euros, but it won’t be sold here”, says the expert.
However, not all manufacturers are tended to consider 
the production of polymer-sand shingle as impractical. 
Thus, according to Oksana Dmitrieva, Commercial 
Director of “Junona”, to develop the technology of 
quality product the manufacturer need not 2-3 years, 
but much more, and their company assured that the 
shingle is able to perform its functions at least 15-20 
years. Also the bene�t of production, in her opinion, 
consists in that 99% of the shingle components –is 
Ukrainian raw materials the cost of which is not 
pegged to world currencies rate.
Today in Ukraine exclusively the domestic production, 
about 20 specialized enterprises, ensures the demand 
for the polymer-sand shingle. Among them are the 
following:“Junona”, “Bistot”, “BudProm-Technology”, 
“Lukspolimer”, “Ruslana”, “Polymer-Technology” PTK, 
“Bogila”, Imbrex, Asgard. The import of polymer-sand 
shingles into Ukraine does not make sense, as these 
products would exceed the ceramic tile in price 
(production, transportation, customs duties).
According to Michael Zdorovtsov, the polymer-sand 
shingle will gradually withdraw from the market. 
Though while this product is still interesting for a 
number of consumers because of such properties as 
light weight and noise reduction. Also, apparently, it is 
interesting for producers: the market actively o�ers the 
manufacturing equipment for the production of 
shingles, for recycling plastics. Of course, the 
availability of this technology creates �y-by-night 
companies. But the technology in the polymer 
industry does not stand still too, as the civilization 
moves from the “iron”to“polymer” age. Therefore, the 
manufacturing of the product has its prospects, 
especially if producers are able to achieve higher 
service lives. Of course, a lot will depend on the 
stabilization of the economy. As protracted crises and 
lack of demand in any industry always contribute for 
the technologies to become cheaper with the parallel 
deterioration in the quality of the product or for the 
manufacturers to leave the market.
Material price - 67-90 UAH/sq.m, which bring this 
product to middle (metal shingle, shingles) price 
segment.
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“Many “small” producers, not to compete with 
“Arsenal-Center”, went to “cheap” market segment 
where they processthe Chinese metal of 0.26-0.35 mm 
thick with a zinc content of 80 g/sq. m. Such material 
cannot be used for metal roo�ng, and can only be used 
indoors or on the fences”- says the expert.
Many companies owe for the supplied metal, some are 
leaving the market. Fierce price competition in the 
lower price segment causes a portion of the small 
players to leave the market, but new entrepreneurs 
come on their place.
In the structure of consumption of roo�ng materials 
for pitched roofs there is the redistribution between 
the kinds of materials and price segments.  In the 
proportion of the cheapest and low quality products 
made from thin, mostly Chinese, painted steel with 
minimal corrosion protection continue to increase. 
Such metal shingles can cost half the price of the 
material produced according to European quality 
standards: European manufacturers’ metal is 0.5 mm 
thick with a layer of galvanizing of 225-275 g/sq.m., the 

Dmitry Sofronov, “TPK” company:

- Reduce of the purchasing power and worsening of the 

investment climate due to the devaluation of the hryvnia 

and political instability do not portend anything good for 

roo�ng market in 2014. Consumption is likely to decline 

by 5-10%. Taking into account that the price for the main 

groups of roo�ng materials tied to the exchange rate, as 

high import content, it can be assumed that the structure 

of consumption will increase the share of the cheapest 

types of roo�ng materials, asbestos slate, cardboard and 

bitumen sheets (euroslate), thin cheap Chinese metal 

shingle. At the same time the quality and valuation will 

be on the �rst stage. In 2014, according to our 

information, the work will be done to develop a new 

DSTU establishing the quality standards for metal 

shingles. The ecological compatibility issue and the use 

of asbestos slate - a material banned in developed 

European countries will also be raised.

Boris KUKAYLO, commercial director of "Arsenal-Center" 

company: - In 2014, on the metal shingle and pro�led 

roo�ng market 4-5 companies headed by “Arsenal-

Center” will strengthen their position through the 

provision of quality imported metal with zinc content of 

220 g/sq.m under the paint coating. Small companies in a 

pre-default state of Ukraine's economy lose the trust of 

their customers. They do not have the su�cient funds for 

the purchase of various colors painted metal and 

maintaining the necessary stock for rhythmic production. 

This year, many companies without waiting for the 

foreign investments and the rise of the Ukrainian 

economy (recession in industrial production continued 

for over 1.5 years), complete their business path as steel 

traders have refused to give metal without money. The 

number of companies, which have debts for the supplied 

metal increased.


