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ditor's Note: The following article explores
some practical concepts regarding cool
(white), garden (green) and photovoltaic roof-
ing systems. If the reader gives our author a
chance, he or she will quickly see that this
roof consultant is not a critic of cool or garden
roof configurations. He merely brings up some issues relating
to good roof design that should not be ignored.

The trend toward environmentally friendly, energy-saving roof-
ing systems may be the best thing that's happened to this
industry since the single-ply revolution 25 years ago. Cool and
garden roof designs can be extremely profitable for the roofing
contractor. If property owners, architects and government officials
feel so strongly about the environmental impact of their build-
ings, the industry may finally have an opportunity to get away
from the penny-per-square-foot mentality that has plagued roof-
ing contractors since the advent of the “two-ply” built-up roof,

Although white membrane suppliers may chafe at some of
Marvin’s points, we hope they'll agree that Leadership in
Energy and Environmental Design (LEED) points should not
be allowed to lead roof designers by the nose. We also recog-
nize that these manufacturers have recently introduced some
of the most innovative roofing systems to come along in some
time, including dirt-resistant, factory-coated white membranes
and photovoltaic systems. Even the hard-core purveyors of
reflective membranes and coatings admit that it's a good idea
to also include some properly installed (staggered) roof insu-
lation , and their specifications reflect this.

So give Marvin a chance and feel free to e-mail your opin-
ions to our editors. While this is our “cool” roofing issue, RSI's
primary responsibility to its readers is to provide a fair and
balanced approach to industry issues. Codes and regulations
are literally changing from month-to-month, and some of the
requirements referred to below may have changed after this
article was written.

he objectives of Green Roofing (GR) and Cool
Roofing (CR) are different but interrelated as they

apply to low-sloped roofing. In this article, we will

mostly refer to new and reroofing membrane applications
over metal decks to avoid expanding on limitless variables.
We are here to discuss the goals and objectives of cool
and green roofing standards and identify significant short-
comings in their approach and requirements. Lastly, we hope
to provide suggestions on how to improve the situation.
Assisting building owners in an accurate and functional
assessment of a roof design is a basic, first step of the roofing

process. The following areas will be discussed:
1. Building codes today mandate R-values in low-sloped

roof systems. The codes fail to require testing or other means
to ensure the entire assembly delivers the stated R-value.
This paper will demonstrate these shortcomings and make
suggestions on how to correct them.

2. Cool roofing, as defined by the Cool Roof Rating
Council (CRRC), is misguided and is often counter produc-
tive when Energy Star stamps the product. CR is often a

part of a roof system that wastes significant energy and
harms the environment.

3. Codes from the City of Chicago ro California’s Title
24 now erroneously mandate CR as defined, at least in part,
by the CRRC.

4. Green roofing and cool roofing can qualify for points
from the U.S. Green Building Council (USGBC) through
its Leadership in Energy & Environmental Design (LEED)
standards. The award of points is intended to reward roofs
that provide better stewardship of our planet and natural
resources. Although well intended, the points are being
awarded to many CR and GR systems that waste significant
energy and harm the environment.

The mission for GR is sustainability or minimizing the
negative impact on the environment. CR is limited to estab-
lishing and determining ways to benchmark roof surface
reflectivity and the resulting impact on energy. Simplified
and brief descriptions follow to help the reader understand
these organizations. You are encouraged to contact the
organizations for a comprehensive description.

The USGBC states its core purpose as: “To transform the
way buildings are designed, built and operated, enabling an
environmentally and socially responsible, healthy, and pros-
perous built environment that improves the quality of life in
communities.”

USGBC has developed a rating system — the LEED
Green Building Rating System — for benchmarking a build-
ing’s environmental performance. Benchmarks reached pro-
vide points, which in turn result in one of four ratings: certi-
fied, silver, gold or platinum.

Roofing is just one small part of this organization’s cover-
age. Local, state, and federal incentives are becoming
increasingly available to buildings that are LEED rated. One
significant incentive includes government authorities simply
mandating buildings be LEED rated. This is a de facto sub-
sidy falling on American taxpayers.

The Cool Roof Rating Council (CRRC) was formed in
1998 with the financial support of the California Energy
Commission, Environmental Protection Agency, Energy Star,
and Pacific Gas and Electric Company. The Charter states the
CRRC establish a fair, accurate, and credible rating system in
regard to roof surfaces and the energy impact associated with
this. The CRRC is a significant player in promoting code
changes and influencing market choices described above.

Two extraordinary sessions took place in 2005. USGBC
held its five-day Greenbuild Conference and Expo in
November 2005 in Atlanta. Green roofs are one part of a very
large picture. Although there were more than 90 educational
workshops, only one of these dealt specifically with roofs.

Earlier in May of 2005, and also in Atlanta, the RCI
Foundarion addressed cool roofing in a substantive way
by presenting the two-day symposium titled “Cool
Roofing: Cutting Through The Glare.” The terms “cool
roofing,” “energy smart,” “energy star” and “green roof-
ing” have been slung around by roof manufacturers in
marketing campaigns at an exponential rate. The sympo-
sium’s speakers represented all related fields and sectors
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