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MEASUREMENT!!! 

• FW DODGE BASELINE ON LMR 

– PROJECT IN CONCRETE 

• INTENSITY OF MESSAGING 

– MEDIA BUZZ 

• STATE CODES AND LEGISLATION 

 



* 

 

2040 

2040 2010 

355 billion 
square feet 

464 billion 
square feet 

109 billion 
square feet 

155 billion 
square feet 

264 billion 
square feet 

Source: Data from Arthur C. Nelson, Presidential Professor & Director Metropolitan Research Center, University of 
Utah. Image from Architect magazine, premier issue, November 2006. 
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RMC PRODUCTION 

SINGLE FAMILY HOME STARTS 



EXISTING CHECKOFF PROGRAMS 
AGRICULTURAL BILL 

CONSUMER DRIVEN 

Beef 
Blueberries 
Christmas Trees 
Cotton 
Dairy Products 
Eggs 
Fluid Milk 
Hass Avocados 
Honey 
Lamb 
Mangos 

 

CONSTRUCTION DRIVEN 

                 SOFTWOOD Mushrooms 
 Paper Pkg 
Peanuts 
Popcorn 
 Pork 
 Potatoes 
Raspberries 
Sorghum 
Soybeans 
 Watermelon 

http://www.ams.usda.gov/AMSv1.0/FVResearchandPromotionPaper
http://www.ams.usda.gov/AMSv1.0/ResearchandPromotion
http://www.ams.usda.gov/AMSv1.0/ResearchandPromotion
http://www.ams.usda.gov/AMSv1.0/ResearchandPromotion


 
Softwood “Opportunities”: 

1. Light Commercial & Multi-Family Construction 

2. Converting concrete slabs and walls to softwood lumber 

3. Coordinated, North American-wide marketing strategy to take 

market share from concrete and steel. 

 

*$12 million collected through assessments in 2013 

*$18 million available in 2014 

 

 

"Wood should be a major component of American building and 
energy design."  
 USDA Secretary Tom Vilsack 

http://www.softwoodlumberboard.org/portals/0/reports/forest_service_report_docume.pdf
http://www.softwoodlumberboard.org/portals/0/reports/forest_service_report_docume.pdf
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       …the National Ready Mix Concrete 

Association recently launched a $20 

million, five-year effort to win back 

eroding mid-rise market share from the 

wood industry.” 

Mike Case, President & CEO, The Westervelt Company 

Chair, Softwood Lumber Board 



Millennial Baby Boomers 



The Marselle – Seattle, WA – PB Architects 
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SOURCE:  Dodge Data & Analytics 
*Based on year to date (March 2016) 

% Share of Floor Area of Mid-Rise (4-7 Stories) 
Excluding Parking Decks 

WOOD 

CONCRETE TARGET 
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Communication Direct Project 

Promotion 

Advocacy 

STRATEGIES 
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Not Aware / No Opinion Somewhat Unfavorable Very Unfavorable Somewhat Favorable Very Favorable 

WHILE EQUAL, WOOD’S IMAGE HAS 

MORE INTENSITY 

11% 
-7% 

-1% 

39% 

42% 

  
THE WOOD INDUSTRY 

81% Favorable 

8% Unfavorable 

10% 
-7% 

-2% 

45% 

36% 

  
THE CONCRETE INDUSTRY 

81% Favorable 

9% Unfavorable 

Research findings by Axis Research. 



MARKET SHARE 
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CORE LMR CAMPAIGN COMPONENTS 
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CAMPAIGN GOAL 

To develop a strategic and aggressive communications  

plan that will increase concrete’s market share in the  

low-to mid-rise market segment by: 

Launching the  

BWS Brand  

Starting the 

conversation around  

on new terms 

Moving fast  

to counter wood   

1 2 3 



Campaign Fundamentals 
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CASE STUDIES 

9+ 
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CASE STUDIES 

8+ 
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INFOGRAPHICS 

9+ 
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VIDEOS 

13+ 
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COLLATERAL 



Campaign Fundamentals 
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INSULATED CONCRETE FORMS 
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MIT SUSTAINABILITY HUB 
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OWNED MEDIA 

SOCIAL MEDIA PAID MEDIA 

EARNED MEDIA 
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MARKET ROLLOUTS 

BWS Campaign rollouts so far: 
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WASHINGTON, DC 
MAY 

PAID 
MEDIA 

EARNED 
MEDIA 
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SEATTLE, WA 
JUNE 

EARNED 
MEDIA 
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SEATTLE, WA 
JUNE 

OWNED 
MEDIA 

SOCIAL 
MEDIA 
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CHICAGO, IL 
AUGUST 

OWNED 
MEDIA 

SOCIAL 
MEDIA 
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CHICAGO, IL 
AUGUST 

EARNED 
MEDIA 
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25+  
Webinar  

Participants 

CHICAGO, IL 
AUGUST 
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NEW JERSEY 
SEPTEMBER 

SOCIAL 
MEDIA 

OWNED 
MEDIA 
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NEW JERSEY 
SEPTEMBER 

EARNED 
MEDIA 
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NEW YORK 
SEPTEMBER 

OWNED 
MEDIA 

SOCIAL 
MEDIA 
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NEW YORK 
SEPTEMBER 

EARNED 
MEDIA 
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ONGOING RAPID RESPONSE 

EARNED 
MEDIA 
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BRAND LIFT STUDIES 

 

SEATTLE 
 

 

CHICAGO 
 

 

WASHINGTON, DC 
 

Brand Lift allows us to measure metrics on our YouTube video 

advertising.  This allowed us to go beyond traditional metrics like 

impressions and views to measure the campaign’s impact on 

perceptions and behaviors within the Seattle market. 

 

To do this, Google creates two randomized groups: 

 

1. The exposed group who are the people who will see your ads 

2. The control group who are the people selected to see other ads 

 

Google serves a two-question survey to these groups to understand if 

they recall seeing the BWS ad and if they remember the BWS brand. 
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BRAND LIFT STUDIES 

 

SEATTLE 
 

 

CHICAGO 
 

 

WASHINGTON, DC 
 

Our study ran in the Seattle market from July 25 to July 30, garnering 

over 531,000 impressions, 122,000 views and clicks, and surveying 

over 5,000 people.  Here are the key takeaways: 

  
• Ad Recall was Above Average:  there was a 41.2% lift in ad recall after seeing the 

BWS ad.  Ad recall measures the extent to which an ad is remembered. 

 

• Brand Awareness was Above Average:  there was a 30.6% lift in brand awareness 

after seeing the BWS ad.  Brand awareness measures the extent to which viewers 

are familiar with a certain brand. 

 

• Exposure Matters:  in both questions, people who saw the ad more than once had a 

much higher lift than those who saw it only once.  Similarly, people who completed 

the ad had significantly higher lift than those who skipped the ad. 
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BRAND LIFT STUDIES 

 

SEATTLE 
 

 

CHICAGO 
 

 

WASHINGTON, DC 
 

Our study ran in the Washington, DC market from August 15 to August 

22, garnering over 791,000 impressions, 213,000 views and clicks, and 

surveying over 5,000 people.  Here are the key takeaways: 
   
• Ad Recall for 35-44-year-olds was Above Average:  there was a 97.8% lift in ad 

recall for 35-44-year-olds after seeing the BWS ad. Overall, brand lift was 38.5% in 

the DC market, which is in line with industry averages. 

 

• Brand Awareness on tablets was Above Average:  there was a 47.7% lift in brand 

awareness for viewers who saw the BWS ad on tablets.  Overall, there was a 13.1% 

lift in brand awareness, in line with industry averages. 
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BRAND LIFT STUDIES 

 

SEATTLE 
 

 

CHICAGO 
 

 

WASHINGTON, DC 
 

Our study ran in the Chicago market from August 16 to August 23, 

garnering over 676,000 impressions, 151,000 views and clicks, and 

surveying over 5,000 people.  Here are the key takeaways: 

  
• Ad Recall was Average:  there was a 25.5% lift in ad recall after seeing the BWS 

ad, including a 38.4% lift for males in the Chicago market. 

 

• Brand Awareness for females was Above Average:  there was a 36.2% lift in 

brand awareness for female viewers who saw the BWS ad.  Overall, there was a 

19.9% lift in brand awareness, in line with industry averages. 

 

• Exposure Continues to Matter:  in DC and Chicago, across both ad recall and 

brand awareness questions, people who saw the ad more than once had a much 

higher lift than those who saw it only once.  Similarly, people who completed the ad 

had significantly higher lift than those who skipped the ad. 
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WEBSITE TRAFFIC 

20,000+ Users 

39,000+ Page Views 

86% of Traffic News Users 

46% Desktop Users 

54% Mobile & Tablet Users 

Avg. Time on Site 1 min 

Avg. Pages Per Visit 1.6 

Top 5 Pages Viewed:  

Strength, Design Center, Concrete  

at Work, Value, Ease of Use 
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SOCIAL TRAFFIC 

BWS Wood 

159 subscribers 1,365 subscribers 

717k views 175k views 

15,487 likes 10,755 likes 

49 posts 28 posts 

6,476 engagements 322 engagements 

116 tweets 52 tweets 

1,590 engagements 779 engagements 

16 updates 38 updates 

218 engagements 517 engagements 
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SEARCH AND YOUTUBE ADS 

Search Ads 

1,270,347 Impressions 

9,962 Clicks 

YouTube Ads 

3,439,785 Impressions 

780,945 Views 

22.70% View Rate 
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EARNED MEDIA 

BWS WoodWorks 

Volume  410 136 

Reach 125.5 M 65.8 M 

Est. Value $1.2 M $600 K 
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WHAT’S NEXT? 

Make Build with Strength the established and 

authoritative voice of the industry  
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SUPPORT LEGISLATIVE ACTION 

Pro-active efforts to support passage of  

legislation in key markets: 
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SUPPORT LEGISLATIVE ACTION 

Earned Media  

 

Grasstops and  

Grassroots Mobilization  

 

Calls and Letters to 

Targeted Legislators  

Research  

 

Events 

 

Rapid Response  

 

Paid Media  
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SUPPORT BUSINESS DEVELOPMENT 

ROLLOUT BWS 

INTELLIGENCE 

REPORTS 

PROMOTE AND 

IDENTIFY KEY 

PROJECTS 

CONDUCT 

WORKSHOPS  

AND CREDIT 

CERTIFICATIONS 

CREATE PROJECT 

FUNNEL WITH 

PIPEDRIVE 

PROMOTE  

DESIGN 

ASSISTANCE 

PROGRAM 
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SUPPORT BUSINESS DEVELOPMENT 

Build and Launch Regional Market Promotion Team 

• Identify key markets to meet with developers, investors, 

architects, engineers and contractors to introduce campaign 

• Make presentation and develop collateral 

• Build relationships 

• Incorporate NRMCA members in follow-up meetings we 

identify as prime targets 
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2017 RESEARCH  

Begin yearly baseline poll in April 2017 

Online survey of 400 architects, developers, builders, engineers, 

designers, construction managers and urban planners measure 

movement in key areas: 

• Image of the industry 

• Material preferred for low-to mid-rise structures 

• Benefits of concrete over wood 

• Improvement in our key messages 
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INVESTORS & DEVELOPERS PACKET 

• Showcase the Build with 

Strength Investors and 

Developers Advisory Council 

• Goal: Formalize the coalition 

and real faces from our target 

audience with who understands 

the benefits of concrete 

• Launch efforts with contractors, 

engineers and designers 
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SURROGATE PACKET 

Build and launch a 

surrogate network 

• Develop a bullpen of voices 

who can participate in rapid 

response activities 

• Leverage voices for  

pro-active activities 

• Provide media training and 

educational activities 
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SECOND + DELAWARE VIDEO 
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CORE LMR CAMPAIGN COMPONENTS 
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DESIGN CENTER 

26+  
Requests 



CONCRETE DESIGN CENTER 

 

 

 

 

Structural Design 

Cost Estimates 

Energy Analysis 

LEED Optimization 

Whole Building LCA 
 



MILLION CUBIC YARDS 

MD 

NJ 

VA 

1.2 



PROJECTS CONSULTED  

 47 



PROJECTS RETAINED 

 16 



PROJECTS CONVERTED 

 5 



MMC Materials 
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CORE LMR CAMPAIGN COMPONENTS 



LEGISLATIVE WINS 

2 









State of Maryland 

Chaney Enterprises 



• 16 companies 

• 2500 products 

• 90 companies 

• 2,600 plants 

GREEN BUILDING ADVOCACY 

2 Points 

The most in the building industry 



WHOLE BUILDING LCA 

3 Points 

-15% -10% -20% 



PROJECT FAIL-SAFE / SAFETY RATING 

• Sprinkler tradeoffs 

• Strengths/weaknesses 
of fire protection 

• Risk analysis software 
• Occupants 

• Fire fighters 

• Property 



Local Paving Promotion and 
Technical Assistance 



COMMUNICATIONS STRATEGY  

AND SUPPORT FOR  

NRMCA’S PAVING VERTICAL  

September 17, 2016 



TARGET AUDIENCE: 

Local officials and private and 

residential developers.  

PROGRAM GOAL: 

Educate target audience that ready 

mixed concrete should be the default 

paving material for roads, driveways 

and parking lots.  

PAVING PROGRAM TARGET  
AUDIENCE AND GOAL 

DDC   |   2 



PROGRAM ELEMENTS 

Research on our target 

audience to help us 

understand what key 

messages we should 

communicate and how.  

Development of a 

website to host 

program information 

and educational 

material.  

Local press and 

media support to 

help advance the 

program’s goals and 

objectives.  

Creative 

deliverables that 

brand RMC as the 

number-one paving 

material.  

DDC   |   3 



RESEARCH 

Research will help our strategy and communications 

team build out a program messaging platform 

construct, public mission and overarching program 

pillars. DDC will partner with Axis Research, its 

independent researcher, to help us execute the 

following two core elements: 

• Public Officials: 15-20 one-on-one, in-depth interviews with city, county, 

and state public works officials and engineers.  These would be anonymous 

(respondents not revealed) and blind (respondents would NOT know who 

was sponsoring the study).   

• Private Officials: We would do a survey of 100 developers online.   

 



THURSDAY, 8/18 

Begin developing 

database of 

transportation 

officials/engineers 

for participation 

RESEARCH TIMELINE 

WEDNESDAY, 8/24 

Draft 1 of  

in-depth-interview 

questionnaire for 

public officials 

WEDNESDAY, 

8/24 

Draft 1 of  

developer survey 

MONDAY, 8/29 

Begin in-depth 

interviews 

TUESDAY, 9/6 

Begin on-line 

developer survey 

MONDAY, 9/19 

Developer survey 

report to DDC 

FRIDAY, 10/7 

Public official 

report to DDC 

DDC   |   5 



The quantitative and qualitative research will inform our strategy, communications, 
and creative team in building out the core communications elements of the 
program. Our goal is to take intricate information and make it more understandable 
and visual so our target audience can be better educated on our point of view.  

 

TO ACCOMPLISH THIS, WE WILL DEVELOP:  

COMMUNICATION & CREATIVE ELEMENTS 

DDC   |   84 

• Strategic and compelling messaging 
• Collateral materials—fact sheets, 

infographics, and brochures 
 
 
 

• Presentations 
• Scripts  

 



DDC has a team of in-house public relations professionals will deliver short-term 

crisis communication strategies and build long-term strategies that drive a narrative 

for making ready mixed concrete the default choice for paving. We will build a 

strategy, meet with reporters, craft unique events, and drive the conversation. 

 

DDC WILL EXECUTE AND DEVELOP:  

LOCAL PRESS & MEDIA SUPPORT 

DDC   |   85 

• Key Message Development  

• Target Audience Identification  

• Journalist Identification and 

Education  

• Op-eds  

• Media Releases  

• Letters to the Editor  

• Media List Development  

• Media Placement and Pitching 

Across TV, Radio, Print, and Digital  

• Daily News Clips and Online 

Intelligence 

 



We will establishment of an online Web hub that provides our 

target audience and external stakeholders with our key 

messages and access to our collateral and other information 

pertinent to the program’s goals and objectives.  

 

WEBSITE 

DDC   |   86 



LONG-TERM APPROACH 

Political  

mobilization 

Surrogate retention 

and training 

program 

Coalition 

development 

Stakeholder 

engagement 

DDC   |   3 



Pavement Communications Strategies 



               

Brian Killingsworth, P.E.  

Senior Vice President 

Division Head, Local Paving 

San Antonio, TX 

NRMCA Local Paving: Technical & Promotion Personnel 

Jon Hansen  

Senior Vice President, Local Paving 

Pleasant Hill, IA 

Julie Buffenbarger, FACI, LEED AP BD+C 

Senior Vice President, Local Paving 

Hinckley, OH 

Phil Kresge  

Vice President, Local Paving 

Macungie, PA 

Amanda Hult, P.E.  

Senior Director, Local Paving 

Lebanon, TN 

Ken Justice, P.E.  

Senior Director, Local Paving 

Ambler, PA 

Don Clem, P.E.  

Vice President, Local Paving 

Denver, CO 



Local Paving Division: State and Regional Assignments 



Past: 

30,000 Foot Approach 
Current/Future: 

Project Level Approach 

National Paving Promotion Strategy 

vs. 



Local Partnerships = More Effective Results 



NRMCA Local Paving: Promotion Strategy 

 
Yards 

Education 

Promotional 

Collateral 

Technical 

Tools 

Contractor 
Engagement 

Design 
Assistance 

Sustainability 

Communication 

Political 
Engagement 



Known Yards Influenced - KYI 

KYI is a success measurement that tracks 

yards for projects that were influenced to 

go concrete through promotion efforts. 



Known Yards Influenced 

• 2016 Goal = 825,000 yd3 
(2017 Goal = 950,000 yd3) 

• 2016 YTD = 807,358 yd3* 

 

• 2013 = 212,000 yd3 

• 2014 = 557,000 yd3 

• 2015 = 723,000 yd3 

*2016 Total Yards Pursued = 1,500,000 yd3 

-
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NRMCA Design 

Assistance 

Program 



DAP Effectiveness 

• FY 2016 

• 155 Reports Completed 

• Potentially Influencing 540,000 yd3 

• Approximately 40% of DAP Projects Go Concrete 

 

• *Still Following Up On Projects From 2014-2016 



• 1 R/M Producer 

• 1 Contractor 

• Cement/Admix/Fiber 

• 10-hours 

 
Year   # of Boot Camps 

2013 = 1 

2014 = 5 

2015 = 4 

2016 = 7 

 

--Boot Camp at ASCC (Sept 2016) 



What Type of Contractor? 

Approximately Thirty (30) Contractors Just Went 

Through Specialized Boot Camp at ASCC Annual Meeting 



Contractor 
Engagement 
Through Boot 
Camps 

Increasing 
Requests 
for DAP 
Reports 

Increase 
in Known 
Yards 
Influenced 
(KYI) 

One Successful Strategy to Increase KYI… 



Highlighting Concrete Overlays 

1) Overlay Guide Funded by RMC REF 
 

2) Approximately 10% of DAP Requests 

 In 2016 Were For Concrete Overlays 



Highlighting Concrete Overlays 



Experience With Overlays 



SOFTWARE DEVELOPMENT & 

IMPROVEMENT 



ConcreteTracker 



Concrete Pavement Design Website: 

Joint Project With ACPA, NRMCA, & PCA 

~$400,000 with 9-12 month development 



Sustainability & Life-Cycle Thinking 

MIT Pavement Focus On: 

•Concrete Durability (Modeling and Testing) 

•Life-Cycle Thinking (Economics & Environment) 

•Communication and Implementation 



MIT Concrete Sustainability Hub 



Wynn Encore| Las Vegas, NV 

Room Rate: $299/night plus taxes 

SAVE THE DATE! 

NRMCA  
2017 Annual Convention 

March 4-6, 2017 


