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VRMCA:

• Acts as a trusted advocate for our members

• Encourages communication among industry professionals

• Provides design and technical assistance to owners, architects 
and engineers

• Educates and informs consumers/end users

• Offers up-to-date educational opportunities

• Promotes our members and their products



Why it matters

• Messaging should connect back to categories

• Consistent messaging helps strengthen our brand



What we’ve focused on

• Brand consistency and exposure

• Social media

• Project profiles

• Web site (Phase Two)

• Newsletter



Brand consistency

• Consistent imagery and messaging

• Collateral materials

• Promotional materials



Brand awareness
• Logos on Web site and 

email signatures

• Hard hat stickers and 
bumper stickers



Brand awareness

• Go big with mixer drum decals or mud flaps



Social media

• Why social media? It’s a great way to:
• Start a conversation

• Share information

• Engage a diverse audience

• Stay on top of industry news



Social media

• VRMCA uses social media to:
• Educate and inform

• Promote ready mixed concrete and our members

• Drive brand awareness



Social media

• Consistent across all three sites

• Variety of content but focused 
on key messages



Social media

• Facebook ‘boosted’ ads
• Great for impressions

• Not so great for increasing followers



Social media

• Emails
• Initial announcement 

• LinkedIn specific

• Facebook specific



Social media

• Tracking activity
• Number of followers

• Number of impressions

• Number of social 
engagements 

• Regular efforts to expand 
and engage followers



Social media

• What you can do to help
• LinkedIn

• Facebook

• Twitter 



Social media

• Interact with VRMCA on social media

• Can’t find us? 



Project profiles

• “Show don’t tell” opportunity

• Educate and inform

• Promotes:
• Our members

• Our partners/influencers

• Ready mixed concrete

• Drives brand awareness



Project profiles

• Profiles will be used to spread the 
word about concrete

• Process has been adjusted
• 30-minute ‘interview’

• Regular program reminders 



Stone Brewing Company



Route 501 Bridge over the James River



Institute of Contemporary Arts



I-81 Exit 140 Park N Ride



Project profiles

• More to come! 
• Luray Caverns, Luray

• Ecommerce Center, Hampton

• Facebook Data Center, Richmond



Web Site (Phase Two)

• Revisited navigation

• Updated to add relevant 
content



Web site (Phase Two)



Newsletter

• Taking a fresh, objective look

• Survey helped define direction



Newsletter

• More updated, streamlined and current

• Content that reflects what YOU wanted to see

• Delivered on a quarterly basis



Newsletter



Newsletter



Newsletter

• Newsletter Index Page

• Table of contents



Newsletter

• What’s the big deal?
• Information is easier to find

• Helps with SEO – how people find our Web site

• Adds depth to the Web site



Thank You! 


