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NCSC:  Market Summary

Market:  Past
• Created in 1995 as one of five Superpave Regional Centers.  

• Charged with the single purpose to assist agencies and the 
transportation industry in the national implementation of the 
Superpave performance-based system for designing asphalt 
pavements. 

• Established as a regional organization, primarily serving the 
departments of transportation in 10 states in the north central 
region of the United States and the highway ministries in 2 
provinces in Canada. 



NCSC:  Market Summary

Market:  Present
• Recognized as a premier testing laboratory and research facility for 

excellence in the implementation of the Superpave system.  

• Exploring new directions to broaden the center’s scope of services, 
initiating a shift in technology focus from deploying the Superpave 
system to advancing programs in Hot Mix Asphalt (HMA).  

• Addressing concerns of the north central region, building upon the 
center’s current reputation, leadership, and relationships within the 
locality.  

• Adopting a national perspective to concentrate on targeted issues 
and programs of importance to the HMA community.



Market Summary

Market:  Future 
• Vision:  Be a Recognized Source of HMA expertise. 

– Focus on emerging technologies and trends, always on the 
cutting edge of research, technology, and training.

• Mission:  To provide Services to Advance and Transfer HMA 
Technology.

– A central information resource and clearinghouse, serving the 
north central region and expanding the center’s outreach to 
deliver national programs.



NCSC:  Market Summary

Changes in Market, Leadership, Players, Market Shifts, and Competition
• Current customer base of transportation agencies is becoming self-

sufficient in the deployment and training of the Superpave system.

• NCSC no longer has clearly defined single product or program, such as 
Superpave, which is easily recognizable and visible to agencies.

• Political changes and retirements in agencies are resulting in new 
personnel not familiar with the NCSC, its past service, or current focus in 
HMA technology.

• Competition within the transportation industry includes other initial 
Superpave centers, associations, private firms, training organizations, and 
testing/research laboratories dedicated to asphalt technology. 



Market Summary

Marketing Challenges Facing the NCSC 
• NCSC is at a crossroads.  The center is in transition, and in a state 

of revitalizing its strategic direction and goals. 

• NCSC faces low awareness of the center, its changing technology 
focus, and its current shift in delivering innovative programs and 
services in HMA.

• NCSC is experiencing a changing customer base, 1) resulting from
a decreasing requirement for services related to deploying the 
Superpave system, 2) turnover in agency personnel, and 3) 
possible competition from other resources offering similar services 
and programs.



Review of Programs and Services

General HMA Materials Testing
Pavement Performance Testing

• Dynamic Modulus

• Flow Number

• Master Curves
• Indirect Tensile Testing

• Flow Time

Environment
• Recycled Asphalt Pavements (RAP)

• Noise

Safety
• Friction



Review of Programs and Services 

Research
• Conducting New Research Projects
• Providing Expertise as Research Advisor
• Technical Support
• Providing Testing Services
• Answering Information Requests
• Conducting Literature Searches
• Examining New Equipment and Technology

Providing Technology Transfer
• Technical Assistance
• Disseminating Information
• Participating in conferences in speaking engagements
• Providing Expertise as members of committees



Review of Programs and Services

Training
• Creating On-line Training

• HMA Mix Design
• Binder Testing

• Noise

• Recycled Asphalt Pavements (RAP)
• Producing Technical Videos

• Developing New Training Courses in Emerging Technology

• Providing Interactive Training



Review of Programs and Services

Provides technical solutions and input on national issues.

Disseminates technical information through the following means: 
• National Newsletter 

• Web Site 
• Web HMA Searchable Database 

• Training Courses 

• Visits to agencies and organizations. 
• Provides preliminary literature searches for agency and ministry

research projects.



Competition within the Transportation Industry

• Such organizations, as the National Center for Asphalt Technology 
(NCAT), the National Association of Asphalt Pavement (NAPA), 
Asphalt Institute, and the states asphalt pavement associations 
disseminate information on Hot Mix Asphalt through research, 
training, web sites, video information, and publications.  

• Universities across the country sponsor a variety of Transportation 
Research Centers.  In addition, education, research, and 
technology transfer resources are available in the transportation 
industry through the American Association of State Highway and 
Transportation Officials (AASHTO), Transportation Research 
Board (TRB), and the FHWA. 



Establishing a Business Model to Deliver Value

To retain the center’s position in its current regional market and 
define a new direction in a national market, it is recommended 
that the NCSC establish a business perspective:
• Innovation and New Program Development .  Develop a 

technology focus, program, or service unique to the HMA 
community…to differentiate the center within the community and 
from competition within the transportation industry.

• Increase National Focus .  Foster joint ventures, alliances, and 
partnerships.

• Manage Customer Loyalty and Relationships .  Research 
customer needs and wants.



Communicating to Customer Groups

Program(s) or service(s) must be innovative and directly targeted to 
the needs of the center’s customers:      
• Primary customers of the NCSC are transportation agencies and 

ministries, followed by the FHWA, contractors and asphalt paving
associations.  

• Secondary customers consist of universities, national research 
centers, and international entities, followed by the public. In 
addition, a potential secondary customer includes local government 
agencies.  Local agencies may not have funding, but NCSC may 
reach this customer group through state DOT’s.



NCSC Marketing Goals

Six marketing goals are recommended to achieve 
success and to focus the center’s business direction:
1. Review and evaluate the goals and objectives of the NCSC.  

Develop a strategic planning approach, employing an annual 
assessment of the center’s performance to strengthen future 
strategies and action plans.

2. Establish a new image and identity for the NCSC.  Increase 
awareness of the NCSC by promoting the center as the north 
central region’s premier resource for HMA technology. 

3. Increase customer relations and retention through a customer 
management and loyalty program.



NCSC Marketing Goals 

Six Recommended Goals (continued):
4. Determine appropriate programs and services to meet the needs 

of the NCSC’s target market(s). Become a customer-focused 
organization.

5. Build awareness and create interest in the NCSC through 
promotions and communication.

6. Increase the visibility of the NCSC through a public relations 
program.



Marketing Strategies and Tactics

The six marketing goals are accomplished through a series of  
detailed strategies and tactics. The proposed strategies and 
tactics are documented in a marketing roadmap and action plan 
for the NCSC.  The designated action items and activities are 
designed to be completed over the next 18 months in the 
following three phases:
• Phase 1 :  Determine what the customer wants, and create the 

identity of the center.

• Phase 2 :  Establish plan to market the NCSC and its programs to 
the customers.

• Phase 3 :  Implement the marketing strategies and tactics.



Investing Resources to Achieve Business Results

An Estimated 1,000 Hours a Year Is Required to Market the NCSC. 
• Marketing the center involves leadership and key staff members, 

including the Director, Technical Director, and Communications 
Specialist. 

• It is also recommended to add to the current staff, a dedicated 
marketing resource to administer the program. The NCSC may 
consider employing a business or marketing manager, or 
contracting a marketing consultant or firm. 

• In addition to the NCSC staff, the center also may obtain marketing 
assistance from the Federal Highway Administration, Purdue 
University, and other partners and stakeholders.



Planning the Marketing Budget

Marketing and Communications Program Budget
• The average program budget ranges from 9 to 12 percent of the 

annual organizational budget. This program budget covers the 
costs of the various strategies, tactics, and activities of marketing.

Personnel Resources
• To employ a marketing manager, an annual salary can range from 

$60,000 to $120,000.  An annual contract for a marketing firm for 
approximately 500 hours may range from $50,000 to $100,000. 

• The NCSC will embark upon new strategies and tactics to reinvent
the center’s direction and focus.  These new approaches in the 
initial phases of the NCSC’s marketing plan may require the center 
to spend more aggressively in the next 12 months.



Marketing Plan:  Key Decisions

1. Determine products and programs, and what is the NCSC’s niche within the 
HMA technology community.

2. Determine to rename the center and initiate new identity.

3. Determine to operate the center from a business perspective, instituting 
marketing strategies to drive business goals and achieve results.

4. Determine organization of the NCSC, in terms of business focus and 
staffing, allocating budget and personnel resources to marketing.  

5. Determine customer needs and wants through surveys, focus groups, 
customer visits, and customer research.  Research the competition.

6. Determine if center will seek accreditation—timeline and significance to the 
center’s business strategy.



Steering Committee:  Key Actions and Approvals

1. Approve the marketing plan and strategy; roadmap and action 
plan; and timeline.

2. Determine and approve marketing and communications 
programs budget, including allocating time and funding for 
travel to initiate customer visits and outreach.

3. Determine and approve organizational change to administer 
marketing and communications program.  Add a new staff 
position, or employ consultant or marketing firm.



Marketing and Communications Technical Assistance

Judith C. Johnson
Marketing and Communications Services Team
Federal Highway Administration Resource Center
61 Forsyth Street, SW, Suite 17T26
Atlanta, Georgia  30303

Phone:  404-562-3682
Fax:  404-562-3700
E-mail:  judith.johnson@fhwa.dot.gov


