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2006 Buying Practices Study 

The Concrete Producer 

PURPOSE The findings cited in this report are based on a survey sponsored by Hanley Wood on behalf of their 
publication, The Concrete Producer. 
 
Through the use of a mail survey representing key segments of The Concrete Producer’s domestic 
circulation, the purpose of this research project was to provide the editors and advertisers with a profile of 
equipment buying practices of this audience. 
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Nature of Organization 
 
The results presented in these findings are based on The Concrete Producer recipients who indicated on the 
survey that the primary nature of their firms is some type of producer (hereafter, “TCP producers”).  Among 
them, about half (57%) work for ready mix concrete producers and no more than 14% work for any one of 
the other types of producers.   
 
As shown in the chart at right, the percentages for each type of producer are roughly the same whether based 
on individuals or based on establishments (i.e., after de-duping for multiple respondents from the same 
location).  While the differences are minimal, results for questions about respondents’ firms are based on 
establishments and results for questions about the respondent are based on individuals.     
 
Where applicable, differences in results among the various types of producers are highlighted.  For example, the 
table below shows the average percentage of each location’s overall business (i.e., sales/contract volume) from 
precast concrete production based on the nature of the organization.  Not surprisingly, those that are primarily 
precast producers average the most.  Overall, about half (49%) of TCP producer establishments have some precast 
concrete production business. 
 

Mean % of Business from Precast Concrete Production 
by Nature of Organization (based on ESTABLISHMENTS) 

ready mix producer  4.7% 
precast producer1  88.0% 
other producer2  24.6% 
TOTAL  28.3% 

base:  320 TCP producers representing 11,154 establishments 

                                                                 
1 Throughout this report, “precast producers” include both precast product producers (septic tanks, vaults, etc.) and prestressed/precast concrete producers 
(structural or architectural). 
2 “Other producers” include producers of concrete pipe , concrete block, concrete roof tile, and interlocking pavers. 
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Nature of Organization 
What is the primary nature of your organization? 

9% 9%

9% 8%

11% 9%

14% 15%

57% 58%

based on
INDIVIDUALS

based on
ESTABLISHMENTS

multiple answers
other producer
prestressed/precast concrete producer
precast product producer
ready mix concrete producer

 
 

base:  320 TCP producers representing 11,154 establishments
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Business Involvement 
 
TCP producers are well-established organizations.  The typical location has been in business for 40 years, 
with only 3% having emerged within the last 5 years.   
 
To better understand the types of work TCP producer establishments do, respondents were asked to 
indicate which of eight other lines of business their location of their organization is involved with.  No 
more than 43% indicated each, with aggregate hauling the most common. 
 
Those establishments that are primarily precast producers are less likely than ready mix or other 
producers to be involved in at least one of the lines of business asked about.   
 

% Involved in at Least One Other Line of Business 
by Nature of Organization (based on ESTABLISHMENTS) 

ready mix producer 86% 
precast producer 46% 

other producer 69% 

base:  320 TCP producers representing 11,154 establishments 
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Establishment Profile 
 

Other Lines of Business Involved In 
Which of these other lines of business is your location of your organization involved with? 

43%

29%

27%

25%

12%

10%

8%

6%

74%

aggregate hauling

aggregate processing

cement/bulk handling

distribution of supplies

construction contracting

architectural precast

recycling

concrete pumping

AT LEAST ONE OF ABOVE

 
base:  320 TCP producers representing 11,154 establishments (multiple answers)
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Sales/Contract Volume 
 
TCP producer establishments averaged approximately $8.4 million in sales/contract volume in 2004.  
Precast producers averaged slightly less than other types of producers, at $6.6 million. 
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Establishment Profile 
 

Sales/Contract Volume 
What was your location’s approximate sales/contract volume in 2004? 

14% 17% 12% 15%

12% 11% 17% 10%

10% 11% 12%

2%

26% 21%
30%

33%

25% 26%

22%

28%

12% 15%
8%

12%

TOTAL
ESTABLISH-

MENTS

ready mix
producers

precast
producers

other
producers

no answer
<$500,000
$500,000 - $999,999
$1 - $4.9 million
$5.0 - $24.9 million
$25+ million

 
base:  320 TCP producers representing 11,154 establishments 
(means based on those answering)
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Cubic Yards of Concrete Produced 
 
While the average sales/contract volume varies only slightly by nature of the organization, the amount of 
concrete produced differs greatly.  On average, each establishment produced 74.1 cubic yards of concrete 
in 2004, with ready mix producers producing far more than the other types of producers, at 94.0 cubic 
yards. 
 
However, as a proportion of the concrete produced, integrally-colored concrete is less likely to come from 
ready mix producers than from other types of producers.  Among ready mix producers, the proportion is 
6.8%, while precast and other producers averaged 11.2% and 25.5%, respectively.  Overall, the average 
proportion that was integrally colored was 8.5%, or about 6.3 cubic yards per establishment in 2004.   
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Cubic Yards of Concrete Produced 
Approximately how many cubic yards of concrete did your location produce in 2004? 

About what proportion of the concrete your location produced in 2004 was integrally colored? 

67,800

87,600

30,200 26,700

6,300

6,400

3,800 9,100

TOTAL
ESTABLISH-

MENTS

ready mix
producers

precast
producers

other
producers

not
integrally colored

74,100

94,000

34,000 35,800

mean # of cubic yards produced in 2004 

(8.5%)

(6.8%)

(11.2%) (25.5%)

 
base:  320 TCP producers representing 11,154 establishments 
(means based on those answering)
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Mix Design Specifications 
 
About half of TCP producer establishments (52%) have had an outside firm (i.e., architect or project 
design engineer) set the mix design specifications for their projects.  This happens more commonly at 
ready mix producer establishments (62%) than at precast producer establishments (36%) or other 
producers (20%). 
 
Among the TCP producer establishments that have had mix design specifications set by an outside firm, 
it’s not often that the establishment changes the mix design specifications.  On average, it’s about 16.8% 
of the time.  About one in six (17%) never change the specifications, while 2% always do. 
 
When the mix design specifications are changed it’s most often because of design changes.  Those 
establishments that change the mix design specifications set by an outside firm indicated 63.4% of the 
time it is for that reason, on average.  Product availability is the driver of change an average of 15.5% of 
the time, budget changes 8.8% of the time, and brand preferences 4.1%. 
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Mix Design Specifications 
 

Mix Design Specifications 
If your location ever changes the mix design specifications set by outside firms,  

how often are they changed for the following reasons? 

design changes

product
availability

budget
changes

brand
preferences

other

63.4%

15.5% 8.8%
4.1%

8.2%

mean summary

 
base:  123 TCP producers that change the mix design specifications, representing 4,671 establishments 
(fill-in answers)
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Equipment Inventory:  Truck-Related 
 
The primary objective of this Buying Practices survey is to better understand the type and quantity of equipment 
owned by the establishments in TCP’s circulation.  To help understand their buying practices, the table at right 
shows: 
 

• the proportion of TCP producer establishments that own or lease each of 9 different types of equipment 
related to trucks 

• the number of establishments each percentage translates to 

• the estimated total projected unit inventory owned/leased by all TCP producer establishments 

• the number of establishments that plan to purchase or replace each within the next 2 years   
 
For example, based on the sum of the weighted responses, an estimated 2,441 total TCP producer establishments 
own 38,820 front discharge mixer trucks.  Additionally, 1,761 establishments plan to replace or acquire them in 
the next 2 years. 
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Equipment Inventory:  Truck-Related 
 

 TCP 
locations that 

own/lease 
%               # 

estimated 
total unit 
inventory 

owned/leased* 

# of TCP 
establishments 
that plan to buy 
within 2 years 

mixer trucks:  front discharge  22% 2,441 38,820 1,761 
mixer trucks:  rear discharge  53% 5,958 159,080 4,207 
mixer trucks:  volumetric  4% 494 1,060 109 
truck cleaning systems  22% 2,410 7,450 542 
truck scales  32% 3,554 13,440 455 
trucks:  aggregate hauling  47% 5,263 38,430 2,635 
trucks:  cement hauling  35% 3,947 16,550 1,045 
trucks:  pick-up  76% 8,439 84,840 3,138 
truck chassis/engines/suspension  27% 2,988 45,250 1,051 

 
*calculated by adding the weighted responses, including 0s, but excluding non-responses  

base:  320 TCP producers representing 11,154 establishments
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Equipment Inventory:  Other 
 
Similar to the truck-related equipment, the accompanying table summarizes the inventory and purchase 
plans for the other 17 types of equipment asked about. 
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Equipment Inventory:  Other 
 

 TCP 
locations that 

own/lease 
%               # 

estimated 
total unit 
inventory 

owned/leased* 

# of TCP 
establishments 
that plan to buy 
within 2 years 

batch plants:  mobile  20% 2,216 5,170 1,465 

batch plants:  stationery  80% 8,956 51,100 2,436 
bin level indicators  53% 5,898 70,120 1,896 
concrete pumps:  trailer-mounted  5% 547 1,310 45 
concrete pumps:  truck-mounted  5% 557 970 139 
conveyors  58% 6,488 49,870 1,939 
cranes  34% 3,847 17,210 670 
dust control systems  67% 7,510 47,990 2,262 
forklifts  64% 7,194 42,560 2,108 
forms:  precast/prestressed  36% 4,060 483,550 2,000 
front-end wheel loaders  81% 9,058 62,430 2,717 
mixers:  pan/twin shaft  12% 1,379 2,100 177 
rail car movers  4% 462 1,500 146 
ready mix reclaiming systems  20% 2,183 3,450 988 
recycling units  7% 755 1,050 221 
vibrators  59% 6,616 83,760 2,368 
water heating/cooling systems  56% 6,195 16,680 912 

 
*calculated by adding the weighted responses, including 0s, but excluding non-responses 

base:  320 TCP producers representing 11,154 establishments
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Computer/Automation Products 
 
Data was also captured regarding computer/automation products used by TCP producer establishments. 
 
The chart at right shows that about three in four (73%) TCP producer establishments currently use at least 
one of the six types of computer/automation products listed, and 40% expect to replace or acquire at least 
one within the next 2 years. 
 
The most common computer/automation products that are used are related to batching:  batch plant 
automation equipment (65%) and batching software (53%). 
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Computer/Automation 
Products 

Computer/Automation Products 
Which of these types of COMPUTER/AUTOMATION PRODUCTS does your location currently use/ 

do you expect your location to replace or acquire within the next 2 years? 

65%

53%

41%

33%

26%

17%

73%

23%

17%

11%

10%

14%

15%

40%

batch plant automation
equipment

batching
software

radio communication
equipment/software

networking/data sharing
software

truck dispatching
software

GPS/fleet management
equipment

AT LEAST ONE OF ABOVE

currently use
expect to purchase
within 2 years

 
base:  320 TCP producers representing 11,154 establishments (multiple answers)
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Job Functions that Establish Need for Purchase 
 
When it comes to establishing the need for a purchase, the owner/partner/president at a TCP producer 
establishment is the most likely to be involved, regardless of the type of equipment/materials that are 
being purchased. 
 
As shown in the chart at right, plant managers are nearly as likely as top management—and far more 
likely than equipment managers or purchasing agents—to establish the need to purchase concrete 
materials/additives.   
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Job Functions Involved 
in Purchasing 

Job Functions that Establish Need for Purchase 
Which job functions at your organization typically establish the need to make a purchase? 

75% 73%

59%
62%

50%

18% 19%
24%

19%

36%

17%
13%

17%

6%
3%

8% 6% 8% 10% 10%

trucks other
heavy

equipment

light
equipment

computer/
automation

products

concrete
materials/
additives

owner/partner/president
plant manager
equipment manager
purchasing agent

 
base:  320 TCP producers representing 11,154 establishments (multiple answers)
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Job Functions that Select Brands for Purchase 
 
The job functions that establish the need to make a purchase also tend to select the brand to be purchased 
in each product category asked about. 
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Job Functions that Select Brands for Purchase 
Which job functions at your organization typically select the brand to be purchased? 

77% 75%

61% 61%

53%

11%
14%

21%
17%

33%

15% 13%
16%

6% 4%5% 5% 6% 8% 6%

trucks other
heavy

equipment

light
equipment

computer/
automation

products

concrete
materials/
additives

owner/partner/president
plant manager
equipment manager
purchasing agent

 
base:  320 TCP producers representing 11,154 establishments (multiple answers)
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Job Function 
 
Because of their job functions, TCP producers are highly likely to be involved in both aspects of the 
purchasing process—establishing the need to make a purchase and selecting the brand to be purchased in 
each product area.  More than a third are owners/partners/presidents (39%) and another quarter are 
plant managers (25%). 
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Job Functions Involved 
in Purchasing 

Job Function 
Which one of the following best describes your job function? 

39%

plant
manager

25%

sales
representative

8%

other
manager/director

13%

other
13%

owner/partner/president

 
base:  320 TCP producers



 

 
30 

Importance of Brand Name 
 
Brand name is moderately important in TCP producers’ purchasing decisions for concrete 
materials/additives.  For each of six concrete-related products asked about, brand name is considered 
important in purchasing decisions by about half or fewer.3  Overall, it is considered most important when 
purchasing admixtures or cement, and least important for fly ash. 
 
Those at establishments that produced 50,000 cubic yards or more concrete in 2004 are the most likely to 
consider brand name important in their purchasing decisions for each concrete-related product asked 
about. 
 
 

                                                                 
3 “Important” = a rating of 4 or 5 on a 5-point scale where 5 = very important and 1 = not at all important 
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Importance of Factors 
in Purchasing 

Importance of Brand Name 
How important is the brand name in your purchasing decisions for the following? 

58%

53%

39%

38%

36%

32%

67%

60%

49%

50%

48%

44%

admixtures

cement

integral color

fibers

specialty cement

fly ash

% rating brand name important*

TOTAL
those at establishments
producing 50,000+ cubic
yards of concrete in 2004

 
*a rating of 4 or 5 on a 5-point scale where 5 = very important and 1 = not at all important 

base:  320 TCP producers
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Importance of Factors in Brand Selection 
 
When selecting a brand of equipment/trucks for purchase/lease, most TCP producers are looking for 
dependability and parts availability.  Dealer support and easy maintenance also rank highly, as does prior 
experience with the brand.  Trade-in/resale value, financing arrangements, and foreign versus domestic 
manufacture are of importance to the fewest. 4 
 
 

                                                                 
4 “Important” = a rating of 4 or 5 on a 5-point scale where 5 = very important and 1 = not at all important 
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Importance of Factors in Brand Selection 
How important are each of these factors in your location’s selection  

of the brand of equipment/trucks for purchase/lease? 

87%

87%

80%

79%

75%

71%

68%

64%

63%

46%

35%

29%

overall dependability

parts availability

overall dealer support

ease of maintenance

past experience with brand

dealer reputation

mfr's reputation/brand image

price/lease rate

product features

trade-in/resale value

financing arrangements

foreign or domestic manufacture

% rating each important
in the selection of equipment/trucks*

 
*a rating of 4 or 5 on a 5-point scale where 5 = very important and 1 = not at all important 

base:  320 TCP producers
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Importance of Factors in Brand Selection 
 
Dependability and ease also rank highly in TCP producers’ brand selection process for concrete 
materials/additives.  81% indicated product quality is important and 75% feel ease of application is. 5   
 
Energy efficiency was rated important by the fewest, but still a majority of respondents (54%). 
 
 

                                                                 
5 “Important” = a rating of 4 or 5 on a 5-point scale where 5 = very important and 1 = not at all important 
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Importance of Factors in Brand Selection 
How important are each of these factors in your location’s selection  

of the brand of concrete materials/additives for purchase/lease? 

81%

75%

73%

72%

68%

68%

65%

64%

63%

62%

60%

59%

54%

product quality

ease of application

price/value relationship

technical support

design flexibility

past experience with brand

manufacturer's warranty

product appearance

R&D support

mfr's reputation/brand image

mix design assistance

lab/field testing

energy efficiency
% rating each important

in the selection of materials/additives*

 
*a rating of 4 or 5 on a 5-point scale where 5 = very important and 1 = not at all important 

base:  320 TCP producers
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Information Sources 
 
To help TCP producers evaluate equipment/trucks and concrete materials/additives, trade publications are 
relied on by proportions second only to dealers/distributors and manufacturers’ sales representatives. 
 
Web sites fall near the bottom of the list of sources.  While not nearly as easily accessible as web sites, even 
trade shows are relied on by more TCP producers than web sites are.   
 
The trade show they are most likely to rely on for information to help them evaluate equipment/trucks or 
concrete materials/additives is World of Concrete.  The majority (57%) have attended World of Concrete 
compared to a minority who have attended CONEXP-CON/AGG (32%) or MCPX (11%). 
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Information Sources 
What sources do you rely on for information to evaluate each of the following? 

69%

51%

45%

39%

34%

32%

32%

23%

10%

9%

2%

63%

62%

35%

35%

28%

24%

35%

18%

8%

9%

1%

dealers/distributors

manufacturers' sales reps

trade publications

product literature/spec sheets

other users/business associates

trade shows

live product demonstrations

web sites

videos from mfrs/suppiers

direct mail

other
equipment/trucks
concrete materials/additives

 
base:  320 TCP producers (multiple answers for each)
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Industry Publications 
 
The trade publication they are most likely to rely on for information to help them evaluate 
equipment/trucks or concrete materials/additives is The Concrete Producer.   
 
Nearly all respondents read it regularly (94%), and it is, by far, the preferred publication.  The Concrete 
Producer was selected as the publication they would choose to read if they could read only one by a 
margin of more than 3-to-1 over the next closest competitor, Concrete Products. 
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Industry Publications 
What industry publications do you read regularly (that is, at least 3 out of 4 issues)? 

Which one of these industry publications would you choose to read if you could read only one? 

94%

86%

14%

11%

10%

64%

19%

5%

1%

0%

The Concrete Producer

Concrete Products

MC

Concrete InFocus

Concrete Monthly

read regularly
(multiple answers)
preferred publication
(single response)

 
base:  320 TCP producers
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Actions Taken When Immediate Need for Information 
 
To help advertisers in TCP better understand the process TCP producers use to gather product information, 
respondents were asked to indicate their usual courses of action if they have an immediate need for information on a 
product they’ve seen in a magazine article or ad.  In such a case, the most common reaction is to phone or fax a 
dealer/distributor (54%).  No more than 37% usually take any single other course of action, including e-mailing or 
visiting web sites of manufacturers or dealers/distributors. 
 
Those at small organizations (less than $2.5 million sales/contract volume) are even less likely than the whole to use 
e-mail when they have an immediate need for information on a product they’ve seen in a magazine article or ad.  
They are, however, more likely to send in a reader service card than those at larger companies.  In fact, after phoning 
or faxing a dealer/distributor, it’s the second most likely course of action for those at smaller businesses. 
 
Internet use in general, is lower among those at smaller organizations.  Only about half (55%) of those at 
organizations with sales/contract volumes of less than $2.5 million use the Internet for industry or product 
information, while nearly all (90%) of those at the largest organizations ($10 million or more) indicated the same. 
 

% Who Use Internet for Industry/Product Info 
by Sales/Contract Volume (based on INDIVIDUALS) 

<$2.5 million 55% 
$2.5 - $9.9 million 74% 

$10.0+ million 90% 

TOTAL 74% 

base:  320 TCP producers  
 

 

 



 

 
41

2006 Buying Practices Study 

The Concrete Producer 

FINDINGS 
Information Sources 
 

Actions Taken When Immediate Need for Information 
If you have an immediate need for information on a product you’ve seen in a magazine article or ad,  

what is your usual course of action? 

54%

37%

33%

26%

25%

22%

20%

9%

1%

51%

29%

26%

20%

11%

11%

34%

10%

4%

phone or fax dealer/distributor

visit manufacturer web site

phone or fax manufacturer

visit dealer/distributor web site

e-mail dealer/distributor

e-mail manufacturer

send in reader service card

personally visit dealer/distributor

other

TOTAL
those at organizations
with <$2.5 million
sales/contract volume

 
base:  320 TCP producers (multiple answers) 


