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THE DIGITAL ADVERTISING 
EQUATION: 

FORMULATING STRATEGY TO 
RECRUIT DRIVERS & GROW YOUR 
BUSINESS
P R I S C I L L A  P E T E R S ,  V P  M A R K E T I N G ,  C O N V E R S I O N  I N T E R A C T I V E  A G E N C Y
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#1
UNDERSTAND YOUR 
TARGET MARKET
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DRIVERS  LOOKING  FOR  A  JOB

* Source: Conversion Interactive Agency & PDA September 2021 Driver Survey

66% 
Not 
Looking 
for a Job 34% Looking 

for a Job
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Where Drivers Go FIRST When Looking for a Job

* Source: Conversion Interactive Agency & PDA September 2021 Driver Survey

55% Online Search
(Google, Indeed, Zip Recruiter, etc.)

19% Truck Driver 
Job Boards

17% Driver
Referrals

4% Social
Media

5% Other
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We asked drivers … 
What is the 

most 
attractive to 

you as a 
driver?

(drivers selected their top 3)

* Source: Conversion’s May 2021 Driver Survey
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6* Source: Professional Driver Agency

TODAY’S DRIVER ISSUES & CONCERNS
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7* Source: Conversion November 2020 Driver Survey

Preferred Way to Consume Info About Job 
Opportunities:
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ONLINE DRIVER REVIEWS

* Source: Conversion Interactive Agency
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We asked drivers … 
Where do you 

go for news 
information, 

content 
online?

* Source: Conversion’s May 2021 Driver Survey
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THE DRIVER PERSONA

WHEN SATISFIED: WHEN NOT SATISFIED:
HAVE • Options relating to home time

• Personal support
• Stability in freight
• Freedom & independence

• Difficult home time
insecurity

• Sporadic/weak freight
• Lack of control

FEEL • Proud
• Well compensated
• Less stress
• Secure

• Frustrated
• Stressed
• Powerless
• Insecure

AVERAGE 
DAY

• Clear, organized scheduling/dispatch
• Steady freight

• Unpredictable
• Unsure about loads

STATUS • Respected professional driver • Struggling professional
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Drivers & Customers Are Interested in 
Your Reputation

* Sources: LoSasso | CIA & PDA 202 Driver Survey

of B2B buyers cite

COMPANY REPUTATION
as the most influential factor when choosing a 
company to do business with

70%
of drivers read and research 

DRIVER REVIEWS
before selecting a company to drive for

74%
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B2B Decision Makers Are Doing Their Homework

* Sources: CSO Insights

of B2B buyers fully define their needs

ON THEIR OWN
before engaging with a sales representative70%
identify

SPECIFIC SOLUTIONS
before reaching out to a provider/seller

44%
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How Generations Research Brands Online

* Source: GWI 2021

Social Media 51%
Gen Z

48%
Millennials

39%
Gen X

28%
Boomers

Search Engines
49%

Gen Z
51%

Millennials
56%
Gen X

61%
Boomers
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DECISION MAKER PERSONAS MATTER

Companies that exceed their
lead and revenue goals are

7.4 TIMES
more likely to have updated their
decision maker personas in the last 6 months.

* Source: Alexa
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#2
BUILD STRATEGY TO 
GROW YOUR FLEET & 
YOUR BUSINESS

(It’s not about who arrives … 
it’s about who stays.)
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A FULL FUNNEL BUILDS
BRAND PREFERENCE

Top-of-funnel strategies 
build your pipeline, but 
the ROI is a successful 

CONSIDERATION & 
CONVERSION phase. 
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#1Mistake Carriers Make Today:
NOT Supporting the Top-of-Funnel
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STRATEGY FOR RECRUITING & SALES

BLOG POST

Marketing 
Initiative

SOCIAL POST
YOUTUBE 

LINK
DRIVER 
VIDEO

CEO VIDEOFEATURED 
ARTICLE

PRESS 
RELEASE

INTERNAL 
NEWSLETTER

T-SHIRT/HAT
SOCIAL 

MEDIA AD
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#3
ALLOW ORGANIC & 
PAID ADVERTISING TO 
WORK TOGETHER
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PAID & ORGANIC DELIVERING RESULTS
O
rg
an
ic

Pa
id
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PAID & ORGANIC DELIVERING RESULTS

O
rg
an
ic

Pa
id
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PAID & ORGANIC DELIVERING RESULTS

O
rg
an
ic

Pa
id
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MOST COMMON CONVERSION PATHS

* Source: Conversion Interactive Agency
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#4
Have Some FUN!
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EVERY STRATEGY EMPLOYED SHOULD 
DO TWO OF FOUR THINGS …

Celebrate Amplify

Educate Entertain
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FUN IN TRANSPORTATION 
MARKETING
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FUN IN TRANSPORTATION 
MARKETING
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Q&A

conversionia.com

Priscilla Peters
VP Marketing, Conversion Interactive Agency
ppeters@conversionia.com
615.377.2595


