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The best defense is a good offense. In an era of declining brand loyalty, 
the concept that strategic advantage can only be gained by strong 
offensive action, rather than passivity, is truer than ever. 

The survey that opens our 2023 playbook shows that 80% of fleets 
considered multiple brands for their most recent purchase and most 
planned purchases 12 months or more in advance. In a separate survey, 
27% of buyers cited needing to buy other brands due to supply chain 
issues. When asked whether they would continue to consider those 
other brands in the future, 32% said yes and only 21% planned to 
return to their primary brands. 

When the numbers suggest that nearly one-third are buying other 
brands and many are likely to continue to do so, the implications are 
twofold: first, the risk of inaction can result in long-term share loss and 
second, now may be one of the best times to increase share. 

With that in mind, we’ve crafted a playbook with tools you can leverage 
to reduce the risk of share loss and sway others to your brand:

 г Market Intelligence to drive sales prospecting strategies, measure 
brand loyalty, assess propensity to buy, track won/lost sales and 
uncover parts/service opportunities.

 г Programmatic Marketing powered by verified equipment buyer data 
for precision targeting to engage your best prospects.

 г Award-winning content from CCJ, which creates a fertile 
environment to influence buyers and nurture business growth.

To compete in 2023, marketing and sales organizations will need to 
be armed with the most robust and up-to-date tools available. Let 
us power your initiatives with the largest verified equipment owner 
datasets in the industry, the most advanced media technologies 
available and award-winning content from CCJ. 
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Trucks transport 
every good consumed 
in the U.S.

 

Carriers By Fleet Size

1 - 4 5 - 9 10 - 19 20 - 49 50 - 99 100 - 249 250 - 499 500 
and over

Number of estimated 
vehicles operated.

Analysis of active fleets from RigDig® Business Intelligence. Active fleets with an estimated fleet size of one 
or more are grouped into RigDig®’s estimated fleet size category. The chart displays the count of fleets and 
the estimated number of vehicles in each group.

NOTE: These are just some of the segments captured by RigDig®.
For a complete look at all entities in the RigDig database, contact your sales representative.

Number of Trucks

1,912,868

1,489,365

601,347

694,487

483,319

515,647

338,774

125,314

45,307 25,517 7,063 3,445 980 713

According to the American Trucking Associations, more 
than 1.1 million fleets move 10.9 billion tons of freight 
representing $875.5 billion in gross freight revenues 
(primary shipments only). 

Analysis provided by RigDig® Business Intelligence gives insight into active fleets operating in the United States by 
operating segment. Operating segments are defined by RigDig® Business Intelligence as: 1. For-Hire: 10+ Fleet - an entity 
with 10 or greater power units operating as For-Hire. 2. Private: 10+ Fleet - an entity with 10 or greater power units and 
operating as a private fleet. In addition to operating as a private fleet, the entity may also operate as For-Hire. 3. Owner-
Operator - a For-Hire entity with less than 10 power units and operating at least one verified class 8 unit or one tractor. 
Segment excludes entities in construction, manufacturing, and financial services industries, and leased owner-operators. 4. 
For-Hire: <10 Fleet - an entity with less than 10 power units that operates For-Hire and does not have at least one verified 
class 8 unit or one tractor. (e.g. landscaping company, courier) 5. Private: <10 Fleet - an entity with less than 10 power 
units that operates as Private. 6. Other - entities in RigDig® that are not primarily fleets but own class 3-8 equipment; such 
as shippers, brokers, cargo tank facilities, Indian tribe, non USDOT entities, etc.

Private:  
<10 Trucks

Private:  
10+ Trucks

OtherFor-Hire:
<10 Trucks

For-Hire:
10+ Trucks

Owner-Operator

524,198

473,325

285,443

39,011 32,615

277,319

Carriers By Operating Type

795,273

71,626 fleets 
3.6 million 

Estimated vehicles 
operated

53% 
of the estimated 

vehicles in 
operation

1,214,220
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CCJ Buyer Behavior Insights

Need to replace aging trucks  . . . .84%

New business required us to  
expand our capacity  . . . . . . . . . . . .30%

New business required a  
different vehicle type  . . . . . . . . . . . . 3%

Other  . . . . . . . . . . . . . . . . . . . . . . . . . . 2%

What influenced you to start the 
purchase process?

80% of Buyers Consider 
Multiple Brands
How many different brands  
did you consider?

When did you first start thinking 
about your purchase?

One . . . . . . . . . . . . . . . . . . . .20%
Two  . . . . . . . . . . . . . . . . . . .46%
Three . . . . . . . . . . . . . . . . . .21%
Four  . . . . . . . . . . . . . . . . . . . . 7%
More than four . . . . . . . . . . . 6%

21%

46% 20%

7%

6%

Most Recent Truck 
Purchases Were New
Was the last equipment purchase 
you made new or used? 

New . . . . . . . . . . . . . . . .53%

Used . . . . . . . . . . . . . . . .18%

Does not apply . . . . . . .29%

60% of Purchases Planned  
a Year or More in Advance

1 to 2 month  . . . . . . . . . . . . . .6%
3 to 7 months  . . . . . . . . . . . 17%
8 to 11 months . . . . . . . . . . 18%
12 to 18 months . . . . . . . . . 30%
More than 18 months  . . . . 30%

17%
30%

30% 18%

11%

Replacing Aging Trucks Top 
Purchase Reason

Download the CCJ Buyer Behavior and Connectivity Report
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Content Plays an Influential Role

I’ve had a good experience with this brand(s) . . . . . . . . . 83%
Equipment reviews or articles on industry websites  . . 20%
I always buy the same brand  . . . . . . . . . . . . . . . . . . . . . . . 19%
Peer recommendations . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 14%
Dealer recommendation . . . . . . . . . . . . . . . . . . . . . . . . . . . . 13%
Other . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 13% 
Equipment reviews or articles on social media . . . . . . . . . .7%

What influenced the choice of truck brand(s) you considered? (Select all that apply)

Technical how-to ...................................................49%
Interviews with trucking experts ......................46%
Business how-to ....................................................43%
Drive tests & other equipment info ..................35%
Custom trucks.........................................................25% 
I don’t look at trucking related videos .............21%
Interviews with drivers ........................................20%
Entertainers & other celebrities ............................6%

What type of trucking-related videos do 
you like? (Check all that apply)

Brand Affinity, Content & Peers Are Top Considerations

Top Video Topics: Technical, 
Business, Equipment Info

How frequently 
do you take an 
action (visit a 
website, share 
the video, 
search) after 
watching a 
video? 

Never . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 6%
Rarely . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 21%
Occasionally . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 49%
Often . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 13%
Frequently . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 4%
Does not apply . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 7%

66% Likely Take Action 
After Video View

7%
13%

21%

6%
4%

49%

Download the CCJ Buyer Behavior and Connectivity Report 2023 CCJ Media Kit  |   5
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We have the largest, most robust audience 
data sets in the industry:

• RigDig offers insights from a base of 3.7 million 
contacts, which helps predict replacement/
maintenance cycles, brand loyalty and much more.

• Our media brands, driven by award-winning 
content, have a large following, offering significant 
opportunities to engage and influence your target.

• The sweet spot for many clients is leveraging RigDig 
data on our media platforms and external platforms 
with programmatic marketing.

Learn more at  
randallreilly.com/rig-data

Tagged 
Audience

500K

Email 
Addresses

625K

Monthly Website 
Pageviews

260K

Social 
Followers

98K

Newsletter 
Subscribers

75K

959K
OWNER-OPERATOR 

CONTACTS

2.7M
FLEET

CONTACTS

15K 
DEALER 

CONTACTS

515K
UNIQUE DRIVER 

APPLICANTS

35K
PARTS/SERVICES

CONTACTS

3.7M 
TRUCKING 
CONTACTS

Watch & learn how a client used RigDig data to make a conquest sale

How Marketers Increase Competitive 
Gains and Reduce Share Loss Risk
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Equipment buyers are 
more swayable than ever.  
How Do You Find Conquest Accounts?
The ability to home-in on your specific audience is critical. Knowing who is brand loyal and 
who is swayable is equally important.

Our proprietary RigDigBI database generates insights on equipment ownership and brand 
loyalty, so you can identify retention, swayable and conquest opportunities.

RDBI estimates that 75% of fleets are loyal to the same vehicle brands and 73% are loyal 
to the same engine brands, but that loyalty is on the decline. Whether you’re trying to 
retain, conquest or grow your share of wallet, the ability to align the right strategy to the 
right target is a game changer. 

BRAND LOYALTY RATIO

Brand Loyal

Marketing Strategies
Retention Conquest Swayable

Segmentation Benefits
Our proprietary, 
verified data

Increase brand 
penetration

Advanced, pinpoint 
digital targeting

Grow your 
revenue

75 100
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More than 90% of our audience are decision-makers in management positions who rely on digital 
content to keep current on the industry. CCJ fleet size averages compared to national fleet size 
averages further reflect the quality and influence of our audience.

CCJ: Access To An Influential Audience

Top Source for Industry Information
0-10 frequency of use scale

Source: 2022-2023 CCJ Buyer 
Behavior and Connectivity Report

CCJ Audience by Fleet Size National Fleet 
Size Averages*

10 to 24 Units 29%

25 to 50 Units 18%

51 to 100 Units 13%

101 to 250 Units 14%

251 to 500 Units 11%

More than 500 Units 15%

6 trucks or less 91%

20 trucks or less 97%

21+ trucks 3%

Audience by 
Job Title

Operations/
Safety 

Management

30%

13%

4% Other

5%

Corporate 
Management 

46%

Maintenance 
Management

Purchasing/
Administrative/ 
Marketing Management

CCJ AUDIENCE

Need more information? Click here to learn more.

Email newsletters

Magazine/Trucking  
industry websites

Supplier websites

Webinars

In-person meetings  
and conventions

Virtual meetings  
and conventions

Video 

Social media  
(Facebook, LinkedIn, Twitter, etc.)

Radio/Satellite radio

Podcasts

7.2

6.7

5.0

4.8

4.6

4.2

4.0

3.6

3.0

2.0

*Source: Lytx
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87% of buyers 
begin their product searches online

60% of fleets 
plan purchases 12+ months in advance

50% of sales 
go to the first salesperson to contact the prospect

Sources: 2022-2023 CCJ Buyer Behavior & Connectivity Report, 2022, Simplilearn

69% of buyers show 
higher engagement with 
ads in more contextually 
relevant environments.

Website 165K UNIQUE MONTHLY VISITS

When it comes to staying on top of industry news, business tips and the latest 
equipment, fleet professionals turn to CCJ. The immediacy of this content 
provides opportunities to continually engage with your target audience, support 
conversion-based campaigns and drive traffic to your website. 

Newsletters

CCJ Daily Report  78K RECIPIENTS
Content that goes beyond the “who, what, where and when” of industry issues to 
dig into the “why and how” our audiences need to make savvy decisions. 

CCJ Technology Weekly 8K RECIPIENTS
Trucking’s most-respected technology editor hand picks the top tech content of 
the week, making this a must-read for every IT executive and decision-maker. 

CCJ Equipment Weekly 15K RECIPIENTS
Trucking’s equipment landscape changes rapidly but CCJ’s equipment expert 
keeps fleet managers informed with the latest news and in-depth analysis.

CCJ Regulatory Rundown 13K RECIPIENTS
Digging deeply into safety, equipment, environmental and labor issues to help 
fleets remain compliant. This newsletter is done in partnership with our sister 
brand Overdrive.

Across web, email, newsletters, webinars, video, social media 
and ad networks, CCJ provides the most ways in the industry 
to move your audience from consideration to decision.

 Click here to schedule some time to learn more

The 10-44
The 10-44 is a weekly webisode and podcast covering various aspects of the 
trucking industry. Our team of CCJ and Overdrive editors cover current events and 
industry influentials on business trends, technology changes, equipment matters 
and what it means to our audiences.

ccjdigital.com
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2023 Digital Specs

Ad Specifications*

Digital Pricing
Our website ads are priced on a CPM (cost-per-thousand 
basis), which allows you to pay only for the performance 
you need and is based on a ROS (run-of-site) rotation. 
Once your monthly budget is set, your ads will display until 
your budget is at capacity. Additional investment options 
offer an exclusive sponsorship leaderboard position, as 
well as access to larger audiences. Your ad buy also offers 
a three-category contextual targeting option.

Desktop
• 970 x 90**

• 728 x 90**

Mobile
• 320 x 100
• 300 x 250

*1 MB maximum file size ** Sponsorship Leaderboard Position

• 970 x 250 
• 300x250 with text

1Sponsorship Leaderboard Position is sold exclusively and will not be rotated 
with any other advertiser during its weekly/monthly run.  

Sponsorship Leaderboard 
(Exclusive Position1)

ROS CPM

Weekly Monthly

$5K $18K $35

You have the option to set geo-targeting parameters on 
your ads. That means your ads will only display for the 
location you set, whether that is a radius, state or route.

Geotargeting Option

Watch Success Case 
2023 CCJ Media Kit  |   10
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Brand Newsletter Ad Positions & Pricing
Ad Specifications

Newsletter Circulation Top Position* Rotating Position*

CCJ Daily Report 
5x per week 78K $8.5K $7.5K

CCJ Technology Weekly  
4x per month 7K $1.5K $1.25K

CCJ Equipment Weekly 
4x per month 15K $2.5K $1.5K

CCJ Regulatory Rundown 
Weekly 13K $2.5K $1.5K

*Top position sold exclusively. Monthly rates shown. 
Rotating ads ensure equal exposure between 5 ad positions for dailies and 4 ad positions for weeklies.

Ad Type Specs Format

Sponsorship  
Leaderboard  
text ad
EXCLUSIVE POSITION

• Logo image: 115x86 
• Sponsor name
• Text: 120 character limit
• CTA Text and Link

JPG or 
PNG

Premium text ad
ROTATING POSITION
 

• Logo image: 115x86
• Image: 500x334
• Sponsor name
• Text: 150 character limit
• CTA Text and Link

JPG or 
PNG

Native articles
ROTATING POSITION

• Title
• Teaser: 175 character limit
• No thumbnail image in the newsletter

N/A

Customers on a rotating position can submit all/or any of the above listed sizes for maximum exposure.

1

1

2

2

2

3

3
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91% of display advertising spend is programmatic

114.1M
Total 

Views

25.4M
Total 

Unique Clicks

824K
Total 

Qualified Calls

759K
Total Qualified 

Forms

Randall Reilly is a proud Google Premier Partner and Meta Business Partner

The benefit of programmatic, enabling rapid campaign launches at scale with automatic bidding and optimization 
can be garbage in, garbage out. Unless your campaign is powered by verified business intelligence, you’re not 
running at peak performance.

Our 150 certified digital professionals offer the deepest level of expertise you’ll find in the industry. They’ll harness 
the power of our proprietary data and industry knowledge to bridge the gap between you and your goal.

But some programmatic can be garbage in, garbage out.

3.5B 
2022 TOTAL 

DIGITAL CAMPAIGN 
IMPRESSIONS

Watch our video on Programmatic Advertising

PROGRAMMATIC & DIGITAL MARKETING SERVICES

Source: Randall Reilly, November 2021-October 2022

How does our platform fuel growth programmatically?

   TARGETING
We build a proprietary,  
custom audience based on  
buyer behaviors.

   DEPLOYMENT
We match the custom audience  
to device data for precise targeting 
and campaign execution.

   MEASUREMENT
You get customized campaign 
reporting for optimization and  
show sales attribution or lost sales.

   STRATEGY
We develop a channel-agnostic, 
outcome-driven strategy based  
on your objectives.

1 3 42
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Target Your Prospects, 
Wherever They Are:  
Advanced Media Technologies
How do you reach prospects and clients  
during the consideration phase?

How Geofencing Works

Our Client Achieved These Results

Your custom audience RigDig® verified data

Prospects enter one of the predetermined geofenced areas

Prospects view ad on their mobile phones

Live ad drives prospects to the desired location

+

We can develop a custom audience designed to your specifications and use 
your physical locations (or competitor locations) to create “conversion zones” 
for serving up ads to your custom audiences.

The business intelligence that feeds into our programmatic yields more highly 
actionable campaign reporting and the ability to match engagement and 
sales attribution or identify lost sales.

10 
locations

$59K 
total sales

95% 
new business

295%
ROI

Watch our geofencing case study video to see how our client achieved a 295% ROI.

PROGRAMMATIC GEOFENCING

 Click here to schedule some time to learn more

Watch how another client used geotargeting to drive new business. 2023 CCJ Media Kit  |   13
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80% of marketers say that video 
directly helped them increase sales
Whether your goal is new revenue or revenue from existing clients, the power of video 
driven by our audience data can engage your prospects where they are and where 
they watch video.

Brand 
Awareness

High Level of 
Memory Retention

Inform & Influence 
Prospects

Increase  
Conversion Rate

Research has shown that 
video will represent 82% 
of IP traffic by 2023. 

People spend 5x more 
time with video content 
than static content.

Viewers retain 95% of a 
message when they watch 
a video, compared to 10% 
when reading it in text.

Watch What to do with your Video Content

PROGRAMMATIC VIDEO MARKETING

 Click here to schedule some time to learn more

Source: Spotio - 130 Eye-Opening Sales Statistics for 2021

Location 
Targeting

Behavioral & 
Purchasing Data

Demographic 
Information

Ad Views
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Aftermarket e-Commerce
revenue up 19% vs. 3%
for brick and mortar
Facebook e-commerce
The use of e-commerce has greatly accelerated over the past 
two years. When your prospect or client is at that crucial 
consideration/evaluation stage, providing a catalyst to propel 
the sale your way can make the difference.

CAMPAIGN LENGTH

3 Months
TOTAL SALES

$70K
ROI

15.5X

Watch our Facebook e-commerce video  
Find out why one client said, “Randall Reilly is the first  
company to deliver the results I have been looking for.”

A client’s recent campaign 
achieved these results. 

Increase 
engagement

Boost  
sales

Maximize brand 
awarenessFacebook e-commerce  

campaign
Your custom audience RigDig® verified data

+

FACEBOOK E-COMMERCE

Need more information? Click here to learn more.

Hear how another client achieved 11x return on ad spend.

Source: 2021 Randall Reilly Client Survey
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CONTENT MARKETING

25% of companies have shifted 
ad dollars to content marketing* 

Why?  

Until a few years ago, it was challenging for sellers to get self-directed buyers to 
engage with them. These self-directed buyers consume an average of 5-8 pieces 
of content before making a buying decision. 

But the type of content marketing that’s most effective uses content developed 
by well-known and trustworthy sources who know your audiences and have the 
ability to target them.  

Randall Reilly Content Studio
The brain trust of Randall Reilly’s Content Studio represents decades of award-
winning journalism in transportation and other essential industries. And because 
our storytelling engages audiences, we also have the deepest buyer persona data 
sets and the means to target your specific audience.

 ✔ Construction Industry
 ✔ Trucking Industry
 ✔ Titles
 ✔ Demographic  

Information
 ✔ Industry  

Characteristics
 ✔ Skillsets
 ✔ Job Description
 ✔ Professional Goals
 ✔ Personal Goals
 ✔ Pain Points/Blockers
 ✔ Topics of Interest
 ✔ and more...

We know your 
target audience 
and their needs

The Content Studio Process

1 2 3 4

Discovery Workshop Audience-Building Plan Plan Execution Tracking & Performance

• Target audience
• Challenges
• Goals

• Personas
• Content
• Distribution recs 

beyond native

• Tracking system
• Custom audience
• Content approved

• Biweekly reviews
• Optimization 

recommendations

*11th Annual B2B Content Marketing: Benchmarks, Budgets & Trends Report 2023 CCJ Media Kit  |   16



CONTENT MARKETING

We will target the buyers you need  
to engage 
Our content plan recommendation will be based on multiple factors, 
including your engagement goal, competitive considerations, life 
stage of your offering and more.

Custom Persona 
Development

Company content pages on 
appropriate media brand

2 article posts per month 
(500-750 words + photo, 
optional video)

Daily newsletter placement 
(rotate articles)

Homepage placement  
(rotate articles)

Article page placement  
(rotate articles)

Engagement report 

Partner Insights
Your custom content 
showcased to CCJ’s 
engaged fleet audience

1

2

3

4

5

6

7

* Additional content deliverables available.  
Ask your sales rep for pricing.

With buyers bypassing salespeople through 90% of the buyer’s 
journey, marketers need to lean into strategies that will help them 
regain the loss of influence and strengthen advertising performance.  
It’s why the commitment to content marketing has been projected to 
grow by 78% this year.

Top of funnel: Awareness

Mid-funnel: Engagement

Lower-funnel: Consideration

Blog Posts • Native Articles • Newsletter Sponsorship

White Papers • Webcasts/Podcasts • Research

Case Studies • Demos/Trials
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Chief Editor 
Jason Cannon
800-633-5953 x1175
jasoncannon@randallreilly.com
@By_Jason_Cannon

Staff

Jason joined Randall Reilly in 2012 as Online 
Editor for Hard Working Trucks, Successful 
Dealer and Truck Parts & Service, sister 
brands to CCJ. He focuses on Class 8 trucks, 
trailers and related components. Jason holds 
a Bachelor’s Degree from the University 
of Alabama, Birmingham and a Class A 
commercial drivers license. 

Going The Extra Mile
Commercial Carrier Journal’s mission is to provide thought-provoking perspectives and 
deep analysis of the issues affecting the trucking industry. Our team of professional 
journalists is committed to creating the engaging, focused and trusted editorial 
content that will help fleet executives and professionals manage their businesses.

Executive Editor
Alex Lockie
802-254-5595
alexlockie@randallreilly.com

Senior Editor  
of Trucking 
Tom Quimby
850-381-3815
tomquimby@randallreilly.com

Alex Lockie covered business news for 
six years at Fox Business and Business 
Insider. He joined CCJ and Overdrive as an 
Executive Editor in May 2021. He holds a 
bachelor’s degree from the Georgia State 
University. 

Tom began working at Randall Reilly 
in October 2015. He has eight years 
of editorial experience with half of that 
under The Washington Times. He holds a 
Bachelor’s Degree from the University of 
Southern California. 

 CCJDigital.com

  facebook.com/CCJMagazine

  twitter.com/CCJnow

  youtube.com/CCJDigital

Find CCJ Online
  CCJ Magazine - Commercial Carrier Journal
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Angel Coker is a senior editor of 
Commercial Carrier Journal, covering the 
technology, safety and business segments. 
In her free time, she enjoys hiking and 
kayaking, horseback riding and foraging for 
medicinal plants.

In her current role as the Director of 
Trucking Sales, she manages a sales team 
that leverages data and digital solutions to 
drive business growth for clients. Formerly, 
Emily worked at Meredith Publishing in 
Des Moines, running events for Successful 
Farming Magazine. Emily has over 20 years 
of trucking industry experience holding 
various positions with Randall Reilly in sales, 
marketing and media operations.
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We are the growth platform for vital industries such as transportation, construction
and agriculture. Through a combination of people and technology, we give our clients
unique capabilities to sell to and serve their end customers better. We create better
relationships, better insights, and better results in sales, recruiting and other essential
services that drive sustainable growth for our clients.

Better relationships. Better insights. Better results.

www.randallreilly.com
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