
52  COMMERCIAL CARRIER JOURNAL |  JUNE 2014

Load One expediter Tom Evans drives team with 
his wife, Tina, running a three-truck Class 8 
straight truck fl eet based in Mattoon, Ill. Besides 
their compensation for doing their jobs the right 

way, the Evanses are eligible for additional perks for the 
same reason.

Load One uses a driver rewards program called Stay Met-
rics that takes data gleaned from surveys of drivers during 
their fi rst weeks with the carrier to help predict which ones 
are at risk of leaving. The system builds on that relationship 
with a program that allows drivers to earn points redeem-
able for merchandise.

“The biggest thing is simply getting rewards for doing 
something that’s no more than what you’re already sup-
posed to be doing,” such as turning in logs on time and 
completing surveys, Tom Evans says. 

The pace of available information and data gathering in 
trucking is accelerating, and with it, more companies to 
manage that data for fl eets. 

A handful of vendors are helping fl eets crunch moun-
tains of information to spot broad patterns and take pre-
emptive action with individual drivers to improve retention 
and safety. The results so far have been impressive.

Predictive modeling remains relatively new in trucking, 
and while no major complaints have emerged within the 
industry, broader concerns over privacy or misapplication 
of data-based conclusions have been voiced elsewhere. 

 One major fl eet using a predictive analytics company 
expressed such concerns. The fl eet’s media contact, declin-
ing an interview request, wrote that, “It’s a topic we aren’t 
eager to talk publicly about due to its tendency to be used 
in litigation.”

 An expert in the fi eld says he’s unaware of actual litiga-
tion based strictly on predictive modeling practices. Still, 
there has been controversy, says Eric Siegel, founder of the 
Predictive Analytics World conference series and author of 
“Predictive Analytics.” 

 Much of the concern has stemmed from publicity over 
telephone eavesdropping by the National Security Agency. 
Yale law professor Jack Balkin, writing about NSA’s data 
mining, says such activities “allow the state and business en-
terprises to record perfectly innocent behavior that no one 
is particularly ashamed of and draw surprisingly powerful 
inferences about people’s behavior, beliefs and attitudes.”

One striking inference was contained in a 2012 New York 
Times article that led to further coverage on major TV talk 
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shows. The story described how 
Target uses not only baby reg-
istration data but also purchas-
ing data to direct its marketing 
efforts to women it believes are 
pregnant. 

The story, with “a tone that 
implies wrongdoing,” wrote 
Siegel in his book, “punctuates 
this by alleging an anonymous 
story of a man discovering his 
teenage daughter is pregnant 
only by seeing Target’s market-
ing offers to her.”

In trucking, the impetus to 
use predictive analytics isn’t to sell products, but rather to 
show whether a driver is about to leave the company or 
have an accident.

As for improving safety, whether in trucking or any field, 
ethical concerns “are few and none,” says Siegel. “There’s a 
lot of potential to do a lot of good.”

 But when it comes to concerns over companies using 
data to reveal personal problems that could affect loyalty 
or performance, “There are places where the world is not 
comfortable with that yet,” he says.

 Perhaps the most publicized human resources applica-
tion of predictive analytics involves Hewlett-Packard. In 
2011, two HP scientists analyzed data on more than 330,000 
company employees to measure each one’s “flight risk,” or 
chance of quitting. 

The intention is to help managers prevent good employ-

ees from leaving. Siegel reports 
the program has had modest 
success at HP. 

Still, there can be problems, 
as he points out: “What if your 
score is wrong, unfairly labeling 
you as disloyal and blemishing 
your reputation?”

  Here the application to 
trucking is more direct. With 
turnover rates so high, predic-
tive analytics could become a 
major tool.

 So far, predictive analytics’ 
use in human resources largely 

has held to the high road, say Siegel and those involved with 
it in trucking. 

 “We’re not peering into drivers’ personal lives,” says Vikas 
Jain, general manager of FleetRisk Advisors. “We’re not 
accessing any data the fleet doesn’t already have. We are 
helping the driver.” 

 Still, the process can involve identifying driver stresses 
that are unrelated to trucking. However, no major com-
plaints stemming from fleets using predictive modeling 
have come from members of the Owner-Operator Indepen-
dent Drivers Association, says spokesman Norita Taylor.

 Here is a look at three vendors with varied approaches to 
the same problems and serving differing niches of fleets by 
size. They are leaders in helping fleets use data, to varying 
degrees with predictive modeling, to improve retention, 
safety or both. 

Load One expediter Tom Evans drives team with his wife, 
Tina, running a three-truck Class 8 straight truck fleet 
based in Mattoon, Ill. By simply doing their jobs, Load 
One’s Stay Metrics program allows the Evanses to earn 

points redeemable for merchandise. 

MARKETED AS: Predictive analytics
EMPHASIS:  Safety, retention and workers comp
DATA USED: Extensive trucking data, such as drivers’ starting times or 
change in empty miles relative to fleet average
TARGET CUSTOMERS: Fleets of 500-plus trucks

A unit of Omnitracs, FleetRisk Advisors positions itself explic-
itly as a vendor of predictive analytics, and a good one: It 

received the IBM Business Analytics Excellence award in the ROI 
Achievement category in 2013. 

 The FleetRisk model uses a broader data set to spot patterns 
that can be more accurate than what fleets traditionally have 
predicted using more simplistic analysis, says Jain.

 Every fleet uses some version of “scorecarding,” says Jain, 
“where the fleet creates a set of attributes” such as hard-braking 
events or violations. “They also try to make an extrapolation that 
if they’re not performing well, they’re probably at a higher risk.” 

However, FleetRisk’s analyses show insufficient correlation 

there. Likewise, the company has found 
little correlation between accident risk and 
related data generated by the federal Com-
pliance Safety Accountability program. 

“What we do is gather 1,500 to 2,000 
data points from fleets,” says Jain. That 
includes not only driver performance data, 
but also operational data such as telemet-
rics, driver start times and variances in 
driver schedules, pay and miles. 

A fleet client can check its website ac-
count “to review a list of drivers most likely 
to have a preventable accident, voluntary 
turnover, or workers comp claim in the 
next 28 days,” says the FleetRisk website.

Managers typically then would hold a 15- to 20-minute reme-
diation talk with each driver on that list, Jain says. “Not to address 
the issue necessarily, but to assure them the fleet is there to sup-

FLEETRISK ADVISORS

David Broyles, 
operations manager 
for Averitt Express, 
says the fleet has 

found retention to 
be a “byproduct” 
of using FleetRisk 

Advisors’ safety 
module. 
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port him through his challenges.” 
It’s common to find certain behaviors point to a driver stressed 

for a personal reason – a pregnant wife, a sick child or a pending 
divorce. The solution is to decrease the stress, Jain says, by helping 
the driver manage that situation, whether through counseling or 
other means, and not to punish him. 

One fleet customer talked with a driver who appeared to be 
at risk and discovered that his wife of 40 years had died. He kept 
driving “just to keep his mind off things,” but had not come to 
terms with the death, Jain says. The fleet gave him a week of paid 
leave. 

 The system also helps fleets in that they “don’t have the time or 
resources to call all drivers every few months or weeks,” says Jain. 
“We’re able to help them talk to the right driver at the right time 
on the right subject.”

 FleetRisk says every one of its customers has seen retention 
increase. That’s true even for those who use only FleetRisk’s safety 
application “because drivers now feel connected,” says Jain. 

 When fleets remediate with the 10 percent of drivers most at 
risk for an accident, those drivers have post-remediation accident 
rates that are 85 percent lower than what the remaining 90 per-
cent of drivers experience, FleetRisk says.

 The cost is $6 per month per driver for each of the three mod-
els: safety, workers comp and retention. 

CASE STUDY: Averitt Express
In its six years of working with FleetRisk, Averitt Express has 
made big improvements in safety, says David Broyles, operations 
manager. The Cookeville, Tenn.-based company is using FleetRisk 
for the 1,300 to 1,400 trucks in its truckload division and the 700 
in its dedicated division. In the last three years alone, Averitt’s 
truckload division has seen a 41 percent drop in preventable ac-
cidents. 

The fleet is using only FleetRisk’s safety module but has found 
retention to be a “byproduct” of that effort. With the advent of 
Qualcomm years ago, Averitt, like many fleets, “quit using the tele-
phone like we used to,” says Broyles. “You lose that relationship-
building with drivers.” 

 Now, when the data identifies at-risk drivers in need of 
remediation, “We’re forcing the fleet manager to get back in the 

VIGILLO’S ATHENA

business of talking to drivers on the phone,” 
says Broyles.

 Averitt started with identifying the 10 
percent of drivers most likely to be facing 
an accident in the near future. As the acci-
dent rate dropped for that group, managers 
began addressing the top 30 percent. 

 Some typical predictors at Averitt have 
been financial stress, accidents in the past 
90 days, and the frequency of working 

midnight to 5 a.m. in the past two weeks.
 Broyles says some “curious” predictors also have emerged. Even 

though the company pays for empty miles, drivers with the most 
empty miles were the most accident-prone. 

 One big operational change has been getting proactive with 
fatigue. By measuring the frequency of overnight driving, each 
driver gets an ongoing fatigue rating. “If the fatigue number goes 
up, we change their dispatch,” Broyles says.

Averitt Express is using 
FleetRisk for the 1,300 
to 1,400 trucks in its 
truckload division and 
the 700 in its dedicated 
division.

MARKETED AS: Big data
EMPHASIS: Safety, efficiency and profitability
DATA USED: Broad, ranging from driver-generated and CSA-related 
to areas such as weather and population density
TARGET CUSTOMERS: Fleets of 50-plus trucks

After getting its jumpstart in 2009 by analyzing informa-
tion generated through the CSA program, Vigillo since has 

created more than two dozen data products. This year it added 
Athena, which the company describes as its “state-of-the-art big 
data platform and the answer to the business intelligence chal-
lenges facing the trucking industry.” 

In the first week following Athena’s February launch after 
months of customer testing, Vigillo brought on about a dozen 
carriers representing about 7,000 drivers.

 The data approach is to “take a holistic view of everything,” 
says Steve Bryan, Vigillo’s chief executive officer. “Whether it’s 
onboard vehicle, back office, government – wherever it lurks, 
we’re trying to pull all of it together into one unified analytic 
predictive platform where we can start to do things with data 
nobody’s done before.” 

 That means casting a wide net for data. Historical weather 
information overlaid on other data can reveal unanticipated 
patterns involving safety, routing, pricing and other things. Or 
population data from the U.S. Census: “Where exactly and what 
kind of freight is going to what kind of people,” says Bryan.

 “Our big goal is to become the hub of all data the industry 
has,” he says. Athena customers receive analytics based on 12 
channels of data, including U.S. Census and CSA data.
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MARKETED AS: Driver feedback and rewards program
EMPHASIS: Retention
DATA USED: Driver feedback: engagement in rewards program, 
satisfaction surveys and exit interviews
TARGET CUSTOMERS: Fleets of 100 to 1,000 trucks

Focused on retention, Stay Metrics offers a driver rewards 
program that helps carriers predict which drivers are at risk 

of leaving. “We already know, across the board, that drivers who 
don’t engage their employees’ recognition programs are twice as 
likely to leave,” says Tim Hindes, Stay Metrics CEO. Usually 44 
percent of turnover occurs in the first 90 days of employment.

Interviews are done after a week on the job and again at 
day 45. The first is mostly about recruiting and buy-in to the 

Athena’s primary focus is safety, though its website says it 
offers “about 30 highly customizable dashboards for effectively 
managing safety, operations, sales, maintenance, fuel purchasing 
and driver recruiting and retention, among others.”

While retention is on Athena’s menu, it’s a target that remains 
a challenge, says Bryan. “What data do you look at? There’s a lot 
of room for driver retention improvement that doesn’t have to 
do with a lot of scientific analytics.” Namely the basics, he says: 
higher pay, more home time and better treatment. 

 It’s reasonable to expect that some thorny issues will develop 
as carriers apply more predictive models to their recruiting and 
retention, especially in the pre-hire stage, Bryan says, but such 
problems are well understood by HR departments. “This is 
where the world’s going – to a more data-driven decision-mak-
ing process.”

 Athena’s pricing is based on a per-truck subscription and the 
desired channels. For a fleet of 100 trucks, the Athena platform 
would cost $35 per month without the Vigillo CSA channel or 
$88 for the full package.

CASE STUDY: John Christner Trucking
Though John Christner Trucking only recently employed 
Vigillo’s Athena, it appears to be “a pretty incredible prod-
uct,” says Shannon Crowley, vice president of risk 
management for the all-owner-operator fleet based 
in Sapulpa, Okla. 

“The possibilities are endless because of how easy it 
is to customize, to take slivers of information and put 
them in reports, or even design your own dashboard, 
your launch site, and see what you specifically want to 
see,” says Crowley. 

One of the biggest uses for JCT might be the ability 
to educate its customers about the inevitable problems 
with CSA alerts. Athena can help the fleet craft a peri-
odic report about points dropping off or coming on, 
and “help alleviate some of the concerns a customer 
does have,” says Crowley. “To make sure they under-
stand that even though a percentage may not fall back 

below a threshold in a month or two, they can see that 
progress is being made.” 

 Having more detailed and current violation data 
should be able to help with retention, he says. “If you 
start to see that, and if you can be proactive and inter-
vene with folks before there are patterns of violations 
you can’t ignore and have to terminate leases over, 
that’s a retention tool.”

 Athena’s data should prove effective in various 
operations areas, Crowley says. Lanes that have more 
inspection stations experience prolonged delivery 
times, so the fleet might adjust pricing accordingly.

 JCT expanded its data-crunching in late 2013 when it began 
using a FleetRisk retention module, says Crowley, who sees that 
as more of a pure predictive analytics tool. 

“What Athena is about is less about modeling and more about 
putting data in a format and comparing the data and analyzing 
the data any way you want,” he says. 

John Christner Trucking can use 
Vigillo’s Athena product to educate 
its customers about the inevitable 
problems with CSA alerts.

STAY METRICS

Load One saw retention 
improve 27 percent with the 
introduction of Stay Metrics 

nearly two years ago.
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company culture, 
Hindes says. The 
second checks to see 
if promises made 
during recruiting 
have been fulfilled 
and if the driver 
is “embedded.” If 
those surveys show 
a serious lack of 
engagement, “those 
drivers go back 
to the recruiting 
department,” says 
Hindes.

Another survey 
is done annually, 
covering driver 
pay, quality of 
equipment, dis-

patcher relationship and other factors. “We can actually show 
a carrier comparatively how they rank against their peer 
group,” says Hindes. 

A key part of the surveys is the dispatcher relationship, says 
Tim Judge, a Notre Dame faculty member who works closely 
with Hindes. “People who are satisfied with their dispatchers are 
57 percent less likely to leave than people who are dissatisfied,” 
Judge says. 

 As Stay Metrics has gained more customers, it’s been able to 
aggregate its data so that it can discern differences among carri-
ers by size.

 “A fleet of 50 really doesn’t need predictive modeling,” says 
Hindes. “They’re a family. Where we see it most helpful is where 
we get to the 100-and-up stage.” 

One Stay Metrics customer fired two dispatchers after 
seeing how drivers felt about them. Another fleet was about 
to increase pay rates, then learned that non-pay issues were 
affecting driver satisfaction levels more, so those also were 
addressed, Hindes says. 

 Another fleet, paying 33 cents a mile plus a 10-cent safety 
bonus, thought the pay was high enough. When surveys showed 
the drivers didn’t see it that way, the structure was killed, and 
base pay was set at 43 cents. 

 Hindes and Judge hope to use their expanding analytics 
knowledge more deeply in the recruiting process so that fleets 
and individuals can avoid wasting time and money. “We want to 
identify the characteristics and traits of people who seem to be 
the most suited for the industry long-term,” says Judge.

 Having more refined data also can work by identifying 
what’s unique about certain fleets and then matching like-

minded drivers, like a professional eHarmony, Hindes says. 
Retention improves for 83 percent of the fleets that have 

been in the program a year, he says. The average improve-
ment is 15 percent. 

Stay Metrics’ program pricing is based on a per-driver 
subscription.

CASE STUDY: Load One
Retention improved 27 percent with the introduction of Stay 
Metrics in July 2012, says John Elliott, president of Load One, 
Stay Metrics’ first customer. Elliott says turnover has fallen to 
below 40 percent and has held there for months. 

Load One is a Taylor, Mich.-based expedited carrier with 
about 375 trucks, 80 percent of them owner-operators. 

Going with Stay Metrics meant not just getting more data 

LYTX (FORMERLY DRIVECAM INC.) 
Lytx helps fleets identify and address the causes of risky driving 
behavior by collecting vehicle and driver data and combining it with 
predictive analytics. The system interprets video recordings and 
telematics data before passing it to the fleet client for use in identify-
ing unsafe drivers. The company’s RAIR Compliance Services enables 
fleets to improve CSA scores through analysis of driver logs, inspection 
reports and driver qualifications.

SMARTDRIVE
This system’s driving skills program applies predictive analytics to its 
database of analyzed audio, video and telematics data. SmartDrive 
has two programs, one focused on safety and the other on fuel ef-
ficiency, to help identify areas where drivers can improve their skills.

TRANSPORTATION PERFORMANCE INC.
TPI’s main product, Driver Performer, brings operations data together 
in a dashboard that allows managers to compare drivers by equip-
ment, type of work and driver type. It also facilitates more precise 
analysis of safety risks and productivity, including fuel use and reten-

tion issues. One sub-component is CSA 
Performer, which integrates driver data 
and FMCSA-posted inspections and 
crashes to help fleet managers identify 
at-risk drivers.

To hear a podcast of predictive analyt-
ics expert Eric Siegel discussing the 
ethics of predictive modeling and its 
safety and human resources appli-
cations for trucking, search “itunes 
Overdrive Radio.”

OTHER PREDICTIVE ANALYTICS LEADERS 

ERIC SIEGEL

Five-truck fleet owner Steve 
Wolfe says the number of surveys 

administered through the Stay 
Metrics program at Load One isn’t 
burdensome. Wolfe says he never 

hears other drivers complain about 
the nature of the survey questions, 
which tend to focus on a part of the 

company such as dispatch. Partly 
because of the Stay Metrics program, 

company morale is excellent, says 
Wolfe, who’s been in trucking off and 

on since 1976. 
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from the driver surveys, but also institut-
ing its rewards program. “I was surprised 
by the direct correlation between in-
volvement in the program and reten-
tion,” says Elliott. 

Drivers’ preferences also came as a 
surprise. “Everyone assumes pay is the 
number-one driving factor,” he says. “I 
think it was number five.” Respect came 
in No. 1. 

Getting driver feedback on not just 
dispatchers but also maintenance, ad-
ministration and safety “opened peoples’ 
eyes a little bit more,” says Elliott. “When 
drivers saw they were not always the only 
ones under the microscope, that it was 
a two-way street, it increased the level of 
awareness and respect.” 

The rewards program “is not based on 
taking one more load, to coerce him to 
do something he didn’t want to do,” he 
says. “We tailored it to ‘Here’s the thing 
you’re supposed to be doing, and if you 
do it to standard, we want to reward you 
for it.’”

Practices such as turning in mainte-
nance reports on time, keeping accurate 
logs and reaching six-month anniver-
sary dates produce points that can be 
redeemed for items like electronics or 
jewelry. 

Identifying and reaching out to 
dissatisfied drivers is effective, Elliott 
says, because “so many times, until the 
question is asked, the driver doesn’t say 
anything.” 

A new driver might forget what was 
said during orientation about applying 
for paid layover, then get upset when the 
layover pay doesn’t come. 

“We put so much information out 
during orientation, we’d love to assume 
when they graduate that they’re fully 
acclimated, ready to go,” says Elliott. 
“Realistically, it’s a 90-day period for that 
to really happen.” 

Fleet One addressed that problem by 
putting a retiring driver into a part-time 
position to help with the post-orienta-
tion transition.  


