
Content marketing is the keystone of any 
effective marketing strategy. In fact, it’s fast 
become the most important use of marketing 
resources for logistics companies today.  

How to 
Build Your 
Content 
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StrategY in  
6 SiMple StepS



T his wasn’t always the case because the process for how customers buy has 
changed. This is the result of prospects taking more of a ‘self-help’ approach that 
relies very heavily on any available information, in particular that available on the 
internet. According to Gartner Group research, 32% of buyers do not contact a 

sales person before making a purchase.  Most likely, the majority of the other 68% will still 
research solutions to their problem online before talking to a sales person. This makes the 
importance of relevant content self-evident.

All buyers rely on content to shape their 
buying decisions, making it a critical 

piece of any marketing strategy. 

Content marketing - done right - delivers in a lot of important ways. Attracting new customers, 
nurturing leads, closing sales, and building brand awareness are a few. What other marketing 
tactic can accomplish so much?

The Right Content Attracts the Right Prospects

Intent to Buy

Qualified 
Prospects

Prospects 
Searching for 
Information
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And, the benefits go deeper. The leads that come from content are generally more qualified 
than other types of marketing and lead generation campaigns (like cold calling). With content, 
by the time a prospect agrees to a meeting with you they have likely already researched 
possible solutions to their problem, visited your website, and read much of your marketing 
material. Prospects with real intent to buy do so on their timeline, not yours. A well-executed 
content strategy makes sure your company remains front of mind with the prospect each step 
of the way.

Logistics companies are all trying to stand out from crowd. This is tough in such a competitive 
market where most services are viewed as commodities – but this is where content can help 
the most.

For example, a marketing message  
based on telling people your service 

makes you better than the competition 
will get you nowhere. Every company 

says they provide the best service. 
Differentiation happens when you can 

show prospects well-written case studies 
where they can see proof and picture 

themselves realizing the same benefits. 

Are you ready to get started with content marketing or maybe re-energize an existing 
program? Getting the most from content has to start with a well thought out strategy and plan. 
Here are 6 tips to get your strategy off the ground.
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1. Have an agenda

Clearly defining what you want to accomplish is the right first step. Documenting your 
company’s specific objectives and a plan for executing it are vital. Your objectives can include 
things like generating more sales-ready leads, or helping to ‘un-stick’ prospects if you have 
a persistent problem closing opportunities deeper in the sales funnel. The plan should 
also outline the people responsible for each deliverable while acknowledging any potential 
obstacles that may come up along the way.

Lastly, the plan must be tracked in a way that results are measureable. Of course, creating a 
plan is not a once and done event. It should be reviewed periodically and updated based on 
what is, or is not, working.

2. align witH SaleS 
and Marketing

Content marketing shouldn’t happen in a vacuum and must be consistent with your company’s 
overall marketing strategy, including how you present your brand, the messaging on your 
website, and in other sales materials.

Discussing strategy with the entire organization gets everyone working towards the same goals 
and will bring out creative ideas from unlikely sources. Having the input of departments like 
customer service and operations will help keep your content ‘on message’ with topics that are 
actually important to your potential customers.
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3. define Your target 
audienCe

Content marketing should connect with those people that you want to turn into customers. 
This is by no means a one size fits all approach, but most companies cast too wide a net with 
much of their marketing. Content is no different and needs to be highly focused.

Investing time to figure out the right prospects for your company and developing buyer 
personas makes this easier. By doing so, you will weed out the prospects you would be 
potentially wasting time with and are not a good fit for your business. 

4. find intent

Content needs to connect with where prospects are in the buying process. Do they want to be 
educated, understand their problem, find solutions, or evaluate you as a provider? These are 
four very different stages and you need content that aligns with each. The goal of your writing 
must lead the reader to the conclusion you have the solution they need.

Like the case-study example we brought up earlier, citing examples of problems you’ve solved 
for other customers is a great use of content when chances are good that others are likely 
looking for solutions to similar challenges.
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5. get it out tHere

Even the best content is worthless if no one sees it. This makes it important to find and utilize 
the best channels to make your content visible. Equally important is that you are creating 
content consistently, as is keeping what you write about current and relevant.

Content marketing will also drive traffic to your website through inbound links and search 
engine optimization – both are key additional benefits that come naturally out of the content 
marketing process.

6. Call to aCtion

Equally bad to content that is never seen, is content that is ignored. Each piece of content 
must be created with a compelling Call to Action (CTA) that will create urgency with your 
audience. It can be subtle or obvious depending on the situation but content must always 
convince readers on some level that you are the best provider for their business’s needs.  
Content for content’s sake is not enough.

This can be more art than science. It’s hard enough to find logistics writers who can create 
content that is actually useful. Creating content that inspires action on the part of the reader is 
even more difficult.
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At ShipStarter, we know logistics marketing 

because that’s all we do. We’ve helped dozens of 

logistics companies create and execute successful 

content and lead generation strategies. Our 

collaborative process delivers results and is always 

based on your goals and unique place in the 

logistics industry. Every project we work on has 

clearly defined objectives and measurable results. 

Contact us today at 717.371.4874 or visit our 

website at www.shipstarter.com.
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