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CONTENT MARKETING 
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. All buyers rely on content to shape 
their buying decisions.

HAVE AN AGENDA
Clearly de�ning what you want to accomplish is the right �rst step. Documenting your company’s 
speci�c objectives and having a plan for executing them is vital.

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.

FIND INTENT
Content needs to connect with where prospects are in the buying process. Do they want to be 
educated, understand their problem, �nd solutions, or evaluate you as a provider?

GET IT OUT THERE 
Even the best content is worthless if no one sees it. This makes it important to �nd and consistently 
utilize the best channels to make your content visible.

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.

DEFINE YOUR TARGET AUDIENCE
Most companies struggle to identify their best prospects – even though they don’t want to admit it. You 
don’t want to cast too wide of a net with your marketing. Investing time to �gure out the right prospects for 
your company will help you weed out the people you would be potentially be wasting time with and who are 
not a good �t for your business. 

The right prospects for you are always decision makers with needs that align with what your company does 
best and with the ways you want to grow. Knowing all this is simple in theory but harder in practice. Worse 
yet, the data most companies have about their prospects and customers is usually poorly organized. This 
is why so many companies struggle and what makes marketing effectively impossible. 

Buying large email lists full of the wrong people is a waste of time and resources and does not help achieve 
your marketing goals on any level. Poorly organized data of any type, whether it’s in a CRM or buried in 
spreadsheets on a salesperson’s hard drive, makes it all the harder.

It’s not the easy option, but take the time to identify your ideal markets and prospect-types. Make sure all of 
your prospect data is well structured, and then go market to them with precision.

BE EXPERTS AND OWN YOUR SPACE
Just like de�ning and targeting your best audience, this is another area in which near perfection is 
important. So much of logistics is commoditized, and the lines between what certain types of companies 
do has become blurry. For example, how many warehouses are also freight brokers, and how many 3PLs are 
selling a TMS?

Logistics companies tend to make the common mistake of competing on price. Nobody wins by taking this 
route, so it’s important to focus on how your company is perceived in the marketplace. You want to 
establish yourself as an expert in order to become the default solution.

The point is to have a strategy that tightly aligns with the actions you take – such as with your list building 
and content marketing – that sets you apart from the competition. Make sure your company’s value and how 
you are different gets communicated in everything you do.

Every company needs a reason for customers to want to work with it before the competition. What reason 
are you giving prospects? Be the best at what you do.

MARKETING OUTREACH
Everyone’s heard some version of the saying, “Eighty percent of success is showing up.” Since 90% of your 
competitors aren’t even showing up (meaning they’re not doing the marketing basics with content or email 
marketing) this is a no-brainer. Just show up.

Utilizing email or social media outreach as a marketing tool will help you build your brand and form valuable 
relationships with like-minded companies and prospects. You’re more likely to get people to take action 
with the more people you reach, which translates to potential revenue. With better reach, you can improve 
your credibility within the logistics �eld and increase the tra�c to your company site. 

Reach out to the right prospects using unique and creative methods that stand out among the regular 
noise. If you demonstrate your value and add a personalized touch to your communication, your outreach 
efforts could be more successful in creating urgency. After creating urgency, logistics companies should 
also make sure to follow up on their campaigns and track the results.

ALWAYS MEASURE RESULTS
All marketing has a cost – whether it’s in time or money. And, all marketing activities should return value. It’s 
hard to quantify the cost and value of many tactics like the ones we’ve mentioned. Even if it’s not perfect, 
you should create a way to understand if, for example, the high cost of a marketing investment has provided 
the worthwhile bene�t to justify the expense.

Start by identifying �ve things you feel have value (leads are an important one for most companies). Then, 
start tracking the cost of your different marketing activities (such as an inside sales team, or Google Ads) 
to see where the leads are coming from and what’s producing the best ROI.

Again, 90% of your competition will not take the time for a simple exercise like this. A small effort to put 
more energy into better ROI activities will have a big impact.

WHAT ARE YOU DOING TO GET BETTER?
We all have responsibility to ourselves to try to do better in our jobs. It’s how we accomplish bigger and 
better things. This applies to logistics marketers as much as it does to anyone else.

It’s because of this that we need to recognize that the way logistics prospects buy and the way you should 
be marketing to them is constantly changing.

Everyone has heard the quote, “If you do what you’ve always done, you’ll get what you’ve always gotten.” We’d 
argue that logistics marketing has become so di�cult and competitive that this isn’t true anymore. If you 
do what you’ve always done, you’ll get less. So what steps will you take today to do more?

ou have your goals for growing your company, but logistics marketing goes nowhere without a 
plan. Knowing where to start is hard in an industry as commoditized as logistics can be at times. 

Successful logistics marketing has to be based on creativity and differentiation. The same old, same 
old doesn't work anymore.

Growth comes when you de�ne your market and go get it. Trying to be everything to everyone doesn't 
work. It's time to act like the expert you are. Stop saying service is what sets you apart from the 
competition. Even if that's true, prospects won't believe you.

To help, we’ve outlined some easy and actionable things you can start doing today that will 
immediately set you apart from your competitors. Simply covering the basics as they are detailed 
below is more than most companies will ever do. Every logistics company that focuses on these core 
areas will see results.
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