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INTRODUCTION 
 
The goals of this project are threefold, and pretty simple: 

-​ To push people toward a quick decision that locks them into getting a car 
shipping quote; 

-​ To approach people who have not received a quote via text, email or remarketing 
efforts, reminding them that they need to continue receiving their quote; 

-​ Create passive marketing opportunities that establish OttoTrans and any future 
site as a market leader. 

 
 
To achieve these goals, marketing efforts need to be broken down into six core areas: 
 
Branding 
 
Social (very basic presence); 
 
Paid Search 
 
SEO 
 
Email 
 
Reviews/Partnership Outreach 
 
 
This marketing strategy will address these six core areas, based on two separate 
roll-out phases for marketing.  
 
 
These phases are: 
 
Phase One: Basic Design and marketing approach; 
 



and 
 
Phase Two: Social Proof and Email/Text touch construction 
 
The anticipation is that traffic generation will kick off immediately and will continue 
throughout the life of the project.  

 

Brand Identity Statement  
 
The idea behind establishing brand identity is always to make yourself look like the 
market leader in your space, and to create the belief in the customer that you have the 
assets and resources to do the best job possible for them. 
 
In our initial discussion, we’d talked about MoveMyCar as a market leader. They’ve 
taken the opportunity to make their branding appear much like an app. In a convenience 
culture, people are putting their trust into brands that create a seamless, quick 
experience and take the headaches out of very stressful life events. Moving is a great 
example.  
​
We both know in the midst of the move, the last thing a customer wants to do is spend 
time and resources researching something extensively that covers only a small portion 
of their move. Customers who are moving want the same type of convenience they're 
experiencing everyday with apps, covering everything from grocery shopping to booking 
a move online to just about every other aspect of daily life.​
​
To put it simply, customers demand convenience - and if you can establish both trust 
and the provision of convenience quickly, then you're going to get the booking. One 
thing to remember is that there are many other aggregate services out there that will 
give them quotes, and most customers may be inclined to only choose one. It makes 
sense to establish trust and efficiency with your service from the get-go, so that your 
service is the one customers choose to get their quotes.​
​
 
The goals of your marketing - and thus, the goals of this analysis itself - are: 
 



●​ Create a visual representation of your service that gives the customer confidence 
out of the gate. 

●​ Create the appearance of ease and convenience 
●​ Create touchpoints for customers so they can “pick up where they left off” 
●​ Above all, get the quote. 

 
Keeping these things in mind, our mission statement needs to act as a springboard to 
our CTA. What can we offer the customer that others don’t? 
 

MISSION STATEMENT: 
 
“We create a one and done, completely customizable car shipping experience that 
takes the headache away from you and allows you to book reviewed, trusted vendors 
with the click of a button.” 
 
Why this mission statement? 
 
In today’s convenience world, there is no doubt with the appearance of more 
convenience apps than ever that people are looking for a one and done, completely 
customizable solution based on their needs. As we discussed above, the appearance of 
apps such as Instacart that allow you to do one click shopping give the customer relief 
by removing barriers to solution. 
 
By removing barriers to solution, we allow the clients to get what they’re looking for 
while still providing a trusted service. This is why it’s so important for us to, as a brand, 
establish trust upfront with the customer so we can deliver the seamless experience 
they’re looking for. 
 
Remember: the key word here is seamless. Without the sense of seamlessness, the 
customer will feel as if their headaches are being added to and the solution we're 
offering them is not a good one. 
 
This mission statement is critical because of the idea of “one and done”, which gives the 
customer the feeling that all they have to do is click that button and they are going to 
experience a decrease in their pain surrounding the situation. 
​
Why did I come to this conclusion? 



 
Really, the existence of your service in of itself proves that people are looking for this 
kind of convenience, and their specific decrease in pain occurs when they are able to 
book a car seamlessly. Also, to keep it simple, we know it works, because this business 
model has worked for you before. 
 
The existence of a site such as MoveMyCar really drives this point home as well. The 
MoveMyCar site consistently dominates the top of Google ad rankings, and I know from 
their recent changes in landing page that they have a conversion optimized structure 
that appears to be working for them. The idea of creating a seamless experience that 
looks like an app is one that is very appealing, and this modern idea of digitizing and 
easily handling even the largest requests is something that is clearly carrying over into 
the space. 
 
Thus, I think everything from your brand messaging to the visuals on the site to the 
experience the customer has from beginning to end must create the appearance of 
convenience, and in every way trust. This is one of the critical reasons I’m 
recommending we add some text to the landing page. I think because we are also 
asking customers to commit a large amount of money up front, having some social 
proof on the landing page or at the very least some basic customer reviews will create 
the appearance of trust from the get go. 
 

CORE VALUES/GOALS: 
 

●​ Giving the customer the idea they can have what they want, when they want it 
●​ Taking away the fuss of research by providing quick ship options to the customer 

at the click of a button 
●​ Giving the customer options that fit their needs in EVERY situation that requires 

car shipping 
●​ Creating a completely seamless experience 

 
And for us: 

●​ Helping the customer understand that their ability to save is contingent upon their 
decision to commit now 

●​ Following up with the customer to make sure they had the experience they were 
looking for 

●​ Following up with the customer if they failed to commit 



 
Why these core values and goals? 
 
These core values and goals provide a two-dimensional scenario in which we can best 
serve the customer. By letting the customer know their savings is contingent upon their 
decision to commit now, we are taking the heavy lifting out of the process. We are 
taking away those barriers to commitment. 
 
Just because we are giving the customer the offer and asking them to act now, this 
does not preclude us from pinging the customer with savings reminders throughout their 
journey. For us, the savings reminders will look like an email funnel, or even text 
reminders that let the customer know they have a limited amount of time to claim 
savings. 
 
I believe this is a good way for you to bring customers back because I’m afraid you are 
losing customers who find your site during the research phase. And you’re missing out 
on critical returning traffic by not at least getting an email address and following up with 
customers who don’t intend to commit. 
 
By telling this group of customers we saved their information and it’s easy for them to 
come back to the site and make a commitment with the click of a button, we are giving 
them that seamless, app-like experience they’re looking for without losing them if they 
don’t commit to us the first time. 
 
This will also allow us to use marketing tactics such as Facebook ad remarketing in 
order to keep customers coming back you who may not make that first commitment. 
 
​
 

 

Identification of Audience (Avatar) 
 
During our initial conversations, we identified the following as Avatar audiences for your 
brand: 
 



Snowbirds (Nov - March)​
People buying and selling cars ​
Relocation (family, jobs, etc.) 
College Students (Aug - Sept)​
Military. Relocation (part of above)​
​
Small car dealerships– this is a more specialized form of marketing that is strictly B2B, 
and therefore I think the best use of time below is to focus on B2C avatars. Who we 
need to go after in terms of small car dealerships is pretty apparent here.​
​
We determined together that the buy cycle and research cycle tend to be fairly short. 
The majority of leads you’ve received via your other website indicate most customers 
are looking to ship within 30 to 45 days of their initial research. 80% of customers ship 
within six weeks.​
​
 
That being said, we can begin to drill down into some of these audiences to identify the 
prime buying time as well as think about how to target them. 
 

Snowbirds 
 
This audience is: 

●​ Likely older; 60 to 75 
●​ Has children 
●​ Likely live somewhere in a cold climate 
●​ Likely have disposable or retirement income. Snowbirds who keep two 

households or live in two places may not necessarily be wealthy by American 
standards 

●​ Carrying potential that the area they move to in the summer may be a lower 
income area 

●​ Similar targeting may include: AARP, golden years, news periodicals, popular 
historical fiction books beloved by older generations, etc. 

 
 Below, I’ve put together some sample Facebook audience targeting information to give 
you an idea of what this audience actually looks like.  
 



Interestingly enough, when you’re going after the audience snowbirds on Facebook, 
SNOWBIRD is actually a term that’s associated with the Canadian military. So if you’re 
doing any kind of advertising to Canada or you’re doing any shipping in Canada, this is 
something to be aware of. It definitely needs to be an exclusion in Facebook and a 
negative keyword in Google. 
  

 
 
 
So when we take the military audience targeting out above, you can see a really 
interesting sample of what this older audience may look like. I think Camping World is 
apropos for the older audience as well, because many of these people who are 
migrating to warmer climates during the winter months are people who are also taking a 
camper with them, or at the very least camping accessories.  
 



 
 
Above, you can see some interesting audiences that pop up during further exploration 
of the snowbird targeting. Any silver or older audience related targeting, something 
having to do with VA or Veterans Affairs, or travel companies or travel lines that cater to 
older folks could be some excellent targeting examples to make sure you capture the 
snowbird audience. 
 
Below is a jobs audience analysis having to do with the specification of snowbird. 
People who relate to this key term on Facebook also tend to fall into one of the following 
employment categories on Facebook. Management is really interesting, because older 
people who have the ability to travel during the colder months are people who have 
some expendable income saved up. It makes sense to me that the largest percentage 
of job titles within this demographic group would fall under management, or some job 
description that would indicate a higher salary is present. 
​  



 
 
Because of the age bracket and the fact that you’re seeing management in the job titles 
above, the fact that the snowbird audience would be mostly married and would have 
some type of college education seems reasonable. 
 
 

 



 
Ultimately, the research above allows us to deduce some more information on this 
potential audience bracket: 

●​ People who fall under the snowbird category may be retired, but at one point had 
higher income jobs. 

●​ Most of these people are often married, and from some of the other information 
you will see below, it makes the most sense that women in this demographic 
bracket are the decision-makers. 

●​ People in the snowbird bracket may be buying high ticket camping and travel 
accessories. 

●​ Whether or not they buy camping accessories, people in this bracket may also be 
researching travel opportunities for seniors, or have already used these 
opportunities to visit the places they’ve decided to relocate to for the winter 
months. 

 

 

People buying and selling cars 
 
This audience is: 

●​ A little more difficult to track by age, since people of any age buy and sell cars 
●​ May also be interested in some type of car service such as Carvana or another 

car delivery service 
●​ May be interested in eBay 
●​ May have children they are shipping the car to 
●​ This demographic is a little easier to ascertain, as Facebook and other 

remarketing services tend to have a good idea who is in-market for a car based 
on their searches 

 
For this particular avatar, there is an ‘in-market' audience for a new car buyer in 
Facebook that can be selected. It is much easier to find people in this demographic than 
it is in other purchase ready demographics in Facebook. The reason for that is, Acxiom 
is one of the top data suppliers for car buying and selling marketing lists to dealerships 
and agencies in the country. Acxiom also supplies in market data to Facebook. 
 
While this is a great thing, Facebook has recently disabled the ability to specify a target 
audience based on income bracket. This is disappointing, and cuts into the power of the 



data supplied by Acxiom and other third-party market research firms – but the data is 
still in there. You can find out when someone is in the market for a new vehicle by using 
Facebook ad targeting, thus it makes sense to eliminate that deeper research here. If 
you’re looking for that audience, all you have to do is simply specify it within your 
advertising in Facebook, and you will start hitting those people who are buying or selling 
vehicles. 
 
 

Relocation 
 
This audience is: 

●​ Comprised of people who may be experiencing a job change 
●​ More than likely comprised of people from early 20s to early to mid 50s 
●​ May also be looking for different relocation services such as furniture shipping at 

the same time 
●​ May be looking on Zillow or other similar websites for housing in other cities 
●​ May also be searching on how to relocate pets. 

 
There is some deeper demographic data available for this audience. This audience 
reflects people on Facebook interested in relocation: 

 



 

 
 

 
 
Interestingly enough, the targeting information above is very similar to what you’re 
seeing for snowbirds. Across the board, it looks like women are the primary 
decision-makers in the household when it comes to any type of relocation service. The 
women are looking for the rates, handling getting the car shipped so that it’s one more 



thing ticked off the list, and taking charge of finances and other ordinary household 
matters.  
 
It’s also interesting that those searching for these car shipping options or relocation 
options also have some type of management experience. It’s very possible that much of 
the relocation data we’re seeing comes from people who are being moved cross country 
for a promotion or some other type of job opportunity reflected around the management 
role.  
 
This makes sense – most companies are not going to spend the time or resources to 
move around lower-level people, so people who have the expendable income to ship a 
car are going to be the same types of people who have the type of job that will allow 
them to afford that expense. 
 
 

School Shippers 
 
This audience is: 
Comprised of parents looking to ship vehicles for children going to college 
The target demographic is going to be “ proud mom of an Alabama student” or 
something similar 
 
The demographic information for this audience is interesting, and right away you can 
see the differences between snowbirds and those who are of parenting age in the graph 
below. Your primary shipping audience is still women, but the breakdown of shippers 
tends to fall into a lower age demographic slightly to reflect the childbearing age of 
women. 
 



 
 
Interestingly enough, the top cities reflected around moms of children who are going to 
college are mostly in Alabama. Are we to believe that children by the carload are 
leaving Alabama to go school to school elsewhere? Or is this data pulling from the 
beginning of the semester, when moms who were taking their kids to Alabama colleges 
were figuring out how to ship cars and from other places? It’s hard to tell, and you’ll see 
that this type of city data changes over certain periods of time. So it’s not going to be a 
strong decision-making factor in where we target, it’s just interesting information to look 
at and take note of. 
 



 
 
 
 
 
 
 
 
 
 
 
The school shipping moms also appear to have the following interests, according to 
Facebook: 
 



 
 

Military relocation 
 
This audience is: 
Comprised of those in any branch of the United States military or reserves looking to 
relocate a vehicle for a move. 
 
As with the B2B nature of small car dealership relocation, the shipping service for 
military relocation is fairly straightforward, and military people are fairly easy to target on 
Facebook. 
 

Identification of Competitors 
 
Identifying competitors is one of the most important parts of marketing. Often, when you 
ask a company looking to re-energize their brand who they would consider top 
competition, they will surface people who are in a completely different competitive ad 
space than the people who are actually bidding against them on Google or similar 
search engines. 



 
That’s why I think this part of the analysis is so important – it’s good to know who is out 
there bidding within the same or similar space, even if they’re not a direct competitor of 
yours, or offer a similar service. 
 
I also think it’s vitally important to take a look at what a competitor’s website looks like, 
what marketing tools they’re using etc. so that you can make your own marketing better 
and stronger. The point of this analysis is to surface those things, and to see who your 
true competitors are in both the organic and paid spaces. 
 
To start this analysis, we will begin by analyzing the results of the Google search, “car 
shipping” across the country. 
 

Google Search Results Cross Country  
 
The Google searches below reflect results for the query, car shipping, for the United 
States only. 

 
 



 
One of the interesting things you can see above is that several advertisers are placing 
ads for the term car shipping calculator, or some type of calculator app. They are really 
trying to nab people during the research phase, who they can then follow up with quick 
click quotes. The calculator is simply the often point of the funnel. Because this is the 
case, it makes sense that with some of these apps, the customer is required to enter an 
email address before the calculator displays results. 
 
Unship does this, and some of the other competitors above are also using this 
technique, which is really similar to the one I recommended that asks customers to 
display an email address before they see their quotes. By allowing customers to use an 
app like a calculator, these services are taking them quickly from the research phase to 
the commitment phase, enabling these sites to quickly convert customers without 
asking them to make an initial commitment. 
 
Also, taking a look at above results yield some competitors I think we expect. Move my 
car is in the top slot, and we can see that some competitors and a few of these listings 
are actually listing out the prices of shipping, which I’m sure gets them a better click 
rate. It’s a pretty common marketing tactic to include actual pricing in an ad headline, 
which I’m sure you know. 
 



I think really going for high organic ranking is going to be difficult for you, though as you 
can see from the image above the advantage of getting that high organic ranking is that 
Google reviews will also show in the search results – providing you quick social proof 
that I think is important to getting the click from the customer. 
 
The next screenshot is from search results for the query auto transport in the United 
States: 
 
 
 

 
 
 



 
 
 
Again, we are seeing the price listed in the actual Google ad itself and right at the front 
of the headline. I have a feeling that this company is mirroring what they are seeing 
from MoveMyCar using a more competitive price to get the click from them, which is a 
great strategy. 
 
Now, just for your information, here’s a look at what Google search results are showing 
us from overseas shipping queries: 
 
 
 
 

Google Search Results Overseas 
 
 



 
 
 
 

 
 
 
 
 



 
 

 
 
Because I think it’s good information to know, I’ve included the top five rankings for the 
keyword car shipping. You can see those below: 
 
 
 
SEO KEYWORD TOP 5: 
 



 
 
This information reflects the click volume of the competitors you see in the graph below. 
The reason MoveMyCar is likely so high is because they’re currently running a Google 
Ads account: 
 
 
 
MONTHLY CLICKS TOP 5 
 

 
 
This graph shows, based on Spyfu’s data, who’s likely getting the most bang for their 
buck - the most return on investment based on the data they can pull from Google ads 
and other sources: 
 
MONTHLY VALUE TOP 5 
 



 
 
 
 
 
I’m also including a visual breakdown of competitor data from SpyFu so you can get an 
idea of how many monthly organic and paid clicks each of your top competitors seen in 
the ads above are generating for their brands. 
 
This will be useful information to us in determining the kind of budget you should be 
putting into getting your brand out there as well. 
 
 

Breakdown of Competitor Data 

 

MOVEMYCAR.COM 
 



 

 

 
 
 
My favorite part of the report above is the ‘paid vs. organic competitors’ area - this gives 

a sense of other competitors we should be looking at and targeting in the space. 
 



​
 

 

 Haulingdepot.com 
 
 

 
 

 
 
 
 



Autotransportquotes.com  
As you can see from the data below, these guys have a very low PPC reach and are 
just using their URL (Auto Transport Quotes) to generate all the presence they need on 
Google and other search engines. 
 
They’re able to generate this kind of response through organic only because their URL 
is an exact keyword base search - meaning, tons of people are searching for ‘auto 
transport quotes’, so they just bought that specific URL, and it has some age to it. 
 

 
 

 



 
Ten years and eight months is a pretty long time in the digital marketing space. 
 
 
 
 
 

Shipacardirect.com 
 
The data here is about what I would expect. Mostly organic clicks, based on an exact 
search query …  
 
 



 
 
 
 
 
 

Joescarshipping.com 
This site is showing data similar to what we are seeing from other companies that don’t 
rely on paid search. My feeling is that this company may be advertising on Facebook, 
but it’s a little more difficult to get that data. 



 
 

SOCIAL VISUAL ANALYSIS 
 
Next, I’d like to spend some time focusing on the actual look and functionality of the 
landing pages themselves. I’m going to include several of the competitors you see in the 
analysis above, so you can get an idea of what their landing pages look like and the 
marketing strategies they’re implementing for the brand. 
 
Though we may not be able to see the second or third steps in the funnel when we look 
at these landing pages, we can get an idea of the overall look and feel of the site itself – 
and I will provide some supplementary information I’ve discovered. 



Movemycar.com​

 
 
We talked a little about MoveMyCar during our initial consult. You know I feel this is one 
of the most clean, succinct and app-like interfaces I’ve seen from all the comparison 
quote websites. There is some social proof here – 500,000 shipping quotes given, 300+ 
licensed transporters. Most of those metrics are very likely thrown together just to get 



some content information on this landing page, but it does the trick. The information 
itself again, appears very app-like, but also gives some idea as to the functionality of the 
website moving forward and what can be expected. 
 
I have a feeling the big green button in the center of the page behooves them, and gives 
the opportunity to lock them into a sequence that gives them customization ability on 
this landing page. We talked about that as well – their ability to be able to test different 
elements of this page and to get an idea of the conversion without dropping people into 
their tool is really smart, and something I think we could take a look at for your landing 
page as well. 
 
Though I was never emailed by MMC, I did see some remarketing happen from them – 
a couple ads here and there asking me to come back and finish my quote. Interesting. 
 
 
Haulingdepot.com 

 
 
Of course, this website is focusing mostly on motorcycle shipping, but they are 
competing against you a bit in the space in terms of transport. They begin this landing 
page with an image the customer can relate to, they offer different options at the bottom 
which shows they ship many different vehicles and establishes a sense of trust, and the 
form itself is very easy to fill out and not very long.  
 



I think that on the website mockup you gave me, it was clear that you were also not 
going to go with a long form that would be difficult to fill out – but I do think it’s worth 
mentioning these folks do this well because you’re still giving them some information on 
this first page, but the customer doesn’t have to stick around to fill out a long form and 
see what’s next. I would predict their conversion rate on this page is likely pretty good. 
 
Hauling depot is actually one of the websites that followed me around with remarketing 
ads for a bit after I initially took a look at their website, so I can tell they are doing some 
Facebook ads and also using some remarketing pixels. 

 
 
 
I really love how hauling depot has this services we offer graphic you see above. Again, 
something like this is very simple to use and it lets the customer know that this company 
handles a ton of different types of shipping, so they are experts on how vehicle or large 
item shipping is supposed to go in general. I believe this establishes trust out of the gate 
and makes it easy for the customer to know this is the type of service they can trust and 
should be looking for. 
 
 
 
 
 
 
 
 
 
 
 
Dasautoshipper.com 



 

 
 
The thing I like about DAS is they have social proof right on the front page. This is 
something the previous two competitors were lacking, and I think it’s really important to 



illustrate how they’re looking to establish trust and save you money. They also readily 
linked to an FAQ and to other information on their site to give the customer an idea of 
everything they need – but it’s obvious here these people are not just giving quotes, 
they’re doing some of the shipping directly. This is what I would expect to see from the 
site where the carrier is shipping direct. 
 
 
 
Uship.com 
 

 

 
 
 
As you know, Uship is a massive competitor in the space and isn’t exactly a direct 
competitor of yours. The reason I included their site is that they are doing one of the 
things I mentioned to you perfectly: they are including some text at the bottom of the 
website that will increase quality score and includes the necessary disclaimer 
information, etc. While I know you cannot use similar copy, I think the way this is set up 



gives you a really good idea of what I’m looking for to add to the bottom of your page to 
help with quality score in Google Ads. 
 
 
 
Autotransportquotes.com 

 



 
 
The above site also does a great job of including some additional information that could 
help quality score – see the bottom of the page. My main complaint about the site is that 
the quote form itself is pretty long. It’s going to give the customer a good idea of what 
they’re looking for, but I can see how a form like this would fail to compete as well as 
MoveMyCar’s form. MMC is running the same kind of form web services like typeform 
use, that have a better follow through process because the customer doesn’t really 
know what’s coming, and they want to finish because they’ve already started the 
process.  
 
When you give the customer a larger form like this, their expectation is they’re going to 
have to sit down and take the time to fill it all out. When the customer is unsure of what 
the bulk of the form looks like when they first start filling it out, they are less likely to quit 
in the middle. 
 
 
 
 
 
 
 
 
 



 
 
 
Shipacardirect.com 

 
 
I actually really love this website, because I think it has a good “everything but the front 
door” approach to a landing page. The quote form gathers plenty of information but it’s 
still very manageable, the customer knows what to expect when they look at the page, 
there are instructional videos and methods for reaching an actual human. I know 
something like this wouldn’t work for your business because you don’t necessarily want 



to have the customer able to contact you at every touch point, but I really love what 
they’re doing here and I think it’s a clean, crisp look without having to go for the exact 
same type of app strategy that MoveMyCar is using. 
 
 
 
Joescarshipping.com 

 
 



 
 
I don’t have much to say about this website, because it’s honestly not really conversion 
optimized and I’m not sure I would call these guys a direct competitor of yours because 
this is clearly a family type shipping company. I think it would be good to give this site an 
update, but with the kind of organic traffic it’s getting I’m 100% sure it has to still be 
converting. 
 
Montway.com 

 



I really love what Montway is doing here, and I would say this is essentially what I’m 
going to ask you to do below-give the customer the opportunity to enter an email 
address, or make that optional and have them go right to a quote form never asks them 
for the email address again once they’re prompted and they decline. Plus, they’re not 
asking for a ton of information and the site is really clean and well done, immediately 
drawing the eye down into the right side of the page where that orange button is. 
 
A1autotransport.com 



 
 
 
I think the good thing about A1 is that this company is both using that pop up for a 
stronger, more easily tested landing page, very similar to what move my car is doing. 



There also giving a ton of information on this page – just in general, a very well 
designed page. 
 
United isn’t a quote collection company, so I don’t think there’s really a lot of merit to 
looking deeply into what they’re doing advertising wise – I do think there is some merit 
to getting an idea of how clean their landing pages and what their quote form looks like. 
See below. Another excellent example of use of text below the quote form as we 
discussed. 
 
 
Unitedvanlines.com 

 

 
 
 
Next, I wanted to put together a brief social analysis to focus on some of the 
competitors you see above. I ended up not putting together much information on the 
content side of things, i.e. what they’re posting, posting time frames, etc. Most of the 
posting for those who had easy to find social presences seem to be fairly sparse, with 
not much interaction or data on the posts themselves.  



  
Movemycar.com 
https://www.facebook.com/Move-My-Car-1827072050851321/ 
 
Only 120 people like their page, and there’s been no actual posting since 2015. 
 
 
Roadrunner Auto Transport- 
https://www.roadrunnerautotransport.com/ 
https://www.facebook.com/RoadrunnerAutoTransport/ 
 
 

 
 
I didn’t see much for these guys on Twitter – as you can see above, there are about 
2500 people following the Facebook page. 
 
 
 
 
 
  

https://www.facebook.com/Move-My-Car-1827072050851321/
https://www.roadrunnerautotransport.com/
https://www.facebook.com/RoadrunnerAutoTransport/
https://www.facebook.com/RoadrunnerAutoTransport/
https://www.facebook.com/RoadrunnerAutoTransport/
https://www.facebook.com/RoadrunnerAutoTransport/
https://www.facebook.com/RoadrunnerAutoTransport/
https://www.facebook.com/RoadrunnerAutoTransport/


Ship a Car Direct 
https://www.shipacardirect.com/ 
https://www.facebook.com/safedirectcarshipping/ 
https://twitter.com/Shipacardirect 

 

https://www.shipacardirect.com/
https://www.facebook.com/safedirectcarshipping/
https://twitter.com/Shipacardirect
https://twitter.com/Shipacardirect


Ship a car doesn’t have much going on in terms of twitter, but they have generated 
around 4000 Facebook likes. 
  
U-Ship.com 
https://www.facebook.com/uShip/ 
https://twitter.com/uShip 
  
  
  
  
  

 
 
 
Uship puts a ton of time and money into their social marketing, and since I know the 
people who work there and handle their marketing I’m not surprised. These numbers 
are about what I expect to see for a company as big as Uship. 
 
 
 
A-1 Auto Transport 
https://www.facebook.com/a1autotransport/ 
https://twitter.com/a1autotransport 
 
 

https://twitter.com/Shipacardirect
https://twitter.com/Shipacardirect
https://www.facebook.com/uShip/
https://twitter.com/uShip
https://www.facebook.com/a1autotransport/
https://twitter.com/a1autotransport
https://twitter.com/a1autotransport
https://twitter.com/a1autotransport


  
  
  

 
  
  
  



  
  
Montway Auto Transport 
https://www.facebook.com/montway/ 
https://twitter.com/montway 
  

 
  
 

https://www.facebook.com/montway/
https://twitter.com/montway


 
  
 
United Van Lines 
https://www.facebook.com/unitedvanlines/ 
https://twitter.com/unitedvanlines 
  

  
  

https://www.facebook.com/unitedvanlines/
https://twitter.com/unitedvanlines


  
 
 

Audit of Current Marketing Practices 
 
Because you are in the initial remodel phase of this new site concept, there’s plenty of 
room for us to talk about what would work best next, and to play with ideas. 
 
It’s always interesting to put together strategies for people because there’s a real need 
to remember that marketing is all about testing. Setting yourself up from the very 
beginning with the tools and the data needed to test new concepts and try out new 
marketing ideas is absolutely integral to the process. I think it’s very important for you to 
make sure your designer sets you up with templatized pages that can be swapped out, 
that test some of the new ideas and concepts we have already discussed in this 
document. Since you are just starting out, I want to reserve the space more for that 
exploration of concepts rather than to focus on what you’re doing right now. 
 

Current website recommendations 
 
The very first thing I would recommend is padding out the bottom of your landing page 
underneath the quote form with some more copy. I’ve given you an example of what 
that copy should look like, and a few rotating headline examples, below. 
 
I think another thing that would really help you is to make sure you have some type of 
social proof on your landing page. The more, the better – most competitors only really 
have one testimonial, and I think what makes the most sense as opposed to having an 



image of a person on the page is to have an image of the desired outcome. Whether 
that’s an image of a car moving across the country, a shipping truck, or a satisfied 
customer outcome, by showing the customer the end result of what you want to achieve 
for them, you’re already urging them to make a purchase decision. 
 
Additionally, having social proof immediately establishes trust and brands you as the 
authority in the space, which is super important. I think green and blue color schemes 
are also something to look at –  the best, most successful looking landing pages I’ve 
seen throughout this project all have those hues of green and blue. Freedom, open 
skies, the light green being about money and perhaps saving money – if you can use 
your brand colors in order to get in front of your customers in a way that shows them 
what you think they want to hear, you have a better chance of getting the end result you 
want. 

​
Content analysis and content strategy plan 
 
This was one of the most interesting parts of putting together this document, because 
most of these websites are just generating quotes and don’t really have a ton of content. 
You’d mentioned this – and I think it’s also important to note that some of these top 
organic websites don’t really have to do a lot in terms of posting new blogs or new 
content because their URL is already a major keyword. 
 
For your site, I don’t necessarily recommend writing a ton of new content – maybe a 
hidden blog every so often with some your keywords on it that isn’t accessible via the 
main navigation site. I think that’s the best way to go, maybe also just a couple articles 
about things to consider when shipping a car. You could also post those to Facebook 
and use that in order to drive likes and engagement to the Facebook page very quickly, 
and then use that page as a means of marketing to an audience. 
 
So the long and short is, I don’t see any real need to putting a ton of time and energy 
into content, other than just to make sure you’re boosting yourself organically a little bit, 
and also to make sure you have some content padding out your social pages so you 
can make better use of those when you do your paid advertising. 
 



Funnel Map and Funnel Strategy 

 
Above is the final map I mentioned drawing out for you. I think this is something really 
similar to what’s been successful and worked for you in the past – and in this case 
rounding out your plan by taking advantage of some of the missed opportunities I 
mentioned initially can really help you to nab some customers who may have just been 
in the research phase when they initially found you. 
 
The parts of the funnel are as follows: 
Traffic: this includes Facebook ads and Google ads. Anything that brings initial traffic 
into your landing page would be considered to fit into this section. 
Landing page: you’ve already showed me a mockup of the proposed landing page. I 
would recommend implementing a landing page that test the following elements: 
Button color 
Social proof 
How it works video 
Different copy at the bottom of the page in order to better test quality score in Google 
ads 
Changing call icons or making a phone number at the top click to call so customers can 
more easily call in 
Trying out a pop up when customers click the button to engage as opposed to just a 
straight quote form 
 
There are several different options for what you can test on that landing page, but I think 
these would be a great place to start. 



 
Email collection. If you do this correctly, the customer is going to leave their email 
because they will think it is necessary to get to the next step, even though the collection 
of the email itself isn’t required. If you’ll recall, I really love the way Montway did this in 
one of the previous graphics I posted, so I think that gives you a really good guide on 
how to start – but if you don’t want to do a lot of extra programming, you can always just 
add that email address collection when clients go to click off the page. 
 
Google ads does have some restrictions on entry and exit pop-ups, so be careful in 
experimenting with this – but I think it is really important for you to find a way to grab 
that email address before you lose people. And if you can, there is also a really 
excellent opportunity here for you to grab a phone number and ask for permission to 
text.  
 
You can use a service like Infusionsoft, that comes with text marketing, or you can use 
something like active campaign or a customized program like Twilio that will allow you to 
mass text message customers. If this isn’t something you’re interested in, you can look 
beyond it, however I do think text messaging does work well for some advertisers if it’s 
something you’d be open to. It’s not necessary, just an option. 
 
The email and text sequencing is advertising a customer receives to their inbox when 
they don’t complete the sale sequence. 
 
The options page lets the customer dive deeper into the quote form, giving an idea of 
things like what make/model they will be moving, and any other deeper personal 
information you want the customer to give in order to better customize their quote. 
 
The booking page actually gives them options to book. 
 
Finally, at the end, if the customer gets as far as the booking page and doesn’t book, 
there needs to be something that will either try to collect the email address again, or let 
the customer know they are going to be missing a big deal if they click out. That big deal 
doesn’t actually have to come to us from the lines we booked for themselves – we can 
simply tell the customer that there is an initial period of savings that they will miss out on 
if they don’t claim. 
 
Because I don’t really know what your agreement is with the people who transport for 
you, I can’t really say whether or not there should be some built-in price break or if it’s 
just a supposed price break I’m recommending. I don’t want to recommend you do 



unethical marketing. But either way, letting people know if they book now there is a 
strong discount is a surefire way to get more bookings on the spot, especially if you’re 
upfront about what the associated cancellation policies are. I think it’s something we 
should explore. 
 
 
 

​
Email marketing for funnel map (4-6 emails written 
out as part of your funnel) 

 
I would recommend you start with four solid emails, and see how that feels. Any one of 
the emails I’m proposing copy for below could be broken down into a further sequence. 
 

Email number one: 
Subject: Did you forget something? 
 
First name, did you forget to finish your quote? 
 
It looks like you’ll be moving on XXX, so make sure to secure your spot with us now so 
we can get your vehicle shipped securely, quickly and safely, without all the fuss! 
 
In case you didn’t know, we vet our shippers to ensure the highest quality customer 
satisfaction, insurance and experience are on the table. All our shippers have at least 
10 years’ experience shipping cars in the field, and are equipped to handle any make or 
model of vehicle. There also equipped to ship anywhere – so by finishing your booking 
today, we guarantee your car a safe journey – so you can concentrate on moving the 
rest of your belongings without the headache. 
 
To finish your 100% customized booking quote, simply follow this link: 
 
And if you have any questions, don’t hesitate to call us at NUMBER. 



 
Happy shipping,  
-Sign off 
 

Email number two, one day later 
Subject: Your customized shipping quote is running out 
 
Dear first name, 
 
Your customized shipping quote will expire at midnight on Thursday! Because we want 
to make sure you lock in the lowest shipping rate possible, it’s important you click here 
to finish your customized quote today: 
 
Terry A of Baton Rouge, Louisiana had this to say about her shipping experience: 
“” 
 
John of Cincinnati had this to say: 
“” 
 
Remember, your shipping rate is completely customized, and will expire in just a few 
days – so make sure you get the maximum savings and select from one of our trusted 
providers by selecting this link: LINK 
 
Hope to see you inside, 
-Signoff 
 
 

Email number three (one day later) 
Subject: Have you checked out [[provider name]]? 
 
Dear first name, 
 
We wanted to alert you of a shipper that may be the perfect fit to ship your [[car year, 
make and model]]! 
 



[[Insert shipper story and information here.]] 
 
[[Insert average quote for make and model car here.]] 
 
As a reminder, your customized shipping quote will run out at [[date]]. Make sure to click 
here to get your quote before times runs out, and you have to start the process all over 
again. 
 
See you there, 
Signoff 
 
 

Email number four (FINAL) 
Subject: Your customized shipping quote expires in two hours 
 
First name, 
 
This is your final reminder that your customized shipping quote with us will expire in two 
hours. 
 
Once it expires, we can’t guarantee you’ll lock in the same savings waiting for you right 
now if you simply finish your quote. Shipping quotes vary based on the day of the week 
and time of the quote, as well as other factors such as the time of year. The sooner you 
get your quote in, the more savings we can get you – so it’s important to lock in that 
quote as soon as possible and select the shipper that’s right for you! 
 
This is your final reminder to finish your shipping quote here: link 
 
Thanks so much,  
-Signoff 
 
Remember, these email marketing touches need to be really short, really specific and 
get to the point. Your potential customers are already probably hearing from other quote 
providers, so make sure that you are concise and to the point and give the customer a 
very clear indication of what action you’d like for them to take next. 



 

​
Proposed headlines for Opt in page (your search 
tool) 
 
The most important thing to keep in mind about the headline for the opt in page is that it 
needs to contain some of your keywords. Whether these are keywords you’re going 
after organically or in your click marketing, you want to make sure these are present so 
you can increase your quality score and your likelihood of ranking. 
 
Some headlines to consider: 
 
Save on car shipping with our ultimate comparison tool 
 
Shipping your car? We are your number one trusted shipping provider. 
 
Moving? We take the fuss out of auto ship. 
 
Moving and looking for auto transport? Give us five minutes or less. 
 
Looking for auto shipping? Give us five minutes, we give you the best quotes out there. 
 
Looking to ship your car? We give you quotes in under 10 minutes. 
 
Looking to ship your car? Quotes as low as 399. 
 
These are just a few ideas, but ultimately the mixture of trust, availability, value and 
price as well as time-saving are things you can mix and match based on the customer’s 
need. 
​
 



Proposed copy for your search page  
Looking for reasonably priced auto shipping? (I’m including this is the headline because 
it uses one of your keywords, and it also re-expresses what the customer is looking for.) 
 
We are your number one trusted source for auto shipping in the industry. With over 10 
years’ experience shipping cars for those looking for car shipping for relocation 
purposes, military relocation, moving schools, moving jobs, or simply moving to enjoy 
warmer weather, we ship for anybody. 
 
If you’re a small car dealership looking for shipping, our auto relocation services will 
also help you get the cars you need to your dealership on time. (You may want to take 
this last paragraph and put it on a page made just for small car dealerships.) 
 
We source quotes from over a dozen trusted auto transport companies who we 
consider the best in the business. We only include quotes from auto transport 
companies with a strong record of customer satisfaction, shipping success and high job 
completion with no incident. Our source shippers are the best of the best – the car 
shippers we work with need to know the ins and outs of the industry, and can help you 
with everything from insurance to arrival time to every aspect of moving your car. 
 
If you have questions or concerns, or would like to read some of our excellent 
testimonials, please contact us at this email address or visit us here. We look forward to 
helping you ship your car, and we love seeing the smiling faces of customers to have 
one less thing to worry about during their relocation. 
 
--- 
As I mentioned earlier, you can change this or any element of this and still retain the 
same effect. The most important thing is to make sure that you have your top keywords 
included here. 



Marketing strategy for company/tool (3, 6, 9, 12 
months plan) 

 As I mentioned earlier, your marketing efforts can be broken down into the six following 
categories: 

 
Branding, Paid search, Sparse social, SEO, Outreach, and Email. 
 

Branding 
 
From the materials you showed me during our initial call, I think branding is definitely 
something you could work on a bit. My initial branding recommendation is to reconsider 
the actual colors of the brand and make sure you’re using colors that really illustrate 
things people have come to expect in modern design. Lots of white space, and the 
colors themselves for the actual logo and branding materials could be blue and green, 
or some combination of those recommended colors. Pinks and purples tend to really 
signify something that’s more along the lines of a fashion product or a beauty product, 
and anything too red gives customers the internal ideas of “stop” or “blood” – just overall 
bad. 
 
If you’re able to use branding materials that reflect trust and spending money, you can 
expect that kind of response from customers. I think it will really serve you to rethink 
some of the actual color of the website. Orange is also a nice, neutral color that you can 
look at using more of which will promote trust and suggest warmth. 
 
Above, I recommended a few ways I think the landing page could be better laid out 
based on what your competitors are doing that seems to work. I also know you made 
this work with another business, but of course there’s always room for testing, 
improvement and growth. So I would definitely take this opportunity to figure out some 
different experimentation with your landing page that could better serve you with a 
higher conversion rate as you go deeper into your marketing. 
 
I would strive for the following timing goals: 
 



 

Paid search 
 
Based on the competitive information gathered above, this is really where your bread 
and butter is. You’ve already been able to do some of this via Google AdWords, but I 
think you really need to look at something like contextual marketing and try out both 
Facebook and Google display network. 
 
My advice would be to immediately pixelate any new landing pages you create and 
make sure that your form submission has a defined thank you page hat is easy to track 
a pixel on that, letting us track conversions throughout the entire process. 
 
I would launch Facebook ads by doing a simple likes campaign to a very basic 
Facebook page without a lot of content on it. 
 
I also think you should start a general lead form campaign in Facebook, as well as 
consider building out a chat bot that allows you to generate moving quotes and 
essentially fills out the form for the customer. We would have to figure out how to 
incorporate this with your current data intelligence - this might be something we would 
look at down the road. 
 
Basic lead campaigns in both AdWords and Facebook ads make sense now, with the 
objective of getting a conversion. Just driving traffic to your different landing pages to 
see which converts the best is going to give you a good idea of how to proceed, and 
you can incorporate some of the same tactics and strategies from the Facebook 
audience into Google as well. 
 
I think the ads themselves should be very specific – we want people who are specifically 
looking for car shipping and relocating. We simply want to send people who have this 
need from these various audiences we’re testing to the landing page. I think it’s best to 
start out with a different testing audience or add based on the avatar audiences 
specified above, and dig deep with seeing which converts better on which ads over 
time. The ad should be tailored to the avatar audiences by using a customized graphic 
for each ad that they can relate to – e.g., snowbirds may relate to a photo of older folks 
moving, laying by a beach, or driving a car somewhere together. 
 



Retargeting needs to be a major part of your click ad scheme, in fact I would 
recommend that seriously retargeting people for at least a week after they sign up on 
the site or even retarget people who get the pixel is a smart thing to do, and based on 
the retargeted ads I saw, this is the type of thing your competitors are doing to get 
people who are in that research phase. To commit to finally asking for a quote. I would 
recommend this is where most of the marketing dollars are spent when it comes to click 
marketing. 
 
 

Social content 
 
When I first started this work, I anticipated you would end up having a ton of content 
and information you would need to put on your site. Now that I’ve taken a closer look at 
what your competitors are doing, I don’t think you need a massive SEO strategy: I think 
you need to let your click advertising do most of the work for you, and create a few 
contextual pieces here and there to help your SEO and other basic parts of your social 
media along. 
 
For instance, I would recommend posting on social just a few times a month, even if the 
posts don’t originate from your site and are just interesting ideas or tips about traveling, 
etc. This is just for the sake of appearances and having something on your Facebook 
site. The only reason we really want to Facebook page is to do click marketing and 
Facebook advertising, and not really worry about driving too much traffic to the page. 
 
The only reason I recommend Facebook likes campaign above the so we can use that 
audience to re-target ads for you as we go along. 
 
 
 
 

SEO 
 
It’s always good to talk about SEO because there are plenty of opportunities out there 
for organic rankings.  
 



As we’ve seen from your competitors, the best opportunity is to get into the game early 
and buy a domain that will quickly rank based on a specific key term. If you haven’t 
already done the research, I would definitely look into TLD = alternative domain name 
buying that might give you a little more SEO leverage than your competitors. If the 
market isn’t available to do that, it makes sense to just publish some back end content 
every few months or so to both send customers to if they need any type of question 
answered like an FAQ page, or it makes sense to send people to alternate content just 
to make sure you’re updating your site and have something new there. 
 
I don’t think this should necessarily be a major part of your marketing strategy, but I do 
think that it would be a good idea to use something like Google Webmaster tools to find 
those low hanging fruit type keywords people are searching for, and then craft 
informative articles around those keywords. This will give you some low leverage, low 
hanging fruit you can use to get SEO clicks without having to feel like you’re doing a ton 
of work on the front end. 

 

Partnership opportunities 
 
This one is important because social proof is everything. Whether you’re just doing what 
was MoveMyCar does -  disclosing the amount of partnerships you have with shippers 
or how many quotes you generated, giving the customer an idea of your social proof is 
incredibly important. 
 
I would recommend reaching out to your shippers to ask them for testimonials you can 
use. You could also ask your own customers for feedback so we could begin generating 
testimonials this way. Social proof is super important so we don’t want to ignore doing 
this for your brand. 
 
I also believe it’s vitally important for us to consider other business opportunities, 
reaching out to other relocation services such as moving companies, etc. to see if 
there’s some marketing space we can use on an associated website. We don’t 
necessarily have to look at the bigger guys like U-Haul, but there are definitely 
marketing opportunities out there that are part of the upsell process for some of these 
moving companies. We could pay for positioning on those sites, or we could give a 
percentage of commission to the larger referring site. These opportunities are ripe and 



they are out there, and it is a missed opportunity for revenue if we’re not looking at 
them. 
 

Email marketing 
 
I think this is perhaps one of the biggest missed opportunities out there for you. 
Implementing the simple email sequence I wrote above may be difficult because it relies 
on already generated customer data, and I understand that you may not want to do 
things this way-so the emails themselves are very customizable so if there isn’t a way 
for you to repeat back to the customer their car make and model, or they didn’t make it 
this far in the process, then they don’t get that specific email. 
 
Active campaign, Infusionsoft and other email marketing our automation software do all 
of this for you, but if it’s going to be too difficult to make those things work with your 
current form process, we can always just make these emails more generic. Above, I’ve 
given you what I would like to see in an ideal world where we can send out whatever 
we’d like to the customer, so we can be discriminating about how were able to send 
those emails based on the technology available to us. 
 
 
 

Marketing Tasks 
 
Here’s how I would break up the above into actionables for 30, 60, 90 day and 1 year 
periods: 
 
30 days: 

�​ Begin rethinking branding and color choices 
�​ Create 3-4 different branding and color choices to test 
�​ Launch with several different landing page design schemes, all which use the 

copy I wrote for you above 
�​ Begin PPC marketing on both Facebook and Google 
�​ Begin remarketing campaign 15-45 days after start 
�​ Begin various ad audiences based on research above (follow campaign structure 

above) 



�​ Begin posting 1-2 x a month basic social content 
�​ Begin basic FB likes campaign 
�​ Basic FB Lead ads campaign 

 
 
60 days: 

�​ Implement the emails/email marketing software to retain missed clients 
�​ Begin outreach research for partner opportunities 
�​ Begin creating basic SEO content 
�​ Continue split testing ads 
�​ Restart Google advertising 
�​ Explore ManyChat bot construction 

 
 
90 days: 

�​ Begin contacting potential partner opportunities​
Begin intra-linking basic SEO content on site 

�​ Run 1-2 Facebook promoted posts from time to time 
 
 
1 year: 

�​ Use the income and traffic results from Level 1 Partnerships to seek out better, 
higher ranking partners 

�​ Become more robust with email targeting (pull in specific model names, etc. if 
you haven’t already, and begin segmenting lists) 

�​ Dynamic landing pages that populate data based on key terms searched in 
Google 

 
 
This is a basic skeleton of the information presented above, and it’s really simplifying 
things – I’m definitely happy to get more specific, so please don’t hesitate to let me 
know if you need that. 
 
This was a pleasure – thanks so much for allowing me to put it together for you! 
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