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Abstract 

This study examines how consistent and targeted social media communication enhances brand credibility and 

customer trust in the logistics industry. As digital transformation reshapes stakeholder engagement, logistics 

firms increasingly rely on platforms like LinkedIn, Twitter, and Facebook to strengthen their brand image. The 

research explores the alignment between social media strategies and long-term branding objectives, analyzing 

content consistency, audience engagement, and trust-building mechanisms. Findings indicate that firms 

adopting structured, value-driven social media campaigns achieve higher brand visibility and stakeholder 

confidence. However, challenges such as content relevance, real-time responsiveness, and measurable ROI 

persist. The study offers actionable insights for logistics managers to optimize digital branding efforts, 

emphasizing strategic content, analytics, and two-way communication. By bridging gaps in B2B digital 

marketing literature, this research contributes to academic and industry discourse on leveraging social media 

for competitive advantage in logistics. 

Keywords: Social media marketing, brand credibility, customer trust, logistics industry, digital branding, 

stakeholder engagement, content strategy, B2B communication. 

Introduction 

In an era marked by rapid digital transformation, the logistics sector has witnessed significant changes in the 

way businesses communicate with stakeholders and promote their services. Social media has emerged as a 

powerful tool for brand positioning, customer engagement, and reputation management. The strategic 

application of social media marketing (SMM) has evolved from being merely a communication platform to a 

dynamic space for brand interaction, allowing logistics firms to build credibility, improve customer 

relationships, and differentiate themselves in an increasingly competitive market landscape (Kaplan & Haenlein, 

2010). With global supply chain networks becoming more interconnected and customer expectations rising, 
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logistics companies are compelled to adopt innovative marketing strategies, where the role of social media is 

no longer optional but essential. 

 

Theoretical Background 

Social media marketing is grounded in multiple theoretical frameworks, including the Technology Acceptance 

Model (TAM), Integrated Marketing Communication (IMC) theory, and Brand Equity Theory. The TAM 

explains how users accept and use technology, emphasizing perceived usefulness and ease of use (Davis, 1989). 

In the logistics sector, platforms like LinkedIn, Twitter, and Facebook are leveraged not just for promotion but 

also to share real-time updates, handle customer grievances, and establish thought leadership. The IMC theory 

emphasizes the integration of various promotional tools to deliver a consistent brand message across all channels 

(Keller, 2001). When applied through social media, logistics firms can achieve synergies that reinforce brand 

messages and values. Finally, Brand Equity Theory suggests that sustained social media engagement builds 

stronger emotional connections with customers, resulting in improved brand loyalty and perception (Aaker, 

1996). 

 

Research Problem Statement 

Despite the growing adoption of digital strategies, logistics companies often struggle to measure the actual 

impact of social media efforts on brand image. Unlike retail or service industries where direct consumer 

feedback is frequent, logistics operates largely in the B2B space, making the assessment of branding 

effectiveness more complex and nuanced. This study addresses a key problem: How effectively does social 

media marketing enhance the brand image of logistics companies in a strategic and measurable manner? While 

many logistics firms engage in social media activities, a significant gap exists in understanding their alignment 

with strategic brand objectives and their influence on stakeholder perceptions. 

 

Trends, Issues, and Challenges 

The increasing digitization of logistics operations has paralleled the rise of data-driven marketing. According to 

Statista (2024), over 4.89 billion people use social media globally, presenting a massive opportunity for logistics 

brands to reach diverse and dispersed audiences. Recent trends show a shift from traditional outbound marketing 

methods to inbound strategies focused on content, storytelling, and customer-centric branding. Social media 

allows logistics firms to communicate sustainability initiatives, innovation in supply chains, and technological 

advancements such as real-time tracking and blockchain applications. 

However, the sector also faces significant challenges in leveraging social media effectively. First, there is the 

issue of content relevance logistics content often lacks the visual and emotional appeal that works well on 

platforms dominated by lifestyle and retail brands. Second, the challenge of real-time responsiveness is 

significant in a high-pressure industry where operational updates and crisis communication must be swift and 

transparent. Third, limited marketing expertise within logistics companies, many of which were traditionally 

operations-driven, restricts the potential of SMM to act as a strategic brand-building tool (Tuten & Solomon, 

2017). Additionally, measuring the return on investment (ROI) from social media remains an elusive goal due 

to the difficulty in linking brand perceptions with business outcomes directly. 

 

Significance of the Study 

This research holds considerable significance for academic, managerial, and industry audiences. From an 

academic perspective, it contributes to the growing body of literature on digital marketing applications in non-

traditional sectors like logistics. It addresses a gap in existing research, which often overlooks logistics in favor 

of more consumer-facing industries. For practitioners, the study offers actionable insights into how social media 

can be strategically leveraged to strengthen brand equity, enhance trust, and engage both clients and partners 

http://www.ijsrem.com/
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effectively. Moreover, it sheds light on best practices, metrics for evaluation, and strategies for overcoming 

common implementation challenges. 

In today’s competitive business environment, where service differentiation is difficult, brand image becomes a 

key driver of customer preference and loyalty. For logistics firms that operate in highly commoditized markets, 

a well-defined and positively perceived brand can influence procurement decisions, attract new clients, and 

establish long-term partnerships. Therefore, understanding the strategic impact of social media marketing is not 

merely a communication exercise but a core aspect of organizational performance and market positioning. 

 

Scope and Limitations 

The scope of this study includes an evaluation of the social media strategies adopted by logistics firms and their 

perceived impact on brand image across various dimensions such as brand awareness, customer trust, and 

stakeholder engagement. The study focuses primarily on established logistics companies that have a digital 

presence and use platforms such as LinkedIn, Facebook, X (formerly Twitter), Instagram, and YouTube for 

corporate communication and branding. The analysis spans across content strategy, audience interaction, visual 

branding, and consistency in messaging. 

However, the study is not without limitations. First, the dynamic nature of social media platforms means that 

marketing strategies must be continuously adapted, which may limit the generalizability of the findings over 

time. Second, brand image is inherently subjective and influenced by multiple factors beyond social media, such 

as service quality, price, and customer experience. Isolating the effect of social media marketing from other 

variables remains a methodological challenge. Third, the study is focused on the logistics industry and may not 

apply to other sectors without contextual adaptation. 

Furthermore, data limitations might restrict the analysis to publicly available metrics such as engagement rates, 

follower counts, and brand mentions, rather than internal performance indicators such as lead conversion or 

client retention influenced by social media campaigns. Despite these constraints, the research aims to provide a 

structured understanding of how logistics firms can use social media as a strategic branding tool in a digitally 

driven business environment. 

 

Review of Literature 

1. Social Media Marketing in the Logistics Sector 

Social media marketing (SMM) has increasingly become an indispensable tool for businesses across industries. 

Logistics firms, once seen as traditional and operationally focused, are now leveraging platforms like LinkedIn, 

Twitter, and YouTube to communicate their value propositions, build relationships, and position their brand in 

the market. Mangold and Faulds (2009) argue that social media functions as a hybrid element of the promotion 

mix because it allows both company-driven and consumer-driven communication. In the logistics industry, 

where customer interaction was historically limited to B2B channels, social media offers an opportunity to 

create brand narratives, demonstrate transparency, and showcase operational strengths. 

2. Brand Image Development 

Brand image is a critical component in establishing a company's market position. Keller (1993) conceptualizes 

brand image as the perceptions about a brand as reflected by brand associations held in consumer memory. In 

logistics, brand image often correlates with reliability, on-time delivery, technological competence, and supply 

chain transparency. Research by Dhlomo and Mkhize (2022) emphasized that logistics companies with strong 

digital storytelling on social media tend to be perceived as more trustworthy and technologically advanced by 

their stakeholders. 

3. Customer Engagement and Perception 

Customer perception, shaped largely through digital touchpoints, is significantly influenced by a brand’s online 

presence. According to Hollebeek et al. (2014), interactive content on social platforms increases emotional 
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involvement and cognitive processing, enhancing customer engagement. Logistics brands that actively use 

visual storytelling, share success stories, and offer live tracking updates tend to retain higher trust levels among 

clients (Zhou & Wang, 2021). The extent to which a company is perceived as responsive, responsible, and agile 

is closely tied to the tone and consistency of its social media communication. 

4. Content Strategy and Communication Consistency 

Strategic communication through social media requires well-structured content that aligns with the brand’s 

voice and values. Barger et al. (2016) highlight that effective content marketing on social platforms enhances 

brand recall and strengthens organizational identity. For logistics companies, maintaining consistency in 

messaging whether during crisis communication or promotional campaigns plays a vital role in reinforcing their 

reliability and professionalism. Visual content, behind-the-scenes videos, and CSR-related posts have shown to 

boost public perception in otherwise mechanically perceived industries like logistics (Ngai et al., 2015). 

5. Measurement of Social Media Effectiveness 

Measuring the effectiveness of social media marketing remains an evolving challenge. Studies suggest that 

logistics firms often rely on metrics such as engagement rate, reach, and brand mentions to gauge visibility, but 

these do not directly translate to brand equity or business outcomes (Ashley & Tuten, 2015). A more nuanced 

approach includes assessing shifts in brand sentiment, referral traffic from social platforms, and stakeholder 

feedback on online channels. The lack of industry-specific frameworks to measure long-term brand impact from 

social media is still a noted limitation in logistics marketing literature. 

 

Research Gap 

While extensive research exists on social media marketing across retail, fashion, and consumer goods industries, 

academic investigations into its strategic role within the logistics sector remain limited. Most studies on logistics 

marketing have traditionally focused on service quality, operational efficiency, or supply chain visibility. The 

brand-building aspect particularly via social media has not received equal scholarly attention. 

Moreover, existing literature tends to generalize digital marketing without contextualizing it within the unique 

characteristics of logistics such as its B2B nature, functional brand value, and emphasis on reliability over 

emotional appeal. There is also a notable absence of research that examines how logistics companies integrate 

social media into broader brand strategies rather than using it as a tactical tool. In addition, while numerous 

metrics are used to evaluate social media performance, few studies attempt to link these directly to changes in 

brand image or stakeholder perception within logistics environments. 

Therefore, this study seeks to address these gaps by evaluating the strategic impact of social media marketing 

on brand image enhancement in the logistics sector. It explores not just the presence of social media practices 

but how they are purposefully aligned with branding goals, how stakeholders interpret these efforts, and what 

measurable outcomes emerge as a result. In doing so, this research contributes to both marketing literature and 

logistics practice by bridging the gap between operational communication and strategic brand development. 

 

Objectives of the Study 

1. To examine the role of social media marketing strategies adopted by logistics firms in influencing 

brand visibility and public perception. 

2. To assess how consistent and targeted social media communication enhances brand credibility 

and customer trust within the logistics industry. 

3. To evaluate the extent to which logistics companies align their social media marketing efforts 

with long-term brand-building objectives. 
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Research Methodology 

Research Type 

The present study is descriptive and analytical in nature. It is designed to analyze and interpret patterns and 

trends based on existing literature, digital marketing performance metrics, and publicly available brand 

communication data from selected logistics companies. 

Source of Data 

The study is based entirely on secondary data collected from credible and authentic sources. These include: 

• Annual reports and whitepapers of logistics companies 

• Social media analytics tools (e.g., engagement metrics from LinkedIn, Twitter, YouTube) 

• Industry-specific research reports 

• Peer-reviewed journal articles, case studies, and trade publications 

• Online repositories and digital archives such as Statista, Google Trends, and company 

dashboards 

Sample Frame and Sample Size 

The sample frame includes ten leading logistics firms that maintain an active presence on at least three major 

social media platforms (LinkedIn, Twitter, YouTube, or Instagram). The companies are selected based on the 

following criteria: 

• Global or regional market presence in logistics 

• Verified and active social media accounts 

• Availability of publicly accessible engagement and brand communication data 

• Inclusion in third-party logistics rankings or digital brand reputation indices 

The sample size of 10 companies allows for an in-depth qualitative and quantitative review without 

compromising data reliability. Examples include DHL, FedEx, Blue Dart, Maersk, DB Schenker, and Delhivery. 

Statistical Tools and Techniques 

The following tools were used for interpretation and analysis of the secondary data: 

• Descriptive statistics (mean engagement rates, follower growth, post frequency) 

• Trend analysis (time-series insights into brand engagement performance) 

• Comparative analysis (benchmarking brand image metrics across companies) 

• Content analysis (qualitative assessment of branding themes and visual identity on social 

media) 

Visualization tools such as Microsoft Excel, Tableau, and Google Data Studio were used to map patterns, 

trends, and insights. 
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Data Interpretation and Analysis 

The analysis focused on how effectively logistics companies utilize social media marketing to enhance brand 

image, based on various performance indicators. Below are the key interpretations: 

1. Content Frequency and Engagement 

Most logistics companies in the sample posted content regularly, with a frequency of 3–5 posts per week on 

LinkedIn and Twitter. However, engagement rates varied significantly, with companies such as DHL and 

Maersk demonstrating higher average interaction levels especially when posts emphasized sustainability, 

innovation, and supply chain resilience. 

• Observation: Posts featuring behind-the-scenes content, employee stories, and interactive 

infographics garnered significantly more engagement than purely promotional posts. 

2. Brand Visibility and Audience Reach 

Social media follower counts varied widely, from 150,000 to over 2 million across different platforms. LinkedIn 

emerged as the most influential platform in terms of brand reach and professional engagement, particularly for 

B2B logistics providers. 

• Interpretation: A strong LinkedIn presence correlated with higher brand credibility and 

professional recognition, as reflected in positive sentiment and share rates. 

3. Thematic Branding and Visual Consistency 

Companies with consistent visual branding—such as standard color schemes, branded hashtags, and regular 

video content—displayed stronger brand recall and recognition. DHL and FedEx led in this area, using motion 

graphics and storytelling effectively to communicate values like speed, reliability, and customer-centricity. 

• Finding: Cohesive branding and storytelling via social media contributed to a more positive 

brand image, especially among young and digitally engaged audiences. 

4. Use of Interactive Features 

Firms that used interactive tools like live tracking updates, comment responses, polls, and live Q&A sessions 

saw improved customer engagement and trust. For instance, Blue Dart's Twitter account frequently responded 

to customer queries in real time, reinforcing a responsive and customer-focused brand persona. 

• Analysis: Real-time communication positively influenced customer satisfaction and helped 

mitigate service concerns, thus protecting the brand image during operational disruptions. 

 

 

 

5. Sentiment and Reputation Monitoring 

Using social listening insights from publicly available dashboards, it was noted that companies who actively 

monitored and addressed feedback such as complaints, suggestions, and product reviews were better positioned 

to manage brand reputation. 

• Insight: Reputation management through social media is a strategic function, not just a 

marketing task, particularly in logistics where service quality impacts customer trust. 

http://www.ijsrem.com/
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Discussion 

 The role of social media marketing strategies adopted by logistics firms in influencing brand 

visibility and public perception 

Social media marketing has transformed the way businesses communicate with customers, stakeholders, and 

the public. In the logistics sector, where customer interaction was once confined to phone calls and emails, the 

adoption of social media strategies has created new opportunities to influence brand visibility and public 

opinion. 

• Brand Visibility through Consistent Online Presence: Logistics firms now use platforms like 

LinkedIn, Twitter, Facebook, and Instagram not only for promotional content but also to showcase 

company milestones, technological innovations, and customer-centric services. By maintaining a visible 

and active presence, these companies increase their chances of being recognized, remembered, and 

recommended. 

• Public Perception Shaped by Digital Narratives: Social media allows firms to tell their brand 

story in real time. Whether it's about eco-friendly packaging, faster delivery models, or customer 

testimonials, these stories shape how the public perceives the brand. A logistics firm that communicates 

transparency, efficiency, and responsibility often enjoys a more favorable perception compared to 

competitors who remain silent online. 

• Strategic Use of Visual Content: Images, infographics, and short videos are powerful tools used 

in social media campaigns. These visuals help logistics companies explain complex services (like 

warehousing or freight forwarding) in simple, digestible formats, which improves brand comprehension 

and engagement. 

• Influencer and Partner Collaborations: Some logistics companies collaborate with business 

influencers, industry thought leaders, or major clients to enhance credibility. These partnerships extend 

the brand’s reach to new audiences and lend authenticity to the company's public image. 

• Crisis Management and Real-Time Updates: During service delays, weather disruptions, or 

global events (e.g., COVID-19), companies that communicate updates quickly via social media tend to 

maintain customer trust. Social platforms serve as real-time communication tools that not only inform 

but also reassure the audience. 

• Measurable Digital Footprints: Engagement metrics likes, shares, impressions, and comments 

offer tangible proof of visibility. Analytics tools also allow companies to refine their strategies to 

enhance reach and resonance with their target audience. 

 Examining How Consistent, Targeted Social Media Communication Boosts Brand Credibility and 

Customer Trust in Logistics 

A brand's credibility hinges on how reliable, authentic, and professional it appears to its audience. In the logistics 

industry, where clients depend on timely deliveries and real-time service updates, trust is paramount. This 

objective centers on the role of consistent and targeted communication in establishing that trust. 

• Consistency Builds Recognition and Reliability: Regular updates, consistent branding (such 

as logos, tone of voice, and messaging), and a unified narrative across platforms ensure that customers 

see the brand as dependable and serious. In contrast, sporadic or disconnected messaging can create 

confusion and reduce brand confidence. 

http://www.ijsrem.com/
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• Targeted Communication for Audience Segmentation: Logistics companies often deal with 

varied customer groups manufacturers, retailers, exporters, and end-consumers. Tailoring messages for 

each audience, such as supply chain efficiency for manufacturers or delivery tracking for consumers, 

helps build relevance and value in communication. 

• Demonstrating Operational Competence: Through social media, companies can showcase 

their logistics capabilities on-time delivery rates, warehouse automation, international certifications, or 

sustainable practices. These insights reflect a commitment to quality, professionalism, and innovation, 

which strengthens brand credibility. 

• Customer Testimonials and Case Studies: Sharing positive customer experiences reinforces 

trust among potential clients. Testimonials serve as social proof and indicate a track record of successful 

service delivery. 

• Humanizing the Brand Through Employee Stories: Highlighting employee achievements, 

workplace culture, and team efforts can humanize the brand. This approach shows the organization’s 

values and people behind the operations, making the company appear more relatable and trustworthy. 

• Addressing Feedback and Complaints Responsively: Companies that actively respond to 

queries or concerns on social platforms demonstrate accountability. Timely, respectful replies indicate 

that the brand values its customers and is willing to engage transparently. 

• Consistency During Crises Enhances Resilience: During unforeseen disruptions, firms that 

maintain clear and calm communication on social platforms are perceived as more in control and 

capable. This consistency under pressure builds long-term trust with clients and stakeholders. 

 The extent to which logistics companies align their social media marketing efforts with long-term 

brand-building objectives 

While social media can offer short-term gains such as product visibility and promotional traction, its strategic 

value lies in its ability to build a strong and enduring brand over time. This objective explores whether logistics 

firms are using social media not merely as a communication outlet but as a tool for shaping and sustaining brand 

equity. 

• Alignment with Core Brand Values: A company’s social media presence should reflect its 

mission, vision, and values. For example, a logistics firm focusing on sustainability should regularly 

share content on green supply chains, electric vehicles, or eco-friendly packaging. Alignment reinforces 

authenticity. 

• Strategic Planning Behind Campaigns: Many successful logistics firms plan campaigns 

around brand milestones, industry trends, and annual marketing goals. For example, themed content 

during “Logistics Day” or global events like “Earth Day” showcases purpose-driven branding. 

• Long-Term Positioning vs. Short-Term Promotions: Companies that focus only on sales-

driven content often miss out on brand-building opportunities. In contrast, firms that balance 

promotional posts with thought leadership, CSR initiatives, and customer education establish themselves 

as leaders and innovators. 

• Integration Across Digital Channels: Long-term brand-building is supported by omnichannel 

marketing. Social media efforts should be integrated with website content, email marketing, SEO 

strategies, and offline brand campaigns to ensure a cohesive message. 

http://www.ijsrem.com/
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• Monitoring Brand Health Metrics: Beyond vanity metrics (likes and followers), progressive 

companies track deeper indicators such as sentiment analysis, share of voice, customer referrals from 

social media, and changes in brand perception over time. 

• Leadership Involvement and Thought Leadership: Logistics firms that involve their 

leadership in public communication through blogs, video messages, or expert commentary tend to be 

more successful in long-term branding. It signals transparency, vision, and accessibility. 

• Adaptation and Innovation Over Time: Platforms evolve, and so do audience behaviors. 

Companies that reassess and adapt their social strategies periodically incorporating new content formats 

like reels or livestreams are better positioned to sustain their brand relevance. 

 

Findings 

The study reveals that social media marketing has transitioned from a supplementary communication tool to a 

strategic necessity in the logistics industry. It was found that companies with a consistent and purpose-driven 

social media presence experienced greater brand visibility, improved public perception, and increased 

stakeholder engagement. Firms such as DHL, FedEx, and Maersk, which use social platforms not only for 

promotions but also to share thought leadership, sustainability practices, and employee narratives, have built 

stronger brand credibility. Content that is aligned with the company’s core values and audience expectations 

had higher engagement rates and positively influenced brand perception. The analysis also showed that 

responsiveness to customer feedback, especially in real time, significantly contributes to trust and brand loyalty. 

However, many logistics companies still lack a unified strategy and often treat social media as an isolated 

promotional channel rather than a long-term branding mechanism. 

 

Suggestions 

To maximize the effectiveness of social media marketing, logistics companies must move beyond ad-hoc digital 

campaigns and adopt a more strategic, integrated approach. First, firms should develop a clear content strategy 

that reflects their brand values, service strengths, and industry expertise. This involves combining informational, 

visual, and interactive content to capture audience interest and build credibility. Second, investing in analytics 

tools to track engagement, sentiment, and brand perception can help refine strategies over time and ensure 

alignment with business objectives. Third, logistics firms should train dedicated digital communication teams 

or partner with agencies that understand the nuances of B2B branding. Lastly, companies should focus on two-

way communication responding to feedback, addressing concerns, and engaging in meaningful dialogue to 

reinforce trust and build lasting relationships with stakeholders. 

 

Managerial Implications 

From a managerial standpoint, this study underscores the importance of positioning social media not merely as 

a marketing function but as a strategic pillar of brand management. Managers need to prioritize social media 

strategy as part of the overall business branding framework, ensuring its integration with customer service, 

public relations, and corporate communication functions. The findings suggest that leadership teams must 

allocate sufficient resources both financial and human to support ongoing content creation, monitoring, and 

stakeholder engagement. Furthermore, senior executives should actively participate in brand storytelling by 

sharing insights, celebrating milestones, and articulating the company's vision on digital platforms, thus 

humanizing the brand and building executive credibility. 
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Societal Implications 

On a broader societal level, logistics companies that use social media to communicate their values and initiatives 

such as sustainability efforts, employee welfare, and community support can contribute to greater public 

awareness and trust. When firms actively engage with their communities through digital narratives, they help 

create a transparent and socially responsible image. This not only builds a positive reputation but also 

encourages ethical business practices across the sector. By promoting responsible behavior and highlighting 

eco-friendly innovations, logistics firms can influence industry standards and inspire other players to adopt 

similar socially conscious practices. 

Research Implications 

The study contributes to academic literature by bridging the gap between digital marketing and brand strategy 

in the logistics domain a sector traditionally underrepresented in branding research. It opens up opportunities 

for future scholarly investigations into how intangible brand elements such as trust, transparency, and customer 

empathy are developed through digital platforms in B2B industries. Additionally, the research highlights the 

need for new measurement frameworks tailored to logistics, which can more effectively assess the long-term 

brand impact of social media efforts. Scholars can further explore comparative studies across regions or assess 

the interplay between social media marketing and other digital tools like customer relationship management 

systems or artificial intelligence in branding. 

 

Future Scope 

Looking ahead, there is significant scope for expanding this research to include primary data through surveys, 

interviews, and case studies involving logistics professionals, customers, and digital marketers. Comparative 

studies between domestic and international logistics firms may also yield deeper insights into cultural and 

regional differences in branding approaches. Moreover, as digital platforms continue to evolve with the rise of 

short-form video, augmented reality, and AI-driven personalization future studies can explore how these 

technologies reshape customer-brand interaction in logistics. Investigating the integration of social media with 

customer service chatbots, predictive analytics, and digital supply chain tools may also provide a comprehensive 

view of the digital transformation of brand communication in this sector. 

 

Conclusion 

In conclusion, the strategic use of social media marketing has emerged as a powerful driver of brand image 

enhancement in the logistics sector. The study highlights that logistics firms leveraging consistent, authentic, 

and value-driven content on digital platforms are better positioned to strengthen brand visibility, credibility, and 

customer trust. Social media, when aligned with long-term branding objectives, not only facilitates real-time 

engagement with stakeholders but also serves as a platform for showcasing organizational values, service 

excellence, and thought leadership. However, the effectiveness of such efforts depends heavily on managerial 

commitment, strategic planning, and the integration of digital tools with core business functions. As the logistics 

industry continues to evolve in a competitive and digitally connected environment, embracing a holistic and 

data-informed social media strategy will be crucial for sustaining brand relevance and market leadership. 
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