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Logistics & Mobility SaaS
Organic ROl Forecast 2027

Shipping, fulfillment, fleet, freight and supply-chain software - US search demand - global Al visibility
Industry report - Prepared by ESA Digital - Ahrefs Site Explorer, Keywords Explorer + Brand Radar

Check interactive report



https://reports.esadigitalagency.com/industry/logistics-mobility-saas-report.html

1. Key findings
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N
>

0 Ecommerce shipping leads. 2.8M US searches/mo across eight topics, and Ecommerce
Shipping is 810K (29%): “dropshipping” (395K/mo), “what is dropshipping” (37K),
“international shipping” (9K).

e Operations topics are close behind. Warehouse & Inventory (410K: “inventory management
systems”, 65K), Supply Chain Visibility (400K: “supply chain management”, 181K) and
Shipping Software (330K: “shipping label”, carrier rates) are 12-15% each. Fleet and ELD
topics add 11%.

O Brands are small in organic search. ShipBob and Samsara draw about 176K visits/mo each
and ShipStation 133K, almost all US. Flexport ranks for 14K keywords on 85K visits;

project44 has 31K.

Q Al visibility is concentrated. Samsara holds 57.5% of the set's 1.5M Al impressions/mo, on
"How much does Samsara cost?” (18K) and what its devices do; ShipStation has 29.2%.
project44 is cited on "What is supply chain visibility software?" but gets 0.6%.

G Organic search pays back at the median. Taking the median annual contract in the
segment ($19.4K), a Growth project brings about 98 customers and $1.04M of paid revenue
on $263K over 24 months (ROl 297 %, break-even in month 16). With bottom-quartile
contracts and lead rates it still returns $290K (ROI 10%).

Publish the guides merchants and fleet managers search (dropshipping, 3PL selection, carrier
rates, inventory methods, ELD rules), each with a calculator or checklist. Clear pricing pages
are what Al answers cite for the brands in this set.
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2. SEO Opportunities

RELEVANT CONTENT IDEAS TOPICAL CLUSTERS MONTHLY SEARCH VOLUME

3749 8 2816 500

CLUSTER VOLUME SHARE IDEAS  VOL/MO
Ecommerce Shipping 7 28.0% 435 812700
Warehouse & Inventory 7 14.2% 474 413 800
Supply Chain Visibility 7 13.7% 454 398 350
Shipping Software 7 11.5% 496 332900
Fulfillment & 3PL 10.0% - 481 289950
. . -
Freight & Forwarding 7 8.4% 459 244 200
-

Fleet Management /1 5.8% 497 169700
ELD & Compliance 7 5.3% ® 453 154900
. ] 2 816

Relevant total 97.0% 3749
500
Off-topic / adjacent — excluded 3.0% 153 87800
2904
Total 3902 300

How this was built >

p
Ecommerce Shipping (28.9%) leads, then Warehouse & Inventory (14.7%), Supply Chain

Visibility (14.1%), Shipping Software (11.8%) and Fulfillment & 3PL (10.3%). Freight (8.7%), Fleet
(6.0%) and ELD (5.5%) are smaller but closer to a contract.

N
g
WHAT TO DO (@

Lead with rate calculators and carrier comparisons for merchants, and compliance guides
(ELD, IFTA, hours of service) for fleets. Then “best ... software” pages by company size.

-
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3. Competitive Landscape

3.10rganic SEO — Ahrefs Site Explorer

BRAND ORG. TRAFFIC/MO ¥ ORG. KEYWORDS TOP 3 BACKLINKS ORG. VALUE DR
ShipBob 71 176 429 11918 4527 256332 $232K 79
shipbob.com

SEMER A s s 3729 1710 329155 $573K 78
samsara.com

ShipStation 7 132554 9457 3713 929451 $390K 84
shipstation.com

Flexport 85 158 13 829 3998 234769 $48K 78
flexport.com

projectdd 71 54 445 1597 702 76 770 $57K 74

project44.com

Click column header - sort. Click brand row - SEO dashboard. Bars are normalized per column.

3.2 Al Visibility — Brand Radar (impressions/month)

BRAND CHATGPT Al OVERVIEWS Al MODE TOTAL ¥
Samsara /1 377 660 263 629 232103 873392
samsara.com

il A 126 009 207 244 111 066 444319
shipstation.com

shlpBob A 71 392 46 677 25 403 143 472
shipbob.com

Flexport /1 33565 3702 12 465 49 732
flexport.com

project44 7 5604 491 2289 8384

project44.com

Click column header = sort. Click row - ChatGPT citation prompts. Brand Radar matches brand names, not
domains.

3.3 Al Share of Voice

Samsara 57.5% — the 5 brands in this set hold 1519 299 Al impressions/mo across ChatGPT, Al
Overviews & Al Mode.

@ Samsara 57.5% @ ShipStation 29.2% (J ShipBob 9.4% [J Flexport 3.3% () project44 0.6%


https://shipbob.com/
https://samsara.com/
https://shipstation.com/
https://flexport.com/
https://project44.com/
https://samsara.com/
https://shipstation.com/
https://shipbob.com/
https://flexport.com/
https://project44.com/

,

The five brands hold 1.5M Al impressions/mo across ChatGPT, Al Overviews and Al Mode.
Samsara (57.5%) and ShipStation (29.2%) lead; ShipBob (9.4%), Flexport (3.3%) and project44
(0.6%) share the rest. Many prompts citing these brands are general logistics questions.

\
g
WHAT TO DO ()

Answer price and “what does it do” questions on your own pages, and publish explainers for
the category terms (3PL, supply chain visibility, TMS) that Al answers currently source from
analysts and vendors.

-
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4. ROl Forecast

INDUSTRY BENCHMARK PACKAGE PERIOD

[ Weak Typical Strong] X [ Start Growth Scale ] pTd [ 12m 24m 36m ]

Forecast outcomes

BREAK-EVEN 24M REVENUE 24M ROI 24M PROFIT
Month 16 $1.04M 297% $779K
Investment
PROJECT COST PUBLISHED PAGES
$263K 600
NEW CUSTOMERS COST PER CUSTOMER
98 $3K
Parameters
PACKAGE INPUTS CONTENT PERFORMANCE
Pages / month 25 Months to peak 7
Monthly cost $11K Avg visits/page 180
Success rate 60%
CONVERSION FUNNEL - TYPICAL TIER
Visit - Lead 0.5% Al / GEO LIFT
Lead -» Customer 3.7% LLM ratio 0.1x
Contract value / yr $19K LLM conv boost 2x

Dive deeper — change parameters in the ROl calculator 2

- Open the interactive model to adjust assumptions yourself.


https://roi.esadigitalagency.com/

Cumulative Revenue vs Cost Traffic Growth

$1.04M 60.9K

$782K 45.7K
$521K

30.4K

$261K 15.2K

1 5 9 13 17 21

® Revenue @ Cost ® +LLM @ Organic
New Paid Customers Cumulative ROI
10 207%
107%
7
o8%
il
. --= | ! l I : . L oo 5 : . ) ]
MONTHS PAGES ORGANIC LLM LEADS CUSTOMERS REVENUE ROI
1 25 0 0 0 0.0 $0 -100%
2 50 450 45 3 0.0 $0 -100%
3 75 1.4K 135 8 0.0 $0 -100%
4 100 2.7K 270 16 0.0 $0 -100%
5 125 4.5K 450 27 0.1 $162 -100%
6 150 6.8K 675 41 0.3 $648 -99%
7 175 9.4K 945 57 0.6 $2K -97%
8 200 12.2K 1.2K 73 1.0 $3K -94%
9 225 14.8K 1.5K 89 1.5 $6K -88%
10 250 17.6K 1.8K 105 2.1 $9K -81%
11 275 20.3K 2.0K 122 2.7 $13K -72%
12 300 22.9K 2.3K 138 33 $19K -60%
13 325 25.6K 2.6K 154 3.9 $25K -45%
14 350 28.4K 2.8K 170 4.5 $32K -28%
15 375 31.1K 3.1K 186 5.1 $41K -8%
16 400 33.8K 3.4K 203 5.7 $50K 15%
17 425 36.5K 3.6K 219 6.3 $60K 40%
18 450 39.1K 3.9K 235 6.9 $71K 68%
19 475 41.9K 4.2K 251 7.5 $83K 99%
20 500 44.5K 4.5K 267 8.1 $96K 133%
21 525 47.3K 4.7K 284 8.7 $110K 170%
22 550 50.0K 5.0K 300 9.3 $125K 210%
23 575 52.6K 5.3K 316 9.9 $140K 252%



MONTHS PAGES ORGANIC LLM LEADS CUSTOMERS REVENUE ROl

24 600 55.4K 5.5K 332 10 $156K 297%

ESA ROI Calculator - Start 10/$5.5K - Growth 25/$10.95K - Scale 40/$15.5K - peak 7 mo, success 60%, 180
visits/page, no brand-search layer, contract value billed monthly from 3 months after the lead, 88% kept
from year 2, LLM 0.1%, LLM conv x2. Funnel inputs follow the industry benchmark switch (Weak / Typical /
Strong = bottom quartile / median / top quartile of the category). Weak / Typical / Strong combine the lead-
rate estimate (0.25 / 0.5 / 0.95%) with the bottom-quartile / median / top-quartile contract. Contract value is
what a typical buyer pays a vendor of the segment per year on Vendr; Vendr buyers are mostly companies
with a procurement process, so contracts at small-business vendors are likely smaller. Visit - lead for
content pages is an ESA estimate (no open benchmark for blog traffic).

e
FINDINGS [

On the Growth package over 24 months, the median scenario (Typical tier: 0.5% of visitors
leave a lead, 3.7% of leads become customers, $19.4K a year per customer) turns a $263K
project into about 98 customers and $1.04M of revenue paid within the period (ROl 297%),
breaking even in month 16. Revenue is counted as it is billed: each customer pays a twelfth of
the contract a month, starting three months after the lead, and 88% is kept from year 2. Weak
returns $290K (ROI 10%); Strong, with top-quartile lead rates and contracts, $3.59M.

.
g
WHAT TO DO (@

Check two numbers against your own CRM before reading the forecast: how many content
visitors leave a lead, and your average first-year contract. If you sell mostly to small
businesses, your contracts are likely below the Vendr median; replace the contract value with

yours. Scale over 36 months returns $7.21M in the median scenario.
- J
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Sources & Benchmarks

l. Sources

e Content — Ahrefs Keywords Explorer (US volumes) + ESA intent clustering

e Organic SEO — Ahrefs Site Explorer

¢ Al Visibility — Ahrefs Brand Radar (ChatGPT / Al Overviews / Al Mode; citations API limit 25)

¢ ROl — ESA ROI Calculator + service packages

¢ Industry benchmarks — First Page Sage, Average SaaS Conversion Rates: 2026 Report, Vendr, SaaS
pricing pages (262 vendors), Benchmarkit, 2025 B2B SaaS Performance Metrics Benchmarks, Ebsta &
Pavilion, 2025 GTM Benchmarks, Unbounce, Conversion Benchmark Report 2024 (SaaS)

Il. Benchmarks

Reference ranges for a B2B SaaS funnel from search — Visit - Lead = Customer — with the segment’s
annual contract value. Rows marked ROI-model input feed the forecast above. All figures are modelled

estimates on the stated inputs, not guarantees.
IlLA. Conversion — industry benchmarks

FUNNEL STEP

Visit > Lead
(content page)

Visit > Lead
(landing page, search)

Lead - Customer

Lead stages: qualified - SQL - opportunity - won

Annual contract value

Sales cycle / win rate

Revenue kept after a year
(without / with expansion)

Industry average, all channels:
visit - lead / lead - customer

Avg. visits per page
(peak)

WEAK - TYPICAL >
STRONG

Weak 0.2%pical 6tbdiag 0.95%

Weak 1% ypical 23tb6eng 3.8%

Weak 3.7¥pical 3Stbeng 3.7 %

Typléehkd% > 51% - &8%ng -36%

I
Weak $TPp8tal $1odK$35.2K

Weakypical 91 days /StBSrg —

Weaklypical 88% [ 18t¥%ng —

WeaKypical 1.9% [/ 2.20966g —

180 visits

SOURCE / NOTE

ROI-model input. ESA
estimate: about a quarter
of the landing-page rate

First Page Sage 2026,
Unbounce 2024

ROI-model input. First
Page Sage 2026 (no
spread published)

First Page Sage 2026

ROI-model input. Vendr:
bottom quartile / median /
top quartile of vendors

Ebsta & Pavilion 2025; the
model starts billing 3
months after the lead

Benchmarkit 2025; the
model keeps 88%

First Page Sage; lower
than search alone

ROI-model input. Model
setting of the ESA ROI
Calculator: 180 visits a
month per new page at
peak, 60% of pages
ranking. No brand-search
layer is added for SaaS:


https://ahrefs.com/keywords-explorer
https://esadigitalagency.com/
https://ahrefs.com/site-explorer
https://ahrefs.com/brand-radar
https://roi.esadigitalagency.com/
https://firstpagesage.com/seo-blog/average-saas-conversion-rates/
https://www.vendr.com/marketplace
https://www.vendr.com/marketplace
https://www.hibob.com/wp-content/uploads/2025-SaaS-Performance-Metrics-Benchmarks.pdf
https://benchmarks.ebsta.com/hubfs/V3%202025%20Benchmark%20Report/gtm_benchmarks_digital_report.pdf
https://benchmarks.ebsta.com/hubfs/V3%202025%20Benchmark%20Report/gtm_benchmarks_digital_report.pdf
https://unbounce.com/conversion-benchmark-report/saas-conversion-rate/

Annual contract value

II.B. GEO benchmark ranges

GEO METRIC EARLY

LLM traffic ratio 0.01-0.04x

LLM conversion boost +50-120%

Content successrate 30-50%

Months to peak 3-6

Brand traffic multiplier 0.05-0.15x

HEALTHY

0.05-0.12x%

+300-500%

45-65%

6-14

0.20-0.40x%

$19K

Al-HEAVY
0.15-0.30x%
+400-700%
50-70%
14-24

0.45-0.90x%

only the pages’ own
traffic and Al referrals
count.

ROI-model input. Vendr
pricing data for the
segment'’s vendors:
annual contract a typical
buyer pays (bottom
quartile / median / top
quartile).

NOTES

LLM referrals as a multiple of organic

ChatGPT highest; Al Overviews lowest

Service pages and how-to content rank
best

Per published cohort

Not used: the model counts only the pages'
own traffic



