HOW DO HOMEOWNERS FIND A MOVER?

MARKET RESEARCH - SURVEY SAYS…

When a house is listed ”for sale” this is literally your first sign that a
homeowner will be moving soon. In the past, movers have marketed
to just the homeowner to win their business.

A recent survey shows the break down on what resources homeowners rely on to find a mover.

But a recent study shows, that percentage homeowners will
ask their Real Estate Agent for a referral and hire the mover
they recommend.
If you are not currently trying to earn referrals from Real
Estate Agents, then you are missing out on opportunities.

WHY MARKET TO REAL ESTATE AGENTS?
Referral marketing is a successful way to build your business
by receiving referrals from a valuable referral source.
For movers, the most valuable relationship you can cultivate
is with local Real Estate Agents, who’s clients are your ideal
customer (homeowners ready-to-move).
When you have a strong relationship and ongoing communication
with an Agent, they will refer their clients to you, earning you more
business.

GUIDE TO TURNING PAST CUSTOMERS
INTO
FUTURE BUSINESS
It can be challenging to start and maintain the necessary
communication to earn Agent referrals. We’ve created this guide
to help
you Business with Repeats, Referrals, and Testimonials from Past Customers
Build
& Grow
plan your campaign.

REFERRAL GUIDE

Questions or want to learn more? Visit us at www.movingleads.com
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THE VALUE OF PAST CUSTOMERS
If you’re looking for new business leads, you may not have to look very
far. Your current and past customers are an excellent lead source!
With a well-planned and well-executed referral marketing campaign to
your past customers, you’ll tap this important resource and grow your
business.
Referral marketing is an indirect way to reach new customers through
a third party – in this case, your past customers – that promote your
business by word-of-mouth referrals or by passing along your name
to their friends and family. But past customers are so much more than
just referrals. They are potential repeat customers and are needed to
support your other marketing efforts with testimonials and reviews.

Our findings highlight the
importance of leveraging
past customers into future
moves. We hope this guide
will be a useful resource for
turning your customers into a
valuable resource for winning
new customers!

WHEN IT COMES TO SELECTING A MOVING
COMPANY, HOMEOWNERS BASE THEIR
DECISIONS ON:
REPEAT BUSINESS

FAMILY & FRIENDS

TESTIMONIALS

36% 83% 62%
WOULD CONTACT
A MOVER THEY USED
IN THE PAST

WOULD ASK A FRIEND
OR FAMILY MEMBER
FOR A REFERRAL

RELY ON ONLINE
REVIEW SITES FOR
RECOMMENDATIONS

IF YOU’RE JUST STARTING OUT

Use this guide to build your own referral marketing program.

IF YOU’VE ALREADY DEVELOPED A
REFERRAL MARKETING PLAN

Enhance your marketing efforts with our pro tips.
No matter where you stand, we can support you with an annual
A.R.R.W. MAILING to keep you in touch with past customers.

*Source: 2018 Consumer Survey of How Homeowners Find a Mover

REFERRAL GUIDE

Questions or want to learn more? Visit us at www.movingleads.com
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TURNING PAST CUSTOMERS
INTO FUTURE BUSINESS
An Overview

REPEAT BUSINESS

TESTIMONIALS & REVIEWS

The 2015 U.S. Census found that the typical American will move
11 times. That’s reason enough to provide memorable service to
first-time customers – to increase the chance they might become
second-time (or eleventh-time!) customers.

Past customer's testimonials and reviews are a powerful tool for
securing other potential customers. They want to read stellar
reviews from past customers!

REFERRAL RESOURCE - FAMILY & FRIENDS
It’s great to receive spontaneous referrals, yet there’s a more reliable
way to target potential customers. If you want to grow your moving
business, you need to treat your current customers as the key to
winning future business and have a planned referral marketing
program based on your past customers.
It’s worth repeating: 83% of survey respondents said they would
choose a moving company based on a referral from a friend, family
member, or coworker, etc. Don’t you want that past customer to
spread positive feedback within their social network?

REFERRAL GUIDE

They’re also comparing you with your competition. Before making a
decision, 88% of respondents research three moving companies, so
it certainly helps to earn many positive reviews. In many cases, you
will need to ask past customers for those reviews, and we’ll explain
the best ways to go about doing so.

ASK FOR REFERRALS
Whether verbally or through written word, you've got to ask for
referrals. Sounds easy enough, right? Other factors come into play,
and we’ll help you answer questions such as:
• “What are the best ways to reach past customers?”
• "When is the best time to ask for referrals?”

Questions or want to learn more? Visit us at www.movingleads.com
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START WITH EXCEPTIONAL
CUSTOMER SERVICE
STAGE 1 PREPARING YOUR TEAM
It’s clear how previous customers can impact your future business,
so let’s discuss ways you can have an impact on your customers. To
ensure you are remembered and referred, you’ll need to focus on
providing superior customer service.

✓ PRO TIP

This is the beginning of your marketing effort. If you don’t provide
above and beyond, you will not be remembered or referred.

SOME MOVERS REQUIRE NEW HIRES TO
TAKE PART IN A 4-DAY TRAINING EVENT.

First, look at your service providers! Every member of your staff
represents your company culture and reputation. Make sure they
have been given the proper training to minimize complaints and
insurance claims. It’s your responsibility to ensure every member of
your team understands the expectations of their work and has the
skills to get the job done right for your customer.

At the end of their training, every hire must
pass a 200-question test.

REFERRAL GUIDE

Questions or want to learn more? Visit us at www.movingleads.com

What kind of training and assessment
do you provide for your team?
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START WITH EXCEPTIONAL
CUSTOMER SERVICE
STAGE 2 BEFORE THE MOVE
HAVE PATIENCE
On average, movers allot about 20 minutes per home estimate
before moving on, and that seems reasonable given your busy
schedule. Remember, nothing is more frustrating to a homeowner
than dealing with an impatient estimator! It may be just another day
on the job to you, but to the customer, you're discussing a major life
event and caring for their most precious possessions.
Be patient during estimates and take extra time to really listen to
their concerns.
GET PERSONAL
Every customer is unique and may have special needs that you will
need to accommodate, particularly older generations who are often
downsizing or moving across the country. Prove to customers that
you are looking out for their best interests when you flag cherished
items and protect valuable and/or fragile pieces.

REFERRAL GUIDE

Questions or want to learn more? Visit us at www.movingleads.com

✓ PRO TIP
A recent article in Directions, by the
American Mover & Storage Association,
INCLUDES A TIP FROM A
PROFESSIONAL MOVER:
“With seniors, we plan to be there an hour to an
hour and a half early. It is very important part of
the process. We use it to build a trusting
relationships. This includes identifying family
heirlooms and tagging them for special handling.
It also involves learning about other members of
the family who will be part of the move and, If
possible, talking to them about their concerns.”
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START WITH EXCEPTIONAL
CUSTOMER SERVICE
STAGE 3 DURING THE MOVE
ASSIGN AN ON-SITE LEAD

GO ABOVE AND BEYOND CUSTOMER EXPECTATIONS

Introduce your chosen leader to the homeowner as the one they can
turn to with any questions or concerns. The lead should conduct a
full walkthrough of the house with all the crew and let the
homeowner point out the items in need of special care.

Moving can be stressful, especially since everything a homeowner
could need is boxed up and inaccessible.

SETUP A COMMUNICATION PLAN
On-site, all communication happens through the designated lead,
but what happens when all their possessions are driven off in the
truck? Make sure that the homeowner has the cell phone number
of the driver and your office phone number (and vice versa) while all
parties are in transit.

✓ PRO TIP
After you hand customers a piece of paper with
important contact information, HAVE THEM
SAVE THE PHONE NUMBERS ON THEIR CELL
PHONE. Papers get lost too easily!

REFERRAL GUIDE

If there is an issue, address it immediately and do everything you can
to make it right.

HERE ARE A FEW SUGGESTIONS TO PREVENT OR
DEFUSE ANY HOMEOWNER STRESS:
START THE DAY OFF RIGHT! The homeowner has probably
packed their coffee maker, so bring coffee and breakfast
muffins for your staff and the homeowners.
PROVIDE A BOX OF CANDY/TREATS sitting out for
homeowner and staff to keep energy and morale high.
KEEP ON HAND A BOX OF MOVING DAY ESSENTIALS.
When the homeowner can’t find a box opener, you have one
they can borrow! When they cut their finger – you’re the hero
with a first aid kit.
TEAMWORK AND POSITIVE ATTITUDE are essential on
moving days. When in doubt, overdeliver!

Questions or want to learn more? Visit us at www.movingleads.com
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START WITH EXCEPTIONAL
CUSTOMER SERVICE
STAGE 4 AFTER THE MOVE
WRAP UP ON A POSITIVE NOTE

HANDLE ANY ISSUES NOW!

The truck is empty, and your job is done… almost! Before leaving a
site, it’s crucial to know if the homeowner is satisfied.

Sometimes moves don’t go as planned. While those customers may
never give you a five-star review, minimizing negative reviews is
crucial. You do not want to walk away from an unhappy customer, so
try your best to resolve any outstanding issues. Have a team
member or management person who will follow up with this
customer to ensure that their concerns are addressed.

Have a plan in place for your team to wrap up with your customer.
If the job has gone well, the lead should thank customers for their
business.
CONSIDER HAVING A FORM FOR HOMEOWNERS TO COMPLETE
Or, it can simply be “We would sincerely appreciate if you refer our
business to your friends and family.” Leave a postcard or
business card with your information. See below for a form example.

✓ PRO TIP
Everyone is tired by the end of the move, even
if you leave materials with your customer you
SHOULD PLAN TO FOLLOW UP LATER.

Need a form to use? CLICK HERE!

REFERRAL GUIDE

Questions or want to learn more? Visit us at www.movingleads.com
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THE ASK
STEP 1 AFTER THE MOVE
The move is over. If you have a happy customer, then you need a plan to make sure you keep in contact with to secure them as a referral source.
YOU must ask for referrals.
FOLLOW UP PHONE CALL
After the move, it is a great idea to reach out to customers with a
quick phone call to confirm that the move went well. And to offer any
after move services like box removal. It is also a great time to confirm
that this is a customer that will provide you strong referrals.

THANK YOU NOTES
Never underestimate the power of a thank you! Prove the customer
is more than a number with a handwritten thank you note sent to the
customer’s new address. Make sure to do it a few days after
the move.

FOLLOW UP CALL TEMPLATE

THANK YOU CARD TEMPLATE

(assuming that a Ask Card was successfully completed)
Hello my name is ________________, and this is a follow-up courtesy call
from __________. May I speak with_____________.
IF NO THEN: Do you know of a good time I might find them in–or can I
leave my number with you?

Welcome to your new home! I wanted to personally thank you for letting
us be a part of your big move. I know you had many choices for movers and
we appreciate that you chose us! I hope we made your move as smooth and
stress free as possible.

IF YES THEN: Hello – do you have just a moment? I wanted to follow up
and say thanks again for choosing _______ for your big move.

Enjoy your wonderful new home and please do not hesitate to call me if I
can be of further assistance. My number is ______________.

I hope you are settling in well. Did you have any questions for us or is there
anything else we can do for you? (remind them of any post move services –
such as box removal that you provide).

Please remember us if you know of any friends or family needing a mover.
Thanks so much,

I hope you will remember us if you know or learn of anyone in need of a
good mover. Do you have our cards? May I send a few to you? (you may
have left a few but they may not be able to find them or may have tossed
them – so ask again and send a few if they are willing)

CLICK HERE to download template

Well thanks again, and enjoy your new home!

CLICK HERE to download template

REFERRAL GUIDE

Questions or want to learn more? Visit us at www.movingleads.com
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THE ASK
STEP 2 SECURE TESTIMONIALS
EMAIL OUTREACH

LIST OF REVIEW WEBSITES

Customers respond to emails with calls to action, so along with
another thank you, use emails to ask for:

ANGIE’S LIST www.angieslist.com

	TESTIMONIALS
Provide Direct Links to review sites or social media pages

HOMEADVISOR www.homeadvisor.com

REVIEWS
Request a written statement to use as a quote on your website
ASK FOR REFERRALS AGAIN
Consider including a special offer or new customer referral
bonus that can be sent to their friends and family.

BETTER BUSINESS BUREAU www.bbb.org
YELP www.yelp.com
GOOGLE+ plus.google.com
FACEBOOK Your own business page

CLICK HERE to download a Testimonial Request Template

✓ PRO TIP
Survey says 62% OF HOMEOWNERS rely on
online review sites for recommendations so
you need to make sure that you are having
customers submit reviews.

REFERRAL GUIDE

Questions or want to learn more? Visit us at www.movingleads.com

10

THE ASK
STEP 2 ANNUAL OUTREACH
Businesses cultivate relationships with past customers by staying in regular
contact throughout the year. For the moving industry, the best time for
outreach is in the spring, when the majority of households plan a move.
Sending a postcard is the easiest way to reach past customers with
powerful messaging of:
• Thank you for their past business/remind them that you helped
them move before
• Ask for their repeat business

✓ PRO TIP
INCLUDE A PASS-ALONG OFFER
such as a coupon, discount or freebie with real value.
The offer needs to be for the past customer or can be
given to their friends and family. Make sure the offer has
enough perceived value so that past customers will be
incentivized to give it to friends and family.

• Ask for their referral to friends or family

Postcard Example

REFERRAL GUIDE

Questions or want to learn more? Visit us at www.movingleads.com

Postcard Example
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MANAGING CAMPAIGNS
PART 1 TEAM EFFORT
Now that you're prepared with referral marketing messages and materials, you're ready to move to planning and action. It is not enough to set
vague referral goals without assigning specific actions to specific members of your staff. Have staff members take ownership of certain goals to
maintain accountability (is everyone doing his or her part?) and measure successes (what actions are working or not?)
KEEP YOUR STAFF ON THE SAME PAGE AT EVERY STEP:
PHONE CALL
Make it company policy that whenever someone answers the
company telephone and speaks to an agent or referred
homeowner, the referral must be written down. Set up a log to
keep track of phone referrals received and give it to one person.
ESTIMATE
	When scheduling estimates for referred homeowners, include
their ‘referred’ status in your notes. No matter who is working
the in-home estimate, make sure your staff knows that they are
working on a referral.

✓ PRO TIP
TREAT EVERY REFERRAL AS A VIP JOB!
Repeat customers, and their referrals, should always
be given the VIP treatment because they represent
countless future jobs. Alert everyone on your team of
a homeowners’ priority status.

MOVE DAY
	Teamwork and positive attitude are essential on moving days
to deliver exceptional customer service that will ensure you
are remembered and referred. When in doubt, over deliver! If
there is an issue with a referral job, address it immediately and
do everything you can to make it right.

REFERRAL GUIDE

Questions or want to learn more? Visit us at www.movingleads.com
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MANAGING CAMPAIGNS
PART 2 SET GOALS & ASSIGN TASKS
You can’t take their referrals for granted — YOU must ask for referrals.
To create a strong campaign, you need to be very organized. Assigning specific tasks to a staff member will ensure that you are doing the proper
follow up at the right time. Even though you’re dividing tasks, your entire team is working toward the same end goal — securing more business
with past customers.

STAGE

GOAL

SCHEDULE

TASK — ASSIGN POINT PERSON

CURRENT
CUSTOMERS

EXCELLENT
CUSTOMER SERVICE

Before move, during move, after move

Make sure every step of the way a customer feels like they are a VIP:
• Who is the point of contact during the move?
• Who will do the follow up call a few days after the move?

PAST
CUSTOMERS

ASK FOR REFERRAL

After move (the day of, a few days later,
then a few weeks after)

• On the day of the move, who will ask for the referral?
Leave marketing materials
• Who is in charge of thank you notes a few days later?
• Who will send the email asking for testimonials?

ANNUAL
OUTREACH

ASK FOR REFERRAL

Once a year - preferably in the spring

Contact your past customers. Consider a ARRW MAILING

TRACKING
REPEAT &
REFERRALS

TRACK & MANAGE

• When they call
• At different stages of move (estimate,
during, after)

• How will you convey to your staff that this is a repeat or referral and
should be treated as VIP?
• Will you have special procedures in place above and beyond the
regular excellent customer service for all customers?

FOLLOW UP
ON REFERRALS

THANK PAST
CUSTOMERS FOR
EVERY REFERRAL

• When you receive referral
• After move

• Who will follow up with the customer to thank them for the referral?
Will this be a thank you note, email, or call?
• Will you also follow up to let the customer know the move went well?

If you need help producing referral marketing tools, you’ll find templates for thank-you notes, emails, postcards, and more on our website:
www.movingleads.com/resources
Design a Way to Track the Steps in your Office: CLICK HERE for an example

REFERRAL GUIDE

Questions or want to learn more? Visit us at www.movingleads.com
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MANAGING CAMPAIGNS
PART 3 TRACK AND MANAGE LEADS
Tracking the results of your marketing campaign is the only way to estimate the ROI of your marketing tools. It’ll be very clear what
forms of marketing are working for your company (or not), allowing you to highlight high-referral agents and adjust goals accordingly.
Here are our best trips for tracking leads:
AT TIME OF PHONE CALL
When a potential mover calls, your salesperson needs to ask them a
couple simple questions about why they are calling. A common way
to do this is ask, "How did you find us?" This is a good start but doesn't
always lead to the correct answer.
We recommend you ask these series of questions:
1st Ask – "How did you find our phone number today?"
Be prepared for the caller to respond, "From your website".
(Note: We find that customers that have received your postcard will go
to your website before they call.) "From your website" is a very typical,
and possibly misleading response because the original source could
be a referral or postcard. The followup question should be:

WHEN SPECIAL OFFERS ARE REDEEMED
When you send postcards with special discounts or offers, track how
many times the offer is applied to moves. Where and how you track
redeemed offers depends on how you organize your bookings!
WEBSITE VISITOR ANALYTICS
The first thing homeowners will do after receiving your information is
visit your website, so use a way to record this traffic to your website:
• Unique URL
• Question on Estimate Form with option of “Referral” and possible
field for Name of Referral

2nd Ask – "What led you to our website?"
This will often reveal the real source of the lead
— a referral from a past customer.

REFERRAL GUIDE

Questions or want to learn more? Visit us at www.movingleads.com
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A.R.R.W. MAILING

A.R.R.W.
MAILING

(ASK-REPEAT-REFER-TO WIN)

MovingLeads can help you manage an annual mailing to your
past customers.
AN AUTOMATED POSTCARD IS SENT TO YOUR PAST CUSTOMER
• 6"x11" Postcard
• Mail to your past customer list
• Submit postcard artwork or use one of our templates
• Pay-per-postcard mailed

BENEFITS
IT'S PERFECT TIMING
Send just before the spring market when your past
clients and their friends and family are most likely to
be planning a future move.
IT'S SIMPLE
Just submit your customer list and artwork and we’ll
do all the work for you!
IT'S CONSISTENT
A consistent annual outreach to past customers will
improve your chances of earning their repeat and
referral business.
IT BUILDS REFERRALS
Your annual mailing to past customers will help you
win new business.

EXPERIENCE A HIGHER ROI ON MARKETING AND DEVELOP A ROBUST
SALES PIPELINE OF LARGE HOUSEHOLD MOVES WITH A.R.R.W.
CONTACT US TODAY TO GET STARTED!

REFERRAL GUIDE

Questions or want to learn more? Visit us at www.movingleads.com
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ADDITIONAL
RESOURCES
Use the links below to expand your knowledge on select topics:

CUSTOMER SERVICE
TURN EXCELLENT CUSTOMER SERVICE INTO FUTURE MOVES

MARKETING INNOVATION
2018 CONSUMER SURVEY OF HOW HOMEOWNERS FIND A MOVER
MARKETING AUTOMATION FOR MOVERS
SEASONALITY OF THE REAL ESTATE MARKET

DIRECT MAIL
5 REASONS DIRECT MAIL WORKS FOR MOVERS
TRACKING RESPONSE RATES

©
2018 First Movers
Advantage LLC
Questions or want to learn more? Visit us at www.movingleads.com
REFERRAL
GUIDE
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START CLIENT OUTREACH TODAY WITH

1035 Pearl St. Suite 324
Boulder, CO 80302

303-443-0767
www.movingleads.com
www.fmadata.com
customer.service@movingleads.com
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