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Agenda

1. Where & Why Americans 4. How Your Customers Want

Move You to Communicate
2. How Americans Find 5. What Makes
Moving Services Customers Spread the
Word

3. The Price of Transition
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WHERE & WHY AMERICANS




How Americans responded, broken down by generation

Gen Z & Millenials @ GenXonwards

Affordable cost of living _
Upsizing / Need more space -
Being close to family _

Better weather

Downsizing / Need less space _

New relationship / Got married

School

End of a relationship / Divorced -



Local v. Long Distance Moves

Reasons that influence American moves and how far they move

@ Between states @ outside the Us @ within a city @ Wwithinastate

New Job

School

Affordable cost of living
Being close to family
New relationship

End of a relationship
Better weather

Need more space

Need less space



Migration patterns
to notice

2020 2021 2022 m

Washington

|daho

Nevada

Caliform,

Utah

Arizona

Wyoming

Colorado

New Mexico

HaWaii

Maine

Minnesota Vermont

South Dakota

Nebraska

Kansas

Oklahoma

Wisconsin New York

lowa Pennsylvaniy
Iinols MaNIand
Missourl Virginia
Ténnesses North Carolino
Mississippi Georgla

Louistana

Florida




SESSION 2:

Michelle Marcus Rachael
Cordero Henning FischerLyons

HOW AMERICANS FIND RELIABLE
MOVING COMPANIES Q\



Move Planning Begins

When Americans begin planning their move, by generation

@  Millennials&Genz @ Gen X & Older

More than
3 months

Less than
3 months




Online Search for the Win

Where Americans go to find a reliable moving company

@  Millennials& Genz @ Gen X & Older

Google Search

Friends or Family

Facebook

Instagram

Tik Tok

Bing Search

Twitter / X

Radio / Print/ TV /
Advertising
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Willingness to Pay More

What makes Americans want to pay more, of which marketing
can influence?
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Transparent Pricing is Key

What Americans value the most about pricing?

Detailed cost
estimates
20.6%

Upfront transparent
pricing
23.5%

Lowest
possible
price
8.8%

No surprise
costs / hidden fees

47.1%

Detailed cost
estimates
13.9%

Upfront transparent
pricing
22.9%

Millennials
& Older

Lowest
possible
price
25.7%

No surprise
costs / hidden fees
37.5%



Valuation Coverage Wanted

Americans want Valuation coverage as an add-on

‘ ‘ \ ‘
‘ \
No

Not Sure

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%



Willingness to Pay More

What makes Americans want to pay more for one moving
company over another?

Valuation coverage
Payment Flexibilty (cash, credit)
Multiple services offered
Transparent pricing
Customer support
Reviews & ratings

Recommended by friends / family
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Well-known brand
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Digital Experience is Table Stakes

How Americans responded when asked how important a digital
customer experience with a moving company is
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How Americans responded when asked how they want to reach out
[{oRV/e]¥

Gen Z & Millennials @ GenXxaoider

Call moving companies

Online booking form

Email moving companies

Direct messages on
social media
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Speed to Lead

Response time matters to ensure you book the job

Within 1 hour

Within a few hours
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Within 5 minutes

Within 1 week
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WHAT MAKES CUSTOMERS
SPREAD THE WORD
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Delight at every stage of the move

Americans shared which digital touch points they consider

important

Real-time GPS
tracking of trucks

Online booking

Communication via e-mail

Digital and e-signatures
for documents

Virtual survey & estimates

Adding additional services online
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Stay connected with happy customers

What Americans do when they have a 5-star experience

Tell friends / family
Do business with them again ‘

Write an online review

Share them on social media “ | : |

Participate in their referral program

Follow them on social media P | ‘ ‘ | ‘
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Family and friends are the trusted source

Who Americans go to find a reliable moving company

@  Millennials& Genz @ Gen X & Older

Google Search

Friends or Family

°®
nsagram T | | | Recommendations
TikToK L | | " areworth more
— | | | |
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- — | Recommended by friends / family |
Twitter / X — 1 \ |
Well-known brand ‘

Radio/ Print/ TV / )
Advertising ]
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Inspirations to drive
word of mouth
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Newtown
Dentistry
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Holiday
World &
Splashin’
Safari
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Hope that gets you
inspired



Stay tuned.
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What Americans Expect in their Moving
Experience for the Next Two Years




Thank You

Get More Content or a Demo:
Customer Support: /7 / / /7 4 ;

supermove.com
help@supermove.com
(628) 400-5961
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