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The moving industry is a
massive opportunity to build
generational wealth
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Every single year, tens of millions of people move homes in the United States. That's families changing school
districts, renters upgrading to bigger spaces, students relocating for college, and retirees downsizing into something
easier to manage. Each one of those moves needs muscle, logistics, and a truck.

Unlike a lot of industries dominated by huge corporations, moving is still heavily powered by small business owners.
A large share of moving companies operate with just a handful of employees and one or two trucks. That means there's

a real opportunity for motivated owners to:

e Build a business that supports their family
e Create jobs in their community

e Grow a valuable, sellable asset over time

A moving company can start lean, with one vehicle and a small crew, and grow into a multi-truck, multi-city operation if

you set it up right from day one.
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What this playbook will
help you do

This playbook walks you through how to:
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Start a moving company from scratch or upgrade an existing one

Set up your legal, financial, and operational foundations

Build a brand customers trust immediately

Get more leads from search, social, and local partnerships

Book more of the leads you already have

Use Al and automation to save time and increase profit

Scale from one truck to a seven-figure operation

You'll get practical checklists, examples, and frameworks you can put to work immediately.
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Whoit's for

This guide is designed for:

Q = B
People thinking about New movers in their first 1-3 Owners of small moving
starting a moving company years companies who want to grow
®
One-five truck operators ready to add another Anyone who wants a reliable, year-round
truck or city moving business instead of a seasonal
scramble

If you're serious about turning moving into a real, sustainable business then this is for you.
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Here's the high-level checklist you're going to work through:


https://gamma.app/?utm_source=made-with-gamma

The basics

Define your business goals
Do basic market research
Choose your target market
Analyze your competitors
Pick a name and logo

Define your services and pricing
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Researching the industry

Ed
Estimate startup and ongoing costs Understand licensing and insurance needs
{6

Set clear policies Plan your hiring and team structure
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Building a brand

01 02 03

Lock in your brand identity Build a modern, mobile-first Optimize for search (SEO + Al
website search)

04 05

Create content and social presence Plan ads and partnerships
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Setting up operations

Build a system for handling leads Create a reviews + referral engine
Standardize your sales process Track core metrics

Design a predictable customer experience Plan your scaling strategy
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Research:
Build Your Foundation
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3.1 Business Goals

Before you buy a truck or print a logo, get clear on what you're building.

Ask yourself:

e Why do I want to start or grow this moving company?
e How big doIwantittobein1, 3, and 5 years?

¢ Do Iwant a business that fits around my lifestyle, or one that scales as big as possible?

From there, write down:

Mission (why you exist): A simple, one-sentence description of the value you create for customers.

"We help people move without stress, with transparent pricing and a reliable crew.”

Vision (where you're going): What you want this business to look like in the future.

"Within five years, we'll be the most trusted moving company in our region, with multiple trucks and a crew known for professionalism and care."

These statements don't live in a drawer; they guide how you choose customers, price jobs, hire people, and market your company.

3.2 Market Research

Market research helps you avoid building a business on guesswork. You want to know:

¢ Who's moving in your area (families, students, renters, retirees)
¢ How often people move there

¢ How many movers already exist nearby

¢ What people pay for moves locally

¢ Where the gaps are in services and quality
Look into:

¢ Population and housing trends in your city or metro area
e Average rent and home prices
e Neighborhoods with lots of move-in/move-out activity

¢ Online reviews of existing moving companies
You're looking for patterns:

¢ Are most complaints about no-shows, hidden fees, or damaged items?
e Are certain neighborhoods under-served?

¢ Are there move types (e.g., small apartments, student housing, senior moves) that no one seems to specialize in?

Those patterns tell you where you can win.

3.3 Target Market

"Anyone who needs to move" is not a target market. You'll grow faster if you choose who you want to serve best and build your brand and operations around them.

Common segments:

¢ Families — Usually larger jobs, more planning, high value if you deliver a great experience.

¢ Renters - Apartments and condos; moves are often quicker but happen more frequently.

¢« Remote workers — Relocating for work; often long-distance or cross-state moves.

¢ Downsizers / seniors — Often moving out of long-term homes; need extra care and patience.

¢ Students - Highly seasonal but can be high volume if you're near campuses.

¢ Commercial clients — Offices, retail shops, small businesses; can turn into repeat and referral work.

Choose one or two segments to focus on initially. You can still serve others, but your marketing and messaging will be much sharper if you know exactly who you're talking
to.

3.4 Competitive Analysis

If you're going to stand out, you need to know what everyone else is doing.

Create a simple competitor scorecard:

e Company name

e Website URL

e Services offered

e Pricing style (hourly, flat, hybrid)

e Review ratings + number of reviews

¢ What they do well

e What they do poorly (based on reviews)

Look at:

e How quickly they respond to inquiries
e Whether their website is modern or dated
e How clearly they explain pricing

¢ Whether they show real crew photos or just stock images
You're looking for gaps:

e Are they slow to answer the phone?
e Do customers complain about damage or disrespectful crews?
e Do they make it hard to get a quote?

e Are their reviews mixed or low?

Those gaps become your advantage if you build systems that do those things better.

3.5 Name, Brand and Logo

Your name should:

e Make it obvious that you're a moving company
e Be easy to spell and say
e Look good on the side of a truck

e Be available as a domain and social handle
Avoid names that are too generic or confusing. If someone can't remember your name after seeing your truck once, it's working against you.
Once you've landed on a name:

e Check that the domain is available
e Check that there aren't other movers in your state with the same or very similar name

e Sketch or commission a simple, bold logo

Your logo doesn't need to be fancy; it needs to be recognizable at a glance. Think: clear text, one strong icon at most, colors that are easy to see from a
distance.

3.6 Services & Pricing

Define what you're offering from day one. Start with:

Core services

¢ Local residential moves
e Apartment/condo moves
¢ Small house moves

e Packing and unpacking

e Labor-only (loading/unloading)
Advanced or later-stage add-ons

¢ Long-distance moves
e Office and commercial moves
e Storage

e Specialty items (pianos, safes, gym equipment, antiques)
Then decide how you'll price:

¢ Hourly rate with a minimum number of hours
¢ Flat-rate for common move types within a certain radius

¢ Hybrid hourly with additional fees for stairs, long carries, special items
Be transparent. Customers are tired of surprise fees. Provide clear examples on your website:
"Most 1-bedroom apartment moves within Oakland start from $X-$Y, depending on floors, elevator access, and packing needs."

Over time, you'll refine these based on your actual costs and margins.
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Planning: Set Your
Business Up Right
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4.1 Startup Costs

It's important to know exactly what it will take to get up and running—and what your ongoing costs will
be.

Initial costs may include: Ongoing costs may include:

e Truck or van (purchase, lease, or rental) e TFuel and vehicle maintenance

e Moving equipment: dollies, furniture pads, straps, shrink wrap e Insurance premiums

e Tools: basic toolkit, drills, wrenches, etc. e Payroll and payroll taxes

e Office setup: laptop, phone line, printer e Office or storage rent

e Website and domain e Software subscriptions (CRM, scheduling, accounting, etc.)
e Initial branding (logo, basic design) e Marketing and advertising

e Licensing and registrations e Uniforms, supplies, and replacement equipment

e Initial insurance deposits

Knowing these numbers helps you:

Set your pricing correctly Decide how fast you need to ramp Avoid surprise cash crunches
up bookings
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4.2 Licensing, Insurance & Legal

You want your company to be legitimate, protected, and set up to grow.

Typical steps include:
01 02

Choose a business structure Apply for an EIN

Many moving companies choose an LLC or
Corporation to help protect the owner's personal
assets.

04

DOT and federal requirements

If you plan to operate across state lines, you'll likely need a USDOT
number and operating authority.

This is your business tax ID.

03

Register at state and local levels

Check your state's requirements for movers.
Some require special permits, others require
specific disclosures and contracts.

05

Insurance

v

Consider: General liability, Commercial auto, Cargo insurance, Workers
compensation (if you have employees)

[J Being properly licensed and insured isn't just about compliance, it's a trust signal for customers and a must if you want to work with

commercial clients, property managers, or larger partners.
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4.3 Policies

Policies are where you protect your margins and set clear expectations.

Document:
Cancellation and reschedule policy Payment terms Minimums and fees
e How far in advance they can cancel e Deposits e Minimum number of hours per job
¢ Any fees for last-minute cancellations o Accepted payment methods o Travel fees, stairs fees, long-carry fees if
e When final payment is due applicable
Damage policy Special items policy
e What you cover and how Appliances, safes, pianos, fragile or high-
e How customers should report damage value items

e What's excluded

Train your team on these policies, and make sure customers see them in writing before move day. Clear policies reduce arguments, protect your crew,
and keep your business profitable.
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4.4 Building Your Team

At the beginning, you might do everything yourself. But as bookings increase, you'll need help.

Think through:
Who to hire first What you'll look for
e A strong crew lead who can e Physical capability

manage others e Respectful communication

* Reliable movers with good e Reliability and punctuality

ttitud d k ethi 14
AUHIUGC AN OWOTKIETIIC e Willingness to follow process

How you'll retain your team

Fair pay and tips transparency
Training and clear expectations
Recognition for great work

Opportunities to grow into
leadership roles

[J It's expensive to constantly re-hire and re-train. Treat your crew like a key asset, because they are.
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Brand & Visibility

Your brand is how customers experience your company before,

during, and after the move.
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5.1 Brand Identity

A strong brand:

e Looks professional and consistent
e Sounds clear and confident

e Feels trustworthy, not sketchy or thrown together

Decide on:

Your core colors and logo Your tone of voice A few phrases that capture your promise
(plain, friendly, straightforward) "No surprises."
"On time, every time."

"Stress-less moves for busy people."

Use this identity consistently on:

e Truck wraps e Social profiles
e Uniforms e Email signatures

e Website and landing pages e Printed materials

(J The goal: if someone sees your truck and then lands on your website, they immediately know it's the same company.
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5.2 Your 2026 Website

Your website doesn't have to win any awards, but it must be:

S ® G

Mobile-friendly and fast Easy to navigate Built to capture leads

Key elements:

Phone number and "Get a Quote" button visible at all times
e Simple, multi-step quote form (asking for just enough info)
e (Clear list of services and areas you serve

e Real photos of your crew and trucks

e Embedded reviews or testimonials

e TFrequently asked questions

e A short "About" section explaining who you are and why you care
Think of your website as your 24/7 front desk. If someone lands on it at 11pm and wants to move next month, they should be able to:

1. Understand if you're a good fit
2. Get a sense of pricing

3. Submit their info in under a minute
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5.3 SEO: How Movers Win Search Today

SEO (Search Engine Optimization) helps people find you on Google without you paying for every click. Focus on three core areas:

1

Local SEO

Set up and optimize your Google
Business Profile

Use consistent name, address, and
phone number (NAP) across the
web

Add photos, services, and regular
updates

Ask happy customers to leave
reviews there

2

On-page SEO

Make sure your pages mention
your city and services clearly

Use headings like "Movers in
[CITY]" or "Local Moving Company
in [CITY]"

Link between your pages to help
visitors (and Google) navigate

3

Content Structure

Create blog posts and guides that

answer real questions:

"How much does it cost to move a
2-bedroom in [CITY]?"

"Should I move myself or hire
movers in [CITY]?"

"Checklist for moving into an
apartment in [CITY]"

This kind of content attracts people who are in research mode and nudges them toward hiring you.
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5.4 Al Search Optimization

More and more people are asking Al assistants like ChatGPT, Gemini, or Meta Al things like:

"What are the best movers in [CITY]?"

"How much does it cost to move a 3-bedroom house?"

You want your business to be one of the answers those systems surface.

To make your content Al-friendly:

Write in clear, simple language

Use question-style headings

("How much does a local move cost in [CITY]?")

Add detailed FAQs to your website

Include specific numbers and examples

(ranges are fine)

Use structured data / schema markup where possible
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5.5 Content Marketing

[JJ Consider building a "Mover Knowledge Hub" on your site: a section full of short, helpful articles and FAQs that answer the
questions your customers ask all the time. AI systems love that kind of content.

Content helps people trust you before they ever talk to you.

Ideas for content you can create: Distribute this content via:

e Local moving guides (e.g., "Moving to [NEIGHBORHOOD]: e Your website
What You Need to Know")

Email to past and future customers

e Packing tips and checklists Social media

e "Week-of-move" and "day-of-move" timelines Local Facebook groups (where allowed)
e Stories showcasing how you helped real customers

e Photo galleries of well-packed trucks (people really do care!)

The aim is to be the helpful moving expert in your area—not just another name on a list.
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5.6 Social Media Strategy

You don't need to be a full-time influencer. But an active, honest social presence makes you feel real and reliable.

Post things like:
Short videos of the crew working Before and after shots of a packed truck

(respecting customer privacy)

4 o
<¢ > TH

New truck, new uniforms, or new branding reveals Shoutouts to team members
Highlighted customer reviews Participation in local events or charity moves

Aim for 2-3 posts per week. Schedule them in advance if you're busy. Consistency builds trust.
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5.7 Marketing and Advertising

Organic marketing is great, but sometimes you need to pay to find more customers.

Channels to consider:

Google Ads

Great for "high intent" searches like "movers near me" or "moving company in
[CITY]". Start with a small daily budget and tightly focused keywords.

Meta (Facebook/Instagram) Ads

Great for building awareness and capturing leads earlier in the decision
process. Promote checklists, guides, or limited-time offers.

Offline

e Branded trucks (rolling billboards)

e Flyers or door hangers around apartments and neighborhoods with high turnover

e Partnerships with realtors, storage facilities, and property managers

Google Local Services Ads (LSAs)

These appear at the very top of Google searches. Pay per lead instead of per
click. The "Google Guaranteed" badge boosts trust.

Retargeting

Show ads to people who already visited your site but didn't book. Often
cheaper and more effective than cold ads.

[J Use a spreadsheet or simple dashboard to track where each lead comes from and how many leads each channel brings in.
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Growth: Get More Leads and Book More Jobs

6.1 Lead Generation

Once your foundations are in place, your main job is to create a steady flow of leads.

Strong lead sources include:

¢ Your website and quote forms

¢ Google Business Profile

e Google Ads + Local Services Ads

¢ Yelp, Thumbtack, Angi, and similar platforms

e Partnerships with apartments, storage units, and realtors

¢ Word-of-mouth referrals and repeat customers

Focus on 2-3 core channels at first and get really good at them before spreading yourself too thin.

6.2 Google Business Profile
The "Get Approved" Checklist

Goal: Create your profile and get Google's stamp of approval.

PHASE 1: The "Before You Start" Essentials

Google is strict with moving companies. Before you even open the website, ensure you have these three things ready. If these don't match, Google will likely suspend the account

immediately.

= Q

A Dedicated Google Account A Physical Address (Even if hidden)

Use a professional Gmail (e.g., You need a physical home or office address for Google's
yourname.moving@gmail.com) or a Google Workspace internal records. Note: Google strictly forbids PO Boxes,
email (e.g., info@yourmovingcompany.com). UPS Store mailboxes, or "virtual" coworking addresses.

PHASE 2: The Setup (The Bare Minimum)

This is the info you need to enter to create the shell of the profile.

Official Business Name

O

Proof of Legitimacy

Have a digital photo or scan of your Business License
or Articles of Incorporation. Google often asks for
these during verification.

1
Must match your legal name and your truck's branding. Do not add keywords like "Best Movers in Dallas" if that's not your legal name.
9 Primary Category
Choose exactly: "Moving Company".
3 Service Area
List the specific cities or counties you serve. (Don't just say "USA"; keep it within a 2-hour driving radius of your base).
4 Phone Number
Use a local area code number that someone will actually answer. Avoid 1-800 numbers if possible.
5 Website

Link to your current site (even if it's basic).

PHASE 3: The "Approval" Evidence (Video Verification)

In 2025, Google almost always requires a Video Verification. You will record this on your phone via the Google Maps app. To get approved, your video must show:

01 02 03

The Tools of the Trade The Branded Truck The "Key" Test

Film your moving blankets, dollies, ramps, and straps. A clear shot of the logo/branding on your truck or van. Film yourself unlocking the truck or the door to your
storage unit/office. This proves you have "managerial
control.”

04 05

The Neighborhood The Paperwork

A quick 360-degree shot of the street/nearby landmarks to prove your location. A 5-second clear shot of your Business License or a Utility Bill with the business name on it.

[ 1 Pro-Tips for Instant Approval:

1. Don't Change Anything: Once you submit for verification, do not edit your name, address, or phone number for 7 days. Changes during the "Pending" phase trigger

automatic suspensions.

2. Match Your Signage: If your truck says "Fast Movers," but your Google Profile says "Fast Moving LLC," Google might flag it. Use the name the public sees.

Last Step - Bring in Zip to Optimize:

Once you complete these steps and see the 'Verified' checkmark, send us a 'Manager' invite to the profile. We will then begin the Optimization Phase—where we fix your categories, add

your SEO-optimized description, and ensure all of your info matches across all platforms.

6.3 Handling Sales Calls

Leads are only valuable if you convert them.
Most people will reach out to multiple moving companies. If you're slow to respond, you lose.

Best practices:

¢ Answer the phone whenever possible, especially during business hours
e Return missed calls quickly and send a quick text if they don't answer back

e Use a simple script so every call covers:

Script Must Cover: Then:

e Move date e Give a clear price range or send a formal quote quickly

e Locations e Offer to book the job on the spot

¢ Home type and size e Follow up via SMS or email if they don't commit immediately

e Special items or access challenges

e Desired timing and budget

Speed and clarity will set you apart from a lot of other movers.

6.4 Customer Experience

Moving is stressful. Your job isn't just to move boxes, it's to reduce stress.

Build a simple, repeatable experience:

Booking Confirmation 1

Send booking confirmation with date, time window, and basic expectations

2 Reminder

Send a reminder 24-48 hours before the move

On the Way 3

Let customers know when the crew is on the way

4 Crew Introduction

Train your crew to introduce themselves, walk through the job, and confirm
specifics before lifting a single box

Communication 5

Keep communication open if anything changes (timing, truck issues, extra items)

6 Walk-Through

At the end of the move, walk through the result with the customer and make sure
they know how to contact you if something comes up

When customers feel informed and respected, they're far more likely to leave positive reviews and refer you.

6.5 Reviews and Referrals

Reviews are one of the most powerful assets you can build.

Make review collection a system, not an afterthought:

1 | After each job, have the crew thank the customer 2 | Send an SMS and email within a few hours, with
and mention that you'll send a quick review link. direct links to Google, Yelp, or your main review
platform.
For referrals:

¢ Offer a simple referral reward (gift card, discount on their next move, or donation to a local cause).

¢ Remind happy customers that you appreciate referrals and make it easy for them to send people your way.

Showecase reviews:

¢ On your website home page and service pages
¢ Inyour email signature

e On social media

Let your customers do some of the selling for you.

6.6 Business Metrics That Matter

You can't improve what you don't measure.

3  Follow up once more a few days later if they haven't
left one yet.

Start with:
() .
/\/‘ Leads per week/month Booking rate
How many leads become booked jobs
$ Average revenue per job @é Customer acquisition cost (CAC)

How much it costs you in marketing and sales to get one new customer

ik Review rate & Damage rate

Percentage of jobs that result in at least one review Number of jobs with reported issues

Even a basic spreadsheet will do. Over time, this data will tell you:

e Which marketing channels to invest more in
¢ Which crews are most efficient
¢ When to raise prices

¢  When you're ready to add another truck or crew
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Scale: Build a Multi-Truck, Multi-City Operation

7.1 Scaling Systems

Scaling is about consistency.
Document:

¢ How you answer the phone

¢ How you quote jobs

e How you schedule and dispatch
¢ How you handle damage claims

e How you train new crew members

Turn your best practices into checklists and simple SOPs (standard operating procedures). That way, when you add trucks or new team members, your quality doesn't fall

apart.

7.2 Off-Season Strategy

Slow seasons are where many movers struggle, but the proactive companies can get ahead.

Use slower months to:

e Train and cross-train your crew

¢ Tighten up your sales scripts and follow-up processes

¢ Refresh your website and content

e Nurture past customers with email campaigns

¢ Build relationships with realtors, property managers, and storage facilities

e Test niche services like junk removal, courier work, or delivery partnerships

The goal is to smooth out your cash flow and ensure your business doesn't completely stall when demand
dips.

7.3 Expanding Your Market

Once your systems are humming and you're consistently booked:
e Add another truck to cover more jobs and reduce the need to turn people away

¢ Expand your radius to nearby towns or suburbs
¢ Consider opening a second location in a neighboring city

¢ Explore acquiring a smaller moving company with good reputation but weak systems

Move intentionally. It's better to be strong and profitable in one region than stretched thin across several.

7.4 The Moving Framework

Most successful moving companies share these traits:

01 02

Reliable lead flow from multiple channels Fast, consistent sales process that converts leads
at a high rate

04 05

Great customer experience that generates Efficient operations with minimal wasted time

reviews and referrals and rework

07

Data-driven decisions based on real metrics, not gut feelings

If you focus on improving these seven areas, growth becomes a matter of time, not luck.

03

Strong brand and online presence

06

A solid team with clear roles and leadership
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Al and Automation
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8.1 Al Tools You Should Be Using

Al isn't just for tech companies. It's incredibly useful for movers too.

You can use Al to:

Draft quotes and follow-up emails faster Generate FAQs and website content
Analyze call transcripts to see why you win or Help with inventory lists from customer
lose jobs photos or videos

Suggest optimized routes and schedules Create training materials and checklists

Even simple tools can remove hours of busywork from your week.
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8.2 Cost Savings from Al

By automating repetitive tasks, Al helps you:

e Spend less time on admin and more time booking and
running jobs

e Respond to leads faster
e Standardize customer communication

e Reduce quoting and scheduling mistakes

In an industry where margins can be tight, small efficiency
gains add up.
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Get started

Starting and growing a small moving company in 2026 is an opportunity to build something real,
something you own, that your community relies on, and your family benefits from for years to
come.

You don't need to do everything at once. Start with:

01 02 03
Clear goals Solid basics (legal, insurance, A trustworthy brand and
pricing) website
04 05
One or two reliable lead sources A simple, repeatable process for sales, moves, and
reviews

Then improve it week by week. Truck by truck. City by city.

Thinking of starting in 2026?

Zip can help you create a lead-driving website and start capturing leads in days. Contact us
at gozip.com or text us at 628 888 0415
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