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What Are Moving Leads? A Complete Guide For Moving Companies

Description

By James Schulze

This article discusses the different types of moving services leads and how they are
generated. It also gives insights on what makes a high-quality.lead and the best
practices many companies follow in selecting the right lead provider and effectively
converting moving services leads.

Moving companies face a unique marketing challenge in that consumers only need their services at a
very specific point in time. Unlike insurance, home services, or other industries where a consumer may
remain a prospect for years, moving is event-driven. Once someone knows they are relocating, there is
a limited window of time for a moving company to earn that business.

Moving leads help companies identify customers during that window. But not all moving leads are the
same. A consumer planning an interstate move who requests quotes from several moving companies is
a very different opportunity from someone who submitted a moving inquiry several months ago.
Likewise, an inbound phone call generated from a Google business directory requires a different sales
process from an aged moving lead.

Interstate moves are competitively bid, and it is a slow growth industry. The compound annual growth
rate (CAGR) for the long distance moving industry is about 2.1%, with it expected to reach 4% in 2030.
This slow growth but steady business makes leads a necessity. Movers have to work to grow, and
moving leads help them by targeting in-market consumers in their decision-making window of
opportunity.

This guide explains the primary types of moving leads available in 2026, how moving companies use
them, and what companies should consider when building a lead generation strategy.

What are moving leads?
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Moving leads are consumers who have expressed interest in moving services or provided information
about an upcoming move. A typical moving lead can include:

First and last name

Phone number

Email address

Current location

Moving destination

Expected move date

Local or long-distance move
Size of the move

e Type of residence

e Date the consumer submitted the inquiry
e Consumer consent information

For moving companies;-the details of the move can be just as important as the consumera??s contact
information. A company needs to know whether it can actually service the move. Origin, destination,
move date, and whether the tonsumenjis-moving locally or out of state can impact the value of the
opportunity.

Long-distance moving leads drive the market
While moving leads can be generated for both local and long-distance moves, many moving services
companies focus heavily on long-distance and interstate moving leads. The economics explain why.

Long-distance moves typically represent significantly larger transactions than short local moves. That
gives moving companies more room to spend on customer acquisition while maintaining acceptable
margins. Long-distance moves are also desirable as many are corporate or business-related personal
moves (i.e., relocation packages), which can be especially profitable as they are a??turnkeya?s moves.

An interstate moving lead can also contain valuable information about:

¢ Origin state

Destination state

Estimated move date
Household size

Estimated moving requirements
Distance of the move

For many moving services companies, the goal isna??t simply generating the largest number of moving
leads. It is generating enough qualified long-distance moving opportunities to keep trucks, crews, and
sales teams productive.

Scripting plays an important role in helping moving companies focus on the right consumers. Every
agent at a moving company should be trained to immediately ask, &?7?Is this a local or long-distance
move?a?e Proper scripting allows sales agents to stay focused on profitable consumers and allocate
resources to deals the company wants to close.
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Who buys moving leads?

Moving leads are commonly purchased by:

¢ Long-distance moving companies
Interstate movers

National moving companies
Moving brokers

Moving and storage companies
Local moving companies

Moving call centers

The right lead depends heavily on the buyer. A long-distance mover may only want consumers moving
out of state. Another company may only accept moves originating from certain states. Some buyers can
handle nationwide volume, while others need tightly controlled geographic targeting. This makes
matching lead criteria to the movera??s actual operating footprint critical.

A companya??s sales process/is also-an-important consideration when choosing which leads to buy. If
a moving company has a team of openers.and closers, lower-intent high-volume moving leads are the
best. If a moving lead is being directed to closers‘only, then high-intent moving leads are required.

Types of moving leads .

At The Leads Warehouse, moving companies primarily have four lead options: aged moving leads,
real-time moving leads, comparison-page leads, and inbound moving calls. Each requires a different
sales strategy. Leta??s dive a little deeper.

Real-time moving leads

Real-time moving leads are consumers who recently submitted an online request for information about
an upcoming move. These leads often include:

Origin

Destination

Move date

Contact information

Move type

Other qualifying information

The primary advantage of a real-time moving lead is high consumer intent. The consumer is actively
planning a move and has recently requested information. But that also means the opportunity can be
extremely competitive.

A companya??s speed in contacting these leads is extremely important. A consumer preparing for a
long-distance move is unlikely to submit a form and then stop researching. They may continue
searching, visiting other moving websites, requesting additional quotes, or calling companies directly. At
The Leads Warehouse, we see a 40% re-opt-in rate for leads of all kinds; a moving company must act
fast to catch a consumer and not give them an opportunity to look elsewhere. This makes speed-to-lead
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one of the most important factors in converting real-time moving leads.

Real-time leads should flow directly into the companya??s CRM and sales process so representatives
can begin working the opportunity quickly. A real-time lead script is critical. And, a strong follow-up work
flow to move consumers from prospect to closed deal is paramount.

Aged moving leads

Aged moving leads are consumers who previously requested information about moving services but
whose inquiries are no longer being delivered in real time. The advantages of aged moving leads
include:

Much lower cost per lead (CPL)

Large available volume

Lower customer acquisition costs
Ability to build large calling campaigns
Opportunities to reactivate consumers

However, aged moving leads are different from aged leads in many other industries, because every
moving lead has an expiration date. If the'consumer;has already moved, the opportunity is
essentially gone. That makes the relationship between lead age and move date extremely important.
For example, an older lead from a consumer whose scheduled move js still several weeks away can
remain highly valuable. A newer lead for a move that occurred yesterday has virtually no value. Moving
companies that buy aged leads should therefore evaluate more than the date the lead was generated.
They should evaluate when the consumer actually plans to move.

Another strategy is to buy aged moving leads and focus on buyers after the a??real-time rusha?e has
gone away. From the day a house hits the market until the moving truck pulls away, a consumer usually
has a total window of 85 to 95 days. However, the prime sales window to pitch and lock in a long-
distance moving lead unfolds over a much shorter, highly critical 45- to 60-day period.

To use aged moving leads effectively, companies must recognize that they require a different script
than other lead types. An aged lead should not be treated like a consumer who submitted an inquiry
five minutes ago. Instead of opening with language suggesting the consumer just requested a quote,
the sales representative should determine whether the move is still scheduled and whether the
consumer has already selected a moving company. That makes aged moving leads particularly suited
to companies with strong dialing operations and disciplined follow-up.

Moving leads from comparison pages

Comparison-page leads represent another valuable source of in-market movers. A consumer
researching a long-distance move may search for information such as:

Best long-distance moving companies
Best interstate movers

Top moving companies

Best movers near me

Moving company reviews
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A comparison website can help the consumer evaluate several companies before making a decision.
For example, a page ranking the five best moving companies gives consumers an opportunity to
compare providers while they are actively researching their move. This creates a different lead
experience from a traditional lead form. The consumer is already in comparison mode. That can make
these prospects valuable because the consumer is not simply expressing a general interest in moving.
They are actively evaluating which moving company they should use.

For moving companies, appearing in comparison content can create both lead generation and
credibility benefits. From a leads quality standpoint, since the consumer has to go from the ad creative
to the comparison site to the moving companya??s landing page, these are super high-quality leads.
There is enough friction in the funnel that any consumer making it through is the epitome of a high-
intent lead.

Inbound moving calls

Inbound calls are one.of the highest-intent moving leads. Instead of submitting a form and waiting for a
moving company to contact-them, the consumer initiates the conversation.

At The Leads Warehouse, inbound-moving‘cCalls can be generated through Google business directory
listings, connecting consumers who are actively searehing-for,moving services with moving companies
prepared to take the call.

Inbound calls offer several advantages, including:

Consumer initiates contact

High immediate intent

No outbound dialing required to establish initial contact
Sales representatives speak with the consumer immediately
Opportunity to qualify the move during the first interaction

For long-distance moving companies, a sales representative can quickly determine:

¢ Where the consumer currently resides

¢ Where they are moving

¢ Expected move date

e Size of the move

¢ Whether the move meets the companya??s requirements

This allows companies to move directly from lead generation into qualification and sales.

The key to using an inbound call is effectively using the buffer. A buffer is a set amount of time for
companies to qualify the lead before they are billed for the call. At The Leads Warehouse, our inbound
moving calls are in extremely high demand; therefore, they are expensive. A moving company cannot
waste a call. Qualifying the consumer up front with timing and intent helps make a campaign the most
profitable.

Consumer intent differs across moving lead types
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One of the biggest mistakes moving companies can make is treating every moving lead the same.
Consider these four consumers:

Real-time lead: &?7l just requested information about my move.a?e

Aged lead: a?7?I requested information previously, and my move may still be upcoming.a?e
Comparison-page lead: a??la??m actively researching and comparing moving companies.a?e
Inbound call: 4??14??m looking for a mover and decided to call.&?e

All four of these leads can convert to a customer. But the sales conversation, acquisition cost, contact
strategy, and expected conversion rate can be very different. A successful moving company builds its
process around the lead rather than expecting every lead to fit the same process.

Deliverability is key for outbound calls; caller ID management is critical. Deliverability is especially
important for inbound calls. To maintain a strong revenue per call (RPC) to win more calls, moving
companies must be set up to work call transfers. And, a script specific to lead type is perhaps the most
important. Creating friction with poor scripting is the quickest way to lose a deal.

What makes a high-quality moving lead?

Moving lead quality starts with accurate information@nd a_move,the buyer can actually service. A high
quality lead should include:

¢ Valid phone number

Accurate email address

Origin location

Destination location

Expected move date

Long-distance or interstate move
Lead freshness

Consumer intent

Appropriate consent documentation

For long-distance moving companies, a leada??s origin, destination, and move date are critical
qualification fields. A consumer can have extremely high intent and still be a poor lead for a particular
mover if the company does not service the route. This is why lead quality should never be judged solely
by contact rate. The lead needs to match the movera??s actual business.

What should you look for in a lead provider?

Choosing a moving lead provider involves much more than comparing cost per lead. Moving companies
should ask:

How were the moving leads generated?

Are they real-time or aged?

What is the consumera??s expected move date?
Are origin and destination included?

Can long-distance moves be targeted?
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e Can leads be filtered by origin state?

¢ What qualification information is provided?

e What consumer consent documentation is available?
e How are duplicates handled?

e Can volume scale during peak periods?

e Are inbound calls available?

¢ Are comparison-page opportunities available?

Most importantly, the provider should understand how the moving company actually makes money. A
company primarily interested in interstate moves should not be paying for large volumes of local moving
inquiries that do not fit its sales model.

Best practices for converting moving leads

Buying moving leads creates opportunities. The sales operation determines how much those
opportunities are worth. Some best practices for getting the most value from moving leads are:

Contact real-time moving‘leads immediately.

Confirm the origin and destination ‘early.

Verify the expected move date.

Determine whether the move is local or interstate.

Use different scripts for aged and real-time leads.

Answer inbound moving calls quickly.

Build follow-up around the consumera??s move date.

Track bookings by lead source.

Measure cost per booked move rather than cost per lead alone.
Track revenue and profitability by lead type.

CoOoNorWNE
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The move date should play a major role in follow-up. A consumer moving this week requires immediate
action. A consumer moving in two months may require a structured follow-up campaign that keeps the
moving company in front of them until they are ready to book.

Why cost per booked move is more important than CPL

Moving companies frequently compare lead providers based on cost per lead. But that number only
tells part of the story. A moving company should ultimately evaluate:

Cost per lead

Contact rate

Quote rate

Booking rate

e Average revenue per move
e Cost per booked move

e Gross profit per move

This becomes especially important with long-distance moving leads, because the revenue associated
with a successful move can justify a higher customer acquisition cost. A more expensive lead that
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consistently produces profitable interstate moves can be considerably more valuable than a cheap lead
that generates activity but few bookings.

Are moving leads worth buying?

For companies with an effective sales operation, moving leads can provide a scalable source of new
business. Purchased leads can help moving companies:

e Generate more long-distance opportunities

¢ Increase interstate bookings

e Enter new origin markets

e Keep sales representatives productive

¢ Build their pipeline around future move dates
e Supplement organic and referral business

e Scale customer acquisition

The best results typically came from matching the lead source with the companya??s sales
infrastructure. Real-time leads reward-speed. Aged leads reward persistence and timing. Comparison-
page leads capture consumers actively evaluating providers. Inbound calls provide immediate
conversations with consumers actively searching for-movers.

Why moving companies work with The Leads Warehouse”

The Leads Warehouse has provided consumer lead generation solutions for more than 20 years. Our
moving lead programs focus on the lead types, targeting, and flexibility that moving companies value:

e Aged moving leads

¢ Real-time moving leads

e Moving leads generated from comparison pages

¢ Inbound moving calls generated through Google business directories
¢ Long-distance moving leads

¢ Interstate moving leads

e Geographic targeting

¢ Flexible volume options

We work with moving companies to match the lead source to their sales process, geographic footprint,
and customer acquisition goals. For many of our buyers, that means one thing above all else:
generating more profitable long-distance moves.

Conclusion

Moving leads connect moving companies with consumers during the relatively short period when they
need professional moving services. But the source and timing of that opportunity are important. Real-
time moving leads provide fresh consumer intent. Aged moving leads provide lower-cost volume and
opportunities to reconnect with consumers before their move. Comparison pages reach consumers
actively evaluating moving companies. Google business directory inbound calls connect movers directly
with consumers who are ready to speak with someone.
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For many buyers, long-distance and interstate moving leads represent the greatest opportunity because
the economics of larger moves can support a scalable customer acquisition strategy. The goal isna??t
simply to buy more moving leads. It is to identify the right consumers, at the right point in their moving
process, and turn those opportunities into profitable booked moves. Are you ready to talk about how
you can grow your moving services sales pipeline?

About the author

James Schulze is the President and CEO of The Leads Warehouse, a marketing data company with
over 20 years of experience in bringing lead generation solutions to companies selling into the home,
automotive, financial, insurance, health and life, and legal sectors. He works directly with clients to
optimize conversion strategies and ROI across multiple verticals.

Connect with James Schulze on LinkedIn:
https://www.linkedin.com/in/james-I-schulze

Read additional market analysis and commentary from James Schulze on Substack:
https://jameslschulze.substack:ecom

If you would like more information on how you can grow your maving services sales, give The Leads
Warehouse a call at 1-800-884-8371 or visit our website at https://theleadswarehouse.com.
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