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CLIENT FIRSTS

May 1/96

Sept. 4/92

Aug. 31/05

Sept. 11/01

Aug. 14/90

Jul. 25/09

Jun. 1/91

Apr. 6/11

Apr. 12/05
Jan. 22 & Feb. 19/02

Sept. 15/88

• Media - “Breaking News” vs. Public Relations
• Moving Industry Overview
• TWO MEN AND A TRUCK® Overview

• “Breaking News Event” Examples
• How Public Relations counters Breaking News
• How to Rise above

• Review of Our Successful PR Campaign
• View the end result
• How we got there
• Looking for PR opportunities in your Industry

Case Study Agenda

"Breaking News" vs. Public
Relations

• We don’t control the "Breaking News“
covered by the News Media

• We can develop Public Relations campaigns
to react to negative "Breaking News”

• We can control our PR messages but not the
coverage
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"Breaking News" Examples

• All industries are affected by negative "Breaking News" events. It
does not matter who initiates the "Breaking News“ – everyone
gets painted with the same brush

• Auto Repair Industry
- inflated and unnecessary
repair fraud Oct 2010

• Food Industry
-Maple Leaf Foods
- food poisoning Aug 2008

• Moving Industry – Fraud Charges against
11 Toronto Movers - May 2010

• SARS – "Breaking News” overreaction to 44 deaths in Toronto
in 2003 crippled the local economy

Our PR Case Study

• Moving Industry was being bombarded with negative press in the
Spring of 2010

• We were in growth mode with only 8 franchises in Ontario

• We worked with the Canadian Association of Movers
to try and get control of the situation with a two-tiered approach

 CAM leveraged the Ministry of Consumers Affairs
CAM used the Moving Industry as their focus

 We leveraged Public Relations
We used our Company as our focus

Public Relations Messages

• All industries have both positive and negative PR messages
accessible to consumers from web sites, newspapers, TV, blogs

• Since we are the First and Largest Franchised Moving Company
in North America, we are affected by both Franchising and
Moving Industry Public Relations messaging

• To start formulating a Strategy we reviewed the PR messages in
the Media (both negative & positive) to develop our campaign
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Public Relations Messages
Franchising Industry

• Franchised businesses account for 40% of all retail sales.

• There are over 78,000 franchise units across Canada.

• CFA members represent more than 40,000 business outlets
across the country

• Franchising directly employs over 1,000,000 people in Canada

• Every year, thousands of Canadians are improving their lives by
becoming franchisees

• Franchising accounts for 10% of Canada’s Gross Domestic
Product (GDP)

• Franchising has been reported to account for one out of every
five consumer dollars spent in Canada in goods and services

The Moving Industry Reality

• Over 10 million Households in Canada

• Average 14 – 16 % of Canadian Families move every year

• 2010 - 4.4 million Canadians moved

• In Canada, a $4.2 Billion industry annually

• Office of Consumer Affairs oversees the Moving Industry

• Industry is not regulated

• Not well-respected Industry

• 1 in every 4 moves generates a complaint with the
Better Business Bureau

Moving Industry Overview



11/18/2011

5

TWO MEN AND A TRUCK®

Movers Who Care®

Company Overview

 25 years experience

 200 + franchises

 1,384 + trucks

 Completed 358,000 moves last year
- 3.5 million moves to date

 Generated 94% Customer Referral rating
and won for customer
service satisfaction.

 TOP 50 Franchise Ranking

 Wall Street Journal Top 25 Ranking

 Active in Charities

 Average Unit Sales per Franchise last
year was $1,060,546

Toronto Police took
notice of the sharp
increase in complaints
against movers in 2010
& started to investigate

The "Breaking
News" Event

Negative news
stories regarding
moving companies
started to break in
May 2010

The "Breaking
News" Event
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DESI Movers was the
main target of the
Toronto Police
investigation, but the
Moving Industry was
tainted

"Breaking News”

Once sufficient
evidence was
compiled, Toronto
Police laid
charges

Then the
"Breaking News"
Media frenzy
really began

"Breaking News"

“There is a Difference”
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To combat the negative news
stories, we developed a PR
Campaign to position ourselves
as concerned consumer
advocates and to elevate our
reputation in the Canadian
Moving Industry

We developed
“OUR CONSUMERS’

BILL OF RIGHTS”

Our PR Campaign

We then developed a
Marketing campaign -
“THERE IS A DIFFERENCE”

to deliver the Consumer
Bill of Rights message to
continue to counter
negative "Breaking News"
reports in newspapers,
radio, TV, on-line and
social media

The PR Campaign
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We invited targeted News
Media to a News
Conference in July 2010
where we launched our
Campaign

We issued a News Release to counter the negative
"Breaking News”

Journalists saw us as
genuine spokespeople
for an Industry under
siege

And, we became the go-
to Moving Industry
Company for comment
on Moving Industry
issues
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Our News Release was picked up by many different news
organizations because the story line was timely, and offered a
contrasting but realistic view to the negative “Breaking News”

TWO MEN AND A TRUCKS® COMSUMERS BILL OF RIGHTS

Click here to view video

TWO MEN AND A TRUCK®

COMSUMERS BILL OF RIGHTS
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PR Campaign Results in Canada
We sold & opened 6 new

franchises over the next 11 months

Monthly Sales increased over prior
year:

 135% in June
 63% in July
 17% in Aug

One of our Franchisees did
$217,000 in Moving services in
June 2010

We are regularly featured in
Trader.ca magazines providing
their readers with moving tips and
advice.

PR Campaign Results in Canada

We are considered the
“Reliable” and ”Informed”
source for the Moving Industry
by a wide range of reporters
who cover:

 Consumer
 Business
 Franchise
 Real Estate
 Moving

Our brand continues to benefit
from National and Local TV
exposure

If you are going to
position yourself as a
Consumer Advocate

You Better Walk the
Talk
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Other PR Initiatives - Giving Back to the Community

Giving Back to the Community

Giving Back to the Community
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Giving
Back to the
Community Christmas Toy Drive

PR

“Doing Good & Getting Credit For It”

News "Breaking News" Relations
(Print, Broadcast, Online, Social)

High Profile Coverage

Trader.ca Magazines
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Ongoing PR Program continues to
Raise the Visibility Bar

 Market position differentiators
 Meeting the News Media
 Dan Hopkins Articles
 New Franchisee PR Launches


