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FROM THE PRESIDENT

Using Revenue Management to Drive Growth
Part 1 of 2
by Howard Pryor, US Storage Centers

MGM Grand at Foxwoods
Here We Come!

B

efore 2008 almost all storage property owners and operators did not
think twice about increasing rates
for new and existing customers at
least once per year. When the financial crisis of 2008 turned the world upside down
many operators took the natural path during a time of crisis; play defense and try to
protect the existing cash flow by becoming
significantly more conservative. Operators lowered street rates, stopped doing
regular increases for existing customers,
and increased concessions. Was that reaction too drastic? Is it time to stop being so
conservative?
Although times remain tough in many
areas around the country, it is a fact that
revenue management can and should be
used to some degree at any storage business
in order to optimize the path towards revenue growth. Revenue management is a
broad term for using ‘best practices’ and a
methodical process for managing the pricing of the product. It is having a systematic
and strategic approach to determining
discount plans for new customers and
prices for new customers as well as existing
customers. Your management software
most likely has a ‘revenue management’
module. Unfortunately, the problem is that
what determines the success or lack of
success within a revenue management
system is the philosophy and posture of the
system. What are your predefined beliefs on
prices, promotions, and how to make the
customer accept them?
Although revenue management takes time
and effort, it would almost seem senseless

not to have a detailed plan that is consistently used to manage this process. Here is
an example of the outline of a hypothetical
revenue management Plan:
>> My companies’ pricing philosophy
is to offer value pricing with a focus on
maintaining a rate that is never the
lowest in the market for existing or new
customers.
>> My companies’ pricing philosophy for a
new customer is to price between $5 and
$10 above the lowest price in the market.
>> My company reviews street rate pricing
every month for all properties and makes
adjustments.
>> My companies’ discounting philosophy
for new customers is to offer promotions
on varying levels, spread over multiple
months and bases discounts on the
occupancy level in the particular size
and attribute of the unit being rented.
>> My companies’ rate increase philosophy
for existing customers is to review all
customers once after 7 months of
occupancy and then once every 12
months thereafter. We will raise rates
up to $10 over the current street rate
if the customer has been a tenant for
3 years or more. We will typically raise
rates at least 4% or more each time we
adjust existing tenant rates.

by J.R. Clisham, President
September 22-23 is fast
approaching and if you have
not marked you calendars
yet, please do so because
these are the dates for our
Annual Conference at the MGM Grand
at Foxwoods. We have a tremendous and
extremely relevant educational line-up
in store for all of those who attend. First,
Jeff Greenberger will cover legal issues
that are always of interest to owners and
managers alike. Jeff is an engaging
speaker who will most assuredly capture
your interest. I guarantee you will leave
his presentation with helpful advice that
you will actually put to use in your
business. In addition, we have multiple
sessions covering the hottest thing in
marketing these days – social media. In
addition to a great panel presentation,
Gina Nieves will give a knock-out
presentation on social media marketing
strategies that actually bring in business.
I know that I will pay particular attention
to Gina’s presentation for useful pointers
to implement in my own business.

By developing this type of philosophy and
framework you will develop your process of
managing your rates and discounting. This
process is best done one property at time

For those of you who have not been to the
MGM Grand at Foxwoods, you really
should come and enjoy the experience. It
is the newest and nicest of all the area
casinos. Our event will begin the evening
of September 22nd at the Scorpion Bar.
This will be a tremendous networking
event. Last year’s networking event was a
total success. This year we have upgraded
the venue and we anticipate an even
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MEMBER NEWS
E-SoftSys, a total solutions provider for the self-storage industry, announced
today they have hired Jim DiNardo to be Vice President of Operations for
their self-storage software division.
Kat Shenoy, President and CEO of E-SoftSys, said, “We are delighted to have
Jim on our management team. He’s an industry veteran, with 22 years of
self-storage operating and consulting experience that will be valuable in
further enhancing our products and providing superior customer support and
implementation services to our client base. As VP of Operations, Jim will not
only direct large implementations, but also manage our sales and marketing
efforts to grow market share.”
Jim DiNardo has been working in the self-storage industry since 1989 – as
Operations Manager (and partner) for The Storage Depot until the company
was sold to Extra Space Storage (EXR) in 2004, and since then as a consultant
specializing in the self-storage industry. He speaks at industry trade shows/
conferences, he’s an editorial contributor to industry trade publications, and
he’s an active trade association member, currently serving on the Self Storage
Association (SSA) and Massachusetts Self Storage Association (MASSA)
Board of Directors.
Storage Investment Management, Inc., (SIMI) announced it’s fourth
quarter 2010 operating results for 31 facilities owned and contract managed
from the mid-Atlantic states to New England. Occupancy grew 242 basis
points compared to same quarter last year. Same store sales rose by 3.56%
compared to same quarter 2009. Expenses have decreased by 4.41%, and
Net Operating Income (NOI) rose by an incredibly strong 13.15% compared
to same quarter last year.
YTD same store sales rose 1.33% compared to YTD 2009. Operating expenses
have continued to decrease by 3.7% and NOI rose by 7.29% compared to
YTD 2009. Same store sales increased primarily through a continued
reduction in tenant concessions and an increase in occupancy and stronger
rates. Net Operating Income increases are attributable to on-going expense
reductions along with an increase in revenue.
SIMI has been appointed Property Manager for West Street Storage in
Simsbury effective June 1st. The property is approximately 35,000 SF and
offers both climate control and dry storage. SIMI now manages 8 locations
in CT and 32 overall.

Member’s Share

Submit your news item, funny story or best
practice to share with other members. We are also
seeking announcements about member promotions,
acquisitions, etc. Send your item to ctssa@ctssa.org
with “CTSSA News Item” in the subject line and
your story or item either attached
as a Word doc or as the e-mail message.
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GOVERNMENT RELATIONS

Legislative Session is Disappointing

by Andrew E. Markowski, Esq.

W

ith the 2011 regular legislative
session ending early June, the
sum total of the legislative action has unfortunately tended
to send the message that Connecticut is
closed for business, contradicting Governor Dannel P. Malloy’s mantra earlier in
the year that under his administration,
Connecticut would be “Open for Business”. In light of the recently completed
state budget which contains increased
spending despite an ongoing budget deficit; a tax package that includes the largest
tax increase in state history; a negotiated
concessions agreement with the state employee unions has yet to be approved and
finalized; budget implementer provisions
that are still being drafted and debated;
and plenty anti-employer bills, including
two big ones – “mandated paid sick leave”
and “captive audience” – that have already
passed or are being considered; no other
conclusion can be reached by citizens and
businesses. And throughout this difficult
session, the CTSSA has been advocating
on behalf of facility owners and vendors
alike, lobbying and offering public hearing testimony against unfair sales taxes
on self storage and proactively fighting to
make statutory updates to our lien law to
reduce the cost and administrative burden
on facilities.
Recently both the Senate and the House
passed SB-913, which makes Connecticut
the first state in the nation to mandate certain employers provide paid leave to their
employees, including part-time employees.
After passing the Senate on an extremely
close 18-17 vote, and the House by a slightly wider margin of 76-65, the bill, which is
seen by many in the business community
as largely symbolic of the legislature’s continuing anti-employer sentiment, will head
to Gov. Malloy’s desk for his signature. The
bill has been amended from earlier versions to specifically exempt certain industries and targets a broad category of over 65
different “service workers”, including restaurant workers, security guards, tellers,
counter and rental clerks, secretaries, re-

ceptionists, and building cleaning workers,
just to name a few. In addition, the
legislation now permits employees to file
an ill-defined “retaliatory personnel action” against their employers. Even if
businesses already provide paid leave,
those that don’t allow employees to begin accruing and using time at the rate
and for the reasons specified in the bill,
beginning on the employee’s first day
of employment, will not be deemed in
compliance with the law and could be subject to administrative action.
In addition to the “mandated paid sick
leave” bill, the House of Representatives
has also passed HB-5460, the “captive audience” bill - which takes away the rights
of employers to hold meetings and freely
speak with employees on important workplace matters - following over an eleven
hour debate, by a 78-65 vote. Those representatives who opposed the bill argued
valiantly on behalf of the state’s businesses, recognizing that Connecticut must take
steps to improve its business climate and
stem the loss of jobs by rejecting anti-employer bills such as captive audience. The
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bill is now pending before the State Senate
where it awaits final action. Fortunately,
several legal opinions have been provided
to the Senators that conclude such legislative action is unconstitutional and is federally preempted by the National Labor
Relations Act, which already governs what
employers can and cannot say to the employees regarding certain matters.
Meanwhile, the CTSSA has been working
throughout the 2011 legislative session in
an attempt to modernize the state’s self
storage lien law. Like many state lien laws
that were enacted 20 to 30 years ago, Connecticut’s existing law is in need of modernization and updating. While many
states have been pursuing sweeping overhauls of their entire lien law, CTSSA has
proposed to modernize Connecticut’s lien
law by focusing on a few specific areas of
concern; namely, the method of communication when an occupant is in default;
and the advertising requirements for the
sale of personal property. Specifically, the
CTSSA has proposed reducing the burden
Continued on page 4

Legislative Session is Disappointing
on facility owners by allowing for the lien
notices to be sent via electronic means or
even “verified” mail, rather than the more
expensive existing certified mail requirement. Additionally, CTSSA has proposed
changes to allow for notice of sale to take
place via the internet, for example, rather
than through expensive newspaper advertising, with the hopes of reaching a potentially greater audience and garnering
more interest and attendance at the sale.
Throughout the 2011 session, there were
also several similar proposals to update
various sections of the statutes to allow
for the use electronic or “verified” mailing in lieu of certified mail, and likewise
to also allow for legal and other statutorily
required notices to be published on the internet in lieu of newspapers. These efforts
were led mainly by municipal groups, but
faced numerous questions from legislators
and fierce opposition from the newspaper
lobby and many of these proposals unfortunately failed. Although after several
meetings with and lobbying of key lawmakers by the CTSSA, legislators concluded that this session was not the right time
for full consideration of CTSSA’s lien law
modernization proposals, but that discussions would be ongoing in an attempt to
fully address these issues in the 2012 legislative session.
Other legislation that CTSSA has been
actively monitoring include bills which
would make revisions to the responsibility
and storage requirements for the possessions of evicted tenants; a proposal which

would impose a “land value tax” – essentially allowing municipalities to tax undeveloped land at a higher rate than existing commercial property in an attempt to
encourage development; and a bill which
would impose a new real estate conveyance tax on buyers of property, in addition
to the existing conveyance tax for sellers.
Senate Bill 1019 calls for a new 1% tax on
the purchase price of property in excess
of $150,000. This tax would be on top of
the 50% increase in the conveyance tax on
sellers which was included as part of the
budget that passed earlier in the session.
The budget and tax package that passed
both the Senate and House in early May,
record-time for a budget proposal in recent
memory, contains increased state spending
and the largest tax increase in state history.
On the appropriations side, the budget actually increases spending by over $1 billion
in the next two years, and on the revenue
side, the tax package calls for nearly $3 billion in new and increased taxes over the
next two years. The budget was approved
19-17 in the Senate with three Democrats
joining fourteen Republicans in voting no.
In the House, the budget was approved 8367, with fifteen Democrats and all of the
Republicans voting no.
CTSSA members should be aware of specific tax provisions, including: Increase
of the state sales tax rate to 6.35%, applicable to all sales, including on self storage; elimination of various existing sales
tax exemptions including for motor ve-

Continued from page 3

hicle storage and packing and crating
services; imposition of higher income tax
rates for nearly every individual or small
business, starting with incomes above
$50,000 through additional tax brackets, with a top personal income tax rate
of 6.7%, and phase out of marginal rates;
a new 7% “luxury tax”, starting with the
first dollar, on various goods including
motor vehicles, boats, jewelry and certain
articles of clothing; makes the sellers real
estate conveyance tax permanent and increases the rate; increase of the corporate
tax surcharge from 10% to 20% for the
next 2 years; reduction of the maximum
residential property tax credit from $500
to $300; increases to the estate tax by
reducing the exemption threshold for
taxable estates.
The legislative session is scheduled to adjourn at midnight on June 8th. Upon adjournment, Gov. Malloy is expected to
address the full General Assembly for only
the second time since taking office back
in January. u
Andrew E. Markowski, Esq. is a lobbyist
with Gara & Markowski, LLC, a Connecticut government relations firm, and serves as
CTSSA’s lobbyist at the state capitol. If you
have questions on how pending legislation
or regulations could impact your business, or
if you would like more information, please
contact him at: (860) 707-3620 or markowski@gmlobbying.com.

2011 Events
September 7-9, 2011

September 22-23, 2011

October 20, 2011

SSA Fall Conference &
Tradeshow
Caesars Palace
Las Vegas, NV
www.selfstorage.org

CTSSA Annual Conference
MGM Grand at Foxwoods
Mashantucket, CT
See insert for registration form.
www.ctssa.org

CTSSA Social Media Workshop
Holiday Inn
North Haven, CT
See insert for registration form.
www.ctssa.org
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CUSTOMER SERVICE

Punishing Your Customers
What are your “Prohibitive” Policies?

H

by Jim Mathis, CSP

ave you ever called your
organization while you were out
and tried to get a real person...or
even YOU on the phone?

Flat Fed Up!
We bought a new flat screen television just
before the Super Bowl. I couldn’t wait to
hook it up and watch the clear picture and
special programming. Our cable company
swapped out the old box for a new decoder
and I thought I was ready to “watch me
some High Definition!”

Customer service is basically
providing a reasonable
product of value for a
reasonable price and solving
problems with the delivery
and follow-up as fast as you
reasonably can. That’s it.

However, I soon discovered that my skills
in electronics were no match for the hook
up in HD. There were more wires and
places to plug them than I had ever seen on
a television or a cable box. It was against
my nature to read the instructions (Yeah,
I’m a typical guy) but I spent one fruitless
evening going over them. They were
written for someone who already knew
what they were doing – not me.

within 24 hours. He did!

So I called my cable company. 12 times!

In the Penalty Box

After suffering through the endless voice
loops and choices each time I would get
advice or promises of advice that never
worked. Finally a lady admitted that she
didn’t understand it either. She handed
me over to Technical Support on the
twelfth call. Latrell answered the phone. I
remember his name because he is the only
one who actually endeavored to help me.
“How can I help you Mr. Mathis?” he
asked. I told him my story. He began
repeating the concerns and problems I had
back to me – word for word.
At last I found someone who understood!
He was listening – not repeating his policy
manual to me. No one but you cares what
your policy manual says.
It only took a few minutes but Latrell
pinpointed my problem and came up with
a solution. The things he couldn’t solve, he
agreed to research and telephone me back

What hoops do people have to jump
through to do business you? How many
forms must clients fill out? A recent group
of association executives I met with said
their membership application was difficult
to fill out and people want an easy way
to join. Their membership application
actually restricts membership.
Are there prohibitive “policies” that favor
your employees over the customers? I am
an Elite Plus, Diamond Level Frequent
Flyer with “my” airline. Impressed? They
don’t seem to be. From a very frequent
flyer’s perspective, they seem more
interested in making their employees more
comfortable than the passengers. They
added kiosks to check-in to give the ticket
agents a break from having to deal with
customers in person (Something the ticket
agents love to tell you).
They also decided to push their internet
ticket sales by adding an additional cost to
customers purchasing over the telephone.
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When you call the number to buy a
ticket, rather than tell you that you can
save money by purchasing online, they
tell you that it will cost you a “penalty”
of $50 to buy from the person you are
speaking with.
Crazy!
It’s not like they are doing so well that they
can afford to anger their most valuable
customers (they recently purchased
another airline and both lost over 4
billion the first quarter that year). They
announced that their passenger numbers
were still decreasing so they were adding
a $10 surcharge per ticket to all holiday
travel purchases. It didn’t work that well,
so...a month later they raised it $10 more.
The message this sends: If you choose to fly
with us during the peak times, you must
pay for the ones who DON’T fly with us.
Again, it makes you ask, “How are you
punishing your valuable customers for
doing business with you?” What do they
Continued on page 6

Punishing Your Customers
have to do to get through to someone with
empathy for their problem?
Remember my 12 calls to the cable
company? Each call I was asked
(electronically) to punch in my phone
number and account number. When I
finally got a live person the first question
she asked was, “What is your telephone
number and account number?” When I
asked why I had to punch them in before
getting to her, she said, “I don’t know.”
Then what was all that about?
There is nothing more annoying than
having to push repeated buttons to get to
a live person.
Timothy Ferriss, author of The 4 Hour
Work Week says, “The art of ‘undecision’
refers to minimizing the number of
decisions your customers can or need to
make.” In other words many organizations
put up too many choices for customers and
are confusing them at the point they need
to make a simple decision. Or worse, they
make getting to a live person an obstacle
course. Some companies (okay, my airline
is one) have a “voice recognition” system
where you speak your information to a
recorded person. Have you ever heard the
phrase, “I’m sorry, I didn’t quite get that.”?
I don’t know about you, but if the machine
makes me angry, I can only wonder what
speaking to a real person is going to do for
my blood pressure. You can hear people
throughout the airport SHOUTING at a
recording on their cell phones. It’s both
comical and tragic.
Is your customer service marked by these
types of policies? If so it is causing you to
lose business!
It is no wonder that customer dissatisfaction is on the rise. By the time you
get to a live person, you are fit to be tied.
Statistics bear out that most people aren’t
persistent and will just hang up if they
have to go through more than one level of
pushing buttons to get to a person. Your
customers are “over” hearing: “Your call is
very important to us. Please remain on the
line and someone will answer it.”
Hey! If my call is so important to you, why

Continued from page 5

don’t you hire enough people to take it?
I mean real, live helpers who understand
you and will help you. Believe me, there is
a job pool in this country waiting to help
you make your customers happy.

the correct answer. Sadly, that message
had not reached the people who came
in contact with them on a daily basis.
What was he missing by not teaching this
to them?

Another way customers are getting back
at poor service is through social media.
In 2009 a woman went through a drivein hamburger restaurant on her bicycle.
She placed her order and was told to
pull up to the window to pay. When
the attendant noticed that she was on a
bicycle, he refused to serve her. He told her
that their company “policy” was to only
serve people in automobiles and trucks.
She left angry.

CEO: Have you ever called your
organization while you were out and tried
to get a real person…or even YOU on the
phone? What do they say about where you
are and what you are doing? Do you have
the most capable people handling your
customer concerns – a group of “Latrell’s”?

Within 3 hours of the incident, her
message had been broadcast to over 10,000
people on Twitter. Shortly she received a
phone call from the company’s executive
apologizing and telling her that their
policy had just been changed. She received
compensation for the inconvenience.
With blogs and social media skyrocketing,
you can be sure that more companies
are being attentive to customer complaints
on the internet. Do you remember
the incident involving United Airlines
breaking a musician’s guitar? Delta
Airlines uses a twitter response to help
customers on Twitter.
Reinvent Your Customer Service.
Customer service is basically providing
a reasonable product of value for a
reasonable price and solving problems
with the delivery and follow-up as fast
as you reasonably can. That’s it.
In today’s world, the customer is king – not
your “policies” or written policy manual
(if you even have one). It was supposed
to be that way before, but convenience for
the employee seems to have superseded
that dictate. I asked a group of over 100
telecom customer service representatives
to name the most important person in
their corporation. They named the CEO,
the President, and the top sales account
executive.
Not one said, “Our customers.” When I
asked the CEO the same question, he knew
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How much longer is the public going to
stand for this “punishment?” Not much
longer if you look at sales of companies that
treat their customers poorly. Corporations
have gotten so large they seem to have
forgotten what grew them in the first place.
They do not show concern or empathy for
their customers and they certainly do not
go the extra mile.
Is anyone else listening? u
Jim Mathis, CSP is The Chief Irritation
Officer of Reinvention Nation™,
an international Certified Speaking
Professional and author of Reinvent
Yourself; The Simple Steps to Dominate
Your Market. To subscribe to his free
personal and professional development
newsletter, please send an email to:
subscribe@jimmathis.com with the word
SUBSCRIBE in the subject. An electronic
copy will be sent out to you every month.
For more information on how Jim and his
programs can benefit your organization or
group, please call 1-888-688-0220, or visit
his web site: www.jimmathis.com.

Great Idea...Poor Execution
Rob Rosenberg, CSP
There are two parts to creating a viable and
successful product or service: you have to
have a great idea, and you have to deliver
on the promise of that idea. You need both
halves of this formula; one without the
other is a recipe for failure. A bad idea with
good execution may work for a while, but
like a flawed product with great marketing, any initial successes will become overshadowed by quality issues and customer
complaints.
Similarly, a great idea without good execution is just that: an idea. It never sees the
light of day; it never helps the people who
could benefit from it; and it never generates enough revenue.
Which brings us to an experience I had
just last weekend, when I was presenting
three sessions at a conference in Wilmington, NC. As Lorie and I were walking
along the riverfront, we noticed a houseboat docked along the shore with a sign indicating that the boat was, in fact, a Bed &
Breakfast. What a great idea, we thought!
You can cruise around on the Cape Fear
River during the day; have dinner at one
of the many riverfront restaurants in the
evening, sleep in the “ultimate waterbed,” and have a gourmet breakfast on
the deck in the morning. As it turns out,
the owner was on the boat and she invited
us on board to take a look. This is where
the “great idea” took a sharp right turn
to “poor execution.” First, the table and
chairs on deck, where breakfast would be
served, were made of cheap plastic, with
weather-beaten and worn cushions. As we
went below to look at the sleeping quarters,
the first thing we noticed was the strong
scent of diesel fumes that permeated every
corner of the room. There were more examples, but you get the idea: our notion of
a romantic waterfront retreat was quickly
extinguished, and, after thanking the
woman and walking away out of earshot,
Lorie turned to me and said, simply, “Great
idea...poor execution.”
Make sure that when you have something
of real value to offer your customers,
members, or clients, you take the time
to market it properly and deliver on the
promise. That way, your great ideas won’t
go adrift! u

President’s Message

Continued from page 1

greater success. After this event, there is plenty to do at the MGM Grand including
more food options, gaming – even bowling!
Last year’s annual conference was a true success for the CTSSA and its members. This
year’s conference is poised to be even better. I hope to see you there this fall! u

Pricing, Principals & Posture

Continued from page 1

because the main factors that influence pricing, promotions, and the amounts of rate
increases are factors that are property specific such as occupancy, competitor rates and
promotions, unit attributes and their relative supply and demand, as well as the financial
needs of the property and owners. Without this outline it is very likely that your management of the rate structure will be sporadic, and produce inconsistent results that seem
unpredictable. From my informal survey of several dozen storage operators of all sizes
at a recent SSA conference I determined that nearly all operators are offering some type of
incentive or discount at move in, and also that almost all operators are increasing their
customers rates at least once every 12 months. Your process is not as important as having
a process. After you develop your revenue management plan you will benefit if you have the
following resources to help you manage your rates; A survey of rates, occupancies,
and promotions offered by all competitors in a 3 mile radius; A computerized software
system that manages your storage business; and a few hours every week or month to execute on your plan. Revenue management is a detailed and vital part of the business. u
Howard Pryor is a District Manager for US Storage Centers which owns, operates,
and provides 3rd party management in Connecticut, New Jersey, Maryland, Florida,
Tennessee, California, and Arizona. For information call 1-800-338-2087.

There is strength
in numbers.
If you know someone in the industry who
should be a member but isn’t, forward their
contact information to the office.
Call (860) 228-3624 or e-mail ctssa@ctssa.org
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CTSSA

Connecticut Self
Storage Association
17 Rivendell Road
Marlborough, CT
06447-1260
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GET YOUR STORAGE
BUSINESS ON YOUR
OWN U-HAUL TRUCK.
®

®

10',14',17'
Trucks Available
SM

CO-BRANDED STORAGE TRUCK AGENT RENTAL
PROGRAM

Whether in use or on display, your truck makes
you more money and billboards your business too!
Learn more at uhaul.com/dealer

Investment Cost .................................. $0
Insurance Liability .............................. $0
Licensing Fees .................................... $0
Repair/Maintenance Fees .................. $0

Profit ...................................... $2,500*
*Typical annual commission of a Co-STAR truck.

Enter Referral Code: CTSSA611
THE VALUE OF A

DEALERSHIP

CTSSA-06/11

©2011 U-Haul International
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