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Pricing, Principals & Posture

FROM THE PRESIDENT

Using Revenue Management to Drive Growth
A Never-Static MASSA
Part 1 of 2
by Howard Pryor, US Storage Centers

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.

Well it is nice to finally feel the warmth of
summer after such a brutal winter. I always
enjoy this time of year when the spring and
summer usher in the rush of new customers.
It was good to see so many of you at our Annual Tradeshow this past May 18. I would
like to express my and the Board’s gratitude
to all of the vendors who participated.
Without the support of our vendors, MASSA would not be able to host such an event.
Thank you very much.
Our tradeshow also serves as an education
event. I thought Scott Zucker and Chris
Baird did a great job providing very informative presentations. My note pad was full
of ideas to reduce legal liability and increase
my Internet presence.

OK, I Hear You!
I did get an awful lot of feedback about the
tradeshow venue. I agree, the Sturbridge location’s physical plant is tired. A great many
of you do not like the place. So, OK, the
tradeshow committee has already begun
the search for a better venue.
We have also received some very good suggestions for new content and formats at the
tradeshow. These suggestions are excellent
feedback. Please, if you have some ideas as
to how we can provide you with a more
valuable event, do not hesitate to contact me
or Lorna.

Legislative Update

By developing this type of philosophy and
framework you will develop your process of

By now, you have heard a great deal about
our legislative effort to modernize the Lien

Continued on page 4
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MEMBER NEWS
Welcome Our Newest Members
Ashmont Self-Storage, Bernardston Self Storage, Cape Ann Storage,
Cold Spring Self Storage, Self Storage Center, Snow’s Self Storage,
Stadium Storage, Storage Space Rental, and The Storage Bunker
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 lbolduc@maselfstorage.org
with “MASSA News Item” in the subject line and
your story or item either attached
as a Word doc or as the email message.
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GOVERNMENT RELATIONS

Meet Senate Chairman Michael Moore,
Joint Committee on Higher Education Sponsor
of MASSA’s Legislative Filing 
Lynch Associates

S

enator Mike Moore (D-Millbury)
was elected to the Massachusetts
Senate
in
November
2008,
representing the Towns of Auburn,
Grafton, Leicester, Millbury, Shrewsbury,
and Upton. After graduating from the
Waltham Police Academy, Senator Moore
began his 18-year law enforcement career
as an Environmental Police Officer which
eventually led him to become an investigator
in the Massachusetts Attorney General’s
Office. In 2005, he was appointed Assistant
Deputy Superintendent at the Worcester
County Sheriff’s office, where he oversaw
the Community Service Program, inmate
reintegration program, and Senior Citizen
community outreach safety programs.
Senator Moore’s dedication to small
business development and determination
to see legislation through the process
made him the perfect candidate to sponsor
MASSA’s legislation. As the previous Chair
of the Joint Committee on Community
Development and Small Businesses,
Senator Moore championed legislation to
protect and increase the number of small
and family-owned businesses within the
Commonwealth. In 2004, Senator Moore
was one of the leaders of The Shoppes
at Blackstone Valley which, expanded
the town’s commercial tax base by
approximately $1 million annually.
MASSA looks forward to working with
Senator Moore and the Joint Committee
on Economic Development and Emerging
Technologies to pass SB 161.

Massachusetts Senate Passes
$30.5 Billion Budget
The Massachusetts Senate recently
passed a $30.5 billion budget setting up
a negotiation with the House over the
annual spending document, which is due
to take effect on July 1.
Senators finished the budget process
in two days of debate, poring through
hundreds of amendments. Of the 599
amendments filed at the start of the

process, members withdrew more than
120. Senators also “bundled” some 60
amendments by grouping them together
into “yes” and “no” piles and dispatched
the amendments with a single motion.
The Senate budget, includes no tax
increases or reductions, and works to
drastically reduce the heavy use of nonrecurring revenues, a practice that has left
budget writers to solve large gaps in the
past years. The current plan relies on $440
million in onetime revenue, down from
$1.75 billion in the current fiscal year.
The budget features a $61 million
increase in special education funds and
$500,000 in funds for communities that
host Department of Correction facilities.
Similar to the House and Governor’s
proposed budgets, the Senate reduced local
aid to cities and towns by $65 million. The
plan also relies on dollars saved by avoiding
Medicaid cost increases.
Further, the proposal depends on $30
million saved through reform of homeless
shelter programs and tens of millions of
dollars in savings through hiring more
state attorneys to act as defense counsel for
the indigent. This proposal would shift the
caseload away from private attorneys and
cap their annual workload at 1,400 billable
hours per attorney.
Other budget highlights include:
>> Senators rejected a proposal that would
have forced stores to stay closed on
Memorial Day until noon.
>> Senators voted down a proposal by
Senator Montigny to require nursing
homes to hold beds for residents
who are transferred to a hospital for
emergency care.
>> A technical amendment passed a plan
to curtail collective bargaining rights for
municipal employees. The Senate plan
provides a 30-day bargaining period
between cities and towns and local unions
on health care benefits. In the Senate, if
no agreement is reached, the decision is
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left to a three-member panel with one
member appointed by each party and a
third appointed by the state secretary of
administration and finance, who must
pick from a list of “neutral” officials with
expertise in dispute resolution.

Massachusetts Jobless Rate Falls
Below 8% for First Time in Two Years
Massachusetts employers added 19,500
jobs in April, which dipped the state’s
jobless rate below 8 percent for the first
time in two years. The accommodations
and food services sector led the way,
adding 6,400 jobs, helping drop the state
unemployment rate to 7.8 percent.
The Massachusetts unemployment rate
recently peaked at 8.8 percent in October
2009. It last stood below 8 percent in April
2009, when it was 7.9 percent. The job
gains dropped the number of unemployed
people in Massachusetts to 272,300,
compared to 3,233,100 employed residents.
According to the Executive Office of
Labor and Workforce Development, jobs
over-the-year in Massachusetts are up by
1.3 percent with the addition of 40,800
jobs over that period.
State officials reported over-the-year jobs
gains in:
>> leisure and hospitality (12,200)
>> trade, transportation and utilities (6,900)
>> education and health services (15,900)
>> manufacturing (1,800)
>> information (2,700)
>> professional, scientific and business
services (6,500)
>> financial activities (1,500)
Despite claims of deep cuts in state
government spending, the state agency
reported job levels in state government
are unchanged over the past year, with the
federal government shedding 5,200 jobs
in Massachusetts during that period and
local government reporting 1,200 fewer
jobs over-the-year. u

Pricing, Principals & Posture
managing your rates and discounting. This
process is best done one property at time
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

Continued from page 1

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
U.S. Storage Centers which owns, operates,
and provides 3rd party management.
For information call 1-800-338-2087.

May 18-19, 2011, Sturbridge, MA

NORTHEAST 2011 TRADESHOW
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CUSTOMER SERVICE

Punishing Your Customers
What are your “Prohibitive” Policies?

H

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!”
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.
So I called my cable company. 12 times!
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

within 24 hours. He did!

In the Penalty Box
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.
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.
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by Jim Mathis, CSP

Again, it makes you ask, “How are you
punishing your valuable customers for
doing business with you?” What do they
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 dis-satisfaction
is on the rise. By the time you get to a live
Continued on page 6

Punishing Your Customers

Continued from page 5

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.”

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.

Hey! If my call is so important to you, why
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.

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.

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.

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.

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.

Not one said, “Our customers.” When I
asked the CEO the same question, he knew
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?

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”?
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.

2011 EVENTS
MASSA Un-Meeting
Thursday, August 11, 4:30 – 6:30 p.m.
Marathon Restaurant at North Pond
25 Hayward Street, Hopkinton, MA
1-508-589-6400

CTSSA Annual Conference
September 22-23, 2011
MGM Grand at Foxwoods
Mashantucket, CT
www.ctssa.org

SSA Fall Conference & Tradeshow
September 7-9, 2011
Caesars Palace, Las Vegas, NV
www.selfstorage.org

CTSSA Social Media Workshop
October 20, 2011
Holiday Inn, North Haven, CT
www.ctssa.org
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Pres. Letter

Continued from page 1

Law, both at the tradeshow and in a recent
mailing. This is an important initiative.
Most recently, Arkansas, Colorado and
Tennessee have had success modernizing
their lien law. So, there is good positive momentum. To those that have already contributed to the cause, our community
thanks you. To the rest, please make a contribution. This effort will enhance the value
of your property. This is a good investment.

Upcoming Events
Don’t forget to mark your calendars for the
upcoming CTSSA Annual Conference. The
event takes place September 22-23 at Foxwoods. So, you are sure to have a good time.
Jeff Greenberger will be presenting. So, you
know you will take away some great lessons.
Keep your eye out for the next MASSA Unmeeting a relaxing chance to mingle with
your industry colleagues. Details to be provided shortly.

The MASSA Mission
and Purpose
At the May 2011 MASSA Board meeting, Board members reviewed the current
mission and purpose of the association. Following are the revised mission and
purpose as approved by the Board.
The mission of the Massachusetts Self Storage Association (MASSA) is
to strengthen the self storage industry in Massachusetts by promoting
professional standards and quality, and by presenting a unified voice on issues
affecting the industry in the commonwealth and in its communities.
The Massachusetts Self Storage Association is a group of self storage owners
and operators that was formed in 1998. The purpose of the Association shall be:
1. To provide leadership and open lines of communication on issues that
affect the self storage industry;
2. To define and assert standards of excellence in the self storage industry
within the Commonwealth of Massachusetts;
3. To provide opportunities for members to increase their knowledge of the
industry through research, discussion and the exchange of information;
4. To support, communicate and cooperate with the National Self Storage
Association (SSA) as a chapter affiliate; and
5. To protect our members from adverse legislative actions and monitor
all legal cases involving self storage in the state.

My Goals for the Year: Update
I mentioned in my previous President’s
Message that I wanted to explore opportunities for MASSA to establish a vehicle that
will enable MASSA members to provide affordable health insurance to their employees. I have disappointing news on this initiative. After countless inquiries to
insurance providers, agents, and association management organizations, I have
come to conclude that we will not be able to
find a carrier that will be able to provide
MASSA coverage as a group. Very frustrating. If any of you have suggestions or other
ideas, please let me know.

Volunteer

Call for 2012 Board Nominations
And Volunteer for Committee Positions
If you or some one you know is interested in serving
as a MASSA volunteer, please fill out this form and fax to
860-228-1337 by August 31, 2011.

Select One of the Following
I Nominate:
[first and last name]

The MASSA board has a lot on its plate.
Have you ever thought you might be interested in joining the board and interacting
more with local industry participants? We
would love to talk with you. Please give us a
call. We could use your expertise.

I Volunteer:

Should any of you have any questions or
should you have any comments, questions
or feedback, please do not hesitate to call me
directly at (646) 649-2586 or email me at
morgan@stileslakeinvestors.com.

City/State/Zip:

Thank you,
Morgan Hanlon

[your first and last name]

Company:
Address:

Phone:
E-Mail:

M A S S A
MASSACHUSETTS SELF
STORAGE ASSOCIATION

17 Rivendell Road
Marlborough, CT 06447-1260
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MASSA Un-Meeting
Thursday, August 11, 4:30 – 6:30 p.m.
Marathon Restaurant at North Pond
25 Hayward Street, Hopkinton, MA
508-589-6400

We’re meeting at the Marathon Restaurant in Hopkinton which is less
that 45 minutes from both Boston and Providence. This unique location
provides a great opportunity to socialize and network in a relaxed
“Un-Meeting” atmosphere with facility owners and operators from MA,
RI and CT. We’re meeting in the bar where MASSA will provide the
appetizers and soft drinks. For those who would like to stay for dinner,
the dining room will be open until 9:00 p.m. This event is free. Appetizers
and one drink included. Cash bar for all additional beverages.
Register online at www.maselfstorage.org.
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