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“PRICING” MAKES THE DIFFERENCE

by Alyssa D. Quill

Once upon a time, an entrepreneur bought a piece of land, erected a few buildings with roll
up doors, opened for business, and expected the customers to roll in. He hired a seasoned
manager who kept the facility clean and the customers happy, landscaped the front yard,
installed a gate, several cameras and monitors, and placed ads in the local yellow pages.
He was ready to go...he was operating under the “build it and they will come” philosophy.

That philosophy worked well years ago, but today it takes more effort to drive the return on
your investment. That entrepreneur had some of the key variables in place, starting with the
most important piece of your operations - a good manager. A clean, professional image
and a secure facility are also incredibly important in the perception of potential customers. However, tcr really
maximize revenue, we need to focus on pricing.

For our purposes, “pricing” can be separated into three different categories: street rate pricing, discounting,
and existing tenant rates.

Street rates are the prices we quote to potential customers calling or stopping by. They should be based on
what the market will bear. To set your street rates, you should be paying attention to the demand in your area for
the different products you offer — small units, large units, drive up access units, climate controlled units. If half of
your calls are asking for climate controlled space, but only a quarter of your facility is heated and you are the
only store in town with any climate control, you can probably get a pretty healthy premium on those climate
controlled units. This demand can change within a couple weeks and especially over the period of a season.
Your prices should change as well. If you wait a year to push your street rates, you likely missed out on some
opportunity. Knowing your competition is key. How much nicer than the local competitors is your facility in the
eyes of a normal customer? How much more are they willing to pay for your great manager’s service and the
extra security you can provide? Also, price proactively — if you are near a college and know that your small units
fill up in the spring every year, make sure you have them priced right by mid-April, when the students start calling.

Discounting is a tough one. How much of an incentive should you give someone to rent a unit at your facility,
which is clearly the best in town? When the shopper is in your office and sees all of your amenities, it's very
likely that you will not have to offer any specials. The time to offer the special in that case is when you see their
back, walking out the door. On the phone, however, is another story. Again, it's critical to know your competition.
A shopper calling the four stores nearest to their home may not know the differences in amenities and is likely
to make a reservation at the store offering them the best deal. One thing to keep in mind is that tenants rent
for an average of about 10 months. If you can get them in by giving them a $50 off special in their first month, but
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