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Using the Internet to Capture Customers
Websites and Web content

W

ith Internet users reaching the billions, how you
market your business on the Web is more important
than ever. We consistently hear about how Internet
marketing is growing and how important it is to jump on the
bandwagon. You must have an online presence or you will miss
out on a large portion of people making buying decisions daily.
Website design has become very competitive. Businesses are
attempting to attract customers in as many creative ways as
possible. Some think it’s necessary to outshine the competition
with a flashier website, that this is what attracts customers.
Sometimes it’s just better to get back to the basics.

A simple-to-read layout that provides quick, informative
data is always safe. We live in an impatient society where
Web visitors expect to obtain clear, concise information.
Visitors should experience simple, clean navigation through
your website without complicated flash. They prefer quick
downloads with little waiting time. Fancy illustrations
and banners may make your website look attractive, but if
users are waiting for an extended period of time, you could
potentially lose their attention, causing them to leave your
site for another.
Make sure your logo, phone number and address are large,
noticeable and present on every page of your website. If users
experience a long wait time for the next page to load or a
technical issue with their system, they can then pick up the
phone and call or visit your physical location without having
to click around and waste more time. Visitors should not
have to click onto a separate page or “contact info” bar to
obtain important phone numbers or a physical address. Why
risk losing them?

Back to Basics

Going back to basics with your website may actually be
more beneficial to your business and its visitors. Knowing
your target audience is extremely important when creating an
effective site. While the younger generation may appreciate
loud musical content and flashy graphics, other age groups
may be turned away.
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no restrictions. Keeping your Web page fresh and updated
shows you care about your business and sharing necessary
information with others.

Simple Is Best

Web content should be written in a format that grabs
the viewer quickly. Text should be brief, highlighting your
business’ products and services. Share with the visitor what
makes your facility the best choice for storage. Make it
snappy; make it quick.
Text should be in an easy-to-read font and void of spelling
and grammar mistakes, which can turn a viewer away and
create a negative impression for your business. Harsh text
colors are hard on the eye and may also turn away users. If
you are using large text, use lighter colors, reserving darker
colors for smaller text formats.

Let the Web Work in Your Favor

Being on the Web and having a website can work for or
against you. If you have not taken a close look at what image
you are projecting or whether your website if user-friendly,
do so as soon as possible.
A good source of feedback is current customers. If they
say they found you on the Web, ask if they thought your site
was user-friendly. Was it easy to navigate or did they have

Being on the Web and having a website
can work for or against you. If you have
not taken a close look at what image
you are projecting or whether your
website if user-friendly, do so as soon
as possible.

Your color scheme should blend nicely with your logo,
creating a visually friendly balance between graphics and
content. This can boost the viewer impression of your website
if done correctly. Basic color is always best to use since
computer browsers view color differently.

trouble finding where to go? Do they have any suggestions
that might make it more appealing?
Ask if there was anything on the site in particular that
caused them to contact you and, if so, consider making that
item more predominate, because it is probably something
that would appeal to others. If you are going to spend the
time and money to invest in the future of the Internet, make

sure it pays off.

Welcome Change

Finally, invest in a good content-management software.
This will enable you to make ongoing changes to your
website whenever you wish. Most programs enable you
to update specials you are offering and alter them daily,
weekly or monthly. These programs also give you the ability
to change your content and add new features you offer or
recent testimonials.
A good program will also allow you to update photos of
your facility any time, placing you in control of updating
the information you are relating to potential customers with
Special Report: Self-Storage Marketing

Michelle Millis is a senior client service manager of Michaels
Wilder Inc., an advertising agency specializing in Yellow Pages,
Internet marketing and talent recruitment for the self-storage
industry since 1989. See a representative of Michaels Wilder speak
live at the Inside Self-Storage World Expo in Washington,
D.C., Oct. 5-8, 2009. Visit www.insideselfstorageworldexpo.com
for details.
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Tracking
and Conversion
Maximizing your marketing dollars
By Megan Eckert

In

today’s tough and uncertain economy, you must
do everything possible to maximize your budget
and ensure every dollar spent is contributing to
the bottom line. This is especially true with your marketing
dollars. Whether you are a small operator with a marketing
budget of just a few thousand dollars a year or a large one that
spends millions every year, the same principals apply. In order
to maximize your marketing dollars you must have effective
strategies to make use of every marketing dollar spent.
This is no small feat. So how do you go about marketing
on a tight budget and making sure every dollar counts?
Two strategies are your keys to success: accurate marketing
tracking and proven conversion techniques.
By using both you can maximize your budget, especially
if it’s limited, or tighten your budget even more without
sacrificing new tenants.

Another problem is managers do not always ask. While it’s
ideal to think every call that comes through your facility or
every person that walks through the front door is asked in
depth how he found your facility, most likely this is not the
case. This is to be expected because managers have a lot on
their plates, and asking for a marketing source is not always
at the top of their priority list.
Using Technology

So how do you go beyond just asking customer to really hone
in on where they hear about your self-storage facility? By using
a new technology called unique call-tracking phone numbers.
Call-tracking numbers allow you to:
•
•
•
•
•
•

Accurate Tracking

Tracking marketing is one of the biggest challenges.
Luckily, new technology makes it a lot easier. If you ask most
owners or managers how they track their marketing, most
will say they ask the customer how they found the facility.
While this may provide somewhat accurate tracking, it leaves
a lot of room for errors.
First, customers don’t always remember. When searching
for storage, their mind is on their own needs and, many
times, they are in a hurry. They don’t necessarily remember
every step they took to find your facility. So when asked
how they found you, they may simply say the first thing that
comes to mind or even make up something.
Also, in today’s Internet world, customers will often
default their answer to “Google,” when really they found
you somewhere else on the Web. They may initially say
they found your ad in the Yellow Pages, but when asked for
more specific information, they might remember they really
heard about the facility through a friend, then looked up the
number in the Yellow Pages.
Inside Self-Storage

Track the source of each and every call
Track the average length of your calls
See how many and at what time of the day calls are missed
Determine your cost per phone call and cost per rental
Determine call-conversion ratio
Capture and listen to recordings of calls for live mystery
shopping, training and quality improvement purposes (even
if you use a call center)

Best of all, the reporting is real time, error-free information
that you can rely on to make smart decisions. This technology
is inexpensive and enables you to put a unique tracking number
on every form of marketing you’re using. These numbers are
crucial for Yellow Pages ads, your website, fliers, direct mail
pieces or other types of marketing.
With technology like this you can begin to get a handle on
key success factors for all marketing campaigns: how many
calls they’re bringing you; what each one of those calls is
costing; how many callers are turning into rentals; and, most
important, how much each rental costs.
By evaluating your marketing this way you’ll find that some
are bringing you calls and rentals at a high cost, while others
are at a much lower cost. You can then begin to cut marketing
5
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avenues that are too costly and really trim, refine and maximize
your limited marketing budget.

e-mail inquiries. Make sure the template includes all the details
mentioned above in the phone script. With today’s customers,
an e-mail is often your first point of contact. Make sure it
is friendly, gives the customer key information about your
facility and a reason to rent with you.
Without training and tools, most managers will not
include all of these key aspects on every conversation with a
prospective customer.
Set follow-up expectations. Establish clear expectations
with your managers on how and when to follow up with
prospects who do not rent with you on the first call, e-mail
or walk-in. Many times a caller or walk-in will talk with
multiple facilities because either he is looking for something
specific or has never rented storage before and wants to make
sure he sees all his options.
In a competitive market, great customer service and prompt
follow-up can set your facility apart. In addition, customers
who contact you via e-mail will be impressed and will be more
likely to rent with you.
Monitor success and re-train when necessary. This is
an important part of improving your conversion rates. Make
sure you have processes in place to shop your managers for
the conversion techniques you expect. A great way to mystery
shop via the phone is using the call-tracking phone numbers
discussed earlier. By recording every call that comes into your
facility you can listen to live customer calls and evaluate them
for conversion effectiveness.
Because they are recorded in MP3-format, you can save
them to your computer and forward them to your managers
to let them evaluate their own calls. Many times a properly
trained manager will be able to spot problems right away and
be more motivated to correct them if he is able to hear the
conversation firsthand.
A great way to mystery shop via e-mail is to put yourself
in the customer’s shoes. Fill out an e-mail lead just like a
customer would. Monitor how quickly you get a response
and what the response says. It’s easy and free to set up an
anonymous e-mail account with Yahoo or Gmail for this type
of mystery shopping.
Take every opportunity you can to re-train your managers
when you spot a problem and reward them for success. Doing
so will guarantee an increase in your conversion rates, making
you happier, your managers more productive, and your

marketing budget more effective.

Conversion Techniques

The second key success factor in maximizing your
marketing dollars is using proven conversion techniques.
By conversion I mean turning prospective customer calls,
walk-ins and e-mails into tenants. The goal is to bring these
prospective customers to you; however, that’s only half of the
equation. You must be able to convert these prospects into
paying tenants.
By focusing on increasing your conversion rates for calls,
walk-ins and e-mails you will be able to get more tenants for
the marketing dollars you are already spending. Increasing
conversion rates is essentially the only way to get more
tenants without spending more money.
Think of it this way: If you are spending $3,000 per month
on marketing that generates 100 prospective customers, you
are essentially spending $30 for each prospect. Suppose you
are able to convert 50 percent into tenants. Then you are
essentially paying $3,000 to get 50 tenants, or $60 per tenant.
Make sense?
Now, if you are able to increase your conversion rate by just
10 percent to a 60 percent conversion rate, you would get 60
tenants for that same $3,000 and only pay $50 per tenant.
Higher conversion rates = more tenants at a lower cost per rental.
So how do you implement these conversion techniques?
Here are a few quick steps:
Know your current conversion rate. Use tracking
technologies such as the unique call-tracking numbers
mentioned above to determine your current conversion rate
on calls from all marketing sources. Train and re-train your
managers to accurately account for each person that walks into
your facility and keep track of those that convert into tenants.
Track these elements on a monthly basis.
Train and equip managers on key conversion elements.
Give managers tools to increase their conversion rates such as
phone scripts and e-mail templates. Phone scripts can be
as detailed or as general as you need them to be to fit your
business. They do not necessarily need to be used verbatim,
but if available can give managers a quick reference to the key
elements necessary for every call.
Consider adding a warm greeting, qualifying questions to
ask each prospect to take control of the call, key features of
your facility that set you apart from the competition, easyto-find directions to your property, and a strong close that
encourages the prospect to commit to your facility by reserving
the unit over the phone with a credit card or making an
appointment to visit.
The same principals apply with e-mails. Give your managers
a template they can use to quickly and properly respond to
Special Report: Self-Storage Marketing

Megan Eckert is the executive vice president of USStoragesearch.com,
which helps more than 12,000 self-storage facilities nationwide increase
occupancy through affordable Internet marketing. Come see Megan
present live at the Inside Self-Storage World Expo, Oct. 5-8, in
Washington, D.C.! See details at www.insideselfstorageworldexpo.com.
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Social Media
in Self-Storage
Can it work for your business?

T

hese days, there’s a mountain of hype surrounding
social media, services like Facebook, Twitter,
LinkedIn, YouTube, Digg and MySpace. Unless
you’ve been living under a rock for the past couple of
years, you’ve no doubt heard of them and probably even
used one or more. Do they live up to the buzz? How do
they affect self-storage operators, and can you use them
to benefit your business?
It all started with MySpace, a way for people to connect
and share thoughts on just about anything via blogs,
videos or text updates. MySpace has been particularly
popular with the younger generations who use it as an
outlet for emotional rants and to show who they like and
don’t like, adding or removing people as “friends.” From
a business-building perspective, MySpace gained huge
credibility when comedian Dane Cook created a cult-like

Inside Self-Storage
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following, selling out concerts and products almost
instantly through his network of online connections.
Then along came YouTube, a free online portal for users
to upload all sorts of video. In the beginning, users were
mostly young, artsy types that had creative energy and time
to spend. The self-proclaimed geeks who founded the site
had no idea what they started. The first video was uploaded
in April 2005, and by October 2006, they sold to Google
for an astonishing $1.65 billion. If it wasn’t already evident,
the transaction proved to the business world that this
social-media thing might have real power.
As of this writing, Facebook and Twitter are all the
rage. Facebook is like MySpace but with a cleaner, more
wholesome image. Twitter is a way for people to tell
their “followers” what they’re up to or where they’re at by
“tweeting” short text messages of less than 140 characters.
Special Report: Self-Storage Marketing

If you want my candid advice, don’t waste your time and
energy on social media at this point. I’m sure this statement will
be unpopular because the current enthusiasm over these tools is
almost out of logical control. But there are too many other
methods of acquiring tenants that are proven, easy and inexpensive
for you to dive into this game headfirst and full steam ahead.
The use of social media is valid for many businesses but still
questionable for the vast majority of self-storage. This could,
and probably will, change in the near future. But for now, I
recommend watching things unfold from the sidelines. I’m not
saying social media is empty hype, but the practical application
and return on investment for storage operators is uncertain.
That said, there are two things I recommend you do, based on
what I’ve seen work in this industry: put a facility commercial or
video on YouTube, and test the Facebook pay-per-click system.
Launching a video on YouTube will help you in a couple of
ways. First, you can add the video to your own website for
customers. Second, if you link the video properly, it will help
you from a search-engine-optimization standpoint.
When users create a profile on Facebook, they enter all sorts
of information about where they live, work, went to school,
etc. This allows you to target market based on demographics.
Users can also join local groups, which you can target with a
Google-like, pay-per-click campaign.

Making Money From the Madness

When Google purchased YouTube, what it was really buying
was access to prospective customers. Realizing that traffic
is king, the company followed the model that made it the
success it is today. Google knows that if you can find a captive
audience, such as person who sits in front of a computer all
day, you can sell him something (or try to anyway).
All these social sites have a captive audience for businesses
to target. They make their money by selling advertising to
business owners like you and me. But the real question is
can you, as a self-storage manager or owner, make money by
participating in this madness?
There are three basic opportunities for you to participate in
the social-media world:
• Buy advertising on one of the platforms.
• Create a following of “friends” and hope they buy from you
or refer their friends to you.
• Network with customers, prospects and other local businesses.
Whether a self-storage operation can make money by using
social media is yet to be seen. There are plenty of operators
jumping on the bandwagon, and the feedback is mixed. Time
will tell. But here’s a fundamental consideration: Nobody logs
on to any social-media website actively looking for self-storage.
Any business that does result from your participation will be
a side effect.
For example, John Smith might not log in to his Facebook
account looking for a place to store his belongings, but while
he’s checking on his friends, one of them might have left an
update on his profile saying, “Uggghh i’m moving stuff 2 storage
today…crappy day…but at least the storage company is cool.”
Or maybe, while John is viewing pictures of his friend’s
wedding on Facebook, he might see a targeted pay-per-click ad
for a storage company in his area and click on it.
In both instances, finding storage was not the intent of
the user, but it happened. This is neither good nor bad. It
is what it is. You just need to consider your cost-per-lead
and cost-per-tenant acquisition like you do with every other
marketing campaign.

The Public Relations Angle

One last thing to keep in mind: The same power that
creates instant positive buzz among social-media friends can
also create instant negative PR for your company. Nothing
separates an upset customer and his social network. There
have already been instances in which a self-storage operation
was caused a ton of heartache and an untold amount of
negativity in its market because of bad social-media exposure.
Social media makes it so much easier for people to tell the
world what they think about your business.
I, for one, will continue keeping my eyes firmly on
developments in social media. I have no doubt that opportunity
for self-storage operators will emerge from the chaos. In the
meantime, remember: Just because you can do something,

doesn’t mean you should. 
Derek M. Naylor is the president of Storage Marketing Solutions,
a full-service, results-oriented marketing and advertising agency
dedicated to the self-storage industry. See Derek speak at the
Inside Self-Storage World Expo in Washington, D.C.,
Oct. 5-8, 2009! Visit www.insideselfstorageworldexpo.com
for details.

Worth the Investment?

Caution: Pay close attention to the time it takes to manage
your social networking. It’s easy to let your employees
participate because it’s “free.” In reality, while building
networks and friends is free from a monetary standpoint, it can
be very costly from a time perspective.
Special Report: Self-Storage Marketing
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A careful approach yields rich results By Tron Jordheim

E-Mail Marketing
C a m p a ign s

W

hen the topic of budget comes up, many self-storage
owners lament the amount of money spent on
advertising and promotions. Inevitably, the
discussion turns to e-mail marketing,
because at first blush, it looks
inexpensive and attractive.
Almost everyone has an e-mail
address, and e-mail costs next
to nothing to send. You can add
links to podcasts, videos and websites.
You can track who opens your e-mails and
the links they click. You can get instant response
to promotions and surveys. It sounds too good to be true
… which means it is. There’s a dark side to e-mail marketing
that must be understood before you go any further.
E-mail marketing is no different than owning a fast car.
If you’re too easily impressed with its power and speed,
you’ll run off the road at the next curve and flip end over
end―not a pretty scene.

Warning Signs

The first thing to do before proceeding into the realm
of e-mail marketing is talk to professionals who help
people use it. I spoke with Kamyar Shahmohammadi,
the president of World Consulting Group, an
international firm that guides clients through the
use of marketing mediums. “Though there is no
doubt about the effectiveness and efficiency of
e-mail marketing, the legal ramifications of potential mistakes
may exceed its benefits,” he says.
Just because a car can run faster than the wind and handles
like a dream does not mean you have any business behind
the wheel. In the case of e-mail marketing, you need to find
a summary of the CAN-SPAM Act of 2003 (Controlling the
Assault of Non-Solicited Pornography and Marketing Act)
and read it carefully. If you use e-mail recklessly, you can be
liable for stiff fines and penalties.
Inside Self-Storage

Almost everyone has an e-mail address,
and e-mail costs next to nothing to send.
You can add links to podcasts, videos and
websites. You can track who opens your
e-mails and the links they click. You can get
instant response to promotions and surveys.
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And that’s the good news. Fines are easy: You cut a check
and apologize for not following guidelines (although your
operation may not weather a $10,000 fine very well).
The bad news is a poorly planned and executed e-mail
campaign could get your Web domain and servers blacklisted
as a spam source by all Internet and e-mail service providers.
This can cause all sorts of trouble.
If your e-mail domain is blacklisted as spam, any company
or organization attempting to be spam-free will block
anything you send. Any recipient of one of your e-mails
can place your message in his spam folder,
and associations of Internet providers will
be notified that you are a potential spam
source. This would mean that major
e-mail services like Google, Yahoo, MSN,
AOL, etc., will not allow anything you
send to get to their users. This isn’t the worst
news though.
The most regrettable consequence is your website will
also be identified as a source of spam, and you’ll be de-listed
by the search engines. This means all the money, time
and effort you spent to make your website “findable” for
customers and prospects is out the window. You’ll have to
fight to get re-listed, and you’ll have to start from step one
to regain your prominence in search-engine results. This
costs money, too.
Proceed With Caution

If e-mail marketing is so risky and has
the potential to interrupt your business,
why do so many companies use it, and how
do they manage the risk? As a storage operator,
you certainly know a thing or two about
managing risk. In the case of e-mail marketing,
the easiest solution is to use a third party e-mail
marketing provider.
Large companies like Marriott, American Airlines and Avis
manage much of their e-mail risk in-house. But since you
probably don’t have the resources manage the risk yourself,
consider using a service like Constant Contact, Swift Page or
any of the many providers you find by searching the Internet
for “e-mail marketing.” These companies have everything
in place to manage compliance issues and ensure your
campaigns are effective.
“CAN-SPAM Laws of 2003 have certainly created an
environment that, intentionally or unintentionally, guides e-mail
marketers to deploy third-party services,” Shahmohammadi
Special Report: Self-Storage Marketing

says. “The selection of a third-party e-mail service provider
should include factors such as track record, compliance factors
as outlined in CAN-SPAM laws, as well as cost and statistical
tracking functions offered by the service providers.”
Using a third-party provider not only takes care of
compliance issues such as opt-out capabilities, but brings
you optimal delivery. The icing on the cake is the reporting
functions that allow you to see how people use your e-mails.
These can be very helpful in designing campaigns, testing
offers and following up with prospects.
This is not to say using a service provider guarantees
you won’t run into compliance problems or a de-listing
nightmare. But your risk will be substantially reduced.
Designing Your Campaign

A third-party e-mail marketing service is not very expensive,
so there’s little to stop you from executing your e-mail
campaign correctly. The trick is to design one that brings
results and does not annoy recipients. Between junk e-mail
and the abundance of offers people receive from companies
they actually don’t mind hearing from, it can be hard to get
your message read.
Pay particular attention to your subject line. Will it cause
someone to open the e-mail or delete it? Keep your message
short and sweet. Make your offer obvious and compelling.
If you use visuals, don’t overdo it. The eyes love some
stimulation, but too much will put your message in the
recycle bin. Make it easy for people to receive your message,
and they will accept it.
Take a closer look at the e-mails you receive and think
about what appeals to you and turns you off. You could
study advertising design for years and never know exactly
how to get it right. My best advice is to try something you
feel comfortable with and examine the results. There’s an
old German saying that translates to something like, “Trying
something beats studying it.”
Let me know how e-mail marketing works out for you and
what you learn along the way. You can reach me at tron@
phone-smart.net. Include my address in your next campaign
and, you never know … I might open your message and click

through to your offering! 
Tron Jordheim is the director of PhoneSmart, an offsite sales
force that helps storage owners rent to more people through its
call center, secret-shopping service, sales-training and Internet
lead-generation services.
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Yellow Pages Advertising in Troubled Times
Making the most of your print and online investment

H

By Sue Weinman

ow many times have you heard the Yellow Pages aren’t
used anymore … that it will be an extinct medium in
five years? And how many times have you heard those
who track Yellow Pages advertising on a regular basis say, “If
you cut your Yellow Pages budget without measuring the
response and return on investment (ROI), you’ll be throwing
out the baby with the bath water”?
Let me begin by acknowledging the relationship of selfstorage and advertising in the Yellow Pages has shifted. Yes,
things are different. In a nutshell, the days of “if you build it,
and advertise it in the Yellow Pages, they will come” are gone.
Usage of Yellow Pages directories by consumers seeking
storage may have dropped, but not nearly as dramatically as
Web-bloggers and Internet-dependent techies will have you
believe. Let me clarify this in numbers: 20 years ago you may
have gotten 85 percent of new customers from Yellow Pages.
Now the average is closer to 60 percent. More important,
the average ROI is still about 3 to 1. As an average, that
means some directories and/or markets may not even deliver a
break-even; others may bring in a 6-to-1 return. The only way
to know conclusively is to measure the performance of an ad
with call tracking.

Ask for a larger ad at the same rate as the current one; ask
for free ads in the same heading if there are a lot of ads in
that book. Statistics show that a second ad farther back in the
heading delivers excellent returns.
Another suggestion: Ask for free color and/or a white knockout
to make the ad “pop.” You will likely be much more successful
today than you would have been 10 years ago negotiating for
free color for your ad. Statistics show that color ads do get more
phone calls than those in black and yellow. On the other hand,
the price of color is so high that you could end up with more
calls yet a lower return due to the highly increased cost.
During this strapped economic dip, you would be surprised
at how much more quickly publishers will offer free color
enhancements if you maintain current advertising. Here
is something else that can boost call volume: Ask for a
“print-Internet” bundle. Some publishers will give you a free
dollar-for-dollar print match when you buy their Internet
Yellow Pages program. A number of your customers are using
the Internet to search for storage. All of the Internet Yellow
Page (IYP) sites partner with major search engines, so you
may get double exposure–whether your customer is searching
through an IYP site or a search engine.

Then and Now

Don’t Come to a Halt

In the old days of Yellow Pages advertising, the publishers
would charge full rate, rarely offer discounts, and those rates
would go up at least 5 percent every year. Advertisers might
not have liked it, but they grudgingly paid whatever was
necessary because the medium delivered.
Now publishers are offering discounted rates and many are
investing in phone numbers that track the ad performance
in order to prove value to the advertiser. They are providing
these phone numbers free of charge, along with a monthly
(or even online real-time) tracking report. As a storage owner
or manager given the responsibility to protect a very large
investment, it is incumbent upon you to know what marketing
and advertising programs work.

Studies conducted by the American Association of
Advertising Agencies have tracked advertising spending during
every recession and tallied the results. “Those who reduce
spending usually lose market share and sales. Furthermore,
they then take longer to recuperate than those who maintained
their level of spending,” studies conclude. “The bottom line?
The advertiser who does not cut back can move ahead during
the recession and afterward, capturing share from those who,
hesitant and unsure, do cut back.”
Needless to say, you don’t want to bring your advertising
to a complete halt. Moreover, rather than sitting back and
complaining about the economy, the savvy storage owner will
look for opportunities to outdo the competition. It may mean
working a little harder to find those opportunities, but working
smarter is really the key to thriving during downtimes.   

Enter Into Negotiations

You can take advantage of this climate of economic alarm
and misinformation by negotiating with your Yellow Pages
rep. Don’t count on getting the same size ad at a renewal
rate lower than you are currently paying because that rarely
happens. However, you should ask YP reps to put their money
where their mouth is by providing a free tracking number to
prove the value (or lack thereof ) of an ad.
Inside Self-Storage

Sue Weinman is vice president of Yellow Page Service for Michaels
Wilder Inc., an advertising agency specializing in Yellow Pages,
Internet marketing and talent recruitment for the self-storage industry
since 1989. See a representative of Michaels Wilder speak live at
the Inside Self-Storage World Expo in Washington, D.C., Oct.
5-8, 2009. Visit www.insideselfstorageworldexpo.com for details.
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Marketing With a Personal Touch
Attract new tenants by connecting with community

B

eing part of your local community isn’t just a nice
thing to do, but in these times it is a necessity if you
want your facility to stand out from your competition.
Communities are starting to understand self-storage as it
continues to evolve as an industry and becomes ever more
visible on Main Street U.S.A.
As an industry, we are more Internet savvy and our ability to
go “global” has, in some cases, left the prospects in the five-mile
range to their own choices. They, too, may be relying on your
Internet image because that is all they know about you.
As paid advertising becomes more costly and less effective
it might be time to step back and refocus on really
connecting with your market. Instead of thinking “driving
traffic,” a common industry marketing technique, let’s try
“BIP” or “bringing in people.” For starters, even the words
have a more customer-friendly sound.
Special Report: Self-Storage Marketing

By Linnea Appleby

Everybody is trying to BIP. We need to work on BIP at all
levels. Yellow Pages and drive-bys still reign as the king and
queen of BIP, but their son, the Internet, is growing quickly.
The one that we should be nursing now is our connection
with the community.
Bringing in People

Good property managers know the value of a close
relationship with their communities and are active in their
local chamber of commerce, and post flyers and business
cards around town. Then there are the great managers, those
who leverage their marketing skills into community events
that bring people to them.
Edie Nesbitt, property manager for Shepherd Self-Storage
in Boardman, Ohio, understands this well. Nesbitt uses her
contacts and background as an event planner to plan a health
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fair every spring. The facility, a converted Sam’s Club, had
some unused retail space that owner Joe Sylvester was able to
turn into a nice room for the health fair. Nesbitt arranged to
have about 30 vendors from the medical field display their
wares. Some were in a retail space and some were set up in
storage units. There were light refreshments, and the day
brought new people that ordinarily wouldn’t think to visit a
storage facility. Many toured the facility, heard about its many
features and even got to know the staff.
Shepherd Self-Storage is also known for its expansive parking
lot. During the summer, 300 to 400 hot rods of all ages and
styles are on display for the Valley Cruzers weekly car cruise.
This year, Nesbitt plans to host a home and garden show and a
“RibFest,” complete with bands, games and concessions.
Joyce Stiles, property manager for Southside Storage in
Leesburg, Fla., is planning to host a chamber of commerce
business-to-business event that will introduce the community
to the storage facility. Stiles is also partnering with a nearby
high school to host a carwash fundraiser this spring. The facility
also participated in the Florida Self Storage Association’s Toys
for Tots promotion during the holidays.
Another facility took advantage of the holidays to BIP.
Doug Williams, an employee at Grand Slam Storage Center
in St. Louis, Mo., donned a Santa suit, while co-worker
Kimberly Martinez snapped photos of him posing with kids
in the neighborhood. Another employee, Glynes Jordan, gave
parents a facility tour, handed out coupons and registered
people to win prizes in a drawing.
Something to Talk About

Using your space and facility to host special events in your
community is a great way to BIP. These events allow folks
to visit you for a reason that is, in some cases, completely
unrelated to renting a self-storage unit. This is the ultimate
in word-of-mouth advertising. First, a self-storage facility
may be viewed as an unusual place to hold community
events so people will surely talk about it to their friends,
family and co-workers.
Also, many of your visitors likely have never even visited a
self-storage facility before. If your facility is top-notch, you will
fair favorably to what they imagined a storage facility would
look like. This will also have them talking. Lastly, for those
who have rented a storage unit before, you will likely compare
favorably as well, and they will talk about it.
The point is to get the community talking about your
event and, therefore, talking about you. If you do not have a
large parking lot for a hot rod show, what then? Events don’t
need to be grandiose, but they do need to attract people.
Develop community events based on the size, location and
attributes of your facility.
Inside Self-Storage

For example, a facility with a fortress-style design sectioned
off a wall and invited art students from a nearby high school to
submit mural art. The students got a canvas, the wall became
community art and people slowed down to look. BIP!
Get to Know Your Customers

To turn visitors into tenants, you need to collect data.
Ask event attendees to sign in, register or provide contact
information. This will help you develop a database for a
mailing list, auction bidders, etc. Having a drawing for door
prizes is a fun way to collect that information. Be prepared
with brochures, coupons or other materials about the facility.
You don’t need to host a community event at your facility
to get involved, either. If your facility doesn’t have room
for a large number of guests at one time, consider other
opportunities, such as sponsoring a local sports league. Often
the team will add your facility’s logo to team shirts or banners.
Or offer to buy the team pizzas and sodas after a game.
Gene Wise, manager at Shepherd Self Storage, recently
manned a table at an Air Force base open house, which had
more than 36,000 attendees. Wise had plenty of coupons and
facility brochures on hand.
How about sponsoring breakfast or refreshments for a
networking club, a realtor meeting, rotary club or other
community organization? Few will refuse your coupons
and brochures when a box of Krispy Kreme donuts is in
the balance.
Where can you participate in community events set up
by someone else? Do you have a truck with your logo and
website that can be used to deliver or pick up items for an
event, or deliver food to the homeless during the holidays?
These types of special events are still “BIP,” you just won’t be
able to quantify it as well.
Becoming an integral and evident part of your local
community is a great way to enhance business and BIP within
your local target market area. When putting your marketing
plan together this year, look for opportunities to get involved
in your community.
Making quality relationships with your business neighbors,
family neighbors and other community members goes a long
way toward establishing your self-storage business as a key
player in the community. And those relationships will last as

long as your facility does. 
Linnea Appleby is president of PDQ Management Solutions Inc.,
which provides full-service self-storage management, consulting,
new-facility startup, auditing, management training and more.
Come see Linnea speak live at the Inside Self-Storage World
Expo in Washington, D.C., Oct. 5-8, 2009. See details at
www.insideselfstorageworldexpo.com.
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Today’s Challenges
Are Tomorrow’s

Profit

Get the tools and resources you need
to succeed in a challenging market.

27 Seminars + 4 Intensive Workshops
+ 5 Networking Events =
4 Days on How to Market, Manage, Develop & Grow
Your Self-Storage Business
www.insideselfstorageworldexpo.com

