
Self-Storage
Marketing Guide
As a self-storage business owner, you likely experience occupancy 
rates that fluctuate seasonally and see competitors engaging in price 
wars. In a saturated market, these challenges can make it difficult 
to keep your facility full of happy customers year-round – but that 
doesn’t mean it’s impossible.

Regardless of how many competing businesses are in your area, you 
can position yourself as the first and best choice for people needing 
self-storage solutions. All you need is some great marketing.

The truth is, in a saturated market, a well-executed marketing plan 
is a necessity. Without it, even the best-run facilities can struggle to 
maintain high occupancy rates.

This guide will teach you practical, proven strategies to market your 
self-storage business effectively. By the end, you’ll be well-equipped 
to attract new customers, convert interest into signed leases, and 
keep customers coming back.



Understanding Your Business

Before diving into the meat and potatoes of marketing, you must deeply 
understand your business’s strengths and weaknesses and – most 
importantly – your target audience. When you take time to analyze these 
factors, you can weave them into your marketing efforts. Everything 
you do will resonate with the right customers and emphasize what 
differentiates you from competitors.

In this section, you’ll learn how to identify industry-specific challenges, 
conduct a market analysis, and define your ideal customer. This will serve 
as the foundation of your digital marketing strategy.



Storage Commander Page 3

Self-Storage Industry 
Challenges
The first step in planning a marketing strategy is 
knowing what you’re up against. Identifying the 
challenges in your industry will help you develop a 
plan for navigating and ultimately overcoming them. 

Many self-storage professionals face the following 
roadblocks in business: 

•	 Market Saturation: There are over 50,000 self-
storage facilities across the United States.

•	 Seasonal Demand Fluctuations: Spring and early 
summer are peak moving seasons, which means 
people often need some extra storage to support 
their transition. Wintertime tends to be less busy 
because people aren’t as inclined to transport 
their items in cold, snowy weather.

•	 Price Sensitivity: It can be hard to compete against 
low-cost options when price is the main deciding 
factor for customers. Some people may not see 
the value in amenities that come with higher 
prices because they aren’t actively or frequently 
engaging with the storage facility.

•	 Customer Awareness: People looking for self-
storage solutions may automatically choose the 
closest facility or one with the largest reputation 
(U-Haul, for example).

•	 Customer Retention: Self-storage is a temporary 
solution for many customers, which leads to high 
turnover rates in the industry.

These are some common challenges in the self-
storage industry in general. Your specific business 
may face its own unique struggles. Take some time 
to consider and discuss with other stakeholders any 
obstacles you need to overcome so you can craft a 
suitable marketing strategy. 

Market Analysis
Market analysis is where you’ll gain an understanding 
of your local market’s size, trends, customer 
needs, and competitive landscape. You will use 
this information to build a marketing strategy that 
capitalizes on business opportunities and overcomes 
threats from the competition.

COMPETITIVE ANALYSIS
•	 Identify and list all self-storage facilities in a 5-10 

mile radius. Note their pricing, unit sizes, security 
features, and additional services/amenities.

•	 Review competitor marketing tactics on their 
websites and social media accounts. Look for ads, 
special offers, the type of content they publish, 
and how they engage with their audiences.

•	 Analyze online reviews to understand what your 
competition does well and where they fall short. 
However they don’t meet customer expectations 
is an opportunity for your business.

•	 Use Google Trends to see which time of year 
people search for self-storage solutions the most 
often. By knowing when demand is highest, you 
can double down on marketing efforts and direct 
interested customers to your facility.

MARKET DEMAND
•	 Use Google Trends to find  how often people in 

your area search for terms like “self-storage near 
me” or “climate-controlled storage.”

•	 Evaluate local population growth trends, new 
construction, and real estate development to 
forecast demand.

•	 Attend local community events or town meetings 
to gain insights into upcoming community 
expansions that may drive storage needs – a new 
apartment complex, student housing building, or 
neighborhood development.

https://www.storagecommander.com/feature/online-rentals
https://www.storagecommander.com/feature/online-rentals
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Your Ideal Customer
In order for your marketing to resonate with your 
customers, you must know who they are and what 
motivates them. Build an ideal customer avatar to 
get super-specific about who you want to attract. 
Then, you can create messaging that acknowledges 
their pain points and offers the exact solution they’re 
looking for.

Demographic Profiling
Segment your audience based on demographics:
•	 Age
•	 Income level
•	 Life stage
•	 Occupation
•	 Residential status

Psychographic Profiling
Within each demographic, consider the emotional 
motivations behind seeking extra storage space. 
Below are some generalizations about each 
demographic. You can use surveys or analyze 
customer feedback to gain a more concrete 
understanding of their decision-making process. 

DEMOGRAPHIC: AGE
•	 College students (18-24 years)
•	 Young professionals (25-34 years)
•	 Families (35-50 years)
•	 Seniors (60+ years)

DEMOGRAPHIC: INCOME LEVEL
•	 Low-income individuals seek budget-friendly 

options.
•	 Middle-income people want convenience and 

moderate pricing. 

•	 High-income renters look for premium services 
and amenities.

DEMOGRAPHIC: LIFE STAGE
•	 College students may want short-term storage 

between semesters and discounts.
•	 Soon-to-be parents might need to clear out a 

room to make space for a nursery.
•	 Homeowners could want somewhere to store 

things while they renovate or declutter.
•	 Empty nesters who are downsizing may look to 

store things that belong to their children or items 
they don’t use frequently enough to transport to a 
new, smaller home.

•	 Retirees who relocate to a different state during 
the winter might store items they don’t want to 
travel with.

DEMOGRAPHIC: OCCUPATION
•	 Small business owners often need storage for 

inventory or equipment.
•	 Professionals (lawyers, real estate agents) may 

require secure document storage.
•	 Tradespeople (contractors, landscapers) often 

store tools and materials.
•	 Corporate businesses could be looking for high-

security, long-term storage for documents, 
electronics, and extra furniture.

DEMOGRAPHIC: RESIDENTIAL STATUS
•	 Renters may need temporary storage during 

a move or extra space for unused furniture or 
seasonal items.

•	 Homeowners might want to store a set of 
furniture that they recently replaced, things 
their children left behind after they moved out, 
seasonal items, or extra household decor.

https://www.storagecommander.com/feature/online-rentals
https://www.storagecommander.com/feature/online-rentals
https://www.storagecommander.com/feature/online-rentals
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Customer Personas
Create specific personas for the demographic and 
psychographic profiles you want to target with 
marketing messages. Be sure to address specific 
needs and pain points.

Here is a simple formula you can use:

[Name] is a [age] [marital status] [gender] who works 
in [occupation]. [Reason for storage], which leads 
them to feel [pain point]. They [motivator] and needs 
[deciding factor].

When you insert demographic and psychographic 
information, your customer persona might look like 
this:

Julie is a 30-year-old single woman who works in 
marketing. She is moving from a spacious house in the 
suburbs to a small apartment in the city, which leads 
her to need more room for some extra furniture items 
and seasonal decor. She doesn’t want to get rid of 
things she will eventually use when she buys a home 
and needs a nearby storage facility with reasonable 
rates and excellent security.

What Sets Your Business Apart
The strongest marketing messages will clearly explain 
why your business is better than the local competition. 
Survey your current customers to understand what 
they value most about your facility. In addition to an 
internal audit, evaluate your competition. If they offer 
any services or amenities that you don’t, you can use 
those gaps as opportunities.

EMPHASIZE YOUR FACILITY-SPECIFIC ADVANTAGES:
•	 Are you conveniently located near universities, up-

and-coming neighborhoods, or office parks?
•	 Do you have excellent amenities such as high-tech 

security features, a wide range of unit sizes, gated 
entry, or a strong staff presence?

•	 Can your customers easily reserve a unit, sign a 
lease, and pay bills online?

•	 Do you have any exceptional customer 
testimonials you can use to highlight how your 
facility and staff go above and beyond?

https://www.storagecommander.com/feature/online-rentals


Developing Your Online Presence

A great online presence includes more than just a website – it 
encompasses everything from SEO rankings to content marketing and 
integrated features that allow customers to easily find, book, and pay for 
storage units. 

This section will guide you through developing and elevating your digital 
presence for maximum conversion opportunities.
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Elevate Your Website
Your website is the digital storefront of your business. It’s also typically the first point of contact customers have 
with your facility. A comprehensive, user-friendly booking system can dramatically improve your conversion rate. 

A COMPREHENSIVE UNIT AVAILABILITY AND BOOKING 
SYSTEM
•	 Real-Time Unit Availability – Display all available 

unit sizes and have filters for unit size, features, 
pricing, and lease duration.

•	 Online Reservations and Payments – Allow 
customers to reserve units and pay deposits or 
the first month of rent using credit cards, bank 
transfers, or digital banking (PayPal, Apple Pay, 
etc.).

•	 Dynamic Pricing Display – Show promotional 
offers and discounts for specific units or locations 
based on demand, seasonality, or occupancy 
rates.

•	 Interactive Features – Integrate live chat or 
chatbots for real-time customer inquiries.

A CUSTOMER ACCOUNT MANAGEMENT PORTAL
•	 Online Portal for Existing Customers – Give 

your customers an intuitive platform where they 
can make payments, update billing preferences, 
view payment history, and manage their rental 
agreements.

•	 Unit Upgrade/Downgrade Options – Allow 
tenants to request a change in unit size or 
location directly through the portal.

•	 Lease Renewal Management – Enable customers 
to renew their leases or switch from month-to-
month to long-term.

ADVANCED SECURITY AND DATA PROTECTION
•	 Secure Customer Login and Data Encryption – 

Have SSL certificates, two-factor authentication, 
and other encryption methods to protect 

sensitive customer data, especially for financial 
transactions.

•	 Security Features – Showcase details about 
facility-wide and unit-specific security features, 
such as gate access codes, on-site personnel, 24/7 
video surveillance, or digital locks.

•	 Location-Specific Pages – If you have multiple 
facilities, create separate landing pages for 
each and include location-specific details such 
as pricing, availability, security features, and 
promotions. Integrate Google Maps and driving 
directions to help customers identify proximity.

•	 Enhanced User Experience and Personalization 
– Implement a 24/7 chatbot that can answer 
common customer questions instantly and offer 
live chat support for customers who need more 
personalized assistance.

•	 Customization Based on Customer Type – Create 
specific landing pages for different customer 
types (homeowners, businesses, college students) 
that address their specific pain points.

•	 Virtual Tours and Visual Content – Pose 
3D virtual tours of your facility so potential 
customers can see the layout, unit sizes, and 
security features before booking.

•	 High-Quality Images and Videos – Include 
professional photos of the units, security systems, 
and on-site amenities.

•	 Online Store for Supplies – Integrate an 
e-commerce store where customers can purchase 
moving and storage supplies.

•	 Service Add-Ons – Allow customers to purchase 
additional services, such as moving equipment or 
truck rentals, at the time of booking.

https://www.storagecommander.com/feature/online-rentals
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Leverage Search Engine 
Optimization
SEO drives organic traffic to your website and 
converts online visitors into customers. By 
strategically focusing on local search terms, on-page 
optimization, and content marketing, you can boost 
your ranking search engine results and so potential 
clients can find easily find your business.

LOCAL KEYWORDS
When potential customers are looking for storage 
solutions, they typically head to Google in search of 
businesses in their immediate vicinity. By anticipating 
which keywords they’ll type into the search engine 
and placing that language on your website, Google 
Business Profile, and published content, your business 
will be more likely to appear on the first page of 
search results.

Start by using tools like Google Keyword Planner, 
Ahrefs, or SEMrush to identify high-traffic keywords 
that align with local search intent. Some examples 
include:

•	 “Self-storage near me”
•	 “Climate-controlled storage in [City]”
•	 “Large storage units [City]”

Implement a strategy that uses both short-tail 
keywords (“storage units”) and long-tail keywords ( 
“affordable climate-controlled storage units in [City]”). 
Long-tail keywords tend to have less competition and 
often yield higher conversion rates. This way, you can 
capture broad searches as well as specific queries.

ON-PAGE SEO
On-page SEO involves adjusting the content and 
structure of your website to make it search engine-
friendly. 

•	 Place your primary keywords in H1 headings and 
subheadings to help search engines understand 
the page’s relevance.

•	 Include action-oriented prompts, like “Reserve 
a Unit Now,” to encourage immediate customer 
engagement.

•	 Use internal links to connect related service pages. 
For example, link to service or unit availability 
pages within blog posts.

GOOGLE BUSINESS PROFILE OPTIMIZATION
Your Google Business Profile (GBP) – formerly known 
as Google My Business – is essential for local SEO 
success.

•	 Keep your GBP profile updated with accurate 
business information, including hours, photos, and 
descriptions.

•	 Encourage reviews by offering incentives and 
responding to all reviews to build trust and 
increase rankings.

https://www.storagecommander.com/feature/online-rentals
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Content Marketing
Content marketing is an important aspect of SEO. It’s a great way to boost your search rankings, develop 
connections with your audience, and position your business as an industry expert. 
•	 Answer common industry questions in blog posts and “how to” guides. Include keywords in the H1 title, page 

title, meta description, headings and subheadings, and throughout the body content. 
•	 For videos and images, place keywords in the alt text, title, and description.

BLOG POSTS
•	 Answer common industry questions, such as “How 

to Choose the Right Storage Unit Size” or “Top 
Tips for Packing a Storage Unit Efficiently.”

•	 Incorporate long-tail keywords to capture niche 
searches and improve SEO without directly 
competing with large storage companies for the 
most competitive terms.

GUIDES AND HOW-TO ARTICLES
•	 Establish your business as a valuable resource and 

improve your SEO rankings with comprehensive 
guides full of expert advice.

•	 Include internal links in these posts to direct 
visitors to your service pages.

•	 Encourage conversions by incorporating calls-to-
action (CTAs) like “Reserve Your Unit Today.”

MULTIMEDIA CONTENT
•	 Use engaging images, infographics, and videos on 

your blog posts and pages. 
•	 Include keywords in the alt text to help search 

engines understand the image or video is relevant 
to your business and industry.

•	 Publish video tours of your facility to improve 
engagement and the amount of time users spend 
on a page.

https://www.storagecommander.com/feature/online-rentals
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Social Media
SEO isn’t exclusively for websites – you can also use it on social media platforms. Younger generations are 
inclined to use social media as a search engine and give their business to companies that post informative, 
honest, and engaging content. You can use this to your advantage.

CHOOSE THE RIGHT PLATFORMS
Facebook, Instagram, and LinkedIn can be powerful 
tools for reaching different demographics.

•	 Facebook: Ideal for local community engagement 
and sharing facility updates or storage tips.

•	 Instagram: A visual platform that can be used to 
showcase your facility, behind-the-scenes content, 
or customer testimonials.

•	 LinkedIn: Best for engaging with businesses in 
need of long-term storage solutions.

•	 TikTok: Good for targeting a younger audience, 
including college students and the next 
generation of home buyers.

CREATE VALUABLE AND ENGAGING CONTENT
Consistently share content that resonates with your 
target audience – storage tips, behind-the-scenes 
videos, posts addressing pain points and offering 
solutions, etc. Educational content, such as how to 
organize a storage unit, can add value and build trust 
with your audience.

POST AND ENGAGE CONSISTENTLY
It’s important to post consistently on social media 
so your audience knows that your business is active 
and that you’re providing them with the most current 
information. If it’s currently October and your last 
post is about 4th of July deals, your audience might 
wonder why you haven’t posted any updates – it could 
be construed as untrustworthy.

In addition to posting consistently, you should 
engage with your online community daily. Respond 
to comments and direct messages to deepen 
connections with potential customers. Comment on 
industry-adjacent pages to get your business in front 
of a wider audience (local moving companies, for 
example). And collaborate with local influencers to 
establish trust in your community.

https://www.storagecommander.com/feature/online-rentals


Business-Driving
Marketing Tactics
A well-rounded marketing approach will help you consistently bring in 
leads, engage your existing customer base, and drive business to your 
door. In this section, we’ll cover digital advertising, promotional strategies, 
email marketing, and data-driven tactics that will keep your self-storage 
facility at the top of customers’ minds.
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Digital Advertising
Potential customers spend most of their time online. 
You can meet them where they are by using pay-
per-click (PPC) ads, social media advertising, and 
remarketing campaigns. 

•	 Pay-Per-Click (PPC) Advertising: Run paid, 
targeted ad campaigns that include local 
keywords to capture customers actively searching 
for storage solutions.

•	 Social Media Advertising: Place ads on Facebook 
and Instagram that mention what your tenants 
can achieve by renting your storage units and 
how you will solve their problems better than the 
competition.

•	 Remarketing Campaigns: Run ads that target 
users who visited your site but didn’t complete a 
booking.

Promotional Strategies
Promotions can be a powerful tool for boosting 
occupancy rates, especially during off-peak times. 

•	 Seasonal Promotions: Tailor promotions to align 
with customer needs throughout the yearm like 
special rates for people who move during off-peak 
times or student discounts during back-to-school 
season.

•	 Referral Programs: Rewards current customers 
with discounts or gift cards for bringing in new 
tenants.

•	 First-Time Customer Discounts: Offer first-time 
customers special rates. You can also create 
urgency with time-sensitive promotions – “Sign a 
lease before [date] to receive 20% off your first 
three months.”

Email Marketing and 
Automation
Email marketing remains one of the most effective 
ways to nurture leads and engage current customers. 
By building a strong email list and automating 
campaigns, you can maintain regular communication, 
share valuable content, and promote special offers. 

•	 Build an email list: Collect email addresses 
through your website and social media campaigns 
to grow your list for future promotions.

•	 Automate email campaigns: Nurture leads with 
automated campaigns that include welcome 
emails, promotions, special events, and coupons.

•	 Distribute regular newsletters: Send engaging 
newsletters highlighting promotions, facility 
updates, and valuable tips for customers.

https://www.storagecommander.com/feature/online-rentals
https://www.storagecommander.com/feature/online-rentals
https://www.storagecommander.com/feature/online-rentals
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Data-Driven Marketing
Data is the key to refining your marketing efforts. 
Use proven, measurable results to identify which 
tactics resonate with your audience and where you 
need to improve.

Start with a customer relationship management 
(CRM) system that tracks potential tenants – you can 
see where leads are coming from and how they’re 
interacting with your various marketing efforts. 
Then, you can capitalize on the marketing efforts 
that work well and trim the ones that don’t. 

TRACK KEY METRICS
​​Use tools like Google Analytics and Google Search 
Console to gain insight into the performance of your 
website and marketing campaigns. 

Here are a few things you can track with Google 
Analytics and Google Search Console:

•	 Organic traffic, conversion rates, and bounce rates 
on websites

•	 Open rates, click-through rates, and conversion 
rates for emails

•	 Retention, turnover rates, and lifetime customer 
value.

•	 How well referral programs convert leads into 
paying customers

ANALYZE CUSTOMER DATA
Segment your customers based on behaviors, like 
unit size preferences or number of visits. With this 
information, you can send personalized offers and 
promotions that increase engagement and conversion 
rates.

A/B TESTING
A/B testing is a method of comparing two versions 
of a marketing element to see which performs better. 
Experiment with different versions of landing pages, 
ads, or calls-to-action to see what your audience 
likes best. Use the resulting data to fine-tune your 
campaigns and maximize conversions.

This guide offers the tools you need to build a 
strong foundation, but the key to success lies in 
continuously tracking, adjusting, and refining your 
approach to stay ahead of market shifts. Remember, 
effective marketing isn’t a one-time effort – it 
requires ongoing attention to ensure your business 
stays competitive.

Take your time going through each of these 
sections and implement each strategy one at a time, 
so you don’t get overwhelmed. 

When you’re ready to take your marketing to the 
next level, contact Storage Commander for expert 
guidance. Our marketing services are designed to 
help self-storage businesses like yours thrive in a 
dynamic marketplace. Let’s work together to boost 
your occupancy rates and grow your business. 
Get your free online brand audit.

https://www.storagecommander.com/feature/online-rentals
https://www.storagecommander.com/demo

