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W
hoa!  As I was getting ready 
to submit this article, the 
stock market tanked for 

the fourth straight day, making it a 
loser on seven of the last eight days. 
The Dow is down 6.2 percent since 
the “debt deal” and today was the 
tenth biggest single day loss ever. No 
doubt, there is a ton of anxiety out 
there regarding what is going on 
with our economy; what, if anything, 
the politicians are doing to help (or 
at least not further hurt) the situation; 
and what is happening  on the glob-
al front with major European econo-
mies mired in deeper swamps. 

Maybe the article should be about 
the state of the storage industry in 
these tough times, but in review-
ing the last several issues of industry 
related periodicals, there are mul-
tiple articles on this subject, some 
negative and some positive. What I 

do know is that there are still strong 
fundamentals out there in some 
business segments, and companies 
should be focusing on the long term 
and managing their operations ac-
cordingly—sticking to the basics, em-
phasizing the fundamentals and po-
sitioning their respective enterprises 
for long term growth. The economy 
is the slowest most of us have ever 
witnessed, and, recovery will take 
a long time, but, it is not dead, and 
businesses are not going to liquidate 
their assets. Rather, they are going 
to re-deploy and develop strategies 
that create more business and more 
customers, retaining those currently 
being served.

 


In economically slower times, this 
question gets even tougher to an-

swer. Current customers and future 
customers are both the subjects of 
this interrogatory. After analyses, in-
terviews, surveys and a visit to the 
fortune teller, the answer becomes 
clear and the next question pops up, 
“how do I provide this product (ser-
vice) in the competitive and eco-
nomically challenging environment 
existing today?”

 It could take additional capital ex-
pense, hiring of exceptional person-
nel, overhaul a marketing strategy, a 
strategic acquisition, all of the above 
or a combination thereof. Just like 
the stock market tells the investor 
what the value of an equity is and 
the investment communities to cur-
rent activities in the economy, the 
business market (consumers) tells the 
provider what is really wanted. 
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What the customer wants is value. 
Yes, it might start off as “perceived” 
value, but this only gets the customer 
in the door, and customers cannot 
be fooled—if so, only once and this 
ends up causing more harm than 
good. This is because of the power 
of word of mouth advertising, which 
can also be a plus. The point here is 
that customer satisfaction is one’s 
biggest marketing tool going for-
ward. More about this later, let’s dis-
cuss the value equation and what 
the customer is looking for. If I inter-
viewed the “supplier” list in the open-
ing sentence, I know that the first 
element mentioned would be price, 
which in a way is unfortunate, but 
partially truthful. Price can get atten-
tion especially if your product/ser-
vice falls into more of a commodity 
category, but price alone will not se-
cure long term and repeat business. 


Assuming the product meets the cus-
tomers’ demand and provides what 
he or she is looking for, then price is 
only one part of what converts the 
prospect to a customer. The other el-
ements which, in my opinion are of 
equal or greater importance, are:

   Trustworthiness of Provider

For the most part these are all self 
explanatory, but a concentrated ef-
fort to excel in all these categories 
will most likely create a healthier and 

to be a given; it is expected and if 
not achieved then business will be 
lost. The bad thing about lost busi-
ness is the difficulty in getting it back. 

-
titude than a management system. It 
is a philosophy that any product/ser-
vice offered to the industry is of the 
highest quality possible and nothing 
less will be acceptable. The custom-
er has to have the confidence that 

the enterprise providing the prod-
uct/service has maintained high 
standards of quality in developing or 
manufacturing or creating the prod-
uct/service being offered, and will 
pay the price for knowing that this 
level of quality is a part of the value 
equation.

Convenience is not just geographi-
cal location, but that the entire pro-
cess of the sales and purchase cycle 
is not cumbersome. It is an art some-
times to figure out exactly what the 
customers’  needs are and how they 
can best be satisfied, and more of-
ten than not this is handled by hon-
est communication back and forth 
and responding to any and all ques-
tions as quickly, and intelligently, as 
possible. In other words, you make it 
convenient and easy  to do business 
with each other.

 

Performance. The product or service 
must perform in the manner adver-
tised and discussed; it is not a matter 
of doing enough to get by, it is more 
a philosophy of surpassing customer 
expectations and being an industry 
leader in what you provide. No com-
pany is ever going to lose business 
by performing (product or service) 
beyond what is expected, but I can 
guarantee you that underperform-
ing will get a failing grade and no 
more business. In today’s social net-
work, word passes around quickly 
and sophisticated evaluations are 
commonplace. In other words, any 
malfunction or lack of service will be 

THE “X” FACTOR


JUST HAS TO
BE A GIVEN;


AND IF NOT

ACHIEVED THEN 
BUSINESS

WILL BE LOST.
Sealeze strip brush for 
weatherseal and pest 
management provides 
an e!ective means to 
protect stored items from 
dust, dirt and damage 
from weather and pests.

sustainable
solutions

reen

PROTECT 
THE STUFF!
Protect your customer’s stored 
items from pests and weather. 
Strip brush is a cost-e!ective 
alternative to other types of 
weather stripping.
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illuminated; but exceptional perfor-
mance and service will also be taken 
notice of and bring in more business.

It is obvious that products and ser-
vices can be differentiated in the 
marketplace with any combination 
of the above elements mentioned, 
but Value Added Services can put 
boosters on the differentiation formu-
la. In addition to what is offered, the 
customer getting additional benefits 
(whatever they are) always creates 
more value and efficiency in the pur-
chase. A good, working example of 
this in the storage Industry is contain-
erized moving. This brings in the Con-
venience element as well, but for a 
storage customer to be offered this 
service by his storage provider (tra-
ditional or portable) brings added 
value to the relationship. It also brings 
in more value because typically the 
containerized move is less expensive 
than the traditional full service move. 
Portable storage really takes this to 
another level just by being able to 

THE “X” FACTOR

load the container on a truck for a 
cross town or cross country move. 
Any time product features or addi-
tional services can be bundled into 
a customer offering, the greater the 
benefit to both parties.

Reliability and Trustworthiness of the 
Provider is what I refer to as the X Fac-
tor. It goes without saying that most 
of us who have been in business for a 
while know the value of relationships. 
These relationships are built on the 
foundation of trust and knowing that 
each is dedicated to provide the 

best they can for their prospective 
customers. This is the most important 
element of all discussed above be-
cause from this emanates everything 
essential in providing what the cus-
tomer wants. As a provider of services 
or products, a supplier must fulfill his 
part of the contract and provide his 
goods or services in a manner ex-
pected and when expected.

So in these tougher economic times 
will the above elements make a dif-
ference and create more business. 
Who knows?  But emphasizing them 
enough until they become common 
place and an innate part of your 
enterprise will certainly help more 
than it will hurt. The muscle produced 
when times are more challenging will 
provide even greater results when 
the negative cycle starts turning the 
other way. 
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E. George Johnson is a principal in 
New Canaan, Conn.-based Universal 
Storage Containers, LLC.

A GOOD,




OF THIS IN THE 
STORAGE INDUSTRY 
IS CONTAINERIZED 

MOVING.


