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Listening to is what separates good from great.
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What to Do Bigger Return

We track demand,
Let’s talk. competition, and missed Al-powered Acton the right moves | Engagement drives more
opportunities across recommendations at the right time with move-ins, lower CPA,
every facility. tailored to your exact confidence. and higher lifetime value.
market.
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WHAT ABOUT
THE OUTLIERS?

The brands at the top tend to keep customers longer and
command higher rents, so every acquisition compounds
into far more lifetime value. The brands at the bottom aren't

The portfolio average is 14.7x, but individual brands
range from under 2x to over 70x. These outliers are
the extremes to give you some context of what can

make or break your ROAS.

LISTEN TO EDWARD!
IT SEPARATES GOOD FROM GREAT

Better Results, Bigger Return
Engagement drives more move-ins, lower CPA, and higher lifetime value.

Data That Sees More

‘We track demand, competition, and
missed opportunities across every facility.

necessarily running worse ads - they're often newer
facilities still leasing up, or markets with shorter average
stays or lower rents. Same spend, different retention, very
different return.

You Take Action

Act on the right moves at the
right time with confidence.

Edward Knows

Al-powerred recommendations tailored to
your exact market.
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LIFETIME VALUE

Here's what makes self-storage
different from most Google Ads math.

When people hear “14.7x return,’
they picture $14.70 of revenue
landing in the same month they
spent the dollar. That's not what this
is. This is lifetime customer value -
what a renter is worth over the entire
time they stay with you. And that
changes everything about how you
should think about ad spend.
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How the ROAS is actually calculated

We credit a customer’s lifetime value and compare
that to the ad spend that brought them in — for this
we set a deliberately conservative attribution.

r.

AVERAGE X AVERAGE = LTV
LENGTH OF STAY MONTHLY RENT
(MONTHS) (USD) LIFETIME CUSTOMER VALUE

* The longer customers stay and the higher your rent,
the greater their lifetime value.

K] 6 9 12 15 18
Months of Average Stay

Notice the lever: cvery extra month of average stay pushes your ROAS up in a
straight line. Retention isn't a "nice to have” - it's the single biggest multiplier in
the equation.

EXPENSIVE CLICK?
NOT THE FULL PICTURE.

RETURN ON AD SPEND
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1 $150 14

One new move-in @ They pay $150 @ They stay for
generated from on average each 14 months on
your ads. month. average.

That’s why a click that looks “expensive”

AD(EEDE)ND usually isn’t. If a new move-in costs $280
7 5x to acquire but stays 14 months at $150,

- you’ve turned $280 into $2,100 of value.

@ You spent $280 @ That's a 7.5x return
to acquire them. on your ad spend.

The expensive part of storage
* / marketing isn’t buying the customer —
it’s losing them early.
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