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Rate Increases 

§ Two types of companies 
² Those that do rate increases 
² Those that are ___________ 



Why or Why Not 

§  What are the reasons to NOT do Rate 
Increases? 

§  Why should we do rate increases? 
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The Economics 
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Rate Increase Plan 

§  How Often 
² Rolling or Annual 

§  Contract Terms and Conditions 
§  Percentage vs. Fixed Amount 
§  Increase by Recurring Service 
§  Notifications to Customers 
§  Rolling it Back 
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What is RMR Management 

§  Everything you need to do to Achieve your 
RMR Goals 
² Growth, Profitability, Valuation, Creation Costs 

§  RMR Business Practices 
² Cycle/Recurring Invoices 
²  Invoice Delivery – Mail, Email, Web 
² EFT Processes – CC’s and ACH 
² Payments 
² Collections 
² Attrition Management 



Let’s	
  discuss	
  data…	
  



1	
  –	
  Quan(ta(ve	
  	
  
Numerical	
  Data	
  

2	
  –	
  Qualita(ve	
  	
  
Non-­‐Numerical	
  Data	
  

Two Types of Data… 



Quantitative Data 

RMR	
  Repor(ng…	
  

1. 	
  RMR	
  in	
  Force	
  
2. 	
  RMR	
  Changes	
  
3. 	
  Crea(on	
  Mul(ples	
  



RMR in Force 



RMR	
  Changes	
  



Creation Multiple 



Qualitative Data 

“Non	
  Measurable	
  Data”	
  

ü Reputa'on	
  
ü Brand	
  Image	
  
ü Customers	
  Feelings	
  



Attributes 

A	
  quality	
  of	
  characteris@c	
  inherent	
  in	
  or	
  
ascribed	
  to	
  someone	
  or	
  something	
  



•  Profitability	
  
•  S(ckiness	
  
•  Valuable	
  
•  Sellable	
  
•  Age	
  
•  Customer	
  Segmenta(on	
  
•  Enforceable	
  
•  Liability	
  Managed	
  
•  Appreciated	
  (by	
  the	
  customer)	
  
•  Appreciated	
  (by	
  the	
  company)	
  

•  Scalable	
  
•  Compliant	
  
•  Upgradable	
  
•  Usable	
  
•  Current	
  
•  Maintainable	
  
•  Value	
  Crea(on	
  
•  Value	
  Realiza(on	
  
•  Compe((ve	
  Advantage	
  
•  Market	
  Dominance	
  



How	
  do	
  your	
  aUributes	
  
impact	
  your	
  Quan(ta(ve	
  
Analysis?	
  



What	
  are	
  you	
  not	
  seeing	
  
because	
  you	
  are	
  seeing	
  
what	
  you	
  are	
  seeing?	
  


