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Introduction

Why Parking Is Almost Always Mismanaged

Most parking lots are sitting on easy money, but that money is trapped behind small mistakes that

happen every day.

Parking is not like an apartment building where you sign a lease and collect rent. Parking is a moment-by-
moment business. The value of a space changes all the time, and it changes faster than most owners

realize.

Parking lots are usually mismanaged for three simple reasons.

1.Parking has historically used broken ways to collect money. Old-school systems like gates,
attendants, and kiosks all have weak spots. Gates break, and when a gate breaks, revenue can stop
completely. Attendants cost money, and cash creates problems like mistakes, missing money, and
slow lines that frustrate customers. Kiosks can go offline, and many of them keep pricing the same

even when the world outside is changing.

2.Parking decisions are emotional. Owners and operators worry about upsetting customers. They fear
price changes and assume people will get angry. That fear creates a habit of leaving prices alone

even when demand is screaming that prices should move.

3.Parking is often managed with static thinking in a dynamic environment. The value of a parking spot

at 8:00 PM on a Saturday is not the same as the value of that same spot at 10.00 AM on a Monday. Yet

many lots charge the same price all week long.

If you have the last open parking spot in town when someone pulls in, that spot is extremely

valuable at that exact moment. Charging the same price you charge when the lot is empty is like

selling the last bottle of water at a football game for the same price as water at a grocery store.

That brings us to the core idea in this book.

The Transaction Paradox

Parking revenue is controlled by two forces that pull against each other, and if you ignore

either one, you lose. If you raise prices too much, fewer people park because they feel like the price is not
worth it. If you lower prices too much, the lot fills up too early, and now the people who would pay more
cannot park at all. That is why the goal is not to maximize price and it is not to maximize volume. The

goal is to find the sweet spot where you make the most revenue while keeping parking available.

We call this balance the Transaction Paradox because it feels backwards at first. You want more revenue,

but a completely full lot is not a win. A full lot is often a sign that you are underpriced and leaving money

on the table.
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The Two Levers of Parking Optimization

There are only two things you can change to increase parking revenue, and once you

understand these two levers, everything else becomes simple.
e The first lever is the number of transactions, which is how many people pay you.
e The second lever is revenue per transaction, which is how much each person pays.

Every improvement you make will fit under one of these levers, and the best operators improve both at

the same time.

Let’s break them down.
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Number of Transactions
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O1 Awareness ,

To increase transactions, you usually do not need to “create demand.” Drivers already want

parking, and they are already searching for it. Your job is to get in their path and make it easy for

them to say yes.

There are three pillars that control transaction volume.

O'l Awareness 02 Compliance 03 Curb Appeal

PILLAR ONE: AWARENESS

Awareness means two things: people can find your lot before they arrive, and people can

understand your lot the second they see it.

When awareness is done well, transactions go up because fewer drivers get confused, fewer drivers

hesitate, and fewer drivers drive past your lot and park somewhere else.

SEARCH-BASED AWARENESS

Drivers are already looking for parking. They open their map before they arrive downtown. They search

“parking near me" or they tap the destination and follow directions.
Your goal is to intercept that intent.

When your lot shows up with a parking “P" on maps and navigation apps, you are tapping into demand
that is already there. This is not like advertising where you try to convince someone to want something.

These drivers already need parking, and they are choosing a lot in real time.

At HAH Parking, our operations teams work with every client to make sure they are on the map. We do

this because map visibility is one of the fastest ways to increase transactions without spending money

on marketing.

Here is why it works. When a driver sees your lot on the map, your lot becomes a real option in their
head. They can plan the decision before they arrive, which removes stress. It also builds trust. People

trust listings that feel official because they assume someone is managing the location.

When map visibility is missing, you lose transactions even if your lot is in the perfect location.

Drivers cannot choose what they cannot see.

ON-SITE AWARENESS
Most owners underestimate signage because they think of signs as a legal requirement, not a sales tool.

In reality, signage is one of the strongest drivers of transactions because signage controls speed,

confidence, and clarity.
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Drivers decide in seconds, hot minutes, and that matters because parking is a high-pressure decision. A
driver is usually dealing with traffic, pedestrians, one-way streets, and other cars looking for the same
space. They are not calmly reading a small sign and thinking through options. They are scanning,

making a quick decision, and moving.

Good signage reduces decision time. It answers the driver’s three questions immediately. Can |

park here? How do | pay? What happens if | do it wrong?

Bad signage increases decision time. When a driver has to slow down, squint, guess, or stop to read, that

driver often chooses the easier option, which means they keep driving and park somewhere else.

MAKING IT REAL

There was a lot on our platform that was basically invisible. It started as a vacant lot, and even the locals
did not think parking was allowed there. A new client took over the property and wanted to turn it into a

real parking asset.

Our team helped them do the basics first. We striped it so spaces were obvious. We cleaned it up so it
felt safe. We put lighting in so people would actually use it at night. Then we installed clear signage that

drivers could read in one quick glance, and we made sure the lot was on the map with the parking “P.”

The first weekend it went live, something interesting happened. Drivers started showing up already
expecting to park there. They had seen it on the map, and they were looking for the signs that matched

what they saw online.

During peak season, that same lot went from “nobody knows it exists” to producing over $100,000

per month.

That is not magic. That is what happens when you stop being invisible and start being obvious.
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Pillar Two: Compliance

Compliance means people do the right thing when they park. They pay, they follow the rules, and they

do not treat your lot like a free resource.
Most owners think enforcement is about punishment, but enforcement is really about behavior.
Enforcement works because people respond to what they believe will happen next.

If a lot feels like it is not monitored, people will take chances. They will skip payment. They will park “just
for a minute.” They will assume no one will notice. If a lot feels predictable, people behave. They pay

because it is the easiest and safest choice.

That is why enforcement drives revenue. It pushes drivers toward buying passes instead of gambling on

getting away with it. It also fixes the biggest hidden problem in parking: revenue leakage.

When one car parks without paying, you lose the payment from that car. But you also lose the space. If
the lot is full, that unpaid car blocks a paying customer. That means you can lose revenue twice from a

single non-paying vehicle.

Now here is the part most people miss. Across lots on our platform, enforcement revenue usually
represents only 2 to 5 percent of total revenue. That means the real value of enforcement is not the

tickets. The real value is that people pay before enforcement even happens.

The goal of enforcement is not citations after the fact. The goal is payment before enforcement

happens.

MAKING IT REAL

We worked with a high-demand lot in a prime part of town. The lot was always busy, and the owner felt
like they were doing “fine.” But when we looked closer, we saw a problem. People were taking chances
because the lot did not feel predictable. Some people paid. Some people did not. The lot filled up either

way, and the owner assumed that meant they had maxed out.

We helped the operator tighten compliance. We made the rules clear, we improved signage so payment
felt simple, and we made enforcement consistent so drivers understood the lot was not a guessing

game.

Then the behavior changed. Drivers started paying more often because the easiest path became

the correct path.

That lot went from about $700,000 a year to $1.2 million after one year. It grew to $1.7 million after two

years, $2.2 million after three years, and $2.6 million most recently.

The lot did not grow because they wrote a mountain of tickets. The lot grew because people stopped

gambling and started paying.
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Pillar Three: Curb Appeal

Curb appeal is the part of parking that feels “obvious,” but it is also the part that quietly controls

everything else.
People do not just park with their wallets. They park with their feelings.

If a lot feels dark, messy, confusing, or unsafe, people avoid it. If a lot feels clean, bright, and
organized, people trust it. That trust increases transactions, and it also sets you up to raise prices

later.

MAKING IT REAL

Lighting is the most important factor because it changes how safe the lot feels, and safety changes
behavior. A driver might park in a dark lot one time, but they usually will not come back. They also tell

friends, and word spreads faster than owners realize.

Lighting also expands your usable hours. If your lot is dark, you lose night transactions, and night

transactions are often the most profitable.

Here is what we recommend.

« First, we like solar lights over signs because they make the rules and payment instructions

visible at the exact point of decision. The driver can see what to do without guessing.

 Second, we like large flood lighting for the lot itself because it makes the entire area feel safe
and professional. Flood lights reduce shadows, increase visibility, and make it easier for people

to walk back to their car at night.

« When you combine sign lighting with lot lighting, you remove fear, and when you remove fear,

transactions go up.

STRIPING AND CURB STOPS

Striping and curb stops sound boring, but they have a direct impact on revenue.

Striping does three jobs.

o First, It tells drivers exactly where to park, which prevents chaos. Without clear lines, drivers

park diagonally, park too close, and waste space. That reduces capacity.

« Second, it increases speed. When spaces are clearly marked, drivers pull in quickly. When

spaces are unclear, drivers slow down, hesitate, and sometimes leave.

e Third, it reduces damage and conflict. Clear spaces reduce door dings, reduce bumping, and

reduce the small accidents that create customer complaints.
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Curb stops support striping by giving each space a physical boundary. They help drivers stop in the

right spot, and they prevent cars from creeping too far forward into sidewalks, landscaping, or signage.

When striping and curb stops work together, your lot feels organized. Organized lots feel safe.

Safe lots get more transactions.

POTHOLES

Potholes are not just a maintenance problem. They are a trust problem. A pothole tells a customer that

the owner does not care. Even if that is not true, that is what the customer feels.

Potholes also create fear. Drivers worry about damaging tires, rims, suspension, and alignment. If

someone hits a pothole once, they may never park there again.

Potholes also slow down parking. Drivers creep through the lot, they avoid certain rows, and they

cluster into the “good” areas. That wastes spaces and reduces capacity.

If you want a simple rule, it is this. If a pothole is big enough to notice, it is big enough to fix.

TRASH AND LANDSCAPING

Trash and overgrown landscaping make a lot feel unmanaged.

When trash builds up, people assume the lot is not monitored. That assumption can lead to more rule

breaking, more unpaid parking, and more complaints.

Landscaping matters for a practical reason too. Overgrown bushes block spaces. Drivers avoid scraping
their cars. Passengers avoid opening doors into plants. Those spaces become dead zones that do not

Mmake money.

The best solution is not “clean it when you remember.” The best solution is scheduled services. You
should have a trash cleanup service that clears the lot on a routine schedule. You should have

landscaping services that keep bushes trimmed, edges clean, and spaces usable.

MAKING IT REAL

We had a client with a lot that was in rough shape. The location was great, but the lot looked tired.
There were potholes. The striping was faded. The signs were old. At night, the lot felt dark. The owner

believed the main answer was pricing, but we told them to fix the basics first.

They used our program called the HAH Advantage, which is designed to handle the full curb appeal
upgrade.
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& We filled all the potholes.

& We restriped the lot so spaces were clean and obvious.

& We installed new signs with solar lighting over them so drivers could
read the instructions instantly.

& We put in flood lights so the lot felt bright and safe at night.

& We added curb stops to tighten up parking and protect the layout.

The lot went from generating about $60,000 a year to over $90,000, and that happened with no pricing
changes at all.

The demand was already there. The lot just needed to feel trustworthy.

PRICE TOLERANCE

When a lot looks clean, bright, and well run, customers are more willing to accept higher prices. That is

price tolerance. It is the simple idea that people pay more when they feel like they are getting more.

If a lot looks like a mess, even a small price increase feels insulting. If a lot looks professional, the same
price increase feels normal.

Curb appeal supports pricing power.

Once transactions are flowing, the second lever is price.

Pricing is not about guessing and it is nhot about being greedy. Pricing is about matching price to value
and matching price to demand.

The best operators treat pricing like a test that the market answers.
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Pillar One: Base Price Increases

Most owners underprice because they look at parking as a commodity instead of a service. They think,

“It is just a spot,” so they price it like it is not valuable.
But the customer is not paying for painted asphalt. The customer is paying for time, convenience, and
safety.

e They are paying to be close to where they want to go.
e They are paying to avoid stress.

e They are paying to know their car will be there when they come back.

When owners forget this, they set prices based on fear. They assume people will leave, so they keep

prices flat for years.
A better approach is to test.

If you charge $2 per hour, you can increase to $2.20 or $2.25 and watch what happens. That 10 percent

increase is often small enough that customers barely notice, but it is large enough to move revenue.
The key idea is that you are not committing forever. You are running a test. If transactions stay the
same, you just found free revenue. If transactions drop sharply, you can back off. This is how you let the

market dictate pricing instead of your fear.

Presuming the market is how owners stay underpriced.
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Pillar Two: Static Price Surging

Flat pricing subsidizes peak users, and here is what that means in plain language.

When your lot is slow, you are basically giving away empty spaces because no one wants them right

now. When your lot is busy, your spaces are scarce and valuable.

If you charge the same price during both times, the people who park during the busiest times are

getting a deal they did not earn.
They are being subsidized by the rest of your pricing decisions.

Most lots have predictable volume spikes. Nights and weekends. Weekday lunches. Holidays. The data
reveals these spikes quickly once you are tracking transactions. Patterns show up fast because parking

behavior repeats. Static price surging means you raise prices during the times when demand is high.

That aligns price with scarcity, which simply means this. When spaces are harder to get, the price

should be higher. When spaces are easy to get, the price can be lower.

At HAH Parking, we offer a static price surge template to all of our clients. This template does two
Important things. First, it tells you when to surge, like nights, weekends, and peak periods. Second, it

tells you exactly what to set the surges at, and it applies those surges to holidays as well.
This removes guessing, and it turns pricing into a repeatable system.

When you take this data-driven approach, we often see a solid 20 percent revenue increase, and that

happens because a large portion of transactions occur during peak periods.

MAKING IT REAL

One operator told us, “My lot is packed on weekends, but | do not want to mess with pricing.” They had

flat pricing all week long, and they were leaving money on the table every Friday and Saturday.

We pulled up their data and showed them something they could not ignore. Most of their

transactions were happening during the spikes, not during the slow times.

We applied our static surge template. We increased prices during nights and weekends, and we

added holiday surges for the days when the city was busiest.

In the first month, revenue jumped, and the operator was shocked because transactions did not

collapse. The lot still filled, but now they were capturing the value of those peak hours.

That is what static surging does. It makes sure your best hours pay like your best hours.
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Pillar Three: Dynamic Pricing

Dynamic pricing is the most powerful tool in parking, and it needs to be explained clearly because most

people hear the phrase and imagine something complicated.
Here is where most operators stop short. They add a static surge prices to weekends and holidays.
When someone asks if they use dynamic pricing, they say yes. But what they are describing is a

schedule. Someone set prices in advance, and those prices run on a timer. That is not dynamic pricing.

Dynamic pricing means the price changes based on what is happening in the lot right now, at this
exact moment. As one car pulls in and occupancy rises, the next driver sees a different price. The system

responded to real demand, in real time.

That distinction matters because a schedule cannot respond to the unexpected. A static surge on
Saturday night charges the same price whether the lot is half empty or two spaces from full. Dynamic
pricing knows the difference and charges accordingly.

When the lot is empty, the price can be lower because you are trying to attract transactions.

When the lot starts filling up, the price should rise because spaces are becoming scarce.

When the lot is close to full, the price should be high enough to slow demand so you do not run out of

spaces.

This protects availability, and availability is the whole game.

HERE IS WHY DYNAMIC PRICING WORKS

Parking is not like selling a product with unlimited inventory. Your inventory is fixed. You have a limited

number of spaces.
So when demand is high, you cannot sell more units. You can only sell the same spaces at a better price.

Dynamic pricing also helps you avoid the full-lot problem. If your lot hits 100 percent full, you start losing

future transactions. People drive in, see no spots, and leave. Some of those people never come back.
Dynamic pricing is not a revenue grab. It is a control system.
It is @ way to protect availability, not just maximize short-term dollars.

When implemented correctly, dynamic pricing has produced revenue increases of 30 to 70 percent for

some lots.

The best results come from layering strategies. You can raise weekend base prices with static surging

and then run dynamic pricing on top of those base prices so the market adjusts in real time.
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If you remember one thing from this book, remember this. Optimization is not a one-time project. It is

a habit. At HAH Parking it's our business and we do this for all of our clients.

A parking lot is a living system. Demand changes by day, by season, and by what is happening in the

city. A lot that is perfectly priced today can be underpriced six months from now.

That is why a full lot is a failing lot.

A full lot often means you are underpriced, and it also means you are turning away future transactions
because there is no space left to sell. Prices should be just high enough that you almost always have

parking availability.

That is the balance point in the Transaction Paradox. You want the lot busy, but not maxed out. You

want steady transactions, but you also want to capture value during peak moments.

Small operational improvements compound over time. You can fix curb appeal fast by doing

maintenance and lighting upgrades, but pricing should usually move in steps.

You cannot take a $2 per hour lot and immediately make it a $20 per hour lot and expect the market

to accept it. The market will reject it, and transactions can fall to zero.

But you can move pricing up over time by testing. What we often see is that prices can rise 10 to 20

percent over a year with very little resistance when the lot is clean, clear, compliant, and visible.

The goal is to find the pricing equilibrium that balances the transaction paradox, and then keep

adjusting as the environment changes.
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This checklist is designed to be used in the real world. You can walk

a lot with this list, fix the basics, and then start pricing tests.

Number of Transactions

Awareness:

() Make sure your lot appears on maps with a parking “P”

(O Make sure the listing looks professional

(O Walk the lot entrance and read your signs as if you were a driver seeing them for the first time.
() Replace damaged signs or poles

(J Make sure signage is clear at all entrances

Compliance:

(O Review enforcement activity and confirm it is consistent
() Make sure the rules are clear

(O Make sure drivers believe the rules will be enforced

Curb Appeal:

(O Confirm lighting works at night

() Consider adding solar lighting over signs

(O Consider adding flood lights for the lot

() Verify striping is clear

(0 Add curb stops to define each space

(J Assess capacity and make sure spaces are usable
(O Fill potholes and repair damaged surfaces

() Remove trash and schedule regular cleanup

(0 Maintain landscaping and schedule trimming so spaces stay usable

Revenue Per Transaction

(O Increase base prices by 10 percent every 12 months and treat it like a test
(0 Use transaction data to find volume spikes and apply static surges during those periods
(O Increase prices on holidays because demand patterns change.

(J Set up dynamic pricing and layer it on top of your static increases.
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Parking optimization is simple, but it is not lazy. It is continuous, it is data-driven, and it gets better

every month you pay attention.
The operators who win are not the ones with the best locations. They are the ones who treat their lots
like the high-margin assets they actually are, and that means staying honest about what the lot is

actually doing versus what it could be doing.

Most lots leave 20 to 40 percent of their revenue on the table every single month, not because of bad

luck, but because of small fixable problems that compound quietly in the wrong direction.

The good news is that the same compounding that works against you can work for you, and it does

not take long to turn it around once you know where to look.

Every lot on our platform started with that same second look. Some were underpriced. Some were

Invisible on maps. Some had great locations and tired curb appeal holding them back.

What they had in common was untapped revenue that a focused conversation could surface quickly.

If anything in this playbook sounded like your lot, that is exactly where we start.

Connect with our team below.

Let’s Review Your Current
Parking Setup

Schedule a call to review.your lot, explore
opportunities, and discuss how we can help. —

Author: Sean Glavin | Chief Technology Officer

' W Sean.Glavin@hahparking.com

PR NN G Sales: Morgan Hurley | Chief Revenue Officer

Smarter Parking.

Stronger Returns Morgan@hahparking.com
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