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Introduction

Doing anything for the first time can be a lot of
effort and work. This does not escape the
process of putting together any one industry’s
first regional survey. And so began this quest
for the self storage industry in Asia.

Fortunately, we have the pleasure of working
with true professionals in Ipsos Business
Consulting and the great facilities who helped
us cobble together information allowing us to
present to you the Self Storage Association
Asia’s first ever regional self storage survey
combining Consumer and Operator,
sentiment. From this initial survey, we can
continue to augment and improve the type of
data that is available in the industry in order
that key groups for the industry’s future,
including government, investors, and end
users, continue to be more engaged and
supportive of the growth -capability this
industry has the opportunity to reach in the
region.

We hope that you find the information helpful
for your specific purposes and we welcome
any and all feedback in order to improve this
report year on year.

This is truly an exciting time for the industry!

Luigi La Tona Markus Scherer
Executive Director Associate Director
Self Storage Association Asia Ipsos Business Consulting
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Survey Findings
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The region has dominant country by country players and with some countries
more fragmented than others. For example Singapore has under 20
companies in total vs Hong Kong with numbers in the range of 120 and Japan
in the range of 300. With this type of fragmentation, it can be very difficult
to gather deep market data without engaging each market with the attention
they deserve over months of research. For this, our initial toe in the water,
we’ve approached it by measuring data from the biggest companies,
representing over 60% of the storage space in each major country including
Hong Kong, Singapore, and Japan with a market view for the developing
markets including China, Malaysia, Taiwan, Philippines and Thailand.

Key findings from our survey for users and consumers who are at minimum reasonably
knowledgeable of the self-storage offering (sample size n=500 for each country):

Hong Kong Singapore Japan
*Penetration rate 23% 15% 2%
*Average occupancy rate 90% 70% 85%
*Average rental rate* UsD5-6 USD 3.50-3.93 USD47-66
*Average cost of fitting out* uUsD 18 -21 UsSD 21 -24 <UuUsDh 471
*Aware of 1 or more self-storage businesses >50% > 60% 50%
*Cost perception from customers for <USD 195 <USD 157 < USD 189

2 bedroom flat equivalent per month

Note: costs in Hong Kong and Singapore are per square foot, whereas for Japan costs are per square meter
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Hong Kong

In Hong Kong, where the most expensive property prices converge with the
highest population density in the world, extra storage room is almost a
luxury. With demand constantly outstripping supply, the self-storage industry
has quickly blossomed into a well-developed industry with great market

traction.

i

Our online consumer survey targeting Hong
Kong residents between the ages of 18-49,
required 623 contacts to confirm 500 qualified
respondents as the sample for this survey.

Our results point to a core penetration rate of
23% of the population either currently using or
having used self-storage services within the
past year.

If we take into account all respondents to our
survey who have used self-storage at least
once, the expanded penetration rate increases
to 37%.

Our operator survey results show a fairly
consolidated industry with the top six players in
the industry accounting for over 60% of the
total gross floor area currently being offered.

IPSOS BUSINESS
CONSULTING
estimates the total
gross floor area of
self-storage space in
Hong Kong at 4.25
million square feet
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Hong Kong Consumer Sentiment Survey Findings

Data from our survey shows a high public awareness and market penetration that place
the industry well in its growth stage. Close to half of the survey participants are current
customers of a self-storage facility or have used its services in the past 12 months. Over
one-fourth of them have thought about using self-storage in the past year, even though
they have never used it before. Only about a third of the respondents have never thought
of hiring external storage, despite having reasonable knowledge of the service offerings of
self-storage facilities.

WHICH OF THE DESCRIPTIONS BEST APPLIES TO YOU?

| AM CURRENTLY USING SELF-STORAGE OR | HAVE USED
SELF-STORAGE IN THE PAST 12 MONTHS

I HAVE USED SELF-STORAGE IN THE PAST, HOWEVER
NOT IN THE PAST 12 MONTHS

| HAVE NEVER USED SELF-STORAGE, HOWEVER | HAVE
CONSIDERED USING IT IN THE PAST 12 MONTHS

| HAVE NEVER CONSIDERED USING SELF-STORAGE;
HOWEVER | HAVE HEARD OF IT AND FEEL | KNOW THE
SERVICE VERY WELL / REASONABLY WELL

Among the users, it is worth pointing out that over one-third of them (38%) were periodic
users who have ceased to use self-storage in the past 12 months. Furthermore, over half
of the users (53%) reported using self-storage for only a short period of time (i.e. under 6
months), compared to only 25% of users who have rented self-storage for a year or longer.
This suggests that many Hong Kong consumers consider self-storage to be a temporary
solution such as for occasions like marriage and renovation, therefore short lease is an
important service offering for any self-storage facility.

The responses of non-users also show great promise for a potentially high conversion rate.
Over 40% of non-users have considered using a self-storage facility in the past 12 months,
although they have not yet taken action.
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Hong Kong Consumer Sentiment Survey Findings

When asked to indicate how they had become aware of the self-storage facilities’ service
offerings, over half of the respondents mentioned outdoor advertising, which seems to
have an even more drastic impact on non-users (60%). This was closely followed by TV and
print ads (again, both showing a more marked influence on non-users), the Internet, and
the visible presence of a self-storage facility itself, with each medium contributing over
40% of the total awareness.

The data returned suggests that self-storage business owners can spend more advertising
resources on TV and outdoor media, which appear to be effective in reaching 60% or more
of the non-users. Although online advertising is important, our data shows that traditional
forms of advertising like TV, print and outdoor ads were more powerful in terms of
triggering awareness of self-storage services. Also, word-of-mouth from friends and family
helped more than one-third of both users and non-users learn about self-storage.

WHICH OF THE FOLLOWING WAYS MADE YOU AWARE OF THE SELF-
STORAGE SERVICE OFFERING?

THERE IS A SELF-STORAGE FACILITY DIRECTLY
VISIBLE ON THE ROAD

OUTDOOR ADVERTISING
(BILLBOARD ETC.)

FRIEND OR FAMILY

ADVERTISING IN NEWSPAPER, MAGAZINE ETC.

YELLOW PAGES

INTERNET

ADVERTISING ON TV

ADVERTISING ON RADIO

DIRECT POST

OTHER / DON'T KNOW / CAN'T RECALL
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Hong Kong Consumer Sentiment Survey Findings

HOW MANY SELF-STORAGE BUSINESSES CAN YOU THINK OF IN YOUR
LOCAL AREA (NEAR YOUR PLACE OF RESIDENCE)?

32% 32%

30%
28%
25%
20%
9% o 8%
(o]
6%
2% 1o
0

4 5 or more

W User Non-User

With over 40% of respondents becoming aware of self-storage facilities through its visible
presence on the streets and high consumer awareness in Hong Kong, it is no surprise that
over half of the respondents can name 1 or 2 self-storage facilities near their home. (On
the other hand, non-users had difficulty naming a self-storage facility close by, which is
reasonable given that they have probably been paying less attention. However, it is
interesting to note that one-fifth of the users do not mind leasing a self-storage unit away
from their locality.

As for the main items non-users would be looking to put into self-storage units, over half
of them replied they would use it to store personal items like apparel and equipment as
well as hobby collections for which they have no space at home. Nearly one-fifth of the
non-users cited business reasons as a precursor to using self-storage, which highlights a
small but perceptible demand from business users who regard self-storage as a possible
space solution.
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Hong Kong Consumer Sentiment Survey Findings

In initiating contact with the self-storage company they last used, over 40% of the users
replied that they had visited the facility directly. This could be due to users want to see the
facility for themselves before making a decision, and the fact that most of the self-storage
facilities they know are highly accessible by private and local transportation in a
condensed city like Hong Kong. Phone calls, or direct verbal communication, ranked
second with a third of the users’ votes. While Only one-fifth preferred online

communication methods like email.

THINKING ABOUT THE LAST TIME YOU USED A SELF-STORAGE COMPANY,
HOW DID YOU FIRST CONTACT THE FACILITY YOU ENDED UP USING?

VISITING THE SELF-STORAGE [z

USING THE PHONE
DIRECTLY USING EMAIL / OTHER ONLINE METHOD

CAN’T REMEMBER / NO PREFERENCE

THINKING ABOUT THE LAST TIME

YOU USED A SELF-STORAGE

COMPANY, HOW SATISFIED WERE

WITH THE SERVICE?

FACILITY

I 3% VERY SATISFIED

FAIRLY
SATISFIED

NEITHER SATISFIED
(o)
OR DISSATISFIED

I 3% NOT VERY SATISFIED

54%

1% NOT AT ALL SATISFIED

Ipsos Business Consulting

On the overall customer experience, close to
60% of the users had a positive experience the
last time they signed up with a self-storage
company. About one-third of the users felt
neither satisfied nor dissatisfied with the
service, which suggests either they do not
have high expectations on service, or are
willing to compromise on service in exchange
for other service offerings such as price and
accessibility.
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Hong Kong Consumer Sentiment Survey Findings

IN WHICH WAYS WOULD YOU FIND A
SELF-STORAGE FACILITY?

71% of non-users said they would
INTERNET look for a self-storage facility on

the Internet, while about a third
KNOW A FACILITY NEARBY said would start by trying to
locate a facility nearby. These
findings should provide strong
motivation for self-storage
operators to also invest in
VIA MY LOCAL PAPER Internet marketing and Search

Engine Optimization (SEO), and to
SOCIAL MEDIA (E.G. FACEBOOK, ETC.) increase the prominence of their

PHONE DIRECTORY (I.E. YELLOW PAGES)

ASK A FRIEND OR FAMILY MEMBER

facility to capture potential

(337 LN L9100 customers in the vicinity.

When actually contacting a self-storage facility most users will prefer to go straight to a
facility to inspect the site. More than one-third of the non-users said they would prefer
to make their first contact by phone. Direct visit and online communication methods
seem to be less popular. It is interesting to observe that nearly 10% of non-users have
no preference as to how they would contact a self-storage facility, which suggests that
the mode of contact could vary depending on what channels are available and their
needs.

INCLUDING ANY TAXES, HOW MUCH DO YOU THINK IT WOULD COST PER

MONTH TO RENT A SELF-STORAGE UNIT CAPABLE OF STORING THE
CONTENTS OF A 2 BEDROOM FLAT?

LESS THAN HKD 1,500
Only about one-fourth of the non-

users correctly estimated the
monthly rate of a 100 square feet
storage unit to be between
HKD1,500 to HKD1,999, while more
than 40% thought the price was
cheaper than what it actually costs.
Besides, as many as 16% of the non-
users claimed they had no idea at all,
which indicates a general lack of
interest at the moment on their part.

HKD 1,500 — 1,999
HKD 2,000 - 2,499
HKD 2,500 — 2,999
HKD 3,000 - 3,499
MORE THAN HKD 3,500

DON’T KNOW
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Hong Kong Consumer Sentiment Survey Findings

Our survey also evaluated the factors that could influence the buying decisions of users

versus non-users to provide valuable insights to self-storage operators.

Compared with non-users, self-storage users attached a greater importance to flexible
storage terms. As noted earlier, over half of the users had leased their last self-storage
facility for less than 6 months, which justifies the need for flexible storage terms. While
users’ demand for flexibility may make it harder for self-storage operators to secure long-
term commitment, non-users who are less familiar with the payment terms will be less

affected by storage term options.

THINKING ABOUT SELF-STORAGE, PLEASE RATE THE IMPORTANCE FOR
YOURSELF TO EACH ATTRIBUTE BELOW OF A SELF-STORAGE FACILITY

B Not really important

Ipsos Business Consulting

B Somewhat important

FLEXIBLE STORAGE TERMS

ON-SITE ASSISTANCE (I.E. ASSISTANCE WITH
SET-UP / TEARING-DOWN STORAGE SPACE)

PRICE

EASE OF ACCESS

CONFIDENTIALITY/ANONYMITY

SECURITY

AVAILABILITY OF ACCESSORIES
(E.G. BOXES, SHELVING, ETC.)

LOCATION OF FACILITY

CUSTOMER SERVICE

RECOMMENDED PARTNERS (E.G.
MOVING AND INSURANCE)

Important
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Hong Kong Consumer Sentiment Survey Findings

Another attribute which users put more emphasis on is onsite assistance, which includes
staff service and assistance during the set-up and dismantling of the storage space. Many
users have probably come to value these services from personal experience. The high
percentage (over 45%) of users who rate onsite assistance as ‘important’ and ‘very
important’ suggests that self-storage service operators should consider upgrading their
services in this area to give customers a better onsite experience from the outset.

Self-storage facilities with an established network of business partners like movers and
insurance companies also get higher ratings from users. Again, this preference likely comes
from users’ actual experiences as they come to appreciate the benefits having a one-stop
integrated services provider.

On the other hand, the price, confidentiality and security of a self-storage facility seem to
elicit stronger responses from non-users.

While over 40% of both users and non-users regard price as a significant factor when
choosing a self-storage facility, a higher proportion of non-users appear to be more
sensitive about prices. Hence, self-storage business owners who are able to compete on
price could lower the entry barrier for non-users.

The confidentiality or anonymity offered by a self-storage facility is another concern which
polled higher among non-users. Their negative perceptions of privacy may come from a
general lack of understanding of the operations of self-storage facilities.

Given that many people put valuables such as collector’s items into self-storage units,
security is obviously a main concern. While over 70% of the users thought security was
important, they seem to be content with the current levels of security offered. A higher
percentage of non-users considered security to be a top priority, meaning that self-storage
operators will need to highlight this aspect of their services to get non-users to buy into
the self-storage concept.

Finally, over 70% of respondents regard customer service and location to be important
attributes of a self-storage facility. This highlights the sophistication of Hong Kong
consumers in a well-developed, highly competitive market, where consumers have high
expectations on service and convenience.
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Hong Kong Operator Sentiment Survey Findings

In Hong Kong, it is fairly common for self-storage companies to buy or lease their
properties, or to do a mix of both. Among the companies we surveyed, the leasing model
appears to be more common (4 out of 10). This may be explained by the lack of suitable
properties for sale in desirable locations, or to the unyieldingly high prices of the Hong
Kong’s real estate market, which makes buying a property more difficult. Moreover, we
found that only 1 out of the 10 respondents operated under a franchise model.

Nearly all of the self-storage operators we surveyed (8 out of 10) had converted their
facilities from existing buildings. This is consistent with our earlier findings where most
self-storage operators lease their spaces, and also highlights the availability of suitable
properties that can be converted into self-storage facilities.

It is a priority for self-storage operators to get their storage space mix right to ensure
optimal occupancy rates for their self-storage facilities. As a general rule of thumb, people
will not rent more than 10% of the size of their dwellings, which would be about 50 square
feet in Hong Kong, as more than half of the residential units are less than 538 square feet
from 2013.

TAKING INTO ACCOUNT ALL OF YOUR COMPANY'S LOCATIONS, WHAT IS
THE GENERAL STORAGE MIX YOU ARE CURRENTLY PROVIDING BY SIZE?

DOUBLE-STACKED STORAGE UNITS

32% SMALL UNITS (<20 SQUARE FEET)

30% MEDIUM SIZED UNITS (21-40 SQUARE FEET)

LARGE SIZED UNITS (41-60 SQUARE FEET)

EXTRA-LARGE/JUMBO SIZED UNITS (61+ SQUARE FEET)

The data returned seems to support this supposition. Small units (<20 square feet) and
medium-sized units (21-40 square feet) both made up the highest proportion - nearly one-
third - of the companies’ total storage mix. This was followed by the large-sized units (41-
60 square feet) which are just big enough to hold small furniture items. Small double-
stacked storage lockers and jumbo sized units are relatively fewer in number, constituting
6.5% and 9% of the total storage mix respectively.
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Hong Kong Operator Sentiment Survey Findings

Taking into account the total storage mix of all of the self-storage companies represented
in our survey, nearly all of the storage units (94%) were climate-controlled, meaning that
this is almost a built-in feature of the self-storage units in Hong Kong. Indeed, the self-
storage trend in Hong Kong hinges upon the ability of self-storage companies to provide a
24/7 climate-controlled environment, which is hard to achieve at home and can keep
clothes, foodstuffs, furniture and other items from damage by the sub-tropical, humid
weather conditions.

TAKING INTO ACCOUNT ALL OF YOUR COMPANY'S LOCATIONS, WHAT IS THE
GENERAL STORAGE MIX YOU ARE CURRENTLY PROVIDING BY SEGMENT?

l 5% NON-CLIMATE CONTROLLED

94% CLIMATE CONTROLLED
0.5% WINE STORAGE
0.5% HIGH VALUE ITEMS / SAFETY DEPOSIT BOXES

Although Hong Kong has gained much attention as a wine trading and distribution center
for mainland China in recent years, wine storage units within self-storage facilities were
rather uncommon, accounting for less than 1% of the total storage mix among the
operators we surveyed. While these results may indicate that wine traders and collectors
prefer to store their wines elsewhere, they also highlight an opportunity for self-storage
operators to add more specialized wine storage units into their mix to tap into this niche
market.

Similarly, high-value items storage units and safety deposit boxes were a rarity in Hong
Kong, comprising a mere 0.5% of the total space mix of the self-storage operators.
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Hong Kong Operator Sentiment Survey Findings

When asked to provide an estimate of their average occupancy rates from 2014 to 2015,
half of the survey participants reported a nearly full occupancy rate of 91% to 100%, while
several participants noted an occupancy rate of less than 70%.

WHEN CONSIDERING THE BUSINESS YEAR 2014-2015, WHAT WOULD YOU
ESTIMATE THE AVERAGE OCCUPANCY OF YOUR SPACE WAS?

ON AVERAGE 91%-100% OF OUR TOTAL
UNITS WERE OCCUPIED

50%

ON AVERAGE 81%-90% OF OUR TOTAL UNITS
WERE OCCUPIED

ON AVERAGE LESS THAN 80% OF OUR
TOTAL UNITS WERE OCCUPIED

Based on the data gathered from survey respondents, it appears that the average rental
rate charged per square foot can vary greatly between different self-storage operators. 4 of
the 10 survey participants charged an average rental rate of HKD40-49 per square foot,
while 3 of the respondents set their rates at between HKD30-39. A per-square-foot-rental-
rate of over HKD60, which represents the highest price range in our survey, was adopted
by 2 respondents, as opposed to 1 respondent whose rental rate was less than half at less
than HKD30 per square foot.

WHAT IS THE AVERAGE RENTAL RATE PER SQUARE FOOT FOR YOUR
OCCUPIED UNITS IN 20147

MORE THAN HKD 60 PER SQUARE FOOT

HKD 40 — 49 PER SQUARE FOOT

HKD 30 — 39 PER SQUARE FOOT

HKD 20 — 29 PER SQUARE FOOT
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Hong Kong Operator Sentiment Survey Findings

According to half of the self-storage operators we surveyed, the average cost of fitting out
a self-storage facility falls somewhere between HKD141 to 160 per square foot.

IN YOUR EXPERIENCE WHAT IS THE AVERAGE COST PER SQUARE FOOT TO
FIT-OUT/CONVERT AN EXISTING BUILDING INTO A SELF-STORAGE FACILITY?

20% HKD 161 OR MORE PER SQUARE FOOT

50% HKD 141-160 PER SQUARE FOOT

HKD 101-120 PER SQUARE FOOT

HKD 80-100 PER SQUARE FOOT

WHEN CONSIDERING THE BUSINESS YEAR 2014-2015, WHAT WAS YOUR
CUSTOMER MIX?

The self-storage operators in our study
revealed that their customer mix in 2014
was roughly distributed at 70% individual
customers  versus 30%  corporate
customers, though with a highly varying
range of between 50% to just over 80%
for individual customers. This versatile
range could perhaps be explained by the
location of the self-storage facility and
their service offerings, which play a
significant role in determining the
customer mix it attracts.

B Consumers Businesses
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Hong Kong Operator Sentiment Survey Findings

In compiling a checklist of value-added services offered by our survey respondents, we
found that all of them provided customers with the free use of trolleys, paid packing
supplies and third-party mover recommendations - all important services to ease the
transport and storage of goods into a self-storage facility. However, only 3 out of 10
operators provided fork-lifts for rent, which suggests that either many facilities in Hong
Kong are not big enough for operating large equipment, or customers may prefer to hire

third-party vendors to move the bulkier and heavier items for them.

WHICH OF THE FOLLOWING VALUE ADDED SERVICES ARE YOU CURRENTLY
OFFERING IN YOUR FACILITIES IN HONG KONG?

ON-SITE DUTY MANAGERS DURING OFFICE
HOURS TO ASSIST CUSTOMERS

100% FREE USE OF TROLLEYS
100% PACKING SUPPLIES FOR PURCHASE

30% FORKLIFTS FOR RENT

) MOVING SERVICES FOR HIRE (FROM
100% THIRD-PARTY SERVICE PROVIDERS)

30% SMALL ANCILLARY OFFICES FOR RENT

) INSURANCE COVERAGE (FROM THIRD-
80% PARTY SERVICE PROVIDERS)

) WIDE RANGE AND INNOVATIVE PAYMENT
50% MODES (E.G. AXS, SAM, PAYPAL, VBOX)

AVAILABILITY OF INDEPENDENT MAILBOXES FOR USERS

OTHER SERVICES (E.G. SALE OF STAMPS, SMART PACK,
10% SPEED POST PACKAGES, ETC.)

Only half of the survey respondents will accept a wide range of payment modes such as
AXS and PayPal, which may indicate a limited demand from self-storage customers or just

a slow adoption of new technologies by operators.
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Hong Kong Operator Sentiment Survey Findings

Self-storage operators face a number of challenges from the startup, operations to
expansion stages of their self-storage businesses. The availability and suitability of
available spaces in Hong Kong seems to pose a formidable challenge for the majority of
our respondents — 6 out of 10 respondents strongly agreed to the lack of available spaces
while half or more of the respondents were concerned about the suitability of available
spaces during their business set-up and expansion.

Another key challenge that self-storage operators must overcome is cost. Among the 10
self-storage operators we surveyed, 3 of them strongly agreed that high start-up costs and
operating costs could be a real challenge, while half of them strongly agreed that the high
cost of space could be a hurdle to.

IN YOUR OPINION WHAT ARE THE KEY CHALLENGES SELF-STORAGE
OPERATORS FACE IN HONG KONG WHEN EXPANDING THEIR BUSINESS?

40% AVAILABILITY OF SPACE
30% SUITABILITY OF THE SPACE AVAILABLE
HIGH COST OF SPACE

MARKETING OF THE FACILITY

COMPLIANCE WITH GOVERNMENT
REGULATIONS

AVAILABILITY OF QUALIFIED LABOUR

COST OF QUALIFIED LABOUR

COST TO FIT-OUT OR CONVERT AN
EXISTING BUILDING

40% TIME REQUIRED TO FIT-OUT OR
° CONVERT AN EXISTING BUILDING

70% DIFFERENTIATING FROM COMPETITORS

W Disagree M Agree Strongly agree
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Hong Kong Operator Sentiment Survey Findings

When asked what they perceived to be the key drivers of the self-storage industry in Hong
Kong, most of the self-storage operators in our survey believed that the growing
population was a notable, though not a strong contributing factor to the rise of the self-
storage industry.

FROM YOUR PERSPECTIVE WHAT ARE THE OVERALL KEY DRIVERS AND
TRENDS IN THE SELF-STORAGE INDUSTRY IN HONG KONG?

POPULATION GROWTH

RISING AFFLUENCE AND CONSUMERISM

SHRINKING APARTMENT SIZES

INCREASED DEMAND FROM
INDIVIDUAL CONSUMERS

INCREASED DEMAND FROM ONLINE
RETAIL BUSINESSES

INCREASED DEMAND FROM SMALLER
“BRICK-AND-MORTAR” BUSINESSES

GROWING NUMBER OF SMALL
LOCAL SELF-STORAGE PLAYERS

NEW ENTRANTS OR BRANDS FROM
OVERSEAS

INDUSTRY CONSOLIDATION

B Disagree M Agree Strongly agree

Our survey respondents were unanimous about the impact of shrinking apartment sizes.
From July 2004 to July 2014, the house price index in Hong Kong rose by 241.3% and rental
index by 102.44%. According to 2013 statistics, half of the residential units in Hong Kong
measure less than 538 square feet, presenting plenty of opportunity for the self-storage
industry to grow.
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Singapore

The self-storage industry in Singapore has developed quickly in recent years
driven by a number of favourable political and economic factors. These
include the downsizing of housing, a growing affluent middle class and the
popularity of online retailing, leading both consumers and businesses to turn

to self-storage to fulfill their needs.

Our online consumer survey targeting
Singapore residents between the ages of 18-49
required 804 applications to confirm 500
qualified samples.

Our results point to a core penetration rate of
15% of the population either currently using or
having used self-storage services within the
past year.

If we take into account all respondents to our
survey who have used self-storage at least
once, the expanded penetration rate increases
to 24%

Our operator survey results show a fairly
consolidated industry with the top six players in
the industry accounting for over 60% of the
total gross floor area currently being offered.

IPSOS BUSINESS
CONSULTING
estimates the total
gross floor area of
self-storage space in
Singapore at 2.0
million square feet
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Singapore Consumer Sentiment Survey Findings

According to our poll, about 40% of the respondents are using or have used self-storage
services in the past year, while another 40% have never considered using self-storage at
all. This suggests that the self-storage industry in Singapore still has a lot of room to grow
in terms of increasing consumer awareness and adoption, although the industry is well in
its growth stage with healthy occupancy rates.

WHICH OF THE DESCRIPTIONS BEST APPLIES TO YOU?

| AM CURRENTLY USING SELF-STORAGE OR | HAVE USED
SELF-STORAGE IN THE PAST 12 MONTHS

I HAVE USED SELF-STORAGE IN THE PAST, HOWEVER
NOT IN THE PAST 12 MONTHS

| HAVE NEVER USED SELF-STORAGE, HOWEVER | HAVE
CONSIDERED USING IT IN THE PAST 12 MONTHS

| HAVE NEVER CONSIDERED USING SELF-STORAGE;
HOWEVER | HAVE HEARD OF IT AND FEEL | KNOW THE
SERVICE VERY WELL / REASONABLY WELL

207

Singapore self-storage users expressed a split preference between very short leasing
periods of less than 3 months (21%), medium leasing periods of 4 to 6 months (29%) and
longer leasing periods of more than a year (23%). Consequently, self-storage business
owners need to provide flexible leasing options in order to attract customers with different
storage needs.
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Singapore Consumer Sentiment Survey Findings

The most popular medium driving the awareness of self-storage services was outdoor ads,
which created an impression in over half of the non-users. In fact, traditional forms of
media like outdoor, print and TV ads all seemed to have a greater effect on non-users, who
probably formed their first impressions of self-storage facilities around these above-the-
line marketing channels.

The second most popular medium was the visible presence of a self-storage facility, which
implies that businesses located in high-traffic areas have a definite advantage. The Internet
was also important for about one-third of the respondents, though clearly not as effective
as outdoor advertising. Moreover, family and friends played a significant role in helping
over a third of the respondents become aware of self-storage services.

WHICH OF THE FOLLOWING WAYS MADE YOU AWARE OF THE SELF-
STORAGE SERVICE OFFERING?

THERE IS A SELF-STORAGE FACILITY DIRECTLY
VISIBLE ON THE ROAD

OUTDOOR ADVERTISING
(BILLBOARD ETC.)

FRIEND OR FAMILY

ADVERTISING IN NEWSPAPER, MAGAZINE ETC.

YELLOW PAGES

INTERNET

ADVERTISING ON TV

ADVERTISING ON RADIO

DIRECT POST

OTHER / DON'T KNOW / CAN'T RECALL
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Singapore Consumer Sentiment Survey Findings

HOW MANY SELF-STORAGE BUSINESSES CAN YOU THINK OF IN YOUR
LOCAL AREA (NEAR YOUR PLACE OF RESIDENCE)?

42%
[o)
37% 35%
29%
22%
15%
8%
. E -
.

. . . _—|

0 1 2 3 4 5 or more

W User Non-User

Over 60% of the survey respondents had no problem naming 1 or 2 self-storage facilities in
their neighbourhood. This high level of awareness could be attributed to the
predominance of the franchising model in Singapore — four major operators accounted for
nearly 80% of the total number of self-storage facilities in 2013. Under this model, self-
storage operators are able to maximize their market exposure by getting franchisees to set
up smaller-scale facilities in multiple locations.

When asked what they would put into a self-storage unit, non-users see a wide range of
possibilities from household furniture, personal items to hobby collections. It is important
to note that over one-third of the non-users considered it a norm to use self-storage for
storing business files and inventory. This brings to light a growing customer segment in
Singapore — business users, especially online companies and SMEs who are increasingly
being driven to self-storage due to rising rental costs.
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Singapore Consumer Sentiment Survey Findings

Seeing that nearly 50% of the users made contact with their last self-storage company by
visiting it directly, location and accessibility can definitely add a competitive edge to self-
storage facilities in Singapore. Since the self-storage business is a property-leasing
business, it seems quite reasonable that users would want to visit the facility in person as

part of their decision-making and buying process.

THINKING ABOUT THE LAST TIME YOU USED A SELF-STORAGE COMPANY,
HOW DID YOU FIRST CONTACT THE FACILITY YOU ENDED UP USING?

VISITING THE SELF-STORAGE FACILITY [P

USING THE PHONE

DIRECTLY USING EMAIL / OTHER ONLINE METHOD

CAN’T REMEMBER / NO PREFERENCE

THINKING ABOUT THE LAST TIME YOU

USED A SELF-STORAGE COMPANY,

HOW SATISFIED OR DISSATISFIED WERE

WITH THE SERVICE?

8% VERY SATISFIED

51% FAIRLY SATISFIED

NEITHER SATISFIED OR
DISSATISFIED

NOT VERY SATISFIED

NOT AT ALL SATISFIED

Ipsos Business Consulting

Generally speaking, customer satisfaction
with the services provided by self-storage
facilities was high. Approximately 60% of
the users felt fairly satisfied or very
satisfied with their vendor’s services,
while the remaining 40% were indifferent
or dissatisfied with the services they
were offered.
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Singapore Consumer Sentiment Survey Findings

IN WHICH WAYS WOULD YOU FIND A
SELF-STORAGE FACILITY?

INTERNET
KNOW A FACILITY NEARBY
PHONE DIRECTORY (I.E. YELLOW PAGES)
ASK A FRIEND OR FAMILY MEMBER

VIA MY LOCAL PAPER

SOCIAL MEDIA (E.G. FACEBOOK, ETC.)

OTHER / DON'T KNOW

As much as 79% of non-users
would look for a self-storage
facility to contact via the Internet,
a habit which probably follows
from a strong culture of
ecommerce in Singapore. Just over
40% would prefer to find a facility
in a nearby location, while about a
quarter of the respondents will ask
their friends and family. Social
media, on the other hand, did not
seem to be a popular resource for
looking up a self-storage facility.

To initiate contact with a self-storage facility, more than 40% of non-users will go to the
facility directly for an onsite assessment. The second most popular contact method is
by email and other online channels, which received over a third of non-users’ votes and

is preferred over phone calls.

INCLUDING ANY TAXES, HOW MUCH DO YOU THINK IT WOULD COST PER
MONTH TO RENT A SELF-STORAGE UNIT CAPABLE OF STORING THE

CONTENTS OF A 2 BEDROOM FLAT?

Our data shows that general
awareness of self-storage costs was
low. It costs about SGD250 a month
to rent a 100 square foot self-
storage unit in Singapore; however,
more than 40% of non-users did not
expect to pay more than SGD200 a
month. To close this expectation
gap, self-storage operators would
need more effective
communications strategies to
convince non-users of the relevance
and value of their services.

Ipsos Business Consulting

LESS THAN SGD 200

SGD 200 - 299

SGD 300 -399

SGD 400 - 499

SGD 500 - 599

MORE THAN SGD 600

DON'T KNOW
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Singapore Consumer Sentiment Survey Findings

Over 40% of both users and non-users rated flexible storage terms and onsite assistance as
important attributes of a self-storage facility. These attributes seemed to matter even
more to users, with a higher proportion rating them as ‘very important’. It appears that
users’ experiences have taught them to appreciate a flexible leasing contract and
professional support with their move-in and move-out, which could save them time,

money and hassle.

From our discussion earlier, non-users have a tendency to underestimate the price of
renting a self-storage unit, hence they are also the more price-sensitive group. Over half of
the non-users surveyed considered price to be a very important attribute — a significantly a
higher proportion when compared with the users, who also thought price was important.

THINKING ABOUT SELF-STORAGE, PLEASE RATE THE IMPORTANCE FOR
YOURSELF TO EACH ATTRIBUTE BELOW OF A SELF-STORAGE FACILITY

B Not really important

Ipsos Business Consulting

B Somewhat important

FLEXIBLE STORAGE TERMS

ON-SITE ASSISTANCE (I.E. ASSISTANCE WITH
SET-UP / TEARING-DOWN STORAGE SPACE)

PRICE

EASE OF ACCESS

CONFIDENTIALITY/ANONYMITY

SECURITY

AVAILABILITY OF ACCESSORIES
(E.G. BOXES, SHELVING, ETC.)

LOCATION OF FACILITY

CUSTOMER SERVICE

RECOMMENDED PARTNERS
(E.G. MOVING AND INSURANCE)

Important
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Singapore Consumer Sentiment Survey Findings

With the different kinds of items that Singaporean consumers will willingly put into a self-
storage unit, ease of access is a key factor that cannot be overlooked. Nearly 80% of both
users and non-users consider the ease of access of a self-storage facility be ‘important’ or
‘very important’, implying that self-storage facilities must be well connected by transport
and provide 24/7 access to secure high occupancy rates.

As self-storage units grow to become a part of people’s lifestyles and they increasingly use
it to store their prized collections and work-related items, confidentiality becomes an
important issue. Together, more than 70% of the respondents echoed in agreement. The
importance of security was also shared by over 80% of both users and non-users.

Users seemed to find the availability of accessories and recommended partners to be
more important vis-a-vis non-users, perhaps from past experiences. This indicates that
self-storage operators should invest more in customer-oriented services to retain past
customers, as well as to capture the growing trend of business users in Singapore who are
more likely to use these value-added services.
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Singapore Operator Sentiment Survey Findings

According to secondary research from 2013, 7 of the 27 self-storage facilities in Singapore
were franchises. However, only 1 of the 7 self-storage operators in our survey operates a
franchise, suggesting that franchises may not be the predominant business model in
Singapore. These results also highlight the limitations of our survey which, due to the small
sample size, do not represent the views of self-storage franchise companies in Singapore.
Not surprisingly, all of the self-storage operators in our survey had converted their facilities
from existing buildings. This practice is quite common in Asia due to the scarcity of space
and high property prices, which make built-to-suit facilities less viable from a capital
investment perspective. Besides, constructing a new facility can take years while
converting a space from existing buildings only takes an average of 4 months.

TAKING INTO ACCOUNT ALL OF YOUR COMPANY'S LOCATIONS, WHAT IS
THE GENERAL STORAGE MIX YOU ARE CURRENTLY PROVIDING BY SIZE?

DOUBLE-STACKED STORAGE UNITS

23% SMALL UNITS (<30 SQUARE FEET)

35% MEDIUM SIZED UNITS (31-50 SQUARE FEET)

21% LARGE SIZED UNITS (51-90 SQUARE FEET)

EXTRA-LARGE/JUMBO SIZED UNITS (91+ SQUARE FEET)

Self-storage facilities offer different size units to accommodate the disparate needs of
customers. According to our survey data, medium sized units (31-50 square feet) were the
most popular, representing over one-third of the total storage mix provided by the survey
respondents. About one-fifth of the space mix was allocated to small units (less than 30
square feet) and another one-fifth to large units (51-90 square feet). Double-stacked
storage lockers also had its demand, taking up 14% of the space mix of all of the self-
storage locations represented in our survey, while jumbo sized units (over 90 square feet)
took up a modest 6.5%.
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Singapore Operator Sentiment Survey Findings

It should be remarked that despite the year-round humid, tropical weather in Singapore,
only half of the total storage space represented in our survey provides climate control. This
may suggest that the types of items customers generally put into self-storage units do not
require climate control, or maybe climate control is regarded as an extra-value service in

Singapore.

Besides, only less than 2% of the total storage space was set aside for wine storage,
indicating that wine storage is a still a relatively new or insignificant segment for self-
storage facilities in Singapore. The operators in our survey also did not allocate any storage
space for high value items and safety deposit boxes, implying that Singapore self-storage
customers may not regard the safekeeping of valuables to be within the usage scope of

self-storage facilities.

TAKING INTO ACCOUNT ALL OF YOUR COMPANY'S LOCATIONS, WHAT IS THE
GENERAL STORAGE MIX YOU ARE CURRENTLY PROVIDING BY SEGMENT?

I 1.5%

0%

Ipsos Business Consulting

NON-CLIMATE CONTROLLED

CLIMATE CONTROLLED

WINE STORAGE

HIGH VALUE ITEMS / SAFETY DEPOSIT BOXES
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Singapore Operator Sentiment Survey Findings

According to the respondents, the average occupancy rates of the self-storage facilities
varied greatly during the business year 2014-2015. 4 of the 7 self-storage operators
reported an average occupancy rate of between 61% and 80%. Only 2 respondents
achieved a nearly full average occupancy rate of over 81%, while 1 respondent had less
than 60% occupancy.

WHEN CONSIDERING THE BUSINESS YEAR 2014-2015, WHAT WOULD YOU
ESTIMATE THE AVERAGE OCCUPANCY OF YOUR SPACE WAS?

e ON AVERAGE 91%-100% OF OUR TOTAL
° UNITS WERE OCCUPIED
o ON AVERAGE 81%-90% OF OUR TOTAL UNITS
2 WERE OCCUPIED
ON AVERAGE 71%-80% OF OUR TOTAL UNITS
WERE OCCUPIED

ON AVERAGE LESS THAN 70% OF OUR
TOTAL UNITS WERE OCCUPIED

3 of the 7 self-storage operators in our survey charged their customers an average per-
square-foot rental rate of between SGD4.50 to SGD4.99, while another 3 operators
charged over SGD5.00, so an average rental rate of SGD4.50 to over SGD5.00 per square
foot could provide a good cost benchmark for Singapore self-storage businesses. It was
noted that one of the self-storage operators charged an average rental rate of only
SGD3.50 — SGD3.99 per square foot — a lower rate which could perhaps be explained by a
different price strategy or service offerings of that particular operator.

WHAT IS THE AVERAGE RENTAL RATE PER SQUARE FOOT FOR YOUR
OCCUPIED UNITS IN 20147

43% MORE THAN SGD 5.00 PER SQUARE FOOT

43% SGD 4.50 — 4.99 PER SQUARE FOOT

14% SGD 3.50 —3.99 PER SQUARE FOOT
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Singapore Operator Sentiment Survey Findings

In Singapore, the average price for fitting out a self-storage facility should fall between
SGD26 and SGD35 per square foot, according to data we collected from 5 out of 7 survey
participants.

IN YOUR EXPERIENCE WHAT IS THE AVERAGE COST PER SQUARE FOOT TO
FIT-OUT/CONVERT AN EXISTING BUILDING INTO A SELF-STORAGE FACILITY?

14% SGD 36 OR MORE PER SQUARE FOOT

29% SGD 31-35 PER SQUARE FOOT

43% SGD 26-30 PER SQUARE FOOT

SGD 15-20 PER SQUARE FOOT

WHEN CONSIDERING THE BUSINESS YEAR 2014-2015, WHAT WAS YOUR
CUSTOMER MIX?

During the business year 2014-2015, the
proportion of individual to business users
stood roughly at 75% to 25% according to
our survey results, meaning that the
majority of self-storage customers are
personal users.

In Singapore, the 30% price hike in the
per-square-foot cost of private residential
units and 25-30% shrinkage in apartment
sizes in recent years may account for the
high demand from individual users.

B Consumers Businesses
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Singapore Operator Sentiment Survey Findings

Taking into account all of the locations under their management, all of them provide the
free use of trolleys, packing supplies for purchase, insurance coverage from third-party
service providers, and on-site managers to assist customers during office hours, suggesting
that these services are an inherent part of many self-storage facilities in Singapore.

All but one of the self-storage operators in our survey accept a wide range of innovative
online payment methods, reflecting the demand of from non-residents which comprise
more than 40% of the national population of Singapore. Third-party moving services were
also provided by the majority (5 out of 7) of the operators, making this a slightly
differentiated service offering.

WHICH OF THE FOLLOWING VALUE ADDED SERVICES ARE YOU CURRENTLY
OFFERING IN YOUR FACILITIES IN SINGAPORE?

Il ON-SITE DUTY MANAGERS DURING OFFICE
100% HOURS TO ASSIST CUSTOMERS

100% FREE USE OF TROLLEYS

100% PACKING SUPPLIES FOR PURCHASE

14% FORKLIFTS FOR RENT

71% MOVING SERVICES FOR HIRE
? (FROM THIRD-PARTY SERVICE PROVIDERS)

43% SMALL ANCILLARY OFFICES FOR RENT

INSURANCE COVERAGE (FROM THIRD-

100% PARTY SERVICE PROVIDERS)

WIDE RANGE AND INNOVATIVE PAYMENT

0,
Hetk MODES (E.G. AXS, SAM, PAYPAL, VBOX)

299% AVAILABILITY OF INDEPENDENT MAILBOXES FOR USERS

. OTHER SERVICES (E.G. SALE OF STAMPS, SMART PACK,
57% SPEED POST PACKAGES, ETC.)

It is interesting to note that close to half (3 out of 7) of the respondents leased ancillary
offices and independent user mailboxes (2 out of 7) within their self-storage facilities,
which may reflect the current level of demand coming from corporate customers.
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Singapore Operator Sentiment Survey Findings

In examining some of the key challenges that self-storage operators face when starting,
operating and expanding their businesses, our survey found that locating available space
was not as difficult as finding suitable space in Singapore.

The difficulty in finding suitable spaces could perhaps be explained by the self-storage
market landscape in Singapore, where fewer self-storage operators are running larger
facilities. According to 2012 statistics from our secondary research, self-storage facilities in
Singapore house an average of over 700 units per facility.

Surprisingly, despite the rising value of property in Singapore, the high cost of space does
not seem to be a key concern for most of the self-storage operators we interviewed.

IN YOUR OPINION WHAT ARE THE KEY CHALLENGES SELF-STORAGE
OPERATORS FACE IN SINGAPORE WHEN EXPANDING THEIR BUSINESS?

AVAILABILITY OF SPACE

SUITABILITY OF THE SPACE AVAILABLE

HIGH COST OF SPACE

MARKETING OF THE FACILITY

COMPLIANCE WITH GOVERNMENT
REGULATIONS

AVAILABILITY OF QUALIFIED LABOUR

COST OF QUALIFIED LABOUR

COST TO FIT-OUT OR CONVERT AN
EXISTING BUILDING

TIME REQUIRED TO FIT-OUT OR
CONVERT AN EXISTING BUILDING

DIFFERENTIATING FROM COMPETITORS

W Disagree M Agree Strongly agree
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Singapore Operator Sentiment Survey Findings

Among the trends contributing to the growth of the self-storage industry in Singapore,
shrinking apartment sizes was identified as a very important driver by all of our survey
respondents. Based on data from the URA, houses in Singapore have become 25-30%
smaller in the past five years due to a 30% price hike in residential property prices, causing
people to turn to more affordable shoebox units of less than 50 square meters (538 square
feet).

FROM YOUR PERSPECTIVE WHAT ARE THE OVERALL KEY DRIVERS AND
TRENDS IN THE SELF-STORAGE INDUSTRY IN SINGAPORE?

POPULATION GROWTH

RISING AFFLUENCE AND CONSUMERISM

SHRINKING APARTMENT SIZES

INCREASED DEMAND FROM
INDIVIDUAL CONSUMERS

INCREASED DEMAND FROM ONLINE
RETAIL BUSINESSES

INCREASED DEMAND FROM SMALLER
“BRICK-AND-MORTAR” BUSINESSES

GROWING NUMBER OF SMALL
LOCAL SELF-STORAGE PLAYERS

NEW ENTRANTS OR BRANDS FROM
OVERSEAS

INDUSTRY CONSOLIDATION

B Disagree M Agree Strongly agree

Most of the self-operators we surveyed agreed that the growing number of small local
players could positively influence the growth of the industry, while the effect of new
foreign brands entering the market seemed to be less relevant to the industry’s
development.

Consolidation was noted as an important trend for the industry growth, however is
currently not considered a key driver .
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Japan

Japan has all the conditions favouring the growth of the self-storage industry
— a high percentage of middle class population, shoebox-size living spaces, a
high population density and an active culture of consumerism.

When the demand for rental storage first emerged in the 1990’s, suburban
land owners started renting outdoor shipping containers to consumers. In
recent years indoor self-storage facilities have become increasingly popular
and the industry has seen rapid development.

SHIFRE

BHIPRS

Our online consumer survey targeting Japanese
residents between the ages of 18-49 required IPSOS BUSINESS
1612 applications to confirm 500 qualified CONSULTING

samples. _ ' estimates the total
Our results point to a core penetration rate of gross floor area of

2% of the population either currently using or )
having used indoor self-storage services within  Self-storage space in
the past year. Japan at 425,000

If we take into account all respondents to our square meters (4.57
survey who have used indoor self-storage at million square feet)
least once, the expanded penetration rate
increases to 4%.

If we include outdoor self-storage our
penetration rate reaches 5%.

Our operator survey results show a fairly
consolidated industry with the top six players in
the industry accounting for over 60% of the
total gross floor area currently being offered.
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Japan Consumer Sentiment Survey Findings

In our survey sample, only 13% of respondents are currently on contract with a self-
storage facility or have used their services in the past, and less than 10% have considered
renting one in the past year. By contrast, over 70% of respondents claim to have decent
knowledge about the self-storage concept, but have never actually thought of using it. This
suggests that self-storage operators in Japan have a lot of room for improving public
awareness of the benefits — and of the better quality — of self-storage facilities, as it is
possible that certain people are still clinging to the old self-storage notion of outdoor
shipping containers.

WHICH OF THE DESCRIPTIONS BEST APPLIES TO YOU?

| AM CURRENTLY USING SELF-STORAGE OR | HAVE USED
SELF-STORAGE IN THE PAST 12 MONTHS

I HAVE USED SELF-STORAGE IN THE PAST, HOWEVER
NOT IN THE PAST 12 MONTHS

| HAVE NEVER USED SELF-STORAGE, HOWEVER | HAVE
CONSIDERED USING IT IN THE PAST 12 MONTHS

| HAVE NEVER CONSIDERED USING SELF-

STORAGE; HOWEVER | HAVE HEARD OF IT AND 76%
FEEL | KNOW THE SERVICE VERY WELL /
REASONABLY WELL

Crammed into tight living spaces, many Japanese regard self-storage as an extension of
their homes for storing additional clothing and personal items, so they tend to be long-
term users.

Our survey data seems to support this, with over 40% of users being self-storage tenants
for a year or more. By comparison, short-term tenants of 0 to 6 months together add up to
just over 40%, with the majority being under 3 months.
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Japan Consumer Sentiment Survey Findings

To increase market awareness and penetration in a developing market, self-storage
operators have certainly made a point of securing a prime location near residential estates
or in the center of town, seeing that over 60% of respondents — most of which being non-
users — came to be aware of them by spotting a facility on the road. Outdoor advertising
such as billboards and ads on public transportation were also successful in reaching nearly
30% of the respondents.

The Internet also played a modest role in creating awareness of self-storage facilities in
about 1 in 5 respondents. Interesting, traditional forms of advertising like print, TV and
radio ads had an almost negligible effect in propagating self-storage services, indicating
that they were either ineffective or are not widely used by self-storage operators.

WHICH OF THE FOLLOWING WAYS MADE YOU AWARE OF THE SELF-
STORAGE SERVICE OFFERING?

THERE IS A SELF-STORAGE FACILITY
DIRECTLY VISIBLE ON THE ROAD

OUTDOOR ADVERTISING (BILLBOARD ETC.)

FRIEND OR FAMILY

ADVERTISING IN NEWSPAPER, MAGAZINE ETC.

YELLOW PAGES

INTERNET

ADVERTISING ON TV

ADVERTISING ON RADIO

DIRECT POST

OTHER / DON'T KNOW / CAN'T RECALL
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Japan Consumer Sentiment Survey Findings

HOW MANY SELF-STORAGE BUSINESSES CAN YOU THINK OF IN YOUR
LOCAL AREA (NEAR YOUR PLACE OF RESIDENCE)?

44%

30%

0

Although half of the respondents can name 1 or 2 self-storage facilities in their
neighbourhood, more than 40% of respondents could not think of even one self-storage
facility in their vicinity. It seems that distance may not be a barrier for some users, while
the lack of general awareness of non-users creates an opportunity for self-storage
operators to spread out the location of their facilities and to step up their efforts in
building local awareness.

28%
26%

22%
19%
10%
6% 7%
4% o 3%
N
4

5 or more

W User Non-User

If non-users had a self-storage unit, they would mostly be looking to store personal items
like clothing and equipment (57%), followed by hobby collections (31%). This supports the
Japanese consumer’s perception of self-storage as an extension of their dwellings — extra
space to store personal items which they simply cannot make room for at home. It also
shows that many collectors acknowledge the benefits of self-storage like a 24/7 climate-
controlled, secure environment which make it ideal for storing their prized collections.
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Japan Consumer Sentiment Survey Findings

Thinking back on how they had last contacted a self-storage company, nearly 30% of users
said they had visited the facility in person, probably because it was important for them to
see the actual location, storage units and the services provided. Another 60% chose to
contact the facility by email or phone to get more information before taking further action.

THINKING ABOUT THE LAST TIME YOU USED A SELF-STORAGE COMPANY,
HOW DID YOU FIRST CONTACT THE FACILITY YOU ENDED UP USING?

DIRECTLY USING EMAIL / OTHER ONLINE METHOD
CAN’T REMEMBER / NO PREFERENCE '
14%

THINKING ABOUT THE LAST TIME
YOU USED A SELF-STORAGE
COMPANY, HOW SATISFIED OR
DISSATISFIED WERE YOU?

VISITING THE SELF-STORAGE FACILITY

USING THE PHONE

On the whole, 60% of Japanese
consumers remembered a positive
experience from the last self-storage

VERY SATISFIED

FAIRLY company they used. The remaining 40%

SATISFIED . . .
felt either dissatisfied or neutral about
NEITHER SATISFIED their last experience. This could be
OR DISSATISFIED probably be explained by the fact that
many Japanese self-storage companies
NOT VERY SATISFIED operate their facilities without an onsite

manager, though some of the larger US-
based operators adopt a more service-

NOT AT ALL SATISFIED based model to differentiate themselves.
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Japan Consumer Sentiment Survey Findings

While the Internet may not have been effective in creating awareness about the service
offerings of self-storage companies, it is certainly the most preferred channel for non-
users (80%) when looking for a self-storage facility to contact. This could be attributed to
the accelerating ecommerce trend in Japan, which conditions how people like to find out
about a new product or service.

IN WHICH WAYS WOULD YOU FIND A SELF-STORAGE FACILITY?

INTERNET

YOU KNOW A FACILITY NEARBY

PHONE DIRECTORY (I.E. YELLOW PAGES)

ASK A FRIEND OR FAMILY MEMBER

VIA MY LOCAL PAPER

SOCIAL MEDIA (E.G. FACEBOOK, ETC.)

OTHER / DON'T KNOW

More than a third of the non-users would prefer to look for a self-storage facility by
visiting one that they know. As the percentage of non-users who prefer this method is
similar to that of users, we can generalize that about a 1 in 3 people like to approach a
self-storage facility by paying an actual physical visit. Self-storage operators could thus
profit from better location and accessibility, high brand awareness and competitor
differentiating price or service offerings.
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Japan Consumer Sentiment Survey Findings

INCLUDING ANY TAXES, HOW MUCH DO YOU THINK IT WOULD COST PER
MONTH TO RENT A SELF-STORAGE UNIT CAPABLE OF STORING THE
CONTENTS OF A 2 BEDROOM FLAT?

RESIDING IN TOKYO PREFECTURE

LESS THAN
JPY 20,000

JPY 20,000 — 29,999

JPY 30,000 — 39,999

JPY 40,000 — 49,999

MORE THAN JPY 50,000

DON’T KNOW

RESIDING OUTSIDE OF TOKYO PREFECTURE

1%
0%

0%

Ipsos Business Consulting

LESS THAN
JPY 10,000

JPY 10,000 — 14,999

JPY 15,000 — 19,999

JPY 20,000 — 24,999

JPY 25,000 — 29,999

MORE THAN JPY 30,000

DON’T KNOW

Whether they are living
inside or outside the
Tokyo prefecture, most
non-users have an
unrealistic conception of
the actual cost of renting
a self-storage unit.

Taking a five-square-
meter unit whose
average cost ranges
between JPY35,000 to
JPY40,000 a month for
instance, 75% of non-
users residing in the

Tokyo prefecture
estimate the monthly
cost to be under

JPY20,000, while over
60% of those living
outside Tokyo thought it
would be under
JPY10,000.

This great misconception
in price may be a major
barrier of entry for non-
users, who need to be
convinced that self-
storage is not just an
additional closet, but
provides a convenient
lifestyle option.
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Japan Consumer Sentiment Survey Findings

Analyzing the attributes that users and non-users find most important to them in using
self-storage, some interesting findings can be revealed. First of all, quite a high percentage
of non-users (74%) ranked flexible storage terms as somewhat important or important.
This suggests that non-users may have a negative perception of the flexibility of storage
term options, which prevents them from using self-storage.

THINKING ABOUT SELF-STORAGE, PLEASE RATE THE IMPORTANCE FOR
YOURSELF TO EACH ATTRIBUTE BELOW OF A SELF-STORAGE FACILITY

FLEXIBLE STORAGE TERMS

ON-SITE ASSISTANCE (I.E. ASSISTANCE WITH
SET-UP / TEARING-DOWN STORAGE SPACE)

PRICE

EASE OF ACCESS

CONFIDENTIALITY/ANONYMITY

SECURITY

AVAILABILITY OF ACCESSORIES
(E.G. BOXES, SHELVING, ETC.)

LOCATION OF FACILITY

CUSTOMER SERVICE

RECOMMENDED PARTNERS (E.G.
MOVING AND INSURANCE)

B Not really important B Somewhat important Important
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Japan Consumer Sentiment Survey Findings

On-site assistance and customer service were rated as only somewhat important by the
majority of users and non-users. This indicates that Japanese consumers do not have high
expectations of service for self-storage facilities. While this could be good news for
outdoor container facilities and smaller operators who regard self-storage as the leasing of
additional space, it could be bad news for the foreign-owned, service-oriented operators,
who have to spare more efforts in changing these perceptions to justify their higher prices.

Without much expectation on the availability or quality of service provided by self-storage
operators, nearly 60% of non-users considered price to be a key deciding factor, versus
only 40% of users. A notably higher proportion of non-users also considered ease of access
and the location of a facility to be very important attributes, which reinforces the Japanese
consumer’s preference to use self-storage for storing frequently-accessed personal items.

Another attribute which more non-users find to be important or very important was
security, which garnered over 70% of their votes. This high proportion of votes may reflect
non-users’ skepticism about the security levels of self-storage facilities, hence reducing
their incentive to use it for storing their valuables. This may be one area that self-storage
operators need to provide more reassurance and education on to convert non-users to
users.

Some users rely on self-storage facilities to provide recommended partners like moving,
transport and insurance providers to ease their move-in and move-out experiences, hence
they attach more importance to this attribute. By contrast, non-users have less
appreciation of the importance of these services, as our survey data shows.
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Japan Operator Sentiment Survey Findings

Nearly all of the operators in our survey were business owners, with only one respondent
operating under a franchise model. While these findings may not portray the actual
market situation in Japan due to the limitations of our sample size, they may reflect the
situation for some of the larger operators. In 2012, there were 250 self-storage operators
in Japan, with the top 5 operators holding 60% of the market share. As our respondents
represent a sizeable proportion of the self-storage market in Japan, we may be able to
generalize that many of the larger operators do not operate under a franchise model.

TAKING INTO ACCOUNT ALL OF YOUR COMPANY'S LOCATIONS, WHAT IS
THE GENERAL STORAGE MIX YOU ARE CURRENTLY PROVIDING BY SIZE?

I 2.5% DOUBLE-STACKED STORAGE UNITS
SMALL UNITS (0.5-2.0 SQUARE METERS)
MEDIUM SIZED UNITS (2.0-5.0 SQUARE METERS)
LARGE SIZED UNITS (5.0-10.0 SQUARE METERS)
. 4.5% EXTRA-LARGE/JUMBO SIZED UNITS (10+ SQUARE METERS)

In terms of the storage mix provided by the operators, our data shows that they have
dedicated most of their floor space to small units of 0.5 to 2 square meters (over 44%) and
to medium-sized units of 2 to 5 square meters (nearly 41%), suggesting that these two
sizes may be the most popular among Japanese self-storage consumers. With homes in
Tokyo ranging from an average of between 300 to 500 square feet in size according to the
2003 Housing and Land Survey by the Japan Ministry of Internal Affairs, many Japanese
consumers regard self-storage units as an extension of the storage spaces in their homes.

Large-sized lockers of between 5 to 10 square meters and jumbo-sized lockers of more
than 10 square meters were more catered for the niche market, occupying roughly 8% and
5% of the operators’ gross storage space respectively. The number of double-stacked
storage lockers was the smallest, comprising just over 2% of the total storage mix. This
suggests that Japanese consumers generally need bigger spaces of at least 0.5 square
meters or more to accommodate their storage needs due to tight living spaces.
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Japan Operator Sentiment Survey Findings

It Roughly over half of the self-storage facilities (55%) represented in our survey was
climate controlled while a significant percentage (42%) was non-climate controlled,
meaning that climate control is an added value service provided by self-storage facilities to
meet the specific needs of customers. With most facilities being highly accessible in the
center of town, Japanese consumers tend to treat self-storage units as an extra closet to
store everyday items like their wardrobe. Hence temperate control may not always be
necessary due to the types of items being stored.

TAKING INTO ACCOUNT ALL OF YOUR COMPANY'S LOCATIONS, WHAT IS THE
GENERAL STORAGE MIX YOU ARE CURRENTLY PROVIDING BY SEGMENT?

NON-CLIMATE CONTROLLED
CLIMATE CONTROLLED
I 1.5% WINE STORAGE
I 1.5% HIGH VALUE ITEMS / SAFETY DEPOSIT BOXES

Wine storage units and specialized units for storing high value items and safety deposit
boxes were less relevant for our self-storage operators, occupying only 1.5% of their total
storage mix respectively. While consumers in Japan may not perceive self-storage facilities
as an appropriate place for storing high-value possessions, Japan’s position as a high-
growth wine consumption market highlights a vast opportunity for self-storage operators
to explore. According to secondary research data from 2013, nearly half of the Japanese
adult population drinks wine on a regular basis, making the Japanese’s per capita wine
consumption more than double of that consumed by the Chinese.
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Japan Operator Sentiment Survey Findings

Assessing the operators’ average occupancy rates during the business year 2014 to 2015, 5
of the 8 respondents reported their self-storage locations to be between 71% and 90% full.
While these rates may show promise for new entrants to the self-storage market, they
could be further optimized with a higher public awareness and a more positive image of
self-storage facilities. According to our secondary research, the Japanese generally have a
low perception of the quality of self-storage services.

WHEN CONSIDERING THE BUSINESS YEAR 2014-2015, WHAT WOULD YOU
ESTIMATE THE AVERAGE OCCUPANCY OF YOUR SPACE WAS?

13% ON AVERAGE 91%-100% OF OUR TOTAL
UNITS WERE OCCUPIED

ON AVERAGE 81%-90% OF OUR TOTAL UNITS
WERE OCCUPIED

ON AVERAGE 71%-80% OF OUR TOTAL UNITS
WERE OCCUPIED

ON AVERAGE LESS THAN 70% OF OUR
TOTAL UNITS WERE OCCUPIED

Cost-wise, the average rental rates charged by the operators varied tremendously from
between JPY5,000 to 6,999 to over JPY9,000 per square meter. This may be interpreted in
terms of the large geography of Japan and the different consumer price index and average
household size of each city, which could create vast geographical differences.

WHAT IS THE AVERAGE RENTAL RATE PER SQUARE METER FOR YOUR
OCCUPIED UNITS IN 20147

25% MORE THAN JPY 9,000 PER SQUARE METER

25% JPY 7,000 — 8,999 PER SQUARE METER

37% JPY 5,000 — 6,999 PER SQUARE METER

13% JPY 3,000 — 4,999 PER SQUARE METER
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Japan Operator Sentiment Survey Findings

Based on the experiences of our survey respondents, the cost for converting an existing
building into a self-storage facility can vary greatly from less than JPY35,000 to JPY95,000
or more per square meter. This great variation in cost could highlight the wide
geographical differences in Japan as well as the large diversity of the industry as a whole.

IN YOUR EXPERIENCE WHAT IS THE AVERAGE COST PER SQUARE METER TO
FIT-OUT/CONVERT AN EXISTING BUILDING INTO A SELF-STORAGE FACILITY?

25% JPY 80,000 OR MORE PER SQUARE METER

25% JPY 65,000 — 79,999 PER SQUARE METER

12.5% JPY 50,000 — 64,999 PER SQUARE METER

37.5% LESS THAN JPY 50,000 PER SQUARE METER

WHEN CONSIDERING THE BUSINESS YEAR 2014-2015, WHAT WAS YOUR
CUSTOMER MIX?

According to the self-storage operators in
our survey, the percentage of individual
customers versus business customers
stood at roughly 80% to 20%. It was
noted that slightly more operators were
skewed towards 90% to 10%, further
highlighting the small percentage of
business customers. From these results, it
is apparent that individual customers are
both the predominant users and key
drivers of the self-storage market in
Japan.

B Consumers Businesses
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Japan Operator Sentiment Survey Findings

Amidst the range of value added services provided by Japanese self-storage operators, the
free use of trolleys, third party moving services recommendations and insurance coverage
for third party vendor services were identified as basic services offered by nearly all of the
self-storage locations.

6 of the 8 respondents in our survey also accepted a wide range of payment modes,
making it another mainstream service provided by the self-storage operators in Japan.

WHICH OF THE FOLLOWING VALUE ADDED SERVICES ARE YOU CURRENTLY
OFFERING IN YOUR FACILITIES IN JAPAN?

ON-SITE DUTY MANAGERS DURING OFFICE

0,
HOURS TO ASSIST CUSTOMERS
100% FREE USE OF TROLLEYS
0% PACKING SUPPLIES FOR PURCHASE
0% FORKLIFTS FOR RENT

MOVING SERVICES FOR HIRE (FROM

88% THIRD-PARTY SERVICE PROVIDERS)

25% SMALL ANCILLARY OFFICES FOR RENT

) INSURANCE COVERAGE (FROM THIRD-
88% PARTY SERVICE PROVIDERS)

. WIDE RANGE AND INNOVATIVE PAYMENT
75% MODES (E.G. AXS, SAM, PAYPAL, VBOX)

0% AVAILABILITY OF INDEPENDENT MAILBOXES FOR USERS

. OTHER SERVICES (E.G. SALE OF STAMPS, SMART
0% PACK, SPEED POST PACKAGES, ETC.)

Surprisingly none of the operators in our survey provided packing supplies for purchase or
forklifts for hire, suggesting that Japanese customers are accustomed to taking care of all
the packing materials themselves and to hiring third-party services providers to move
heavier items which cannot be transported with trolleys.
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Japan Operator Sentiment Survey Findings

The majority of the self-storage operators strongly agreed that finding available and
suitable space were two of the biggest challenges when starting and expanding their self-
storage businesses. Our participants’ strong consensus suggests that space availability and
suitability could be two important issues holding back the growth of the self-storage
industry in Japan.

In light of the high property value in Japan, high start-up costs and the high cost of space
for expansion were recognized as key problems by the majority of the survey respondents.
Also of interest are the challenges operators reported when it comes to marketing their
facilities, especially when it comes to finding ways to differentiate themselves from their
competitors.

IN YOUR OPINION WHAT ARE THE KEY CHALLENGES SELF-STORAGE
OPERATORS FACE IN JAPAN WHEN EXPANDING THEIR BUSINESS?

25% AVAILABILITY OF SPACE

25% SUITABILITY OF THE SPACE AVAILABLE

HIGH COST OF SPACE

MARKETING OF THE FACILITY

COMPLIANCE WITH GOVERNMENT
REGULATIONS

AVAILABILITY OF QUALIFIED LABOUR

COST OF QUALIFIED LABOUR

COST TO FIT-OUT OR CONVERT AN
EXISTING BUILDING

TIME REQUIRED TO FIT-OUT OR
CONVERT AN EXISTING BUILDING

DIFFERENTIATING FROM COMPETITORS

W Disagree M Agree Strongly agree
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Japan Operator Sentiment Survey Findings

From the data returned, the majority of the respondents recognized rising affluence as an
important growth driver for the self-storage industry; however, their mild and mixed
responses highlights an uncertainty as to whether it had a direct impact on the growing
demand for self-storage services. World Bank statistics, which indicate that the annual
disposable income in Japan has been on a downward trend since 2011, may account for
their doubts about the direct causal relationship.

FROM YOUR PERSPECTIVE WHAT ARE THE OVERALL KEY DRIVERS AND
TRENDS IN THE SELF-STORAGE INDUSTRY IN JAPAN?

38% POPULATION GROWTH

50% RISING AFFLUENCE AND CONSUMERISM

75% SHRINKING APARTMENT SIZES

INCREASED DEMAND FROM
INDIVIDUAL CONSUMERS

38%

INCREASED DEMAND FROM
ONLINE RETAIL BUSINESSES

INCREASED DEMAND FROM SMALLER
“BRICK-AND-MORTAR” BUSINESSES

GROWING NUMBER OF SMALL
LOCAL SELF-STORAGE PLAYERS

50% NEW ENTRANTS OR BRANDS
FROM OVERSEAS

pLA INDUSTRY CONSOLIDATION

B Disagree M Agree Strongly agree

Our survey respondents showed very mixed views as to whether industry consolidation
was a positive force favouring the future development of the self-storage market. While
these results could reflect stark differences in the business model and development plans
of each individual operator, the absence of a clear stance means further investigation is
required to understand the operators’ views on industry consolidation.
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Country Snapshot — Mainland China

Self-Storage Industry Dashboard

* Key cities / regions: Guangzhou, Shenzhen, Shanghai, Beijing
* Level of competition: Low

* Average occupancy rate: Not enough data

* Average rental rate: RMB 220 — RMB 290 per square meter

* Expected growth rate More than 20%

next 3-5 years:

Selected players
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China was described as a growing self-storage
market where demand exceeds supply. Though,
low consumer awareness is the biggest obstacle
for the growth of the self-storage market in China
as many Chinese consumers are not aware of the
services offered by self-storage operators and
have mixed perceptions about the self-storage

concept.
§hanghai, Beijing, Shenzhen a.nd Guangzhou ar.e MyCube
identified as being the most important for their Self Storage
current market development, and expect this to EUFEHBE
remain so for the next 3 to 5 years. It is believed
that the large populations of these four cities, as

hisgBitiE

well as their economic status and high consumer ( f
awareness of self-storage services, make them an China Self Storage

ideal base for further market penetration in

China. é 1725

Market competition does not seem to be a key EASYSTORAGE
issue yet for self-storage operators in China. They
are aware of some competition, but it is not

intense with much room for improvement in )

promoting consumers’ awareness of self-storage ¥

services. '
LOVE BOX
SELF STORAGE
LA B i
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Country Snapshot — Mainland China

Self-storage is a relatively new concept in China which has just begun to take root since the
early 2010s, and is still at it’s infancy stage. Self-storage industry business activity is
concentrated in China’s major first-tier cities — namely Shanghai, Beijing, Guangzhou and
Shenzhen.

Due to China’s large geographic size and vast regional differences, the self-storage market
is extremely fragmented in China, making it more difficult for self-storage players as there
is no one-size-fits-all formula for success. Besides, although some large self-storage players
have started to establish a foothold in the market and have aggressive plans for expansion,
much education work needs to be done to convince Chinese consumers of the benefits of
self-storage, and how it can fit into their lives as a practical, convenient lifestyle option.

Chinese customers, who have only just begun to buy into the self-storage concept, are
mainly concerned with security, privacy and climate control, though the environment and
location of self-storage facilities are also important. The size of a self-storage unit can vary
between 0.7 to 20 square meters, and prices may range from several hundred to more
than 1,000 yuan a month.

Two important customer segments in China are white-collar workers and foreigners, who
understand the benefits of self-storage and recognize their needs for these services.
Foreign expats can make up about 10% of a self-storage business’ customer base.
Generally speaking, self-storage is considered to be a luxury lifestyle product for young,
well-off and adaptable individuals who understand how to use self-storage to solve their
temporary needs. China’s nouveau riche have also discovered many innovative uses for
self-storage, such as using self-storage just before Chinese New Year to facilitate their
annual spring cleaning, and locking up their belongings before going on a long vacation.
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Country Snapshot — Mainland China

China’s average rental rate per square meter is estimated to be approximately RMB220 to
RMB290. This price range was regarded as a low, “entry level” price by self-storage operators, and
they both expect to see rental rates increase from 10% to 30% or more within the next 3 years.

Depending on the city the average occupancy rate in the past year can range from below 60% and
as high as 80%. While these less-than-optimal occupancy figures emphasize China’s status as an
early growth market, they should also motivate self-storage operators to make greater efforts
towards increasing the overall awareness of their services.

Easy Storage and Jin Yeung were identified as two of the largest self-storage players in China, while
My Cube and Jin Yeung were named as being some of the more important and fastest-growing
self-storage businesses. It is also estimated that there is a total self-storage floor space of more
than 550,000 square feet in China, with Beijing comprising 160,000 square feet in and Shanghai
comprising another 210,000 square feet respectively. There have been few new market entrants
into the China self-storage market over the past year, with CBD Mini Storage being one of them. It
is expected existing players to be the key drivers of industry expansion in China instead of new
market entrants. This indicates that many self-storage players in China have strong financial back-
up and clear intentions for further local expansion.

There are a number of favourable factors for industry growth, including rising affluence, increased
demand from individual and business consumers (both online retailers and brick-and-mortar
businesses), shrinking apartment sizes and increased investment in new facilities, numerous
suitable locations for expansion and qualified contractors to convert buildings into self-storage
facilities. On the other hand, low consumer awareness, lack of qualified labour and difficulty in
complying with government regulations were identified as main business challenges.

Self-storage operators were optimistic about the growth in the next 3 to 5 years with the growth
being estimated to be about 20% to a more than two-fold growth in the self-storage market as a
result of stronger consumerism and greater market awareness.
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Country Snapshot — Taiwan

Self-Storage Industry Dashboard

* Key cities / regions: Taipei city

* Level of competition: Low

* Average occupancy rate: 61% -70%

* Average rental rate: NTS220 - NTS280 per square meter

* Expected growth rate 20%
next 3-5 years:

Selected players
Taiwan has all of the strong industry drivers,

typical of more mature self-storage markets like
Hong Kong, such as high property prices and G StOfEfrandlv
scarcity of space, making it an attractive == ;

destination for self-storage brands which are
aggressively expanding into Asia.

Important industry mergers can only serve to
highlight investors’ growing interest in tapping
into vast the potential of Taiwan’s burgeoning
self-storage market. The development of Taiwan’s
self-storage industry today is similar to that in ERETRHEABEE
Hong Kong about a decade ago from 2002 to morespace self-storage
2006, where consumer awareness of self-storage
services was not very high.

Taiwanese consumers generally have a positive ¢ Jh'%
perception of self-storage and are open to 4 3 1§*UE
learning more about it. However, self-storage
operators are convinced that Taiwanese
consumers still have a long way to go in terms of

3 Easy Storage Taiwan

truly understanding the service offerings of self- IIQ g =
storage — an educational responsibility which /2
needs to be led by the collective efforts of ﬁl—_:{;l:ﬁ@
Taiwan’s many self-storage players. by & extra space
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Country Snapshot — Taiwan

The self-storage concept began to emerge in Taiwan in 2010, when the Taiwanese could no
longer afford to buy bigger homes to accommodate their expanding families and changing
lifestyles due to the big housing bubble. Self-storage operators quickly saw an opportunity
to convince consumers to hire extra storage space as an extension of their homes, since
self-storage costs were only a mere fraction of the price of renting a bigger residential unit.
To Taiwanese customers, self-storage services are a lifestyle product which provides a
personal storage space solution to improve their quality of living.

Being a new idea in Taiwan, the early self-storage consumer base consisted mostly of
white-collar professionals, foreigners and expats. But the Taiwanese were quick to
embrace this popular new storage concept which originated from the US and Europe.
Almost overnight, the Taiwanese’s traditional conception of big, warehouse storage spaces
reserved solely for large corporate businesses was transformed into the modern-day self-
storage concept, where anyone can own a piece of personal, enclosed space with first-rate
security features to safeguard his valuable possessions. Average self-storage rental rates
per month in Taiwan today can range from NTS800 to NTS$3,000, depending on the
amount of space required by the customer.

In 2014, Extra Space Storage of Asia acquired a majority stake in Taipei-based Storeasy Self
Storage and rebranded its facilities to Storeasy by Extra Space as a move to cater to
Taiwan’s increasing demand for storage space. This strategic merger between Storeasy, a
local operator with around 10 facilities and Extra Space, a prominent self-storage brand
with wide geographic coverage in Singapore, Malaysia and Korea, is expected to enhance
both company’s position as one of the main regional self-storage players in Asia.
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Country Snapshot — Taiwan

Though still in its early stages, the Taiwan self-storage industry is already characterized by
robust competition from at least 10 local brands and 3 overseas brands. The bigger players
own approximately 50% to 60% of the total market share, while the smaller players are
actively contributing to the greater development of the self-storage market with their
healthy competition.

The average self-storage rental rate in Taiwan should fall between NT$220 to NT$280 per
square meter, and average occupancy is estimated to be between 61% and 70% over the
past year. It is expected that these prices will change positively in the next 3 years,
especially in more developed regions like Taipei and Taichung. Self-storage operators
estimates that prices will double to at least NTS450 per square meter in the next 3 years
due to various favourable factors.

Self-storage operators believes that Taipei city will continue to be one of the key growth
regions in the next 3 to 5 years, being the most developed city in Taiwan with a high
standard of living comparative to that of Hong Kong. Another city where they are finding
plenty of market opportunities is Taichung city.

Although self-storage operators are generally satisfied with the level of consumer demand
and the availability of suitable locations for expansion in Taiwan, the difficulty in finding
qualified staff and reliable contractors to fit out a new facility, and compliance with
government regulations are some of the common challenges faced by them.

Owing to the reasons stated above, self-storage operators expect the self-storage market
to experience more than 20% growth in the next 3 to 5 years, indicating their strong
confidence in the future prospects of Taiwan'’s self-storage market.
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Country Snapshot — Malaysia

Self-Storage Industry Dashboard

* Key cities / regions: Kuala Lumpur, Penang

* Level of competition: Low

* Average occupancy rate: 60%

* Average rental rate: RM 60.00 - RM80.00 per square meter
* Expected growth rate 6% - 10%

next 3-5 years:

Selected players
The self-storage industry in Malaysia is still in its

early development stages with a strong potential
for growth, especially in Kuala Lumpur.

Compared with space-starved cities like Hong
Kong and Japan, Malaysians have more o
reasonably-sized spaces in their homes. However,
household space is becoming more limited as a
result of the steady population growth, especially

in the densely-populated capital of Kuala Lumpur. extra
More importantly, the purchasing power of space
Malaysia’s is increasing, creating a demand for self storage

extra storage space. These factors combined
make the Malaysia market ripe for picking by self-

storage businesses.

Malaysian consumers seem to be generally open ‘ ‘

to the self-storage concept as they are warming Secme®
up to the idea of self-storage. Despite more of Stﬂf
them realise extra storage space are needed, they 399

still lack a clear understanding about its
advantages and perceive its services to be too

expensive for what they get, suggesting that lncK STnnE
operators should step up their efforts in

educating Malaysian consumers. Your Private Storage Space
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Country Snapshot — Malaysia

In the early 2010s, huge containers and warehouses were the only external storage
facilities available for Malaysian consumers for holding the inventory of large corporate
customers.

Seeing that there was a niche to be filled for small to medium scale customers, some of
Asia’s bigger players like Singapore-based Extra Space decided to set up its first facility in
Malaysia in 2012. Local players quickly followed suit. In 2013, Malaysia-based private
venture EZ Secure Storage Sdn Bhd also began to tap into the self-storage business. The
company has announced plans to acquire 60% of the local self-storage market by setting
up a total of 30 facilities in Malaysia from 2014 to 2019.

Self-storage business operators find low public awareness to be a key obstacle. Malaysians
tend to associate self-storage with dark, dirty container yard storage spaces. They do not
yet recognize self-storage as a convenient lifestyle option, and perceive the cost of self-
storage to be too high for what they get. Two other challenges were rental agreements
and tenancy defaults, which make it difficult to find suitable spaces for their facilities.

Most of the consumer demand comes from people who are in a transition between
homes, hobbyists and entrepreneurs who have run out of space for their belongings,
collections and inventory. According to Extra Space, about 80% of its clients are individuals
and the rest being small businesses in July 2014. In view of the growing number of online
businesses in Malaysia, the company expects the business-user segment will continue to
grow.

Meanwhile, Penang where the scarcity of land and rising property prices have opened up a
new market demand for self-storage. It is expected that other self-storage businesses will
soon follow, and the self-storage market will continue to experience vibrant growth in
Malaysia in the coming years.
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Country Snapshot — Malaysia

Over the past year, the average occupancy rate for self-storage space in Malaysia was
estimated to be less than 60%. There is about 2 to 4 main self-storage players in Malaysia
— Extra Space, the fastest growing market player with 3 facilities in Kuala Lumpur with the
largest market share; and EZ Secure, another important competitor to watch out for. It is
estimated there to be about 220,000 square feet of total floor space available in the
Malaysian market.

With the scarcity of land, shrinking apartment sizes and high property prices, self-storage
operators are looking to Kuala Lumpur to grow their businesses in the next 3 to 5 years
which favour the industry’s growth.

Some of the main challenges faced by operators include high property prices, uncertain
government regulations, the lack of suitable self-storage sites, and difficulty in finding
qualified contractors to fit out a new facility. It is believed that the low rental rates of
vacant houses and offices in Malaysia provide a more competitive substitute for self-
storage. In addition, low consumer awareness and acceptance of the self-storage concept
were also key obstacles for growth.

Increasing affluence and consumerism, rising demand from individual consumers,
shrinking apartment sizes and increased demand for temporary storage space were all
identified as key industry drivers. Self-storage operators emphasized the importance of
increased usage by business customers, especially online retailers, in driving industry
growth. Providing good service is believed to be another main industry driver.

It is expected that the Malaysian self-storage market to grow by roughly 6-10% in the next
3 to 5 years, mostly due to shrinking apartment sizes and rising demand from young
families. A higher overall awareness of self-storage services in Malaysia will also definitely
contribute to the industry’s growth. It is also suggested that higher location visibility could
be a good tactic for increasing customer awareness.
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Country Snapshot — Thailand

Self-Storage Industry Dashboard

* Key cities / regions: Bangkok, Phuket

* Level of competition: Low

* Average occupancy rate: 61% - 70%

* Average rental rate: THB1,000 per square meter

* Expected growth rate 6%-10%
next 3-5 years:

Self-storage is still a relatively new concept in
Thailand, and there is much work to be done by
self-storage operators in regard to the education
and marketing of the many advantages that self-
storage can provide. Increasing public awareness
is critical for the continual growth of the self-
storage industry in Thailand, as well as in the rest
of Asia.

Self-storage operators have chosen Phuket as
their first market destination due to the city’s
status as a transient tourist destination where
foreign tourists liked to stay for temporary lengths
of time, underlining the important role of tourists
in driving the growth of the country’s self-storage
industry.

It is believed that self-storage operators should
make consumer awareness a top priority, as self-
storage is still a relatively vague concept in
Thailand, especially for the local people.

Selected players
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Country Snapshot — Thailand

Thailand’s first self-storage facility was set up in Phuket rather than in the more populous
capital of Bangkok. After years of experience as real estate operators developing new
hospitality and residential projects, the founders of StoreGuard Co. Ltd realized there was
a commercial services gap to be filled in providing storage space for property developers,
suppliers, buyers and sellers. This demand, coupled with the assured demand from a big
population of temporary foreign residents in Phuket, was what motivated StoreGuard Co.
Ltd to set up their first self-storage facility in Thailand in 2010.

Another pioneer for self-storage in Thailand, My Storage, also set up their first facility in
Phuket in 2010. Discouraged by high land prices and the difficulty of finding suitable
locations, My Storage decided to make space by converting their warehouse in Jungceylon
Shopping Centre, the largest mall in southern Thailand with constantly high traffic and 300
commercial tenants. Its location was strategically chosen based on industry intelligence
that mixed-used development storage facilities tend to have a higher success rate.

The key challenges faced by self-storage operators in Thailand include high land prices and
construction costs, local building restrictions and zoning, the lack of appropriate-sized
plots in metropolitan locations and the long construction lead time, which encourages
them to adopt a long-term leasing business model. Furthermore, the quality of
construction in Thailand is low due to the methods used and the lack of good building
materials. Many foreign self-storage brands need to top up their investments for importing
partition systems, software and ancillary products that meet their standards, making high
set-up costs a key entry barrier for new industry players.

Notwithstanding this, the self-storage industry in Thailand stands to benefit from new
government initiatives aimed at facilitating the growth of the logistics industry. These
include the regional integration efforts of the Association of Southeast Asian Nations
which will allow the free transfer of goods, services, skilled labour and capital once
completed in 2015, and new infrastructure projects for improving the rail, road, sea and air
transport in Thailand.
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Country Snapshot — Thailand

There are currently many self-storage players in Thailand vying for a piece of the growing
self-storage pie. Large players are relatively fewer in number, while there are plenty of
smaller players. The current level of demand versus supply seems to be quite balanced,
suggesting that new market entrants may need a strong business strategy to succeed in
this slowly saturating market.

In Thailand, self-storage industry development is mainly focused in 5 key cities: Bangkok,
Phuket, Chiang Mai, Hua Hin and Pattaya. These cities are all key tourist destinations with
a large population of tourists and expats, whose better understanding of self-storage
services make them an important customer segment. these cities are expected to remain
the key growth markets for the self-storage industry in Thailand in the next 3 to 5 years.

The typical storage mix of a facility in Thailand may include smaller units of 2.25 to 4.5
square meters, medium units between 6 to 9 square meters, larger units of up to 15
square meters, and jumbo sized units between 20 to 25 square meters. The average rental
rate for self-storage units in Thailand is estimated at THB1,000 per square meter a month.
With the baht remaining strong, it is not expected to have any significant change to the
current level of pricing in the next 3 years.

The average occupancy of the self-storage space in Pattaya over the past year is estimated
to be between 61% to 70%, suggesting that self-storage businesses have room for
improvement in achieving a more optimal occupancy..

Some likely challenges faced by the self-storage operators in Thailand may include finding
suitable locations for expansion in urban areas and complying with government
regulations. Moreover, as tourists constitute a large proportion of self-storage customers,
consumer demand is subject to annual fluctuations in tourist numbers.
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Country Snapshot — Philippines

Self-Storage Industry Dashboard

* Key cities / regions: Manila

* Level of competition: Low

* Average occupancy rate: 61% - 70%

* Average rental rate: PHP 300 — PHP 600 per square meter

* Expected growth rate 2% - 5%
next 3-5 years:

Selected players
The Philippines self-storage industry is on a

growing trend, as evidenced by increasing
dynamic competition in the market. The self- ns f
storage market is also fractured, being defined by a eHoiol:SE
numerous competitors and new market entrants. ag

It was noted that the current demand versus
supply for self-storage services in the Philippines

is somewhat imbalanced. EASYSTORAGE

While Philippines consumers’ understanding LB ) crrac o 57 xioiost o acs waia
about self-storage services is slowly increasing,
they still have mixed perceptions about self-
storage due to low public awareness. Boosting
consumer awareness and educating them on the
advantages of self-storage services will continue
to remain one of the biggest challenges for
Philippines self-storage operators in the next few

years to come. . ——
STORAGE

7 KEEPALL STORAGE INC .

It is believed that Metro Manila is and will
continue to be the most important city for the
development of the self-storage market in the
next 3 to 5 years due to its status as the
Philippines’ most populous region and capital city.
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Country Snapshot — Philippines

The Philippines’ first self-storage facility, Safehouse Storage, was established in 2010 by
two brothers in the warehousing business to cater to the demand of one customer who
needed storage space for excess financial documents. The company’s founders then got
the idea of cutting their bigger warehouse units into mini storage spaces, an idea which
they soon found had huge market potential in the Philippines. Being founded on intensive
research and modeled after the self-storage concept from the US, Safehouse Storage
began installing roll-up doors for each individual storage unit, making it one of the first
modern indoor self-storage facility in the Philippines.

The typical self-storage customer in the Philippines may include business owners who
need extra space for their files, Overseas Filipino Workers who are leaving their stuff
behind and condo owners needing extra space for the old furniture their new tenants did
not want.

In the Philippines, finding a strategic location for the facility is one of the main barriers to
entry. Also, Philippines customers have different customer habits from say, the US, being
more accustomed to paying for end-to-end services including packing, transport logistics
and records management to avoid hassle.

New construction projects in Metro Manila such as for new commercial high-rises and
condominiums are leading the way for greater consumer demand in extra storage. Already,
acute competition can be witnessed in the Philippines self-storage market, and self-
storage businesses are quick to increase their geographic coverage by expanding to
popular tourist towns like Cebu. As the self-storage industry continues to develop, getting
consumers to embrace the self-storage idea and standing out from the competition will
become the two most important challenges for self-storage operators in the Philippines.

The Self Storage Association Asia Annual Report 2015 64

Ipsos Business Consulting



EEESIII———————————————————

Country Snapshot — Philippines

The average rental rate for self-storage in the Philippines is estimated to be between
PHP300 to PHP600 per square meter, and the price level is expected to change negatively
in the next 1 to 3 years. A likely concern might be the growing intensity of industry
completion, which may cause average rental rates to drop. The average occupancy rate in
the Philippines was estimated to be roughly 61% to 70% in the past year.

There are 5 to 6 self-storage players in the local market, and new market entrants have
also been coming on strong. Currently, the biggest self-storage player in the Philippines is
Lock + Store, while Secure Storage is another important competitor due to the remarkable
speed of its growth. The total available floor space in the Philippines is around 10,000
square meters, and it is expected that industry expansion will come from both new and
established industry players.

Currently, a key obstacle facing self-storage operators could be their limited number of
self-storage locations, which provide only a narrow reach to Philippines customers despite
the growing market demand. Complying with government regulations and finding qualified
contractors to turn existing buildings into self-storage facilities also pose problems for the
industry’s growth.

Meanwhile, shrinking apartment sizes and a gradually increasing individual consumer
demand were named as key factors contributing the continued development of the self-
storage market. Increasing demand from business consumers — mainly corporate clients —
was also an important growth driver.

It is expected that the self-storage market in the Philippines to grow by a modest 2-5% in
the next 3 to 5 years, suggesting a reserved optimism towards the future of the industry.
Some reasons accounting for this sentiment may include the fear of an oversupply of
services due to intense competition, a sluggish growth in consumer awareness and
demand, strict government regulations and the lack of available sites for business
expansion.
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Survey Data

32 companies from 8 countries contributed to the findings in this survey.
Contributions came from:
*  China (PRC)

. Hong Kong
* Japan

*  Malaysia

*  Philippines
*  Singapore
*  Taiwan

*  Thailand

In Hong Kong 10 operators participated in our survey, while in Japan 8 operators agreed to
participate and in Singapore 7 operators participated in our survey.

Online consumer surveys were carried out in Hong Kong, Japan and Singapore. Residents
of each country between the ages of 18-49 were invited to participate in this survey.

The follow table provides an overview of the sample size and basis for penetration
calculation for each country.

Total requests Total qualified Users Non-users
for participation sample size
Hong Kong 623 500 232 268
Japan 1612 500 69 431
Singapore 804 500 194 306

Users are defined as people who are currently using self-storage or have used self-storage
in the past year as well as all others who have used self-storage in the past. For Japan the
survey only focused on indoor self-storage, while excluding outdoor self-storage.
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Contributors

We would like to thank the following companies for taking part in the survey this year.

. 3S Self Storage

. Arealink

. Bluedoor Storage

. Cube Self Storage

. EBC Self Storage

. Extra Space

. Green business Centre Green Storage

. Hong Kong Storage

. Kasegroup

. Lock + Store
. Locker Locker \
. MiniCo Self-Storage

. MyCube Self Storage

. Oshiire Sangyo

. Pattaya Self Storage

. Quraz

. Reise

. Safehouse

. Storage Oh

. Storage Works

. Store Friendly Self Storage Group
. Store It!

. Terrada

. The Store House

. Tokyu Livable

. U-Store

. Your space
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Contacts

Ipsos Business Consulting

Markus Scherer

Associate Director, Head of Consulting Hong Kong
Ipsos Business Consulting Hong Kong

Direct: 852 2839 0647
markus.scherer@ipsos.com

Adrian Lo

Consulting Manager

Ipsos Business Consulting Hong Kong
Direct: 852 2839 0676
adrian.lo@ipsos.com

Luigi La Tona

Executive Director

Self Storage Association Asia
Direct: 852 3462 9553
luigilatona@selfstorageasia.org

Aaron Leung

Administrative Manager

Self Storage Association Asia
Direct: 852 3582 1625
aaronleung@selfstorageasia.org
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Your Ipsos Business Consulting Contacts

AUSTRALIA

PERTH

Ground Floor, 338 Barker Road
Subiaco, WA, 6008

Australia
australia.bc@ipsos.com
Telephone 61 (8) 9321 5415

SYDNEY

Level 13, 168 Walker Street
North Sydney 2060

NSW, Australia
australia.bc@ipsos.com
Telephone 61 (2) 9900 5100

GREATER CHINA

BEIJING

12th Floor, Union Plaza

No. 20 Chao Wai Avenue
Chaoyang District, 100020
Beijing, China
china.bc@ipsos.com
Telephone 86 (10) 5219 8899

SHANGHAI

31/F Westgate Mall

1038 West Nanjing Road 200041
Shanghai, China
china.bc@ipsos.com

Telephone 86 (21) 2231 9988

HONG KONG

22/F Leighton Centre

No 77 Leighton Road
Causeway Bay

Hong Kong
hongkong.bc@ipsos.com
Telephone 852 3766 2288

INDIA

MUMBAI

5th, 6th and 7th Floor, Boston House
Suren Road, Andheri (East) 400-093
Mumbai, India

india.bc@ipsos.com

Telephone 91 (22) 6620 8000

NEW DELHI

C-1 First Floor

Green Park Extension
110016

New Delhi, India
india.bc@ipsos.com
Telephone 91 (11) 4618 3000

consulting.bc@ipsos.com

INDONESIA

Graha Arda, 3rd Floor

JI. H.R. Rasuna Said Kav B-6, 12910
Kuningan

Jakarta, Indonesia
indonesia.bc@ipsos.com
Telephone 62 (21) 527 7701

JAPAN

Hulic Kamiyacho Building
4-3-13, Toranomon
Minato-ku, 105-0001
Tokyo, Japan
japan.bc@ipsos.com
Telephone 81 (3) 6867 8001

KENYA

Acorn House

97 James Gichuru Road, Lavington
P.O. Box 68230

00200 City Square

Nairobi, Kenya
kenya.bc@ipsos.com

Telephone 254 (20) 386 2721-33

MALAYSIA

18th Floor, Menara IGB

No. 2 The Boulevard

Mid Valley City

Lingkaran Syed Putra, 59200
Kuala Lumpur, Malaysia
malaysia.bc@ipsos.com
Telephone 6 (03) 2282 2244

NIGERIA

Block A, Obi Village

Opposite Forte Oil

MM2 Airport Road, Ikeja
Lagos, Nigeria
africa.bc@ipsos.com
Telephone 234 (806) 629 9805

PHILIPPINES

1401-B, One Corporate Centre
Julia Vargas cor. Meralco Ave
Ortigas Center, Pasig City, 1605
Metro Manila, Philippines
philippines.bc@ipsos.com
Telephone 63 (2) 6333997

SINGAPORE

11 Lorong 3 Toa Payoh
Block B #03-26/27/28
Jackson Square, S319579
Singapore
singapore.bc@ipsos.com
Telephone 65 6333 1511

SOUTH KOREA

12th Floor, Korea Economic
Daily Building, 463 Cheongpa-Ro
Jung-Gu 100-791

Seoul, South Korea
korea.bc@ipsos.com

Telephone 82 (2) 6464 5100

THAILAND

21st and 22nd Floor, Asia Centre Building
173 Sathorn Road South

Khwaeng Tungmahamek

Khet Sathorn 10120

Bangkok, Thailand
thailand.bc@ipsos.com

Telephone 66 (2) 697 0100

UAE

4th Floor, Office No 403

Al Thuraya Tower 1

P.O. Box 500611

Dubai Media City, UAE
uae.bc@ipsos.com
Telephone 971 (4) 4408 980

UK

Minerva House

5 Montague Close

SE19AY

London, United Kingdom
uk.bc@ipsos.com

Telephone 44 (20) 3059 5000

USA

31 Milk Street

Suite 1100

Boston, MA 02109

United States of America
us.bc@ipsos.com
Telephone 1 (617) 526 0000

VIETNAM

Level 9A, Nam A Bank Tower
201-203 CMT8 Street, Ward 4
District 3

HCMC, Vietnam
vietnam.bc@ipsos.com
Telephone 84 (8) 3832 982
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