OUR BUSINESS
WHO WE ARE AND WHAT WE DO
Our trading portfolio comprises 33 self storage properties across South Africa.
Stor-Age owns and operates 24 of these properties representing 181 342 m²
of GLA – our Listing Portfolio. We manage over 14 000 individual leases with
a churn rate of 5 – 6% per month and over 700 new tenants moving in each
month. The balance representing 54 919 m² of GLA makes up our Managed
Portfolio on which Stor-Age receives property and asset management fees.
Stor-Age holds a pre-emptive right to acquire all properties in the Managed
Portfolio, representing a significant growth pipeline.
We continue to focus on improving our operating platform
and infrastructure to maximise revenue, reduce costs and
ultimately deliver enhanced returns. At a property level,
our people and the high quality, secure and convenient
space (modern, purpose built and security systems) attract
and retain a diverse customer base.

SOPHISTICATED OPERATIONS
PLATFORM
Operationally Stor-Age consists of two elements: systems
and people. Systems (including processes, controls
and responsibilities) are clearly defined and set out in
operating standards which ensure consistency across the
business. The increased use of technology and automation
to improve our systems and processes remains a key
focus area. The ’people’ aspect has been a strategic
focus from the outset and we place significant emphasis
on recruiting the right people and training, developing
and managing our staff to achieve their highest potential.
We have invested significantly in developing a sophisticated
and scalable management platform to provide centralised
services and support across the portfolio. This offers
economies of scale and cost efficiencies.
Our web-based tenant management system provides
real time information on the operating and financial
performance of each property. The system also has a
unique built-in CRM tool which allows all enquiries to
be logged and tracked (until closed) and management
to monitor staff’s efforts in this process remotely. Every
month, more than 3 200 enquiries are recorded and
followed up on.
Pricing is dynamic and varies according to unit size,
demand, the stage of lease-up and location. In StorAge’s ’Big Box’ properties, the internal space can be
reconfigured to produce variations of unit sizes in order

to meet the demand profile and optimise the revenue
streams from the property.

BRAND STRENGTH
A key component of our growth strategy has been to
develop Stor-Age into the market-leading self storage
brand. Our focus on the location, visibility and quality
of our properties, coupled with excellent customer
service and a leading online platform, has successfully
achieved this.
Our brand has been positioned at the quality end of the
market and is well defined, distinctive and differentiated.
The high standards of the properties, people and
convenient locations successfully attract customers who
are looking for quality and value. Given that the growth in
our portfolio is all in high profile locations, there has been
a natural increase in brand awareness particularly from
the ’Big Box’ flagship properties. This trend is expected to
continue with the introduction of new properties.

STOR-AGE AT OUR CORE
Stor-Age’s Core Ideology consists of both our Core Purpose
and our Core Values. Put simply, Stor-Age exists because
we solve both people and business space problems.
We aim to actualise within a number of dimensions at
the same time. Stor-Age aims to have purpose and profit,
continuity and change, freedom and responsibility. We
strive to respect our colleagues, our customers, ourselves
and the organisation, which is greater than the sum of
its parts.

Our four Core Values guide and inspire every
single thought, action and decision: Excellence,
Sustainability, Relevance and Integrity.
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WHO WE ARE AND WHAT WE DO (continued)
OUR PEOPLE

OUR PROPERTY

Stor-Age operates with a non-hierarchical structure
and operations staff are pivotal to the achievement of
our strategic objectives including driving occupancy,
revenue and cash flow growth in the portfolio.

Our property portfolio (including commitments) valued
in excess of R2 billion comprises 43 properties in total
(including our pipeline). This has achieved our initial five
year goal to 2015.

To foster a partnership culture within the business,
management spends significant time at the individual
properties and is accessible to staff at all levels. Our
learning, development and training programme
focusses on both core and soft skills to promote the
individual development of staff, while our performance
management system ensures that there are regular
appraisals and feedback sessions.

Our portfolio is predominantly purpose built with a truly
national footprint. The 43 properties are split between
33 trading properties and ten new developments in
our pipeline. Our 33 trading properties will offer
236 000 m² of GLA once fully fitted-out, and provide
for a further 20 000 m² of approved development
bulk. Our pipeline of ten new properties offers further
developable GLA of 74 900 m² on full build-out.
In defining our property strategy in South Africa, we
identified the four main cities on which to focus and
then the specific suburbs (including arterial routes) where
we would like to establish a presence. This is not a
restrictive or instructive strategy, but rather a guide whilst
supporting our full business growth strategy.

43

Our portfolio comprises 43 properties (24 in the
Listing Portfolio, 9 in the Managed Portfolio and
10 in the pipeline)

• TRADING PORTFOLIO:
33 properties
R1.90bn
236 000 m²
14 300 + tenants
• LISTED PORTFOLIO:
24 properties
R1.37bn
181 000 m²
11 800 + tenants
• PIPELINE:
10 properties
R770m
72 000 m²
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OUR BUSINESS

MAINTAINING OUR PROPERTIES
As a customer-facing real estate business, it is paramount
to maintain the quality of our assets by investing in a
rolling programme of preventative maintenance, store
cleaning and the repair and replacement of essential
equipment.
We have a dedicated online platform for operational
staff to log maintenance requests. Our National
Facilities Manager manages the maintenance of our
properties with the assistance of facilities management
teams in each city in conjunction with store operations
and area managers.

OUR CUSTOMERS
Our customers comprise both the residential and
commercial sector.

SALES, MARKETING AND
E-COMMERCE
Our sales and marketing strategy continues to focus on
driving customer response through multiple platforms,
improving a user’s experience of our website and by
focusing on customer service and selling standards at
the property level.
During the year we launched our IDEA marketing
campaign. Conceptualised over a period of 20 months,
the campaign centres on highlighting simple ideas
about storage space, aiming to promote awareness
of and educate consumers about the convenience and
benefits of the product of self storage.
The IDEA campaign has been executed across all
marketing mediums, including television, radio and
billboard, as well as on our online platform. The
campaign roll-out was further supported by a number of
regional and store based activations.

We measure customer service standards through a programme of mystery shoppers
and customer satisfaction surveys using our in-house ’My Experience Surveys’ portal.

SURVEY LEVELS SINCE INCEPTION as at March 2016
WELCOME SURVEY
(point of move-in)

EXIT SURVEY
(point of move-out)

6 336

9%

24%

SURVEYS

RESPONSE RATE

RESPONSE RATE

CUSTOMERS BY NUMBER

23%

77%

95%

99%

93%

AVERAGE
SATISFACTION

SATISFACTION
LEVEL

SATISFACTION
LEVEL

• RESIDENTIAL
• COMMERCIAL
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WHO WE ARE AND WHAT WE DO (continued)
During the period we continued to shift focus away
from a high number of ’smaller’ regional and store
level activations, to concentrate on improving our reach
and impact on larger events. Along with this and in
line with previously established trends, spend on our
digital platform increased significantly during the period
under review.

We have embraced the digital age in its entirety and
we view our online platform as the experiential glue
which binds previously separated media together. We
don’t view digital as a channel in the same way that a
marketer might view television or radio as a channel.
Rather we see digital as enabling a cohesive brand
experience that wasn’t previously on offer by creating
unique and specific touch points based on where the
customer is located and what specific online search
term is used.
Our focus on internet technology and digital marketing
has put us at the forefront of the industry and our search
engine optimisation results maintain our leading ranking
for the most popular and searched terms by using both
paid for and organic listings.
Our e-commerce platform encompasses an online
reservation system and real time pricing model allowing
our online customers to seamlessly transition from
obtaining a quote to moving in. This has improved the
user experience and reduced move-in time, allowing
operations staff to be more efficient. Enquires received
on the online platform are integrated with the tenant
management operating system to ensure that all enquiry
details are recorded.

The Stor-Age website – whether accessed by desktop, tablet or smartphone – accounts for 55% of all
enquiries. The telephone accounts for 27% of enquiries as the first point of contact and walk-in enquiries,
where we have had no previous contact with a customer, accounts for 18%.

18%
45%
38%
27%

Smartphones and tablets
account for 45% of all web
visits with smartphones
alone accounting for 38%
of all visits.

55%

STOR-AGE ENQUIRIES
• WEBSITE
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OUR BUSINESS

• TELEPHONE

• WALK-IN

• SMARTPHONES AND TABLETS

• SMARTPHONES

Social media is used as a complementary measure to
existing marketing channels to further strengthen the
brand. We are active on Facebook, Twitter, Instagram,
Pinterest, LinkedIn, Google Plus and YouTube, with our
major focus being on Facebook and Twitter. This enables
us to heighten the awareness of Stor-Age online and also
assists in creating a brand personality for Stor-Age.

Facebook, ranking us as the second highest followed self
storage business in the world.

Through specific Call-To-Action buttons and rapidly
responding to user mentions or messages, we are able
to engage with our customers in real time.

Our social media presence is also used to support
community interactions such as The Color Run South
Africa or to provide information when supporting
charity initiatives such as the Santa Shoebox Project. By
promoting these messages we align ourselves with the
communities within which we operate and tie ourselves
to social responsibility brand leaders in order to build
positive sentiment.

Our strategy on Facebook and Twitter has been to
generate content which is relevant to the consumer in
order to create interest indirectly related to Stor-Age.
Stor-Age currently has more than 42 000 followers on

Our well established, active, online brand personality
and presence plays a crucial role in maintaining
Stor-Age as the top of mind brand choice when people
are seeking a space solution.

AVERAGE LENGTH OF STAY
• < 6 months

15
31
12

• 6 – 12 months
• > 12 months
• 2 – 3 years
• > 3 years
DEMAND PROFILE

23
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Demand is driven by two significant user groups –
those needing the product for short stays due to
‘life changing events’ (< 6 months 31%) and
those requiring the product for longer term space
requirements (1 year + 50%).

REASON FOR STORING
13

• Business needs

17

• Excess stuff

4

• Lifestyle choice
• Marriage/divorce
18

• Moving
• Renovating

42

2

4

• Other
SELF STORAGE – A ‘NEEDS’ DRIVEN PRODUCT
Self storage is a ‘needs’ driven product. All tenants
initially use our product due to a tangible ‘need’.
This makes the business case cyclically resilient.
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GROWTH STRATEGY
Stor-Age has a clearly defined strategy to grow the portfolio and enhance performance
and investor returns by:

extracting organic growth through active revenue management,
developing additional GLA and optimising the unit mix at the
properties
leveraging our tenant management software platform to unlock
value and drive cost efficiencies
pursuing acquisitions in a fragmented industry and consolidating
our position as the leading and largest self storage brand in the
South African market
actively managing and growing licensing, asset management
and operator fee income from the development and ongoing
management of the Managed Portfolio and pipeline
managing financial risk through prudent capital management
policies
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OUR BUSINESS

GROWTH PLAN
We conduct our strategic growth planning in five year
cycles. We are currently in the first year of our
second five year cycle. Over the course of the last year
we undertook four major research projects to assist us in
developing our strategy, focused on four critical areas:
supply levels; anticipated demand; customer profiling;
and consumer demographics – the latter specifically to
understand the emergence of the black middle class
and its positive impact on the consumer profile.
The plan is centred on both developing new properties
and acquiring existing self storage facilities.
Based on our research we believe there is sufficient
demand to develop a 60+ property portfolio across
South Africa’s major cities. This is on the basis of there
being no further significant deterioration in the economic
outlook over the medium term.
The strategy seeks to further entrench Stor-Age as the
market leader and largest self storage property fund and
brand in South Africa:
• Largest store footprint
• Quality stores – high profile locations, urban and
urban edge
• Visible, convenient and accessible
• Setting the standard for modern urban self storage
development

DEVELOPING AND ACQUIRING
PROPERTIES
NEW DEVELOPMENTS
Stor-Age develops investment grade self storage
properties in visible, convenient and accessible locations
where there are favourable demographics and where
suitable acquisitions are not available. The decision is
based on the cost of development versus the cost of
acquisition, the demographic market analysis and the
existence of barriers to entry. Our model for rolling out
new properties is well developed with clearly defined
key success criteria.

BARRIERS TO ENTRY AND DEFENSIVE NATURE
The barriers to new supply in key target nodes in the
main metropolitan cities are significant. In the South
African market, there is little to no stock of premium grade
self storage assets in prime urban and suburban nodes
(population density and average household income
is key), given that historically the industry has been
characterised by operations located in industrial type
areas or on the urban edge, where planning ordinances
allow for self storage as an alternate land use.
Town planning presents a major challenge with long
lead times required to gain planning consents. This in
addition to the long lease-up period required to reach
stabilised occupancy at new stores is a significant
barrier to entry and contributes to the defensive nature
of the portfolio.

ACQUISITIONS OF EXISTING SELF STORAGE
PROPERTIES
Due to a lack of supply of high quality self storage
properties in desirable locations outside of Stor-Age, we
do not anticipate that acquisitions will play a key role
in the growth of the portfolio in the short term. However,
we will pursue opportunities should they offer value to
the business.
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DIRECTORS
EXECUTIVE DIRECTORS
Gavin Lucas
CEO – CA(SA)
An entrepreneurial property developer backed by an
experienced management team of professionals with a
range of skills including investment banking, finance,
property and construction, Gavin founded the Stor-Age
Group in 2005.
Leading the organisation by providing a common vision
and mission, Gavin is responsible for the strategic
direction of the group, coordinating plans to meet
strategic goals, overseeing the overall operations and
stakeholder engagement.

Stephen Lucas

Financial Director – CA(SA); CFA
Stephen is one of the founding shareholders of
Stor-Age and has worked alongside Gavin and Steven
in developing the Stor-Age business since its inception.
Stephen focuses on the group’s financial and operational
management, human resources and developing and
executing the operations strategy. He also has
previous advisory experience in corporate finance and
transaction support.

Steven Horton
CA(SA)

Steven is head of property, overseeing the procurement
of all opportunities and the development planning,
development and property management of the portfolio.
Steven conducted a significant amount of research in
the US, UK and Australian self storage markets and
spearheaded the completion of the first ever national
research study on the South African self storage market
in 2007.
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OUR BUSINESS

INDEPENDENT NON-EXECUTIVE DIRECTORS

Paul Theodosiou
Chairman – CA(SA)

After partnering with NIB in the promotion and subsequent listing of Acucap
Properties Limited on the JSE, Paul successfully led Acucap as CEO for nearly
15 years prior to their merger with Growthpoint in 2015.
Paul is also a former partner of KPMG.

Gareth Fox
CA(SA)
The current CFO of Western National Insurance Company Limited
(PSG Konsult Group).
Prior to this, Gareth headed up the regulatory reporting and tax teams at
Santam, where he sat on the South African Insurance Association taxation
subcommittee and the Financial Services Board’s SAM discussion group.

Sello Moloko
BSc (Hons); PGCE; AMP
Currently executive Chairman of Thesele Group. Sello has previously held a
number of executive roles which included being CEO of Old Mutual Asset
Managers and deputy CEO of Brait Asset Managers.
Sello is also currently Chairman of Alexander Forbes and Sibanye,
non-executive director of General Reinsurance Africa and trustee of the
Nelson Mandela Foundation.

NON-EXECUTIVE DIRECTOR
Graham Blackshaw
BA LLB
A former lead development partner in the Faircape group of companies,
Graham played an integral role in driving the formation of the
Stor-Age Joint Venture between Acucap, Faircape and Stor-Age Property
Holdings in 2010.
A qualified attorney, Graham practiced law at Herold Gie and Broadhead
before joining the Cape of Good Hope Bank, where he went on to head
up the Property Lending Division.
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MEET ROBBIE

… for me … its knowledge and passion
that drives this business …
We’ve done so much research, planned
carefully and then most crucially, worked
hard to make sure it happened.
One of the key factors we identified early
on was research, learning and planning,
for me this has been the difference in
establishing Stor-Age …

Robbie was the first employee to join Stor-Age in 2006 and has
been a key figure in developing the operations and processes we
have today. Having formed the basis for many departments early
on, Robbie’s knowledge of self storage and Stor-Age in particular is
invaluable. Today Robbie enjoys managing the website, our social
media platforms and our operating system as the Digital Manager.
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STAFF PROFILE

Robbie Cameron
Digital Manager

Our brand has been positioned at the quality end of the market and is well defined,
distinctive and differentiated ...
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