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01Introduction 
& Methodology

This is the eighteenth year the 
Self Storage Association UK 
(SSA UK) has produced an 
annual industry report and the 
tenth year it has been supported 
by Cushman and Wakefield. 

Their extensive experience in valuing self 
storage properties around the world, as 
well as knowledge of the broader property 
market, has further added to the valuable 
information in this report. The economic 
overview provided by Cushman & Wakefield 
included in the report also gives context 
to the achievements of the industry.  This 
report covers all viewpoints of the industry, 
collecting data from operators, customers 
and the general public, making it one of 
the most comprehensive reports on a self 
storage market in the world.
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The operator survey was completed by 70 
companies with 760 stores in total; each 
one a member of the SSA UK. The survey 
was completed in the months of January 
and February based on data from the 2024 
calendar year, unless otherwise stated. 
Compared to the industry as a whole, the data 
set is slightly weighted to larger operators, 
as a lesser proportion of the small independent 
operators complete the survey. 

The sample represents over 60% of the total 
self storage space in the country. The public 
survey, conducted online by YouGov on behalf 
of the SSA UK, was completed between January 
15th and 16th 2025. It was an online survey with 
data taken from a statistically selected and 
weighted sample that represents a sample of 
the demographics of the adult UK population. 
This year, 2,055 people completed the survey. 

Also included in the report is data 
from the customer survey completed 
in January and February 2025, from 19 
self storage companies who have over 192 
stores in total. 1,253 customers responded 
to the survey of which 73% were domestic 
customers and 27% business customers. 
This survey was sent to the main contact 
on the self storage contract. The survey 
was entirely voluntary and without reward.

I would like to thank all the SSA UK 
members who responded to the survey 
this year and the team at Cushman 
& Wakefield for collating the data, 
providing commentary and analysis and 
also producing the final report. I’m sure 
you will gain valuable insight from the 
report during another challenging year 
for the industry. 

RENNIE SCHAFER
CEO – SELF STORAGE ASSOCIATION UK
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02Summary 
of Key Findings

REVENUE PER 
SQ FT IS UP

£29.13
6% to

CHURN IS AT 

97%

TURNOVER  
IS UP TO

£1.2B

OCCUPANCY  
IS DOWN 

75.1%

1% to
OCCUPANCY 
AT MATURE 
STORES IS

79%

CONVERSION 
RATE HAS 
FALLEN IN ALL 
MEDIUMS

AVERAGE NUMBER 
OF STAFF IN 
EACH STORE 
IS DOWN TO

2.6
OF STORES 
NOW USE 
MONITORED 
CCTV

82%
OF STORES 
OFFER 
ONLINE 
BOOKINGS

90%
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24% 30%

MORE LIKELY 
TO CONTACT A 
STORE ONLINE

OF 
BUSINESSES 
ARE ACTIVELY 
USING AI

68%

88%

OF PEOPLE ARE 
CONSIDERING 
USING SELF 
STORAGE

10%
OF PEOPLE WERE 
AWARE OF A SELF 
STORAGE BUSINESS 
IN THEIR LOCAL AREA

50%

OF CUSTOMERS 
WOULD BE 
COMFORTABLE USING 
AN UNMANNED STORE

OF CUSTOMERS 
CONSIDERED 
ONLINE REVIEWS 
BEFORE BOOKING

35% 41% 13%

OF CUSTOMERS 
ARE REPEAT 
USERS

OF CUSTOMERS 
ARE SATISFIED 
WITH THE SERVICE

OF BUSINESS USERS 
RUN THEIR ENTIRE 
BUSINESS FROM 
THEIR STORAGE UNIT

FEMALES ARE 
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03
ORGANISATION TOTAL INTERNAL CONTAINERS

SPACE (SQ FT) 64,300,000 54,130,000 10,170,000

STORES 2915 1,780 1,135

TURNOVER £1.2B

STORAGE SPACE PER 
HEAD OF POPULATION 0.94

There is no official register of self storage 
stores and in most cases the government 
does not categorise them separately for 
reporting. Furthermore as the industry 
matures, different variations of the core 
product are emerging that call themselves 
self storage, such as solutions where goods 
are collected from a person’s house and 
stored in a communal warehouse, or mobile 
units that are delivered to people’s houses. 

Some removers state they have self storage, 
when the storage they offer is more removers 
storage as customers cannot readily access 
their goods at their convenience. There 
are also small operations often bolted onto 
other businesses that offer limited security 
or access for customers that claim to be self 
storage businesses.

In this report a self storage unit is defined as 
a securable static space, less than 500 sq ft 
in size, that is to be used by a person 
or business for the storage of their goods. 

Industry 
Overview
Defining the size of the self storage 
industry in the UK is challenging.

The customer will have exclusive and ready 
access to the space. Ready access means the 
ability to access the unit at will during normal 
office hours without intervention. It is not 
intended that the unit be used as a workspace, 
trade counter or place where business activities 
other than storage or storage related activities 
take place. 

Storage related activities would include goods 
receiving, dispatch and packing that involve 
the goods in storage. This unit would be rented 
under a self storage contract that was not part 
of, or tied to, an additional agreement such as 
a residential tenancy, office space, workspace 
or similar. Stores that do not have these kinds 
of units as the bulk of their storage, are not 
considered to be self storage for the purpose 
of this report. 

This definition would not include mobile storage 
where portable units are delivered to customers 
and then returned on request as this does not 
meet the criteria of static space or ready access. 
Similarly, it would not cover peer-to-peer storage 
in most cases as this also would not meet the 
criteria of ready access without intervention.
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Based on this definition, the SSA UK found 
there were 2,915 self storage stores in the UK, 
of which 1,135 were predominately container 
based storage; that is using shipping 
containers or similar external units, with 
1,480 being self storage buildings, purpose 
built or conversions. There were around 
1,480 individual self storage operators, 
and 64 million sq ft of storage space. 

The industry turned over just under £1.2 billion 
in 2024. Of the 1,780 internal storage stores, 
1,127 were deemed to be significant, that being 
over 100 units in size and being compliant 
with the British Standard for self storage 
which defines minimum levels of security and 
access. The number of small container based 
storage sites continues to grow, particularly 
in rural areas. 

ORGANISATION NO. OF 
STORES

TOTAL 
SPACE

BIG YELLOW 109 6.4M

SAFESTORE 139 6M

SHURGARD 89 4.5M

ACCESS 58 3.6M

STORAGE KING 44 2M

FLEXISS 24 1.1M

UK STORAGE 
COMPANY

29 950,000

LOCK STOCK 
SELF STORAGE

29 857,520

READY STEADY 
STORE

23 715,000

CINCH SELF 
STORAGE

21 660,000

TOTAL SPACE UNDER OWNERSHIP 
OR MANAGEMENT AS OF MARCH 2025

ORGANISATION NO. OF 
STORES

TOTAL 
SPACE

SAFESTORE 139 6M

SHURGARD 89 4.5M

BIG YELLOW 85 5.4M

ACCESS 58 3.6M

STORAGE KING 44 2M

UK STORAGE 
COMPANY

29 950,000 

LOCK STOCK 
SELF STORAGE

29 857,520 

STOREBOX 
SELF STORAGE

27 503,000 

ARMADILLO 24 1M

READY STEADY 
STORE

23 715,000 

TOTAL STORES UNDER ONE BRAND 
AS OF MARCH 2025

The average store size continues to fall, 
down 1% from last year to 22,058 sq ft, 
although the average size for internal storage 
stores increased slightly to 30,400 sq ft. 
The number of unmanned stores continues 
to increase. From the survey sample, 
15% of stores did not have a staff member 
permanently on site. 

This is mostly smaller stores in regional 
locations however there are also significant 
stores in prime locations that are now remotely 
managed. Consolidation of the industry has 
continued as operators continue to grow their 
portfolios through a combination of acquisition, 
organic growth and new developments.  
There is a very limited number of operators 
with 10 – 20 significant self storage sites left 
in the market, particularly in the major cities. 
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04Economic 
Overview

While the inflationary environment is still 

in flux, the major economic question at the 

time of writing is as to the impacts of the 

shifts in global trade as a result of a wave 

of increased tariffs. 

On 2nd April, the US government 

announced what were termed ‘reciprocal’ 

tariffs against more than 180 countries, 

along with a baseline tariff. This was 

a much bigger intervention than expected. 

Since then, there has been a ‘tit for tat’ 

trade war between the US and China, 

with incremental counter-retaliation tariffs. 

On April 9th, after stock market volatility 

and a bond sell-off, the US government 

announced a 90 day pause on ‘reciprocal’ 

tariffs – with the exception of China.

The UK saw the baseline 10% applied on UK 

exports to the US. This was compared to the 

EU tariffs of 20%. In addition, 25% applies 

to aluminium, steel and automobiles. At the 

time of writing, there was a 90 day pause 

on countries other than China.

The final estimate for Q4 2024 GDP came in 

at an unrevised 0.1%, with GDP for the year 

coming in at 1.1%. Growth in the final quarter 

was mainly driven by the services sector 

at 0.1% and construction which increased.

Over the last 12 months, since 
the last release of this publication, 
there has been a significant 
improvement in the inflationary 
environment, and as a result the 
Bank of England has cut three 
times to where the base rate 
currently sits, at 4.5% - with the 
most recent MPC meeting in March 
seeing a hold in the cutting cycle.
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Weakness in Q4 can be partly attributed to 
some of the measures announced in the Autumn 
Budget impacting business investment. Since 
then, January saw the economy stable. However, 
February came in at a well-above-expectations 
0.5%. This was driven by consumer spending, 
with a 1% m-o-m increase in wholesale and retail 
activity, while services activity also rose strongly 
at 0.7%.

The OBR forecasts were downbeat, with 
the economic forecast downgraded to 1%; 
rebounding to 1.9% in 2026. The volatility that 
has been created in the markets as a result of 
Liberation Day, and the disruption to global trade 
will likely weigh further on economic growth.

MONTHLY GDP
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Somewhat counterintuitively, business confidence has 
improved – albeit this is very much a tale of two sectors. 
PMI for March, saw the composite PMI tick up to 52.5 up 
from 51 in February, indicating business expansion. 

Improvement in confidence was mainly driven by 
services sector growth, with manufacturers reporting 
the steepest downturn in production volumes for almost 
18 months – with the Manufacturing PMI down to 44.9, 
from 46.9 a month previous. This can be attributed 
partly to a negative outlook on incoming tariffs, (albeit 
it is worth noting that this would have been recorded 
prior to the so-called Liberation Day announcements), 
as well as higher labour costs due to the rise in the 
national living wage and NIC contributions.

BUSINESS DEMAND 

UK COMPOSITE PMI

GROWTH UK COMPOSITE PMI
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In 2024, there were 23,872 company 
insolvencies, down from the record 
25,128 in 2023, but still high in historical 
context. The change was mainly driven 
by CVLs which were 8% lower than those 
record highs. The number of compulsory 
liquidations was up 14% on levels seen 
in 2023, and their highest since 2014. 
Essentially one in 191 companies entered 
insolvency during 2024. The first two 
months of 2025 have seen a total of 
4,013 insolvencies. February’s 2,035 
was 3% higher than January but 7% 
lower than February 2024.
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Real household incomes have seen strong growth 

over the last year, albeit consumer spending 

continues to be relatively constrained as a result 

of persistent inflationary pressures and weak 

confidence on the outlook for the economy. The 

lagged impact of past rate hikes will continue 

to weigh on household spending. 

Consumer confidence continues to run low. The 

most recent reading for March saw Consumer 

confidence increase one point to -19. This was 

caused by a more negative view on personal 

financial situations, whilst the outlook for general 

economic situation ticked up – albeit from 

historically low levels. The Savings Index, which 

does not make up the overall score, was down five 

points in March to 25. 

Retail sales volumes for February 2025 rose for the 

second consecutive month driven by strong growth 

in household goods stores and non-store retailing.

Volumes for 2024 had been up 0.7% after falling by 

2.9% in 2023 and by 4.1% in 2022. Across 2024, all 

main sectors except food stores rose year-on-year 

despite a 0.8% quarterly fall. January 2025 saw 

retail sales volumes increase by 1.7%.

CONSUMER DEMAND 

CONSUMER CONFIDENCE
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The labour market data provided by the 

Government remains unreliable due to the 

small sample sizes. The requisite improvements 

have not yet been made. Piecing together the 

narrative amongst different data points is more 

challenging than usual. In essence, the key story 

is that pay has increased despite the labour 

market weakening slightly towards the end 

of the year. 

The number of estimated payrolled employees 

increased by 9,000 (less than 0.1%) between 

December and January. This means that 

there were still 44,000 more people in work 

in December 2024 than there were a year 

previous. The UK unemployment rate is now 

at 4.4%, and was stable for February. 

LABOUR MARKET

UNEMPLOYMENT & JOB VACANCIES
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The economic inactivity rate has come 
down slightly to 21.5%, below estimate 
of a year previous.

After 31 consecutive periods, job 
vacancies ticked slightly upwards (by 
just 1,000) in February 2024. There are 
currently 816,000 vacancies, down by 
98,000 (10.7%) on a year previous. 

Due to the lagging nature of the data, 
information on redundancies is unlikely to 
give a true indication of the current health 
of the economy. Nevertheless, the data 
that runs from Oct-Dec saw the number 
of redundancies increase slightly to 3.9 
per 1,000 employees. Since then, it has 
increased further to 4.2 in January.
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In the short term, there continues to be renewed 
upward pressure on inflation incoming, including the 
introduction of VAT on private school fees, a rise in 
utility prices and a 50% increase in the bus price cap. 
On a monthly basis, CPIH rose by 0.4% in February 
and was running at 3.7% annually. CPI was up 2.8% 
annually and similarly up by 0.4% for the month. 

Core CPIH increased by 4.4% in the 12 months 
to February, slightly down from the 4.6% a month 
previous. The largest downward contributions 
to inflation came from clothing and housing and 
household services, while the largest upward 
contribution came from transport.

In March 2025, the MPC voted 8-1 to hold the base 
rate at 4.5%, citing global uncertainty on trade 
policy. The minutes suggested a “gradual and careful 
approach to the further withdrawal of monetary 
policy”.

The temporary nature of inflationary rises, plus 
a more negative outlook for growth – even before 
the liberation day announcements -  means that the 
market was continuing to price in further cuts to 
the base rate before and after the Liberation Day 
announcements. 

INFLATION & MONETARY POLICY
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However, the severe volatility and variety 
of announcements creates significant 
uncertainty on decision making.

The announcement of the Budget and 
a hot US economy at the start of 2025 
had seen significant upward pressure 
on bonds. 10 year UK gilts were as high 
as ~4.9% before coming down to ~4.4% 
at the beginning of February. 

Since the tariff announcements, there has 
been volatility in pricing. On 8th April, 
US 30-year Treasury yields had spiked to 
above 5%, before settling to ~4.9%, having 
been at ~4.45% pre-tariff announcement. 

UK 10 year bonds were oscillating 
between ~4.6% pre-announcements to 
as low as ~4.4% immediately after and 
was up to ~4.8% at the time of writing, in 
the aftermath of the escalation of the tariff 
announcements between China and the US, 
and with the 90 day tariff pause.

The 5-year SONIA at the time of writing 
was running at ~3.7%.
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Housing sales activity surged to its highest 

level in nearly two years, as buyers rushed 

to complete transactions before the stamp 

duty holiday ended. In the coming months, 

house price growth is expected to moderate 

as supply rises and higher stamp duty costs 

in England start to weigh on pricing.

Mortgage approvals are a leading indicator 

of housing demand. In February, there 

was a marginal fall in demand with 65,481 

mortgages approved – 0.8% below the 

previous month but still 8.2% higher than 

a year ago.

HOUSING SALES MARKET

MONTHLY MORTGAGE APPROVALS AND LENDING
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An estimated 108,250 transactions were 
completed in February—13% higher than in 
January and 28.1% above the same period last 
year, driven by the stamp duty relief. This surge 
pushed sales volumes above pre-pandemic levels, 
up 10.9% compared to historical averages. 

House prices remained flat in March 2025, 
according to Nationwide, with year-on-year 
growth holding steady at 3.9%. Meanwhile, 
Zoopla reported that the number of homes for 
sale is increasing faster than the number of sales 
agreed, with supply up 11% compared to last 
year. This growing inventory is also expected to 
temper house price inflation over coming months.
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The gap between supply and demand in the rental 
market has narrowed but is expected to remain 
a defining characteristic throughout 2025. Though 
rental growth has slowed, supply is unlikely 
to improve, and this is expected to place steady 
upward pressure on rental costs. Affordability 
constraints in high-rent areas, however, are likely 
to temper the pace of rental inflation. 

From a regulatory standpoint, the anticipated 
Renters’ Rights Bill introduces some uncertainty 
for 2025, with its impact expected to unfold 
gradually. Meanwhile, stricter energy performance 
standards and higher purchase taxes for private 
landlords are likely to constrain supply, reinforcing 
the critical role of BTR in meeting housing demand. 

HOUSING RENTAL MARKET

UK LANDLORD INSTRUCTIONS VS TENANT DEMAND
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Additionally, the UK government’s plan 
to ban new leasehold flats in England 
and Wales in favour of a commonhold 
system aims to give homeowners 
greater control, though the transition 
for existing leaseholds remains unclear.

The RICS residential survey for 
February 2025 showed a net balance 
of -4.2% of respondents reporting 
an increase in tenant demand, harder 
than the -0.6% recorded in January 
2025. As for supply, new landlord 
instructions remained in negative 
territory with the net balance falling 
to -22% from -18% the previous month.



S E L F  S TO R AG E  A N N UA L  R E P O R T  2 0 2 51 8

05Transaction  
Highlights

MARCH 2024 MAY 2024

TITAN, SIDCUP
Cinch Self Storage and Padlock 
Capital Partners UK Fund acquire 
a single asset in Sidcup, totaling 
38,000 sq ft.

KENT SPACE
Hines acquired the Kent Space 
portfolio for an undisclosed sum. 
The sites total over 78,000 sq ft 
of self storage space, and 30,000 
sq ft of office space.

SEPTEMBER 2024OCTOBER 2024

CINCH 
SELF STORAGE

Clear Sky Capital has secured £103m 
loan to refinance its padlock self-storage 
portfolio provided by an affiliate 
of Cerberus Capital Management.

WIGAN 
SELF STORE
Quick Self Storage acquire 
a single facility in Wigan.

PINK HIPPO 
SELF STORAGE
Paloma Capital – Acquired Pink 
Hippo Self Storage for an undisclosed 
amount. The facilities are located in 
Reading, Leatherhead and Dorking.

MYSTORE, 
WITNEY

Pithos Capital and the UK Self Storage 
Company – Acquired MyStore’s 
54,772 sq ft (MLA) store in Witney for 
an undisclosed amount. The store has 
consent for a 19,550 sq ft extension.

NOVEMBER 2024
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LOK ‘N STORE
Shurgard - Acquired Lok’nStore 
at a price of £11.10 per share, 
representing £408,000,000. 
The acquisition doubled the size of 
Shurgard in the UK from 48 stores 
to 100 stores (including pipeline).

JULY 2024

SCOTT STORAGE
Flexiss Group (on behalf of The Self 
Storage Company) – Acquired Scott 
Self Storage’s facility in Lincoln. The 
deal represents the investor’s first 
acquisition outside of Greater London.

MY LOCK UP
Spectrum Self Storage (StoreBox) - 
Acquired the My Lock Up portfolio 
in the north east of England for 
£30,000,000. The portfolio comprises 
ten stores, equating to 186,730 sq ft.

AUGUST 2024

PREMIER SELF 
STORAGE, BURTON
Paloma Capital – Acquired a Premier Self 
Storage facility in Burton, alongside their 
operating partner, Wigwam Self Storage. 
The price is undisclosed.

DECEMBER 2024

BWI 
SELF STORAGE

Spectrum Self Storage Group - 
Acquired a single BWI Self Storage 
facility of 27,000 sq ft (MLA) 
in London for an undisclosed price.
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06Investor  
Interest

During this time, the longstanding trend 
of the investment universe becoming 
increasingly geared towards operational 
real estate has increased. 

While self storage is a relatively small part 

of that sector, as the sector has proliferated 

– in percentage terms, the sector has seen 

the largest growth in terms of size over the 

last 20 years – the sector has increased its 

attractiveness as an asset class.

What further change is in store for the 

industry and what do we expect to see 

as the asset class evolves? We look at some 

of the changes likely to impact the sector.

Over the last number of years, 
real estate investment has 
continued to evolve against 
a backdrop of high inflation, 
high interest rates and reduced 
liquidity. 

The investor interest in the self storage 
sector is already diverse, evidenced most 
clearly by the ongoing sale of Access Self 
Storage (at time of writing), which had 
received non-binding offers from a range 
of investors including private-equity, 
self storage operators and REITS. 

During the course of 2024, global real 
estate developer and fund manager 
Hines entered the European self storage 
market for the first time, purchasing 
Kent Space through the HEREP III fund 
– a three-asset portfolio containing 1,449 
units – with Storage King taking on the 
portfolio management and branding. 
Hines have stated that they aim to build 
their portfolio in the sector to £200 
million across Europe.

This is also evidenced by increased 
lending within the sector, and activity 
outside of the UK, across growing 
European markets with Nuveen acquiring 
Easybox in Italy and The Self Storage 
group in Scandinavia; while Lokabox 
was purchased by Carlyle at the end of 
of 2023. PGIM and Pithos Capital have 
formed a partnership for acquiring and 
repositioning assets across France under 
the brand Zebrabox.

A DIVERSE RANGE OF 
INVESTORS WILL CONTINUE 
TO TARGET SELF STORAGE
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The sector is witnessing a surge in institutional 
interest, with mature portfolios attracting 
increasingly Core and Core+ capital. This is 
being driven by both historic and projected 
growth in the sector, as well as strong 
underlying fundamentals and is evidenced 
most notably by Schroders, Swiss Life and 
L&G’s presence in the sector. 

By and large, this is likely to be facilitated 
by Management companies such as Flexiss 
and Storage King who are able to act as 
development and operating partners in 
order to mitigate risk and manage absorption.

An improvement in consumer data 
led in part by this publication, has 
driven a greater focus on product 
location quality and type. This is 
driving a bifurcation in the market 
as purpose built assets in good 
micro locations continue to attract 
significant interest, especially 
against a backdrop of limited supply. 

A deeper understanding of the 
consumer will continue to allow for 
rate and occupancy management. 

INSTITUTIONAL 
INVESTORS WILL BECOME 
INCREASINGLY ACTIVE 

CONSUMER DATA WILL 
DRIVE INVESTMENT 
DECISION-MAKING

We have already seen significant investment 
into enhancing asset quality, while newer 
assets, compliant with ESG standards and 
designed specifically for self storage usage 
are more likely to appeal to institutional 
investors. 

THE QUALITY OF STOCK 
WILL BECOME MORE 
INSTITUTIONAL GRADE

With limited scope for yield compression 
in the short term, returns are being driven 
by an increase in operational efficiencies and 
repurposing opportunities (from another 
asset to self storage). Larger portfolios are 
likely to benefit from centralised operations, 
marketing efficiencies, and regional 
management, thereby improving margins.

OPERATIONAL 
EFFICIENCY WILL 
DRIVE RETURNS
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Many operators still manage fewer than three stores, often with repurposed 
assets, presenting opportunities for institutionalisation. With the disparity 
between prime and secondary assets continuing to grow, investors will 
seek elevated portfolio quality through new development, driven in part 
by a cohort of larger operators.

THERE WILL BE CONSOLIDATION DRIVEN 
BY INCREASED INSTITUTIONAL CAPITAL

NUMBER OF STORES OPENED PER OPERATOR 
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This is something that we mentioned last 
year but stands true. New types of self 
storage stores will evolve, particularly 
at the smaller end of the market. This will 
be driven by supply-side opportunities 
as we see increased obsolescence of the 
built environment in a number of locations 
for certain sectors. This will likely become 
a route of greater exposure to the sector 
for institutional investors. 

There will also be increased overlap with 
larger scale warehousing and logistics 
sector, particularly through the advent 
of flexible storage solutions, with greater 
provision of full or part life cycle logistics 
services at levels that do not justify the 
establishment of dedicated real estate 
facilities. 

External, drive-up or drop-down style 
self storage will continue to develop 
offering more than just shipping 
containers as a storage solution. 

NEW TYPOLOGIES WILL 
EVOLVE AND EMERGE

Between 2005 and 2023, self storage 
floorspace more than tripled to 60 
million sq ft. According to Cushman 
& Wakefield’s The Shape of Real Estate 
2040, the sector will continue to grow as 
one of the fastest growing sectors within 
the UK driven by demographic drivers, an 
evolving housing market and a continued 
evolution of consumer behaviour.

THE SECTOR WILL 
CONTINUE TO GROW



S E L F  S TO R AG E  A N N UA L  R E P O R T  2 0 2 52 4

07Industry 
Performance
Occupancy rates fell marginally to 75.1% 
across the UK, a drop of 1% or 0.8 percentage 
points. This is less than the growth in revenue 
of 6%.  In self storage, occupancy and revenue 
growth must be considered in tandem, it can 
be easy to increase occupancy at the expense 

When considering occupancy on mature 
stores that have not added new space or 
opened in the last 4 years, the rate is higher 
(79%). The drop from last year is also less 
at 0.5 percentage points.

Scotland increased occupancy by 
3.3 percentage points. Given Scotland’s 
drop in revenue per square foot, it seems 
like operators in the market are chasing 
increases in occupancy with heavier 
discounting. 

OCCUPANCY

of rates with heavy discounting, but this does 
not necessarily result in an increase in profits. 
This chart also represents all stores, including 
those recently opened or expanded, which 
will naturally have lower occupancy as they 
are in fill up stage.

London, which had the highest growth in revenue 
per square foot, lost 1.3 percentage points of 
occupancy, indicating that operators in the market 
remain more revenue focussed and are less willing 
to discount to gain occupancy.  In terms of overall 
profitability, the London market showed the 
strongest growth with 14% growth in rates and 
only a 1.7 % drop in occupancy. The South West, 
while showing a 10% increase in rates, had this 
eroded more significantly with a 4.3% drop in 
occupancy, albeit still maintaining the highest 
occupancy of any of the regions at 83.3%.

OCCUPANCY RATE ON LETTABLE AREA
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All markets other than Scotland showed 
an increase in income from storage fees on 
a square foot basis. There was an average 
of 6% increase in returns across the UK, 
this is against inflation of 2.5% for the period. 

Therefore, most operators were able 
to grow rates significantly more than 
inflation, which is an improvement over 
2023 where rate growth was less than 
inflation.

RETURN ON SPACE

Scotland had a larger increase in rental rates during 
the COVID period than other regions, however 
since then it has not seen the levels of growth of 
other regions. This is the first year that returns have 
decreased in Scotland, it has also fallen below the 
long term average as a percentage of the UK rate.

London had the largest increase in rates, up 
14% with the South East and the South West also 
showing double digit growth in rates. The Northern 
regions had less significant growth in rates.

OCCUPANCY ON MATURE STORES
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To gauge the affordability of self storage in the regions, the below chart 
compares self storage rental rates against disposable income per capita.  
This shows that in real terms, self storage is most expensive in London, 
Scotland and Yorkshire and most affordable in the East Midlands.

Following a massive drop in churn during 
the COVID period, it has stabilised to just 
under 100%, which remains below the pre 
COVID average. Churn is an important factor 
in self storage as it shows how many new 
customers are required to hold occupancy.  
A churn of 100% means that during the year, 
one customer leaves for every unit, or if you 
have 400 occupied units, you need 400 new 
customers to maintain occupancy. 

Churn is a natural part of self storage and 
allows operators to change pricing. In a 
growing market with increasing rates and 
good enquiry levels, high churn could be seen 

AFFORDABILITY

CHURN RATE

as a positive as it gives opportunity to raise 
prices on new customers potentially more 
quickly than existing customers. However, 
in a market where enquiries are down and 
rates are not being increased as aggressively, 
it is usually better to try and retain existing 
customers and lower churn. 

It should also be noted that as a store ages it 
usually lowers its churn. This is due to the mix 
of short term and long term customers that 
use self storage.  Each year a store is opened it 
will usually pick up more long term customers 
that do not move out for many years, lowering 
overall move outs and churn rates.

STORAGE RENTAL RATE X 100 AS % OF DISPOSABLE INCOME
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Rates and taxes increased by 
5 percentage points from 2023, likely 
due to the increase in business rates 
and revaluation of properties that 
year. Staff costs remained relatively 
stable, as mentioned elsewhere in the 
report, the number of staff per store 
is being reduced which would offset 
increasing staff costs.  

Online marketing made up a smaller 
proportion of expenditure and some 
of this was moved to offline marketing 
as operators look at alternatives for 
AdWords and to explore more local 
marketing campaigns.

EXPENSES

Enquiry conversions dropped from all sources 
in 2024 reflecting the increasingly competitive 
nature of the industry. Self storage is a very 
localised purchase, so options for customers 
are limited, however as the industry grows, 
customers get more local options to choose 
from.  As other data suggests, new customers 
expect self storage to be cheaper than it is.  
In a time of rising costs and lower disposable 
income, this may lead some customers to look 
for free or low cost alternatives to self storage.

CONVERSIONS
CONVERSION OF ENQUIRIES
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The number of staff employed in self storage 
stores continues to decrease. This is likely to 
be a combination of the increasing cost of 
employment combined with improvements 
in technology that allows more automation 
in stores. 

In an industry with relatively low operating 
costs, staff are a major expense and one of 
the few areas where operators can reduce 
costs. Other high cost items such as taxes and 
rates are less within their control. Particularly 
during the recent inflationary period, 
operators are looking at ways to reduce 
their expenditure. 

STAFF LEVELS

There are now the lowest levels of staff per 
store then ever recorded and indications 
are that this will fall further as operators 
invest in technology, more sites become 
automated and more customers complete 
the entire booking process online with 
minimal interaction with staff. 

The challenge for the industry is to find 
the balance, as many customers praise the 
service they get from self storage staff. 
They are often going through a difficult time 
in their lives when they first use self storage 
and having someone to talk to and help 
them through the process can be valuable.

AVERAGE NUMBER OF STAFF AT SITE LEVEL 
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The industry continues to consolidate with the 
larger operators expanding their portfolio’s through 
acquisitions, the most notable being the purchase 
of Lok’nStore by Shurgard in 2024. However there 
remains a strong pipeline for new stores. There 
were around 210 new self storage stores opened in 
2024 with 89 of them being predominantly internal 
storage. As this chart shows, most businesses only 
opened one store during the year. Planning remains 
the main delay to construction of new stores. 

NEW OPENINGS

Interestingly it is not the largest 
operators that are opening the most 
new stores, there are a number of 
mid sized operators that are actively 
expanding through construction 
projects. External container based 
storage operators can open stores 
quicker with less construction time and 
account for over half the operators that 
added 3 stores or more in 2024.

NUMBER OF STORES OPENED PER OPERATOR 
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08Outlook
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This year’s result is likely influenced by the challenges 
of the past 12 months. The ongoing economic 
uncertainty with a new labour government combined 
with international pressures such as US led trade 
wars and the ongoing conflict in the middle east and 
Ukraine are also concerning operators. While most 
expect a reduction in interest rates and a more buoyant 
property market, how soon this occurs could also 
be concerning operators.

General feeling from 
operators is that 2025 
will be similar or better 
than 2024, although 
they are not as positive 
as when they were 
predicting 2024. 
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While operators are bullish about raising rates 
on existing customers, they are less confident 
with new customers. Enquiry levels did drop 
in 2024 and it appears that operators are 
concerned that finding new customers will 
remain difficult and hence are less optimistic 
about raising rents for new customers. 

It is becoming more common for operators 
to implement dynamic pricing models which 
can result in existing customers paying rates 
above the entry price for new customers, 
based on demand and other factors.

When looking at this data on a regional 
level, Scotland and East Midlands were most 
optimistic about increasing rents, while the 
South East and South West were the most 
cautious.

OUTLOOK ON RATES
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Unusually, operators have downgraded their 
expectations for growth of new stores from 
last year. Normally operators are quite bullish 
about their plans to open new stores, but 
this year expectations for growth have been 
revised down. 

While the decline in growth for demand for 
the product is likely to be a factor, opening 
new stores is also taking longer. There 
continues to be extended delays in getting 
planning and demand for construction 
workers and installers remains high. This 
could be another factor in the lack of 
optimism for opening new stores.

PREDICTED GROWTH OF STORES

Interestingly, the projections for 
acquiring sites have increased. 
Operators may be looking for more 
acquisitions as a means of quickly 
growing their portfolio, without the 
delays of planning and construction. 
There is an increasing number of 
self storage businesses coming on 
the market, and cap rates for sales 
remain sharp.

Note that this number of stores only 
reflects the responses from the survey 
and not the whole market. It should be 
used for indication of sentiment only.
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09Store  
Features
There has been an increase in criminal activity 
within the industry and operators are turning 
to technology to improve their security with 
the aim of having more proactive security 
measures to identify suspicious people and 
criminal activity before it occurs. 

SECURITY FEATURES

CCTV PERIMETER & ENTRANCE

PHOTO ID REQUIREMENTS

CCTV INSIDE ALL CORRIDORS

24 HOUR ACCESS

COMPUTERISED GATE ACCESS CONTROLS

INDIVIDUAL ROOM ALARMS

SECURITY PATROLS / MANNED GUARD

MONITORED SECURITY CAMERAS

0 20% 100%80%60%40%

SECURITY FEATURES IN STORES

2023 2024

Hence the move towards monitored 
security cameras rather than security 
patrols. Many of the security monitoring 
services are using AI and other 
algorithms to identify suspicious 
activity in stores.  
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The number of businesses providing online 
bookings continues to grow, with 90% offering 
the service, up from 82% last year. There 
has been a reluctance from some operators 
to provide pricing online or provide online 
bookings. This is primarily due to concerns that 
it commoditises the product and encourages 
customers to shop purely on price. 

However, customer expectations are that 
pricing will be online and a growing number 
of customers wish to complete the entire 
booking process online.  The challenge for 
operators is to create an exceptional online 
journey for customers that replicates the level 
of service that the industry has traditionally 
provided new customers through phone 
or in person contact.

Operators are investing in technology 
and exploring adoption of AI. As mentioned 
earlier, many of the third party, security 
monitoring companies are using AI to 
identify suspicious activity. 

ONLINE BOOKINGS
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AI MONITORED CCTV
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48.7%
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Dynamic pricing models are also becoming more 
common as operators look at maximising revenue 
from existing customers. This was a new question 
for this year’s survey and it will be interesting 
to track technology adoption over time.
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FUTURE SUSTAINABILITY IMPROVEMENTS

INSTALLING/UPGRADING WIND POWER

EXPANDING AN EXISTING STORE USING
SUSTAINABLE BUILDING PRACTICES

BUILDING A NEW STORE USING
SUSTAINABLE BUILDING PRACTICES

SOME OTHER SUSTAINABILITY
IMPROVEMENT TO YOUR BUSINESS

INSTALLING/UPGRADING SOLAR POWER

INSTALLING UPGRADING LED LIGHTING

60%50%40%30%20%10%0

When asked which sustainability improvements 
they plan on implementing in the next 2 years, half 
of operators are planning on installing LED lighting. 
The number of all operators considering solar has risen 
significantly in the past 3 years. This could be due to 
rising energy costs making such installations more 
economical, or also pressures from investors and 
purchasers for more environmentally sustainable 
assets.  

SUSTAINABILITY ADOPTION

With large roof space and minimal 
energy, most self storage stores 
lend themselves well to solar power 
generation. Some operators are 
now entering into power share 
agreements with nearby businesses 
where they sell solar power directly 
to neighbouring sites that have 
higher power demands.
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When customers were asked what additional 
features they would like to see in a self 
storage store, the most requested feature 
was phone based keyless access to the unit, 
up from 10% in 2023. Keyless access to units 
is becoming more prevalent in the industry, 
particularly in new independent stores. 

The technology is also becoming more 
common in hotels and other holiday 
accommodation which exposes more 
people to the idea of opening a door 
with your phone. 

ADDITIONAL FEATURES REQUESTED BY CUSTOMERS

There has always been a preference for 
freehold properties where operators 
can combine property asset values and 
growth with the operational revenue 
from the self storage business. 

Despite more new entrants using 
leasehold options as a lower capital 
means to enter the market, especially 
with smaller external storage sites, the 
mix of freehold and leasehold has stayed 
at around 80%/20% for the last 10 years.

PROPERTY OWNERSHIP

PHONE BASED KEYLESS ACCESS TO YOUR UNIT
WASTE DISPOSAL

EXTENDED/ DIFFERENT OPENING TIMES
MORE LIGHTING

SHELVING
RECEIVING PARCELS ON YOUR BEHALF

ELECTRICITY/ POWER
WI-FI

HEATING
LOGISTICS AND TRANSPORTATION

ONSITE HELP FROM STAFF
OFFICE SPACE

INSURANCE
FULLY AUTOMATED STORE

0 16%14%12%10%8%6%4%2%

ADDITIONAL FEATURES REQUESTED BY CUSTOMERS

SHORT LEASEHOLDFREEHOLD / 
LONG LEASEHOLD

19%

81%

What the survey does not show is if customers 
are willing to pay more for this service, as there 
is a significant cost to operators to install such 
technology, especially when retrofitting existing 
stores.

Waste disposal and extended operating hours are 
often challenging for operators to balance at the 
request of some customers with the overall needs 
of others.  Late night access can provide more 
opportunities for criminal activity in stores, hence 
many operators are reducing after hours access 
or charging for it.
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10Awareness & 
Intention To Use

AWARENESS BY GENDER
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Ongoing efforts to educate the public would help 
drive growth, potentially targeting the 40% who have 
heard of self storage but don't know what it offers. 

Overall, there is a relatively balanced awareness 
between genders, with some variations in knowledge 
levels. A slightly higher proportion of women (42%) 
than men (37%) have heard of self storage but know 
nothing about the services offered. 

Conversely, more men (38%) than women (35%) 
report having reasonable knowledge and an even 
higher proportion of men claim to know the services 
very well compared to women. This may suggest 
men are slightly more familiar with self storage 
potentially due to differences in exposure, usage, 
or interest in storage related services.

There has been 
a marginal drop in overall 
awareness, and while 
some individuals clearly 
have a solid grasp of 
what self storage entails, 
a sizeable portion still 
lacks understanding. 
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Younger individuals aged 18-24 (21%) have the 
least awareness of self storage. Many will be 
students, young professionals, or are living at 
home and  simply don’t own a lot of belongings. 
They may live in temporary accommodation 
(university housing, shared flats), prefer to 
travel light rather than accumulate belongings, 
and are likely to have limited disposable income. 

Without a need for self storage, they are less 
likely to be familiar with the concept. Awareness 
improves significantly in older age groups, with 
only 6-7% of those aged 35+ being unaware. 
For those who have heard of self storage but 
know nothing about it, awareness is relatively 
even across all age groups. 
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However, older individuals (aged 35+) tend 
to have a better understanding with the 
55+ age group (40%) having the highest 
knowledge due to their life experiences 
of situations that require storage, including 
home ownership, accumulated belongings, 
downsizing, moving or relocating (possibly 
to retirement homes), managing inheritances 
or family possessions which have made it 
a relevant, familiar, and often necessary 
solution. 

Only a small percentage (9-15%) of all age 
groups claim to know self storage very 
well and this is likely to be largely made up 
of people who have used it at some point.
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People who have never married have the 
lowest awareness compared to separated/
divorced and widowed individuals who have 
the highest knowledge level as these life 
transitions disrupt living situations often 
resulting in moving home (downsizing or 
relocating), splitting possessions during 
a divorce /separation or clearing out 
a deceased partner's belongings after 
widowhood. 

SEPARATED/ 
DIVORCED

AWARENESS BY MARITAL STATUS

LIVING 
AS MARRIED

MARRIED/ 
CIVIL PARTNERSHIP WIDOWED

NEVER 
MARRIED

I HAVE NEVER 
HEARD OF SELF 

STORAGE

I HAVE HEARD OF 
SELF STORAGE BUT 

KNOW NOTHING 
ABOUT THE SERVICE 

THAT IS OFFERED

I HAVE HEARD OF SELF 
STORAGE AND KNOW A 
REASONABLE AMOUNT 

ABOUT THE SERVICE 
THAT IS OFFERED

I HAVE HEARD OF 
SELF STORAGE AND 
KNOW THE SERVICE 

THAT IS OFFERED 
VERY WELL

50%

40%

30%

20%

10%

0
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These scenarios create an immediate, 
personal need for temporary or long-term 
storage solutions. There is a relatively 
consistent picture (around 40% for most 
groups) who have heard of self storage but 
know nothing about the service. Separated/
divorced individuals (47%) and widowed 
individuals (44%) claim to know a reasonable 
amount but those knowing the service well 
are generally low across all groups.
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Awareness of self storage varies 
significantly across regions. The East 
and Midlands have high basic awareness 
but a lower deeper understanding. 
London leads with the highest awareness 
levels of 53% but also has the largest 
concentration of stores – the higher 
population density and space constraints 
result in a greater need for storage 
solutions.

Self storage is often a temporary or occasional 
need. Those who know the service well are more 
likely to use it again and consider it for longer-term 
use.  Unsurprisingly, moving home and renovations 
create the highest consideration for storage. Life 
events are key triggers for storage use; however, 
data also suggests that broader lifestyle needs 
such as general decluttering and seasonal storage 
(e.g., sports equipment, holiday decorations) are 
factors in people’s use of self storage.

39%

50%

60%

40%

30%

20%

10%

0

GOOD LEVEL OF AWARENESS BY REGION 
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Product awareness is on the rise but considering 
almost everyone surveyed would have at least one 
self storage business in their local area, there is still 
a long way to go to get solid awareness. More people 
can name multiple brands, suggesting competition is 
increasing, and differentiation becomes more critical. 

Awareness of 2 or more businesses rose to 16% in 
2025 and those aware of 3 or more has  steadily 
grown, now at 7% for 3 and 1-2% for 4+ indicating 
a more competitive and visible market. It should be 
considered that people with no perceived need for 
self storage are less likely to be aware of stores in 
their area as they would not be looking for them, 
similarly, people without pets are  unlikely to be 
aware of their local vets. 

Many self storage stores are in high-exposure 
locations with bright colours and signage to try 
and increase awareness in their local communities.

KNOWLEDGE  
OF A LOCAL STORE

2015 2017 2019 2021 2023 2025

CAN'T NAME ANYCAN NAME 1 OR MORE

70%

60%
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40%

30%

20%
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While people may be aware of self storage, 
asking them to describe the key elements of the 
services shows a lack of understanding of what 
self storage really is. People who use self storage 
obviously tend to have a better understanding of 
the service, but there is still a need for education 
even among actual users. 44% of users perceive 
self storage buildings as secure and understand 
that access is private and restricted to them only 
and they are also more familiar with the flexibility 
of contracts. 

In contrast, those who have only considered using 
self storage are less aware of these benefits. 
While most people recognise that self storage 
offers a range of unit sizes, this understanding is 
noticeably lower among the "considering" group. 

UNDERSTANDING

Some people who have seen self storage 
buildings remain unclear about what 
they are for, suggesting a need for 
clearer signage or marketing to explain 
the service. There is also low awareness 
of the actual cost for those who haven’t 
used the service. Interestingly, the 
misconception that self storage is only 
for expensive items persists across both 
groups, with minimal difference between 
users and those merely considering it. 

Furthermore, more non-users associate 
self storage with businesses, reinforcing 
that the industry still has work to do 
to broaden its appeal to the residential 
market and correct misconceptions.
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80%70%60%50%40%30%20%10%0

SELF STORAGE IS MOSTLY 
USED BY BUSINESSES 

ONLY I CAN ACCESS MY 
GOODS IN SELF STORAGE, 

NOT THE STORE STAFF

I'VE SEEN SOME SELF STORAGE 
BUILDINGS BUT I'M NOT ENTIRELY 

SURE WHAT THEY’RE FOR

SELF STORAGE CONTRACTS 
ARE FLEXIBLE FROM 1 MONTH 

TO 12 MONTHS AND LONGER

SELF STORAGE IS ONLY FOR 
STORING EXPENSIVE ITEMS

SELF STORAGE BUILDINGS ARE 
LIKE A BIG WAREHOUSE INSIDE

SELF STORAGE OFFER A 
RANGE OF UNIT SIZES TO 

SUIT PEOPLE'S NEEDS

SELF STORAGE BUILDINGS 
ARE VERY SECURE

SELF STORAGE BUILDINGS 
ALWAYS LOOK CLOSED

I'D IMAGINE THAT IT WOULD 
BE EXPENSIVE TO STORE 

THINGS IN SELF STORAGE

USED SELF STORAGE (PAST 12 MONTHS/ NEXT 12 MONTHS)

CONSIDERED SELF STORAGE( PAST 12 MONTHS/ NEXT 12 MONTHS)

UNDERSTANDING OF THE PRODUCT

7%

10%

44%

31%

6%

9%

6%

58%

41%

7%

36%

33%

69%

54%

44%

32%

16%

17%

19%

36%



S E L F  S TO R AG E  A N N UA L  R E P O R T  2 0 2 54 6

Many people think they 
understand self storage but 
hold misconceptions, whether 
about cost, contract flexibility, 
unit sizes, security or who 
it’s for. 

UNDERSTANDING

SELF STORAGE OFFER 
A RANGE OF UNIT 

SIZES TO SUIT 
PEOPLE'S NEEDS

SELF STORAGE 
CONTRACTS ARE 
FLEXIBLE FROM 1 

MONTH TO 12 MONTHS 
AND LONGER

ONLY I CAN ACCESS 
MY GOODS IN SELF 
STORAGE, NOT THE 

STORE STAFF

60%

50%

40%

30%

20%

10%

0

2021 202320172015 20252019

As the graph shows, this understanding isn’t improving, 
highlighting an ongoing need for better education and 
awareness, a situation that is not helped when the bulk of the 
industry’s marketing budget is spent on PPC and other digital 
avenues primarily targeting people already looking for self 
storage, rather than increasing understanding more broadly.
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Visibility on the road remains king. 

A consistent 70% of respondents cited 

roadside visibility as the top source 

of awareness. Direct post is making 

a comeback from 0% in 2021-2023 

to a sharp rise of 7% in 2024 and 

13% in 2025 suggesting a resurgence 

in traditional mail campaigns, which could 

include local community newsletters. 

Online awareness remains low at around 5%. 

DRIVERS OF RECOGNITION 

This shows that while people may use the internet 
to research or book a self storage business, they are 
often looking for stores that they have seen elsewhere. 

They are not exposed to advertising online that 
promotes the industry generally and makes them 
aware of self storage. Businesses that are successful 
in generating customers through social media tend to 
post consistently across multiple platforms, increasing 
their visibility and enhancing algorithm performance 
to attract customers actively searching for self storage.

OUTDOOR 
ADVERTISING 

THE SELF-STORAGE 
FACILITY IS 

DIRECTLY VISIBLE 
ON THE ROAD

DRIVERS OF RECOGNITION

ADVERTISING 
ON TV

ADVERTISING 
IN A LOCAL 

PAPER

FRIEND 
OR FAMILY

YELLOW
PAGES

DON'T KNOW/ 
CAN'T RECALL

INTERNET OTHER DIRECT 
POST

ADVERTISING 
ON RADIO

70%

60%

50%

40%

30%

20%

10%

0
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PRICE EXPECTATIONS

70%

60%

50%

40%

30%

20%

10%

0

DON’T
KNOW

BELOW 
RANGE

WITHIN
RANGE

OVER
RANGE

I need to create more space at home 
(not including working from home reasons)

I'm moving and I am between properties at the moment

For business reasons (e.g. to store my business 
stock or equipment, use as distribution hub, etc.)

I'm moving and don't have enough space in the new home

To create more space to work from home

I need to store my belongings during the university holidays

I need to create more space at work

Other

My home is being/ will be re-decorated and i need 
to store my belongings whilst it's being carried out

I have recently had an important life event (e.g. birth of 
a child, marriage, death/ inheritance, separation/ divorce etc.

29%

24%

17%

16%

16%

13%

13%

12%

11%

11%

REASONS FOR USING SELF STORAGE

The public have a poor perception 

of the cost of self storage. The "Don't 

know" category has been decreasing 

which suggests more people have some 

knowledge of self storage pricing, though 

there has been limited improvement in 

the number of people that are within the 

actual price range of the product. When 

comparing all regions, 19-21% believe the 

cost to be under £100 with only around 

10% knowing the true cost of self storage.

PRICE EXPECTATIONS  
OF CUSTOMERS

Storing belongings during home redecoration 

has increased from 13% in 2014 to 24.4% 

in 2025 and indicates a trend in home 

improvements, potentially tied to lifestyle 

upgrades or a flattening of the property 

market with people investing in their existing 

homes rather than selling and rebuying. The 

ongoing trend of working from home is also 

likely to be contributing to this. 

REASONS FOR USING SELF STORAGE

Business-related storage is growing and has 

more than doubled from 8.7% in 2014 to 

16.2% in 2025 suggesting small businesses 

or eCommerce growth views self storage 

as a cost-effective solution. Creating more 

space at work has grown again, landing 

at 11.7% in 2025, after lower levels in the 

previous years, which could tie into hybrid 

working setups needing flexible spaces.
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USAGE OVER THE NEXT 12 MONTHS

I AM CURRENTLY 
USING SELF 
STORAGE

I AM CONSIDERING 
USING SELF 

STORAGE IN THE 
NEXT 12 MONTHS

I AM NOT USING/ 
CONSIDERING USING 

SELF STORAGE IN THE 
NEXT 12 MONTHS

DON'T 
KNOW

5% 10%

79%

7%

The percentage currently using self storage 
has increased considerably in the current data. 
This is likely to be a combination of increased 
usage but could also be an anomaly in this 
year's sample. With such a small percentage of 
the population using self storage they make up 
a small portion of this sample so increases can 
be easily magnified. 

This is why a separate customer survey is 
completed to gather data from this segment. 

POTENTIAL USAGE

People considering self storage in the next 

12 months have also increased which suggests 

growing awareness, potential demand, and 

interest. This year 10% of people stated 

they are considering using it over the next 

12 months. This has consistently been around 

twice the number of people actually using it. 

The industry needs to understand why around 

half the people considering self storage never 

take out a unit. 
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11Research & 
Contact Methods

GENDER PREFERENCE FOR CONTACTING A STORE

35%

30%

25%

20%

15%

10%

5%

0

FEMALEMALE

CALLING THE 
SELF STORAGE 

CENTRE 
DIRECTLY ON 
THE PHONE

BY VISITING 
THE SELF 
STORAGE 

STORE

BY USING 
E-MAIL TO 
DIRECTLY 
CONTACT 

SELF 
STORAGE 
CENTRE

BY USING SOCIAL 
MEDIA (E.G., 
WHATSAPP 

OR ANOTHER 
MESSAGING 
SERVICE TO 

CONTACT 
THE STORE)

VIA ONLINE 
CHAT ON THE 
COMPANY'S 

WEBSITE

29%
29%

20% 21%

27%

5% 5% 6% 5%

25%

Females (29%) prefer calls and emails, which indicates 
they prefer real-time conversations for clarity and 
reassurance or documented contact. Males are more 
likely to visit the store suggesting a preference for a 
physical inspection before making a decision. Social 
media isn’t yet a strong channel with both genders 
equally low at 5%.

PREFERENCE FOR 
CONTACTING A STORE
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HOW WOULD YOU FIND A STORE TO CONTACT?

0 100%80%60%40%20%

INTERNET 
SEARCH

YOU KNOW A 
STORE NEARBY

ASK FRIEND / 
FAMILY 

DON'T 
KNOW

PHONE 
DIRECTORY

SOCIAL 
MEDIA

LOCAL 
PAPER

OTHER

68%

32%

25%

11%

7%

13%

5%

1%

2021 20232017 20252019

Internet searches remain the most consistently popular way 
for people to find storage facility contact details, although 
its use is in decline as people become more aware of local 
stores and potentially contact them directly. Word of mouth 
is also rising, highlighting the continued power of personal 
recommendations and the importance of referral marketing. 
As expected, traditional methods such as phone directories 
and local newspaper ads are in decline.

FINDING A SELF STORAGE FACILITY
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PREFERRED METHOD 
FOR BOOKING A UNIT

In-store bookings have stayed relatively 
stable, but the 'no preference' group has 
grown significantly, rising to 33% in 2025 
from less than 20% the previous year. This 
suggests that customers are becoming 
more flexible, or perhaps indifferent, 
as long as the booking process is 
straightforward and convenient. 

This is the first year that this question has 
split online to using a mobile device and 
traditional device and it will be interesting 
to see how this changes over time.

ONLINE USING 
A PHONE, 

TABLET OR 
OTHER MOBILE 

DEVICE

ONLINE IN STORE NO 
PREFERENCE

21%

14%

32%
33%
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SOURCE OF ENQUIRIES

An increasing number of customers are 
considering reviews before selecting their 
self storage store, with Google reviews 
the clear platform of choice. The industry 
does not generally promote or encourage 
reviews as well as other industries. 
It has lower volumes of reviews than other 
industries and less responses from owners. 

Contrasting data from the public survey 
found the bulk of customers stated they first 
learned of their chosen self storage store 
online, and this has increased since the last 
survey. Furthermore, those that did not 
select the internet here, were asked if they 
then researched online of which 61% said yes. 

HOW DID YOU FIRST LEARN OF YOUR SELF STORAGE STORE?

INTERNET SEARCH

LOCAL KNOWLEDGE - AWARE OF 
THE LOCATION OF THE BUSINESS

SOCIAL MEDIA

TELEPHONE DIRECTORY

LOCAL PAPER

ONLINE ADVERTISEMENT

BILLBOARD SIGNAGE/ 
BUILDING ADVERTISING

REFERRAL FROM FRIEND OR FAMILY

55%

22%

13%

5%

3%

<1%

<1%

1%

NO
80%

60%

40%

20%

0

YES, BUT 
UNSURE OF 

NAME OF 
ONLINE 

REVIEW SITE

FACEBOOK

TRUST 
PILOT

GOOGLE 
REVIEWS

FEEFO

OTHER 
(PLEASE 
SPECIFY)

WHERE DID YOU LOOK FOR SELF STORAGE REVIEWS?

2023 2025

This could be due to the fact that many 
operators do not like to contact their 
customers while they are in storage, 
so miss the best time to get reviews. 
Customers are often busy and stressed 
during move in, but contacting them 
some weeks later can increase the 
likelihood of a positive review.

This means that 82% of customers are using 
online methods to find out more about their 
chosen self storage store. Referrals have 
also increased from 9.7% to 13%, further 
showing the power that an active referrals 
programme and delivering exceptional 
service can have on gaining new customers.
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UNIT SELECTION

Choosing the correct unit size remains 
one of the main challenges for customers 
even if they have used the service before. 
Only 6% of customers stated they did not 
need any assistance in selecting a unit size. 
Businesses appear to be getting better at 
providing online tools for selecting unit size. 

DID YOU NEED ASSISTANCE CHOOSING THE CORRECT UNIT SIZE?

NO, I THOUGHT I KNEW WHAT SIZE I NEEDED 
BUT ENDED UP NEEDING SOMETHING DIFFERENT

NO, I WAS UNSURE AND 
DID NOT GET ASSISTANCE

YES, I KNEW EXACTLY WHAT SIZE I NEEDED

YES, THE STAFF HELPED ME 
WITH THE SIZE I NEEDED

YES, I GOT ALL THE INFORMATION 
I NEEDED ONLINE

65%

6%

18%

3%

7%

The number of people getting assistance 
in this area online has been steadily growing, 
it is now 18%, an increase from 11% 5 years 
ago. AI and wearable technology could assist 
customers in selecting the correct unit size in 
the future but so far there has been very little 
adoption of this area of self storage.
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STORES CONTACTED

SOURCE 
OFENQUIRIES

A surprising number of customers only contact 
one self storage store and this trend has not 
changed significantly in the past 6 years. Very few 
customers contact more than 3 stores, despite 
there often being more than 3 stores in relatively 
close proximity, especially in city locations. 

50%

40%

30%

20%

10%

0
JUST THIS ONE 2 3 4 5 OR MORE

HOW MANY STORES DID CUSTOMER CONTACT DIRECTLY?

2021 2023 20252019

It should be noted that the question 
refers to contacting a store. With more 
prices and information available online 
it is possible that the customer has 
considered more stores but did not 
feel the need to contact them directly.
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WILLINGNESS TO USE AN UNMANNED/
FULLY AUTOMATED SELF STORAGE FACILITY

Interest in automation has grown 
and unmanned facilities will appeal 
to customers who want 24/7 access 
without dealing with staff and the 
tech-savvy might prefer convenience 
over an in-person service. People who 
are very willing have remained fairly 
stable but low, suggesting only a small 
core of people are really enthusiastic 
about fully automated storage. 

NET: NOT 
COMFORTABLE

DON'T 
KNOW

NOT VERY 
WILLING

VERY 
WILLING

NET: 
COMFORTABLE

NOT AT ALL 
WILLING

FAIRLY 
WILLING

50%

40%

30%

20%

10%

0

2021 2023 2025

Fairly willing has been stronger, peaking 
at 35% in 2024, but has slipped a little in 
2025. There is certainly not a big growth in 
enthusiasm for unmanned stores. Some people 
will still prefer human reassurance, especially 
when leaving valuable or sentimental items in 
storage and trust/security concerns can be 
barriers. Around 20% are unsure so they likely 
need more information or reassurance about 
how unmanned storage works. 
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PACKAGING 
SALES

While the sale of packaging materials 
remains a huge opportunity for self 
storage businesses to increase their 
income, there has been a marked 
improvement in recent years. More 
stores are actively selling packaging 
materials to customers, rather than 
just waiting for them to ask for them. 

Operators are also beginning to offer 
packaging materials online, some 
even organising them to be delivered 
to customers homes. That’s a little 
over half of all customers that 
needed packaging material.

NO, I DID NOT NEED ANY 
BOXES OR PACKAGING MATERIALS

YES, I BOUGHT ALL THE BOXES AND 
PACKAGING MATERIALS I NEEDED 

FROM THE SELF STORAGE BUSINESS

YES, I BOUGHT SOME OF THE BOXES AND 
PACKAGING MATERIALS I NEEDED FROM 

THE SELF STORAGE BUSINESS

NO, I BOUGHT MY BOXES AND 
PACKAGING MATERIALS FROM 

SOMEWHERE ELSE

NO, I GOT MY BOXES FROM A 
FREE SOURCE, FAMILY OR FRIEND

50%40%30%20%10%0

DID YOU BUY PACKAGING MATERIALS ON SITE?

2021 20232017 20252019
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OTHER 
CONSIDERATIONS

Free alternatives remain the most popular option 
for customers other than self storage providers. 
Interestingly, more people are considering free 
alternatives and looking slightly less towards other 
providers. Mobile providers have also increased 
slightly but still account for only 3% of customers. 

This and the Airbnb style of storage; paying to 
store in someone else’s stores, are the supposed 
disruptors to the industry but this data suggests 
they only impact a small portion of self storage 
customers. Mobile storage has limitations in terms 
of having space in your front yard or street to 
place the unit when filling it up as well as more 
size restrictions than self storage. 

Peer to peer storage has issues with insurance, 
security and access. This and the fact many 
people are not comfortable leaving their goods 
unsupervised in a strangers house.

MOBILE SELF STORAGE WHERE A 
UNIT OR BOX IS DELIVERED TO YOU

RENTING A WAREHOUSE IN THE AREA

PAYING TO STORE YOUR GOODS IN 
SOMEONE ELSES HOUSE OR PROPERTY

STORAGE WITH A REMOVALS COMPANY

RENTING A GARAGE IN THE AREA

A FREE ALTERNATIVE E.G. PARENT'S 
GARAGE, FRIEND'S HOUSE, ETC.

ANOTHER SELF STORAGE PROVIDER

60%50%40%30%20%10%0

ALTERNATIVES CONSIDERED
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12Reasons  
For Use

DOMESTICCOMMERCIAL

SPACE UNITS

35%

65%

73%

27%

COMMERCIAL, DOMESTIC MIX

The mix of commercial and domestic use has 
remained stable for the past 5 years, although 
there is some indication that this year, more 
large unit commercial customers departed 
as the percentage of space occupied by 
commercial customers dropped slightly.

COMMERCIAL 
AND DOMESTIC USE
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DOMESTIC REASONS FOR USING SELF STORAGE

I'M MOVING AND I AM BETWEEN PROPERTIES AT THE MOMENT

NO ROOM FOR ITEMS AT RESIDENCE

I NEED TO CREATE MORE SPACE AT HOME

I HAVE RECENTLY HAD AN IMPORTANT LIFE EVENT 
(E.G. BIRTH OF A CHILD, MARRIAGE, DEATH, 
INHERITANCE, SEPERATION, DIVORCE, ETC.)

MY HOME IS BEING DECORATED OR RENOVATED AND I NEED 
TO STORE MY BELONGINGS WHILE THIS IS BEING CARRIED OUT

I'M MOVING AND DON'T HAVE 
ENOUGH SPACE IN THE NEW HOME 

OTHER

I NEED TO DECLUTTER MY HOMETO SELL IT

I AM DOWNSIZING MY HOME AND NEED THE ADDED ROOM

28%

24%

10%

9%

8%

7%

5%

5%

4%

One of the advantages of the self storage industry is the 
diversity of its customer base. It attracts customers at different 
points in their life with different needs. Clearly, house moves 
make up the bulk of the customer base, 40% of domestic 
customers across all the house moving related categories. 

Remembering that domestic customers make up about 75% 
of all customers, that is only 30% of the total customer base. 
Generally, lack of space and other life changing moments make 
up the remainder of the customers which gives the industry 
a degree of protection when the property market slows, as it 
has in the past 12 months.

Of the life changing moments that led people to self storage, 
death in the family was the most common (27%), followed by 
ending a relationship (14%). Giving birth to a child and having 
family members return home were also common. All activities 
that tend to occur regardless of the economic climate.

DOMESTIC USES  
FOR SELF STORAGE
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COMMERCIAL USES OF SELF STORAGE

Business users are clearly looking for storage for goods 
and records. Self storage provides a flexible solution 
for business storage that does not require a long term 
lease and can be adapted based on the needs of the 
business. Hence it is commonly used by small businesses 
as they expand and move from being home businesses 
to something larger. 

Further supporting the 

concept that self storage 

is a local business incubator 

and supports the local 

economy, around a quarter 

of the businesses that use 

self storage operate solely 

from their self storage unit.  

In an average sized store 

this would be upwards of 

25 businesses that could not 

operate without their self 

storage unit.

BUSINESS USES FOR SELF STORAGE

HOLDING AREA FOR DISTRIBUTION OF GOODS

ITEMS NO LONGER NEEDED OR WANTED

TEMPORARY STORAGE WHILE 
RENOVATING BUSINESS PREMISES

TEMPORARY STORAGE WHILE CHANGING ADDRESS

STOCK FOR REPAIR/ REPLACEMENT

NO ROOM AT HOME

ARCHIVE OF RECORDS

28%

9%

8%

8%

2%

2%

1%

THE BULK OF THE BUSINESS IS RUN FROM THE STORAGE UNIT

WE HAVE ANOTHER OFFICE OR STORAGE CENTRE 
WHERE WE PREDOMINATELY RUN THE BUSINESS FROM

76%

24%

It is also being used by 
a growing number of online 
retailers. Only 4% of users are 
considered temporary, further 
supporting the concept that 
business customers stay long 
term and create less churn.
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13Customer 
Demographics

A BUSINESS CUSTOMER - YOU USE A SELF STORAGE UNIT 
PRIMARILY FOR YOUR BUSINESS OR YOUR EMPLOYER'S BUSINESS

A PRIVATE CUSTOMER - YOU USE A SELF STORAGE UNIT 
PRIMARILY FOR YOUR OWN PERSONAL OR DOMESTIC PURPOSE

73%

27%

This has remained relatively stable for the past 10 

years. External storage sites with drive up units 

have a higher percentage of commercial customers 

with many over 50%. The larger drive up style units 

can be more accommodating to people with stock 

or equipment that they need to access regularly.

Businesses account for around 
a quarter of self storage 
customers but they take up over 
a third of the storage space as 
they tend to take larger units.  
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AGE OF CUSTOMERS

NATIONALSURVEY

15-19
YRS

20-24
YRS

25-29
YRS

30-34
YRS

35-39
YRS

40-44
YRS

45-49
YRS

50-54
YRS

55-59
YRS

60-64
YRS

65-69
YRS

75-79
YRS

80-84
YRS

85
YEARS 
& OVER

70-74
YRS

16%

14%

12%

10%

8%

6%

4%

2%

0

7

2

0

3

6

9

12
13

15

13 12

8

5

1
1

2

7 7 7
8 8 8

8 8 8

6
6

5
3

2

Older people are more likely to use self storage 
which is understandable given they will have 
been through more life changing moments, 
acquired more items that need storage and 
are likely to have more disposable income. 
It is worth noting that the average age of the 
customer is coming down, not due to more 
people under 30 storing, but growth in the 35 
– 50 brackets and less people over 60 storing. 

So it is not that the age mix is moving with the 
aging population but that more people under 
60 are using self storage and  are using it 
earlier in their lives. The challenge remains to 
get more people aged below 35 to start using 
self storage.

AGE OF CUSTOMERS
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DISTANCE TO TRAVEL

Few customers travel more than 
30 minutes to their chosen self storage 
business. Although in recent years, 
people have been traveling further, 
with the number of people travelling 
5 minutes or less, half what it was 
5 years ago and almost twice as many 
people travelling 21 – 30 minutes. 

LESS THAN
5 MINUTES

6 - 10
MINUTES

11 - 15
MINUTES

16 - 20
MINUTES

21 - 30
MINUTES

31 - 45
MINUTES

46 MINUTES 
OR MORE

TRAVEL DISTANCE TO SELF STORAGE STORE

5% 16% 20% 19% 19% 11% 10%

This could be due to increasing traffic taking 
people longer to travel, but it is more likely 
that people are travelling further to their 
units. This could be as people are looking 
for stores with higher levels of security or 
technology or as a result of increasing up 
front discounts persuading people to travel 
further to save on storage fees.
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SIZE OF BUSINESSES

HOW MANY EMPLOYEES IN YOUR BUSINESS?

4 - 10

1 - 3

11 - 20

21 - 50

50 - ABOVE

54%

20%

8%

8%

10%

Small businesses are more likely to use self storage, 
however, when you consider that 95% of all businesses 
in the UK have less than 10 employees and businesses 
with over 50 employees make up less than 1% 
of businesses, it is actually larger businesses that 
are over represented in self storage. 

This supports the concept that 
self storage helps transition small, 
home based businesses into 
something more substantial, that 
employs more people in the local 
community.
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PREVIOUS USE

Repeat users are a big part of the self storage customer base and 
have consistently accounted for around  a third of all customers. 
There is opportunity for stores to remarket to past customers for 
when they may have a future need for self storage. This also gives 
larger brands with multiple stores the opportunity to potentially 
pick up customers that are looking for repeat use in a different 
location and had a positive experience with the brand previously.

HAVE YOU USED SELF STORAGE BEFORE?

TOTAL OF PEOPLE 
THAT HAVE USED 

SELF STORAGE 
BEFORE

I HAVE USED 
BOTH THIS AND 

ANOTHER STORE 
BEFORE

I HAVE USED 
ANOTHER 

STORE 
BEFORE

I HAVE USED 
THIS STORE 

BEFORE

12% 19% 11% 30%



C U S H M A N  &  WA K E F I E L D 6 9

CUSTOMER SENTIMENT

DOES SELF STORAGE REPRESENT GOOD VALUE?

YES, 
I BELIEVE SO

DON’T
KNOW

NO, I DON’T 
BELIEVE SO

70%

60%

50%

40%

30%

20%

10%

0

59% 58% 20% 25% 21% 17%

MALE FEMALE

While most customers see self storage as 
providing good value, this value is steadily 
decreasing and fell below 60% for the first 
time since 2019. The higher cost of living is 
likely to have influenced these results but it 
could be that the increasing cost of storage 
is beginning to have an impact on customers. 

However, over a quarter of customers that 
said storage was poor value, do not plan on 
moving out for 2 years or more and only 18% 
plan on moving out in the next 3 months. So 
while customers question the value, they still 
need the storage and possibly have limited 
alternatives to store their possessions.



S E L F  S TO R AG E  A N N UA L  R E P O R T  2 0 2 57 0

Customer satisfaction in self storage remains 
very high but it is declining. Customers were 
asked to rate their satisfaction from 0-10 with 
totally satisfied being a score of 8 and above, 
similar to the net promoter score. Indifferent 
is 7-4 and dissatisfied 3 and lower. The number 
of people that are unsatisfied has been relatively 
stable as people move into the indifferent 
categories. 

Often self storage customers are led to the 
industry during life changing moments which 
can be stressful, combined with the stress 
of moving their goods into storage it is a 
testament to the industry that they turn this 
difficult period for customers into a positive 
experience. 

TOTAL 
SATISFIED

INDIFFERENT TOTAL 
DISSATISFIED

100%

90%

80%

70%

50%

30%

10%

60%

40%

20%

0

CUSTOMER SATISFACTION

2021 2023 20252019
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POTENTIAL USAGE

I AM CURRENTLY 
USING SELF 
STORAGE

I AM CONSIDERING 
USING SELF 

STORAGE IN THE 
NEXT 12 MONTHS

I AM NOT USING/ 
CONSIDERING USING 

SELF STORAGE IN THE 
NEXT 12 MONTHS

DON'T 
KNOW

USAGE OVER THE NEXT 12 MONTHS

79%
7%10%5%

The percentage currently using self storage 
has increased considerably in this year’s data.. 
This is likely to be a combination of increased 
usage but could also be an anomaly in this 
year's sample. With such a small percentage 
of the population using self storage, they 
make up a small portion of this sample so 
increases can be easily magnified. This is why 
a separate customer survey is completed to 
gather data from this segment. 

People considering self storage in the next 12 
months have also increased which suggests 
growing awareness, potential demand, and 
interest. This year 10% of people stated they 
are considering using it over the next 12 
months. This has consistently been around 
twice the number of people actually using it. 
The industry needs to understand why around 
half the people considering self storage never 
take out a unit. 
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14Usage 
Patterns

NUMBER OF UNITS RENTED

BUSINESSDOMESTIC

1 2 3 OR MORE

76%91% 16%
8% 8%

1%

Business users tend to take larger units or take out 

multiple units, they also access their units more often 

than domestic customers. As mentioned elsewhere in 

this report, customers struggle to visualise the correct 

sized unit for their needs. Even a large number of existing 

customers could not state what the size of their self 

storage unit was.

NUMBER OF UNITS PER CUSTOMER
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0 - 10
SQ FT

11 - 50
SQ FT

51 - 100
SQ FT

101 - 200
SQ FT

201 - 500
SQ FT

501 - 1000
SQ FT

MORE 
THAN 1001

SQ FT
DON’T
KNOW

SIZE OF UNITS RENTED

30%

25%

20%

15%

10%

5%

0

BUSINESSDOMESTIC
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LENGTH OF STAY

LENGTH OF STAY IN CURRENT UNIT

3 MONTHS
OR LESS

4 - 6 
MONTHS

7 MONTHS UP 
TO 1 YEAR

1 - 2 
YEARS

3 - 4 
YEARS

5 - 6 
YEARS

7 - 8 
YEARS

MORE THAN 
10 YEARS

9 - 10 
YEARS

25%

20%

15%

10%

5%

0

14% 15% 10% 23% 16% 9% 5% 3% 5%

The vast majority of domestic 
customers initially use self storage 
for a short term need and expect 
to stay 9 months or less. 

However many then find the 
convenience of their self storage 
unit provides value beyond their 
short term needs and they continue 
to use it for a more permanent 
solution. Hence customers tend to 
stay for either less than 9 months 
or for several years.
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EXPECTED LENGTH OF STAY

MORE THAN 
10 YEARS

13 - 18
MONTHS

4 - 6
MONTHS

7 - 12
MONTHS

19 - 24 
MONTHS

0 - 3 
MONTHS

BUSINESSDOMESTIC

70%

60%

50%

40%

30%

20%

10%

0

60%

22%

10%
7%

5%

8% 8%

19%

9%

17%

7%

27%

EXPECTED LENGTH OF STAY

As expected, business customers use self storage for longer periods 
of time, however around 40% of domestic customers have stated they 
expect to use self storage for more than 12 months and 22% for 2 years 
or more. Consider also, that some of the customers completing the 
survey that have just moved into self storage, may expect to stay for 
only a few months but may still be converted into long term customers.

Churn is a natural part of self storage with customers moving in and 
out each week. Long term customers provide benefits for the self 
storage business, reducing churn which means the unit is not vacant 
between uses, and providing more value for the cost of acquisition for 
the customer. There is also more option for operators to increase rents 
once the customer stays past the up front discounts often offered.
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FREQUENCY OF VISIT

8%

19%

27%

30%

23%

2%

15%

5%

10%

17%

21%

16%

BUSINESS DOMESTIC

35%

30%

25%

20%

15%

10%

5%

0

FEWER THAN 
3 TIMES PER 

YEAR

3 TO 6 
TIMES PER 

YEAR

ABOUT 
ONCE A 
MONTH

ABOUT 
ONCE A 
WEEK

MORE THAN 
ONCE A 
WEEK

ONCE OR 
MORE A DAY

FREQUENCY OF VISIT

Despite convenience being one of the 
major reasons people choose a self storage 
business, in reality they do not access their 
goods frequently. 76% of personal use 
customers access their unit monthly or less 
and only 15% of business customers access 
their unit daily. This means that self storage 
business generates less traffic than many 
people expect.



C U S H M A N  &  WA K E F I E L D 7 7



S E L F  S TO R AG E  A N N UA L  R E P O R T  2 0 2 57 8

15Contributors
A.H.TRIPP & SON LTD. 

ADAM SELFSTORE

ADMIRAL'S YARD SELF STORAGE

APEX SELF STORAGE

ARMADILLO

ATTIC SELF STORAGE

BARN STORE

BIG BULL SELF STORAGE

BIG YELLOW

BILTING STORAGE

BLUE SELF STORAGE

CINCH SELF STORAGE

COOKES STORAGE

CUBOID SELF STORAGE LIMITED

EASY ACCESS SELF STORAGE 

FLEXISS

HOGLEAZE STORAGE LTD

KANGAROO SELF STORAGE

KEEPSAFE STORAGE CENTRES

KEEPSPACE SELF STORAGE

LOCK STOCK SELF STORAGE LIMITED

MAGENTA STORAGE 

MEGASTORAGE LTD

MS SELF STORAGE LTD

NEST SELF-STORAGE

NEWQUAY SELF STORAGE

NOW STORAGE LTD 

ORANGE BOX SELF STORAGE LTD



C U S H M A N  &  WA K E F I E L D 7 9

READY STEADY STORE

SELF STORAGE CENTRE OXFORD

SELF STORAGE TAMESIDE

SHEEPLANDS SELF STORAGE

SOMERFORD STORAGE

SOUTH HAMS SELF STORAGE LTD

SPACE STATION SELF STORAGE

SQUAB STORAGE

SQUAREFOOT SELF STORAGE

STAR SELFSTORE LTD

STOCK N LOCK

STORAGE KING

STORAGE WORLD

STORAGEMART

STORE & GO DERRY

STOREBOX

STORME

THE SPACE PROGRAM

THORNBURY SELF STORAGE

URBAN LOCKER ISLINGTON

URBAN LOCKER OLD STREET

WESTORE SELF STORAGE

YOUR SPACE SELF STORAGE LTD

BOXABLE SSELF SSTORAGE

HERE SELF STORAGE 

SHURGARD SELF-STORAGE

SUFFOLK SELF STORAGE

VANGUARD SELF STORAGE



S E L F  S TO R AG E  A N N UA L  R E P O R T  2 0 2 58 0

16Contacts

RENNIE SCHAFER
CEO   
Self Storage Association UK

+44 (0) 1270 623 150

rschafer@ssauk.com

EMMA GREENWOOD
Membership Services Officer   
Self Storage Association UK

+44 (0) 7539 969 841

egreenwood@ssauk.com

HELEN BOURKE
Operations Director  
SelfStorage Association UK

+44 (0) 7511 160 205

hbourke@ssauk.com

STEPHEN RAMAGE
Membership Services Officer   
Self Storage Association UK

+ 44 (0) 7547 672 541

sramage@ssauk.com



C U S H M A N  &  WA K E F I E L D 8 1

BRYONY PEARSON
Administration Manager   
Self Storage Association UK

+44 (0) 1270 623 150

bpearson@ssauk.com

MATTHEW DENTON
Analyst  
Cushman & Wakefield

+44 (0) 1217 105 671

matthew.denton@cushwake.com

DARYL PERRY
Head of Research & Insight  
Cushman & Wakefield

+44 (0) 7341 109 340

daryl.perry@cushwake.com 

PHILIP MACAULEY
Head of Self Storage   
Cushman & Wakefield

+44 (0) 7584 857 149

philip.macauley@cushwake.com 

CHRISTIE WARD
Senior Business Intelligence Analyst  
Cushman & Wakefield

+44 (0) 775 543 299

christie.ward@cushwake.com 

STEFFAN MORGAN
Partner, Self Storage  
Cushman & Wakefield

+44 (0) 777 3458 142

steffan.morgan@cushwake.com 




