Self Storage and Generation Z: A Meeting Point Between
Flexibility and New Consumption Habits

Generation Z - generally defined as those born between 1997 and 2012 - now represents the youngest
segment of the adult market, ranging in age from 13 to 28. It is the first truly “digital native” generation:
having grown up with smartphones, social media, streaming platforms and unlimited access to
information, they display consumption behaviours that differ significantly from those of previous
generations.

Their mindset is fluid, experience-oriented and less tied to the ownership of material goods. Rather than
“owning”, they want to “access”. This distinctive trait influences how they choose and purchase
services, including those that may appear more traditional, such as Self Storage.

Before looking specifically at the relationship between Gen Z and Self Storage, it is useful to outline
some of the general characteristics that define their approach to consuming services compared with
purchasing goods:

* Value experiences, not objects. Gen Z is less interested in purchasing durable goods and more
focused on services that provide freedom, mobility and shareable experiences.

¢ Digital as the main channel. Their interaction with service providers takes place almost exclusively
online, through search engines, reviews, social media and digital marketplaces.

¢ Fast but informed decisions. They have immediate access to reviews, comparisons and peer
opinions. This shortens the decision-making process, while at the same time making each choice
highly informed.

* Low tolerance for friction. A complex or unclear purchasing process is likely to be abandoned
immediately.

* A search for authenticity. They are not particularly receptive to overly polished or impersonal
marketing messages; instead, they look for transparency, direct language and a “human” brand.

+ A preference for services over ownership. Rather than owning, they prefer to pay for access, use
something when they need it and move on from it when they no longer do.

Taken together, these characteristics make Generation Z an interesting, but also complex, target for
services such as Self Storage, which have traditionally been designed for more mature customers with
homes full of accumulated belongings. However, let’s look at how this service can adapt to their needs.



Ten Key Points About Self Storage for Generation Z

1. Mobility and a Fluid Lifestyle

Gen Z is the most mobile generation: they move cities to study, work remotely or in hybrid settings, and
relocate easily for temporary work opportunities or travel experiences. In this context, Self Storage
becomes a practical solution for keeping belongings safe during periods of transition. It allows people to
avoid being tied to a physical location while still having a secure base for their possessions.

2. Limited Starting Income, but High Aspirations

Many members of Gen Z are students or young professionals with limited incomes. They cannot afford
large homes or apartments with additional storage space. Self Storage addresses this need with low-cost,
scalable and flexible solutions. The key is to offer short-term options without rigid commitments, adapted
to their financial situation.

3. A Service Perceived as a “Subscription”

Gen Z is used to subscription-based models (Spotify, Netflix, gyms, coworking spaces). They tend to see
value less in a one-time purchase and more in an ongoing service that can be cancelled at any time.
Applying this model to Self Storage - with transparent monthly subscriptions and no penalties - is a way
of speaking their language.

4. Digital First: Discovering and Evaluating Services Online

When Gen Z looks for a service, they start with Google or social media. They read reviews on platforms
such as Trustpilot, watch videos on YouTube or TikTok featuring real experiences, and compare prices and
levels of transparency. For Self Storage, this means that online reputation, authentic reviews and a strong
digital presence are not optional extras but key factors in attracting this audience.

5. A Simple and Immediate Customer Journey

There is little room for complex forms or paperwork. Online booking, app-based payments, smartphone
space management and digital access via QR codes or smart locks are increasingly essential. Every point
of friction in the process risks losing the customer.

6. A Bias Towards “Traditional” Services

Gen Z tends to be sceptical of services perceived as outdated, bureaucratic or expensive. Self Storage
risks being seen as an “old-fashioned” product associated mainly with families or businesses. It needs to
be repositioned as a young, dynamic solution for people who want the freedom to move. Communication
should focus on convenience and flexibility rather than on the idea of “accumulating things".



7. Brand Aesthetics and Image

For this generation, image is part of perceived value. Modern, clean facilities with an appealing design,
combined with a website that reflects the visual language of digital brands, can make a significant
difference. A Self Storage facility with a neglected or outdated image immediately loses appeal.

8. Security as a Psychological Factor

Even though they often own relatively few high-value possessions, young people still look for security and
protection. Knowing that their belongings are stored in safe, monitored facilities, accessible only through
smart systems, increases their sense of trust. Peace of mind becomes an added value of the service.

9. Integration with Other Life Experiences

Self Storage can be connected to other moments in their lives: quick moves, Erasmus experiences,
international internships, or temporary shared living arrangements. Promoting packages or related
services — such as home delivery or partnerships with urban transport platforms — can increase the
service's perceived relevance.

10. Future Orientation and Sustainability

Gen Z is highly sensitive to environmental and social issues. Offering Self Storage facilities powered by
renewable energy, using sustainable packaging, and implementing “green” initiatives can represent a
decisive differentiating factor. The narrative should highlight that the service is not only practical, but also
aligned with the values of this generation.

Generation Z approaches life with a mindset that is very different from that of traditional Self Storage
customers. They are fast-moving, hyperconnected, and service-oriented rather than ownership-oriented.
They often live in smaller spaces, have limited incomes, but place a high value on freedom and mobility.
To engage this consumer group, Self Storage needs to evolve: it is no longer enough to simply offer space.
The service needs to be digital, simple, transparent, flexible, and visually aligned with the cultural codes of
younger generations.

When positioned correctly, Self Storage can become an ally for Gen Z: not a place to accumulate

belongings, but a tool that enables them to live with greater freedom, without giving up security and
convenience. In other words, not a place to store the past, but a space that enables the future.
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