
Q: A department in my
company has been
experiencing a rather high
turnover rate. With a full
headcount of only nine
staff, the department has
seen more than 10 staff
come and go in about one-
and-a-half years, affecting
the continuity of our
operations. Several
departing staff have cited
the supervisor as their
reason for leaving. How can
we manage this sensitively
without having to take the
drastic step of asking the
supervisor to leave? To
help us benchmark
ourselves, what is a more
'normal' turnover rate?

– Daphne Neo

A: In my opinion, your turn-
over seems excessively
high (over 100 per cent)
even compared to small
businesses. And, as you sug-
gest, such high turnover
will definitely affect your op-
erations due to lost time,
hiring replacements, train-
ing, etc.

Research shows that the
relationship with one’s im-
mediate supervisor is a pri-
mary reason for turnover,
and it appears as if one par-
ticular supervisor may be
responsible for the situa-
tion you described.

You should start provid-
ing feedback to this supervi-
sor about the situation and
ask for his (or her) opinion
regarding why this is occur-
ring.

Feedback is a very pow-
erful change agent. You
want to ask him for his
views before pointing the
finger directly at him. Be
careful not to be too con-
demning; otherwise he will
become defensive and go in-
to denial.

However, if you need to,
bring out specific incidents
and/or information regard-
ing his relationships with
employees who left. Ask for
explanations as to why
these events occurred. If
the turnover rate under
him is higher than that ex-
perienced by other supervi-
sors, ask him why this
might be the case.

Also, you can appeal to
him by indicating that this
excessively high turnover
rate is affecting the organi-
sation and ask for his help
in rectifying the situation.
Appealing to a higher
“goal” is sometimes effec-
tive in creating change.

– Prof Richard Arvey
Head

Dept of Management
& Organisation

NUS Business School
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W
ITH a conspicu-
ous red and
blue colour
scheme in its fa-
cility, four-
year-old stor-
age letting busi-
ness Extra

Space Self Storage makes a bold state-
ment. “All part of the image brand-
ing,” a company spokesman says
with a smile.

For some, the colours may be mild-
ly reminiscent of Swedish furniture gi-
ant IKEA. And why not? With furni-
ture movers and hobbyists making up
a significant bulk of Extra Space’s cus-
tomer base, its business does, in a
sense, address lifestyles as well.

Having previously engaged in the
wine storage business when he was
still living in Sydney, company CEO
Michael Hagbeck originally intended
to start a wine storage facility here,
but soon recognised and capitalised
on the local market potential for other
kinds of self storage, a familiar and
commonly found industry in regions
like Australia, the US, Canada, and
Europe.

Apart from Mr Hagbeck, Extra
Space Singapore Holdings Pte Ltd is
also jointly owned by NYSE-listed La-
zard Limited and Boustead Holdings,
a listed Singaporean company, and
run by CFO Kenny Tham, and GM op-
erations, Jeannie Sng. The company
is also a member of the Self Storage
Association of Australasia (SSAA) and
the Singapore Business Federation.

Indeed, space is a commodity in
land-scarce Singapore – it is not sur-
prising that many a space-starved
household or stock-heavy business
would turn to alternative storage op-
tions to accommodate certain needs.

In addition to wine aficionados,
home-grown SME numbers continue
to ride an upward trend, and Singapo-
reans are also increasingly adopting
less conventional hobbies – with both

recreational and more serious aims –
such as canoeing, mountain-biking,
and even teddy bear collecting.

Currently, consumers are catego-
rised into approximately three main
areas: 20 per cent of business comes
from SMEs – most of which are nota-
bly local – who keep mostly inventory
stocks and some documents, with
home movers and lifestyle hobbyists
(including wine collectors) each con-
stituting 40 per cent respectively.

The business concept centres
around do-it-yourself (DIY) storage,
offering a flexible range of storage op-
tions – from lockers for students and
backpackers to 450 sq ft rooms that
can store company product stocks –

to individual, family, and business cli-
ents for a self-specified time period.

The private and self-contained
storage units are all under 24-hour se-
curity surveillance including a person-
al access code system enabling cus-
tomers efficient access to their proper-
ty 24/7.

Extra Space has a niche in wine
storage, boasting the largest walk-in
wine storage facility in Singapore. Its
wine storage facilities and services at
Boon Keng Road and Eunos Link out-
lets include both lockers and walk-in
cellars holding up to 400 cases, with
cellars maintained stringently at 13
degrees Celsius and a constant 65 to
75 per cent humidity.

Value adding to their wine storage
service is the presence of complimen-
tary tasting rooms, directly adjacent
to the storage cellars.

According to Mr Hagbeck, Extra
Space has an edge over competitors
because of its emphasis on service –
customers get highly personalised
treatment, including specially tai-
lored advice on renting space for
their items.

Other draws include the provision
of specialised self-storage insurance,
the use of specifically trained termite
detecting dogs as part of its pest con-
trol system, and the convenience of
online self storage operating software
offering real-time information on

space availability across all its branch-
es.

Extra Space has seen steady
growth in the past few years since its
2007 opening, and Mr Hagbeck is op-
timistic that the market will only pick
up as firstly, new entrepreneur busi-
nesses and SMEs continue to emerge;
and secondly, as the local communi-
ty’s interest in lifestyle and recreation-
al activities keeps developing.

Also encouraging the positive out-
look is its ability to retain clients – Ex-
tra Space has done fairly well in get-
ting customers to stay, having kept 34
per cent of their clientele for a period
of a year or more.

Some of these are business clients

who have actually made storage rent-
ing with Extra Space a part of their
business model, Mr Hagbeck says, ef-
fectively incorporating Extra Space in-
to their business. In view of such
trends, a further doubling of the busi-
ness’ existing storage space is on the
cards, slated for completion by next
year.

From a pioneer outlet of 268,131
sq ft, Extra Space today consists of
five strategically located storage facili-
ties islandwide, altogether totalling
close to 617,000 sq ft in area, or 2.3
times larger than its starting size.

Extra Space says that it outshines
its competitors by a margin of rough-
ly 20 per cent, in terms of growth
speed – gaining an average of around
3,000 new clients yearly.

Total company assets were worth
$62 million as of FY2010, reflecting a
phenomenal leap of almost 13 times
from its $4.8 million value in 2007.
Given these numbers, it is hardly sur-
prising to learn that Extra Space
broke even within the first two years
of business.

Marketing wise, Extra Space has
established a name of sorts for itself –
both on and offline. There is a consid-
erable amount of marketing and ad-
vertising carried out via television,
for its mass penetration; Mr Hagbeck
states the importance of public educa-
tion as one factor aiding industry
growth.

He estimates that currently about
half of Extra Space’s business comes
from the online platform, with
around another 25 per cent of the
company’s customers being intro-
duced through word of mouth.

Mr Hagbeck’s parting shot? It is
fundamentally necessary to “have (a)
feel of what locals need and want”,
says the CEO, who read Singaporean
secondary school geography text-
books in the lead-up to hatching out
the business. Good, sound advice that
certainly seems to have served Extra
Space well so far.

By HOON YI SHYUAN

PERSISTING through its
years of losses, Addvalue
Technologies has finally es-
tablished itself as a reliable
developer and manufactur-
er of mobile satellite termi-
nals and is riding on the
waves of success.

Most recently, the com-
pany posted a record high
net profit of $7.5 million in
its FY2011, a marked im-
provement from its $3.3
million loss in FY2010.

Colin Chan, chairman
and CEO of Addvalue, at-
tributes the company’s turn-
around to its success in es-
tablishing trust in its cus-
tomers.

“You need to establish a
name for your-
self . I f you
don’t have
that, it’s diffi-
cult to sell. It
took us quite a
number o f
years to get in
and penetrate
this market,”
said Dr Chan.

“Gaining
recognition
and earning
the trust of
people takes
time. That is why we contin-
ued to incur losses all these
years until we showed that
our product was reliable.”

High-profile events that
helped put Addvalue on the
map included the success-
ful deployment of its satel-
lite terminals in both Bra-
zil’s municipal elections in
2008 and the Philippines’
elections in 2010.

In both scenarios, Ad-
dvalue’s satellite terminals
ensured the secure trans-
mission of election results.

Because brand loyalty is
a key factor in a satellite
company’s success,
Dr Chan recognises it as a
high barrier to entry and lik-
ens the satellite industry to
a club.

“If you’re not in, it’s very
difficult to get in but once
you’re in and you establish
yourself, you’re very pro-
tected because people can’t
get in easily,” said Dr Chan.

To date, Addvalue is one
of the few authorised devel-
opers of the Inmarsat range
of satellite terminals.

It is one out of the two
players worldwide that of-
fer the Inmarsat class 3
land terminal and the
FB150 maritime terminal.

Furthermore, Dr Chan
feels that establishing a
wide customer base was al-
so crucial to Addvalue’s suc-
cess.

Addvalue launched its
first product, a mobile satel-

lite terminal for land called
the SABRE 1, in 2007.

Since then, it has devel-
oped and manufactured a
range of terminals operat-
ing on major satellite net-
works for maritime (SKIP-
PER 150, SEAGULL 5000)
applications as well.

“You need to have a
range of products. You can-
not just rely on one prod-
uct. When we had five or
six products out, we man-
aged to reach out to differ-
ent segments of the market
and we saw a turnaround
of the company,” said
Dr Chan.

Addvalue also sets itself
apart from other solution
providers because it is com-
paratively smaller and

hence, more flexible.

“Satellite solution provid-
ers are mostly big compa-
nies. They are not as flexi-
ble as us. We are more ac-
commodating. If a custom-
er requests for a certain ap-
plication, we are prepared
to engineer and prepare
prototypes for them. We
are prepared to tailor solu-
tions for our customers.”

Indeed, Stratos’ request
for a solution for Superviso-
ry Control And Data Acqui-
sition (SCADA) led Addval-
ue to modify its SABRE 1
product.

To date, the company
has established itself as a
key partner to many major
players in the satellite com-
munications industry,
counting among its custom-
er base internationally re-
nowned leaders such as In-
marsat, Thuraya, Stratos,
Vizada, Satlink, and Globe
Wireless.

Most of the major sat-
com equipment and airtime
distributors have partnered
with Addvalue to market
their products, thereby ena-
bling Addvalue to distribute
its products globally.

The SAFARI, Addvalue’s
new vehicular unit, is set to
launch at CommunicAsia
2011.

Looking ahead, Addval-
ue plans to continue to in-
crease the distribution and
market penetration for its
existing products.

At the same time, it will
also continue developing in-
novative products and serv-
ices in areas that have not
yet been reached.

Commenting on Addval-
ue’s prospects, Dr Chan
said, “All these years we’ve
stayed very focused. Right
now, given our technology
and the name that we’ve es-
tablished for ourself, we be-
lieve that we have a tremen-
dous opportunity.”
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Mr Hagbeck: Says Extra Space has an edge over competitors because of its emphasis on service
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Dr Chan: ‘You need to establish a name for yourself. It took us quite a number of

years to get in and penetrate this market.’
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